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ROLE OF TEACHER IN EMPOWERING STUDENTS
TO IDENTIFY CORPORATE NEEDS

Prof. Neharika Shrivastava*
Dr. Satya Sidhartha Panda**

Abstract :

MBA education is all about developing ability to learn and promotinginquisitive minds
among individuals who can relate to their environment in a holistic manner. MBA helps
tohave an insight into the tricks & acumen necessary for competent handling of business
and other segments and consultant constituting it. MBA programme in relevant field of
operation helpsto sharpen managerial skills& soft skillsnecessary for business management
(Why is MBA important and what are its advantages, 2015)

A 2012 Merit Track-MBA universe.com study on the employability of MBA graduates in
100 B-schools across the country has revealed that only 21 per cent of the candidates who
graduated in 2011-12 were employable. The employability rate of the candidates has
dropped by four per cent from 25 per cent in 2007. It is not adequate to have good quality
students only, but ingtitutions also need good quality faculty members. Faculty members
are the Achilles’ heel in management education.

The purpose of this empirical study is to identify the different pedagogies used by MBA
faculty members to inculcate wisdom driven practices among student for job needs of
corporate and to suggest different techniques which MBA faculty members can use for
studentsto fulfill corporate needs. For this5 skills have been identified by industry experts.
On each skill, 5 pedagogies were identified by academicians. A questionnaire was formed
on nominal scale and sent to 40 faculty members. The data was analyzed through one
proportional Z test. The result of the study shows 65 % of management faculty members of
tier 11 Bangalore Management Colleges conduct book review sessions in management
class at least once in a month and assign students to build at least one case study in a
semester. This study will help MBA schools in India to better understand the corporate
need from MBA students and techniques which can be used by them to fulfill corporate
need. This study is limited to identify the pedagogies used by MBA faculty members to
make students under stand the cor porate need in Bangalore Tier 11 collegesonly. This study
can befurther taken over as comparison between Indian MBA colleges and other countries
MBA colleges.

Keywords. Knowledge acquisition, Skill development, Output Process, Quality faculty,
conceptualization and relational skills, pedagogies
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Introduction

When we talk about the management
education, we are basically referring to the
shaping up of the student to develop the
competency and capability either as an
intrapreneur (tojoin and help an organization
to grow) or as an entrepreneur (to establish
and grow one' sown organization)

In those cases where the student chooses to
be an entrepreneur, the organizationsrecruit
people based entirely on the capability as
observed and perceived by them after the
potentia shortlisted gpplicantsgo through thelr
custom-made sdl ection processwhich generdly
congstsof persond interviews,but at timesaso
of some written test, group discussion and
exercises. When wetalk about the capability
of a manager vis-&-vis non-manager the
differenceisvery aImple manager gives*resuts’

whileanon-manager carriesout the” activities'.
Therefore, apersonisrecruited for amanageria

career whichisbased entirely on hiscapability
to deliver resultsand retained only aslong as
he continues to have this capability. This
capability doesnot necessarily always come
from possessing apieceof paper whether caled
“degree’ or “diploma’ in Management. Of
course, doing “diploma’ or “degree”’ from a
good management ingtitute certainly helpsalot
in developing this capability(Padmini, Sept
2012).

Teaching pedagogiesin MBA collegesof India
should be morelearner centered than trainer
centered, more caseinput should betherethan
lecture method. MBA schoolsshould conduct
workshopsto envel ope deep thinking on the
subjects. Studentsshould beexposed toredities
of industries and work environment; project

method should be cased to promotediscovery
learning, more emphasis on ssmulation, role
playing, and socio -drama.

It iswidely held that knowledge, skills, and
resourcefulnessof peoplearecritical tosustain
devel opment, economicand socid activity ina
knowledge society. Given the current high-
paced growth and dynamicinvestment climate
inIndia, the demand for knowledge workers
with highlevelsof technica and soft skillswill
increase (Padmini, Sept 2012).

Further, universtiesand educationd ingtitutions
have been unableto updatetheir syllabi intune
withthe high speed changestaking placeinthe
world of technology. Hence, the students
churned out are not equipped to meet the
current industry requirements and often
companies havetoincur additional expenses
(timeand monetary) totrain new hires.

The 21st century has opened new hopes for
re-engineering our approach to pedagogical
producersat dl levelsof educationinthe new
domain of information technology, faculty
membersbeing themost crucial factor inthe
management education process and
transforming students (Padmini, Sept 2012).

Literaturereview

According to astudy, skillsrequired to be a
teacher leader are: work ethics, team work,
|eadership, openness, vision etc...An
assessment model is proposed to assess
teachers for teacher leader skills (Roberts,
December 2010). Educational ingtitutionscan
carry out innovationsor experimentation on any
agpect of their work related to teaching-learning,
training or management of schoolsin order to
improveefficiency of theingtitutions ( (Singh,

7]
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2014). Some changes have been madefor the
gructureand content of the PGDE programmes
for primary and secondary teachersto ensure
that social and educational inclusion is
addressed at the professional studieselement
of the programme(Rouse). A research seeks
to answer the question, “Inthe Indian context,
what insights can employers offer on the
knowing, doing and being dimensions of the
formation of an MBA graduate, that
management education ingtitutes can use to
rebalancetheir curriculum?’ The sampling of
the paper consist of in-depth interviewswith
18 senior recruitersand aquestionnairesurvey
of personnel from the human resource
devel opment function and linemanagersof 42
companies, 32 intheprivate sector and 10in
the public sector. The senior recruiters
constituted a subset of the 42 respondents.
Resultsindicatethat top ranked ingtitutesare
more knowledge dimension. By rebalancing
curricula, business schoolsmust retain afocus
on their current strength in the “Knowing”
dimension, whileaugmenting their sressonthe
“Doing” dimengon. Xillslikeintegrationkills,
recognizing organizational realities, and
understanding thelimitsof model sand markets
should be emphasized by top B — schools
(Jajoo, 2014). According to aresearch there
appearslittledifference between CSR offered
asastandal one course or embedded into other
courses in Australia and British University.
Research suggest that inclusion of research
activities that create connection between
organizations, educators, students and the
coursesin businessschoolswasidentified, with
research informing practice and in return
practice informing teaching (Gapp, 2013).
Management Schoolsin Indiacan providean
education that combines both generalist and
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specialist components. Capabilities like:
guantitative, computer and other analytical
skills, functional knowledge and
communications, interpersonal, bargaining,
negotiation, entrepreneurship, administration
and other non-cognitive skills should be
developed for students (Kaul, 2011).
According to aresearch self-assessment can
be an effective tool to support quality
improvement. Self-assessment has been used
with success within educational settingsand
identified asan important tool to support the
quality improvement process (Miller, 2013).

Hence, some studies have been done to
understand the bridge between corporates
needsand MBA curriculumin India. No study
has been done to understand the skills sets
required by fresh MBA graduates and
pedagogiesfollowed by faculty membersof Tier
[l Bangal ore Management Schools.

Problem Satement

After reviewing literaturefollowing problem
statementshave beenidentified:-

1. What skill sets are required by fresh
management graduates?

2. What arethe pedagogieswhich thefaculty
membersof Tier || management schoolsare

using?
3. How can we bridge the gap between

corporate need and pedagogiesfollowed by
Tier 11 management schoolsof Bangalore

Objectiveof Sudy
Following arethe objective of study:-
e Toidentify the skill set required by fresh

MBA graduates
3]



e To anayze the pedagogiesto be adopted
for each skill set

e Toanalyzethe usage of those pedagogies
by faculty membersof Tier I| Management
schoolsinBangdore

e To suggest measures to bridge the gap
between corporate required skillsets by
fresh management graduates and
pedagogies to be adopted by Tier 11
management schoolsin Bangaore

Data Collection

10 skillset were identified from 5 industry
expertswith minimum 10 yearsof experience
including recruitment experience. Top4 kill sats
required by fresh MBA graduateswerepicked

up. For this, questionnairewas prepared using
constant sum scaling techniqueand it was sent
to 30 people working in corporates with
minimum 10 years of experience including
recruitment experience. For this, convenience
and judgmental sampling was used. 20
responses were received and top 4 skill sets
wereidentified. Top four skill setspicked are
communicationskills, andyticd kills, ability to
handle pressure and willingnessto learn. For
each skills 5 questions were framed using
nomind scaeand it wassent to 50 management
faculty membersof tier 11 Management schools
of Bangalore using convenience sampling
method. 30 faculty members replied the
questionnaire. Thedescription of theresponse
areshownintable1:

Table 1

Proportion

Yes

Proportion
(Yes)

Proportion

No (No)

Communication Skills

Speaking in Englishis
compulsory for students with
faculty members and classmate in
my college

22

8 73% 27%

| Conduct surprise extempore

internals at least twice in aweek

sessions in the class as part of 17

13 5% 43%

In my institute, students hasto
undergo IELTS test at least twice
in every semester

24 20% 80%

| conduct book review session at
|least once in a semester

15

15 50% 50%

| conduct debate session in the
class every week

17

13 5% 43%

Analytical Skills

Presenting at least one research
paper every semester in national
or international conferenceis
compulsory for my MBA students

14

16 47% 53%

[4]
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Students undergo separate session
for using stetistical software
package like SPSS or MINITAB
in my institute

18

12

60%

40%

Students undergo compul sory
short industry oriented research
project every semester in my
institute

19

11

63%

37%

| guide my MBA students to
publish at least one research paper
every semester in national or
international journal

13

17

43%

57%

| conduct analytical test at |east
oncein two week for MBA
students

19

11

63%

37%

Ability To Handle Pressure

| try to create a healthy
competitive environment in the
class

29

97%

3%

| keep motivating my students as
and when required

30

100%

0%

| conduct stress buster gamesin
the class at least once in amonth

24

80%

20%

| interact with guardians as and
when required

20

10

63%

37%

| conduct team activity in the
class as and when required

27

90%

10%

Willingnessto learn

| teach new concept (out of the
syllabus) in MBA classonceina
month

20

10

67%

33%

| give assignment on new concept
to MBA students at least onceina
month

21

70%

30%

| conduct business news reading
session in MBA class at least once
in aweek

24

80%

20%

RVIM Journa of Management Research




In my institute, business plan

competition isorganized for MBA | 24 6 80% 20%
students at least once in a year

| assign student_s to build at least 16 14 530 47%
one case study in a semester

Data Analysis

The datahas been further analyzed using one
sample proportional two tailed Z test at 5%
sgnificanceleve. Thetest hasbeen gpplied only
ononegtatement for each kills. Thehypothesis
formedisasfollows:-

Hypothesis 1

Ho: - Proportion of Tier || Bangalore
Management Colleges faculty members
conduct book review sessionsin management
classat least onceinamonthis65%

H1:- Proportion of Tier |l Bangalore
Management Colleges faculty members
conduct book review sessionsin management
classat least oncein amonthisnot 65%

Hypothesis 2

Ho: - Proportion of Tier || Bangalore
Management Collegesfaculty membersguide
management studentsto publish oneresearch
paper ininternationa or nationd journd et least
onceinasemester is65%

H1:- Proportion of Tier || Bangalore
Management Collegesfaculty membersguide
management studentsto publish oneresearch
paper ininternationa or nationa journd &t least
onceinasemester isnot 65%

Hypothesis 3

Ho: - Proportion of Tier Il Bangalore
Management Collegesfaculty membersinteract

with guardiansof management studentsasand
whenrequired is65%

H1:- - Proportion of Tier Il Bangalore
Management Collegesfaculty membersinteract
with guardiansof management studentsasand
when requiredisnot 65%

Hypothesis 4

Ho: - Proportion of Tier |l Bangalore
Management Collegesfaculty membersassign
management studentsto build at |east onecase
study inasemester is65%

H1:- - Proportion of Tier |11 Bangalore
Management Collegesfaculty membersassign
management studentsto build at |east onecase
study in asemester isnot 65%

Toapply oneproportion Z test following thumb
rule needsto be satisfied:-

np>10& n(1-p)>10
n=samplesize

p =sampleproportion

P =Hypothesized proportion
np = 19.5 ( greater than 10)
n(1-p) = 10.5 ( greater than 10)

Henceboth the thumb rule has been sati sfied.
Hence, we can useproportiontwotailed Z test
for thecurrent test.

(5]
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Table 2

Statement

Z Score

Critical
Vaue

Accept/
Reject

Ho: - Proportion of Tier |1 Bangalore Management
Colleges faculty members conduct book review
sessions in management class at least once in a
month is 65%

H1:- Proportion of Tier 1| Bangalore Management
Colleges faculty members conduct book review
sessions in management class at least once in a
month is not 65%

-1.7

-1.96 t0 1.96

Accepted

Ho: - Proportion of Tier Il Bangalore Management
Colleges faculty members guide management
students to publish one research paper in
international or national journa at least once in a
semester is 65%

H1:- Proportion of Tier 1| Bangalore Management
Colleges faculty members guide management
students to publish one research paper in
international or national journa at least once in a
semester is not 65%

-1.96 to 1.96

Rejected

Ho: - Proportion of Tier Il Bangalore Management
Colleges faculty members interact with guardians of
management students as and when required is 65%
H1:- - Proportion of Tier 11 Bangalore Management
Colleges faculty members interact with guardians of
management students as and when required is not
65%

-1.96 to 1.96

Rejected

Ho: - Proportion of Tier Il Bangalore Management
Colleges faculty membersassign  management
students to build at least one case study in a semester
is 65%

H1:- - Proportion of Tier || Bangalore Management
Colleges faculty membersassign  management
students to build at least one case study in a semester
is not 65%

-1.3

-1.96 t0 1.96

Accepted

Hence, from the hypothesisresult (Table
2)we can interpret that 65% of management
faculty members of tier 11 Bangalore
M anagement Colleges conduct book review

RVIM Journa of Management Research

sessions in management class at least once
in amonth and assign students to build
at least one case study in asemester. But,
65 % of management faculty members of
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tier 11 Bangal ore Management Colleges
do not guide management studentsto publish
oneresearch paper ininternationa or national
journal at least once in a semester and
don’t even interact with guardians as and
when required.

Suggestions and Conclusion

Thisstudy suggeststhat Bangal oremanagement
schoolsfaculty memberscan guidemanagement
studentsto publish papersininternational
journals. Thiswill enhance students to
develop their analytical and writing skills.
Since basic learning starts from home,
faculty members can also interact with
guardians since they play amajor rolein
student’slife.Business schools must focus
on “Knowing” dimension, while “Doing”
dimension (Jajoo, 2014). According to
some experts during the interview there
is ahuge gap between what MBA school
offer students and what they desire. During
interview few experts stressed upon that
“Even lifeisall about decision making”.
Fresh MBA graduate should know how,
when and what to decide. Few experts
duringinterview stressed upon communication
skills, i.e. convincing skill in fluent manner
and analytical skills. According to experts,
MBA students can undergo continuous
analytical test. MBA schools can take an
initiativeto change curriculum and pedagogies
according to industry needs and requirement
every 3-5years. Expertshave a so commented
that fresh MBA graduates |ack ownership
in terms of responsibility.

They say, practical-oriented |earning can
be enhanced in academic delivery, on an
average 25-40% learning hasto be hands-

(5]

on, than just theoretical i.e., internships
& project works have to become rigorous,
admission process needsget streamlined
by Management colleges, i.e.to select the
right candidate for right domain. Fresh
management graduates should weigh their
attitude towards knowledge. They should
have positive attitude towards knowledge.

The current research islimited to study
the pedagogies of top four skills used by
faculty membersTier | Management colleges
in Bangalore only. The study islimited
to 30 respondents only. This study can
further betaken ahead as comparison between
international MBA schoolsand Indian MBA
schools.
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PERFORMANCE APPRAISAL OF TEACHER’S IN
BUSINESS MANAGEMENT EDUCATION

Praveen Kumar. R*
PrathibaDavid**

Abstract:

Performance Appraisal is the process of evaluation of employee’s behaviour (Physical
and Mental or Quantitative and Qualitative aspects) in the work spot. This Concept is
always applied in various dynamic atmospheres and situations to measure employee’s
performance. In the area of Business Management Education every teacher should possess
and acquirethe DesiredBehaviour (Knowledge, Abilities and Attitudesand also execute the
same continuously matching with the environmental changes (Internal and External) to
establish effectiveness. Hence, there is always a demand to validatethe presence of the
behaviour (KAA) perennially. To establish the same a teacher is evaluated on some
important traitsand which in turnvalidates the presence of Desired Behaviour (KAA) to be
an effective teacher.This paper tries to bring out the traits that could be evaluated to
establish the existence of desired behaviour (KAA) ofa teacher inBusiness
ManagementEducation Institute.

Key Words: Desired Behaviour (Knowledge, Abilities and Attitudes), Traits, and Validates.

Introduction: distinguished from the outcomes because

th b taminated by systemsfact
The Oxford English Dictionary defines €y canbecontamin y Systemstaciors.

Performance as: “ The Accomplishment,
Execution, Carrying out, Working out of
anything ordered or undertaken.”

Performance was regarded by Bernadin
et al (1995) and Kane (1996) as simply
the outcomes of work; arecord of aperson’s
accomplishments. Butinwhich Organizations,
Teams and Individual s get work done.

Campbell (1990) regarded Performance
as Behaviour and stated that it should be

Much before the above it was well put
up by Brumbach (1988:387): A more
comprehensive view of Performanceis
achieved if it is defined embracing both
Outcomes and Behaviour.Performance means
both Behaviours and result. (Behaviour-
semanate from the performer and transform
performance from abstraction to action.
Not just theinstrumentsfor results, Behaviours
are also outcomesin their ownright- the
product of mental and physical effort applied

* Praveen Kumar. R, Head, Department of Management Studies,Bishop Cotton Women's Christian College

Bangalore. Email: Praveen.shantha@gmail.com

** Prathiba David, Lecturerin Commerce, Bishop Cotton Women’s Christian College, Bangalore.
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to tasks- and can be judged apart form
results.

Appraisal: It isamethod to evaluate an
employeeor to set avalue on (performance)
the other terminologies which arein use
for the same are A ssessment, Evaluation,
Judgment, review Consideration, rating
etc.,

Intheareaof Human Resource Management,
Appraisal is used to set avalue on the
performanceof anemployeeinan Organization
Since; it isbroad and Comprehensive than
other terminologies.

Hence, Performance Appraisal is defined
By C.Heyel as*”The process of evaluating
the Performance and Qualifications of the
employeesin terms of the requirements
of thejob for which he/sheisemployed”.
By Casio “It isan exercisein observation
and judgment, it is a feedback process
and it isan organizational intervention.
It is a measurement process as well as
an intensely emotional process. Above
al, itisaninexact human process. While
itisfairly easy to prescribe how the process
should work, descriptions of how it actually
worksin practice are rather discouraging”.

By Dale S Beach * Performance Appraisal
isthe Systematic Eval uation of the Individual
with regard to his or her Performance on
the Job and his Potential for Development”.

By R.S. Dwivedi “Performance Appraisal
involvesin the Comparison of Performance
measures of different Individuals holding
similar areas of work responsibilities and
relate to determination of worth of the

RVIM Journa of Management Research

measures for the accomplishment of
Organizational goals’.

By L.M.Prasasd Performance Appraisal
isaSystematic and Objectiveway of judging
therelative worth or ability or an employee
in performing his Job. It emphasizes on
two aspects: Systematic and Objective.
TheAppraisa isSystematic when it evaluates
all performancesinthe samemanner, utilizing
the same approaches so that Appraisal
of different personsis comparable. The
Appraisal hasObjectivewhenthemeasurement
Is done to eliminate Human Biases and
Prejudices.

Trendsin PerformanceAppraisal:

» In ChinaWei Dynasty (221-265A.D.)
introduced Performance Appraisal in
which an Imperial rating officer used
to apprai se the Performance of members
of the Official Family.

» InNew York City Civil Service (1883)
adopted Performance Appraisal.

» During the First World War (1914-
1925)Appraisal concept was adopted
by US Army which wasin the form of
Merit Rating. From the Army this concept
entered the Businessfield and restricted
to hourly-paid workers.

» During 1920's Relational Wage Structure
for hourly-paid workers were adopted
in Industrial Unitsand each worker was
used to berated in comparison to others
for determining wage ratesand thissystem
was called Merit Rating.

o]




» After 1950 the concept of Appraisal » Dale Beach hastraced the difference
was fully employed to all Technical and

between earlier Appraisal and Present
Managerial Personnel. Appraisal asindicated in Table-1.

Table: 1. Trendsin Performance Appraisal

[tem Earlier Emphasis Present Emphasis
Terminology Merit Rating Employee Appraisal/Performance
Appraisa
Purpose Determining Qualifications for Development of Personnel, Improved
Wage Increase, Transfer, Performance on the Job and providing
Promotion and Lay-off. Emotional Security.
Application Hourly-paid workers. Technical, Professional and Managerial
Personnel.
Factors rated Heavy Emphasis on Personal Results and Accomplishments.
Attributes.
Techniques Rating Scales, Statistical Mutual
manipulation of datafor Goal-setting, Critical Incidents, Group
comparison purpose Appraisa,
Performance Standards.
Post-Appraisal | Superior Communicates his rating Superior stimulates Employeeto
to employee and tries to tell his analyse himself and set down
evaluation to him; seeks employee Objectivesin line with Job
conform to hisview requirements; Superior is Helper and
Counsdllor.
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Rationale of taking personal traitsas
oneof theconsider ationsin performance
appraisal:

The rationale underlying the Performance
Appraisal exercise involves numerous
considerations. It istruethat contributions
of individualsto the organization lead to
employee rewards. In situations, where
it ispossibleto measure production, there
exist no need for assessing employees,
because they can be rewarded in terms
of theamount of their production.However,
if itisnot possible to measure the work
accomplished by theindividuals, the Personal
Traitswhich arelikely to cause enhanced
productivity and facilitate their work
performance may be incorporated in the
appraisal form and used for assessment
purposes. Accordingly, theindividuals may
be properly rewarded intermsof themagnitude
of thesetraits. Although thereisno consensus
of opinion among practicing managers and
scholarsasto whether the common personal
traits are conducive to work performance,
thefollowing traitsusually form the basis
for Appraisal.

e Ability to understand People

e Readiness to accept New ldeas
e LearningAbilities

e Judgment

e Reliability and Responsibility

e Common-sense and Initiative

e Attitude towards Superiors

e Attitudes towards Subordinates

e Attitudes towards Associates

RVIM Journa of Management Research

e Safety Mindedness

e Attendance

e Cooperation and Helpfulness

e Health and Physical Endurance
e Adaptability etc.

Hence,these Traits can be correlated with
specific features of Job Performanceto
infer acause-and-effect relationship between
Personal Traits and Job Performance.

AsBeatty and Schneier observe, ‘ Performance

isan elusive concept and relatesto eval uated
behaviour or results. But thereisabaffling
issuereating to: Which Behaviour or Results?
Doesit involve Personality, Appearance
or Attitudes? Indeed, it variesfrom situation
to situation. In some cases, it can be a
simple process, whilein others a highly
complicated one. For example, inthe case
of atypist, performance can be measured
basically on the basis of speed and accuracy.
On the other hand, in case of a manager
or an accountant, there may be varied
factorsof performance; some can bemeasured
and others are difficult to measure. Thus,
an understanding of ‘What to M easure’

can beaccomplished by analysing aParticular
Job.

Concept of Teaching:

‘Teaching’ ! in broader sense, includesthe
aims of course, the methods of presenting
theknowledgethose aim somebody, ng
students, achievement and evaluating the
effectivenessof thewholeprocess. Professond
teachersin higher education display certain
salient characteristics. They possessabroad
range of specialist teaching skills; they
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never lose sight of the primary of their
goalsfor student learning; they listen to
and learn from their students; they constantly
evaluate their own performance. They
understand that teaching is about making
it possiblefor studentsto learn; they succeed
inintegrating educational theory and shrewd
class room knowledge.

Saunders and Wal sted define ** Teaching
isthe activity that organizes and facilitates
the activitiesthat causeLearning”. Learning
isacquisition and retention of knowledge
and habits of thought in awaythat permits
them to be employed in auseful way after
the initial exposure has beenterminated.
Therefore, teaching requiresthe effective
transmittal of knowledge and habits so
that the students may acquire and retain
them. Without the retention of knowledge
and habits the students cannot rely upon
education to serve their future needs.

Literature Review:

» Anup Kumar Ghosh, Debmallya
Chaterjee and Biswarup Ghaosh (2010)
in an Educational Institute, thereis
no such direct tool availableto evauate
the productivity of itsfaculty members.
Injudging afaculty members, often
deal with avague or imprecise data
resulting to aninconsi stent performance
evaluation.

>  Yueyu Xu (2012) Study aims at
devel oping acomprehensiveteaching
evaluation system, a more useful
educational technology, for achieving
relatively reliable and valid results
that can be well acknowledged by
instructors, students and by

m

adminigrators. Inparticular, tworesearch
questionsdrive this project. First,
how to establish amultidimensional
evaluation systemintegrating the merits
of different ratingsapproaches? Second,
what measures should be taken to
ensure thereliability, effectiveness,
andfarnessof suchateaching evauation
system? In order to achieve these
goals, by adopting multi-method
approaches, the study integrates student
eva uation, expert eva uation and regular
examination of teaching into teaching
rating. Especidly, amethod of Evauetion
on the same platform(EOTSP) is
introduced as a fair approach for
teaching evaluation to reduce bias
generatedby variableevauation entities.

Wolfer and Johnson (2003) Measures
of teaching evaluation are popularly
implemented in advanced education.
After decades of quantitative growth
in higher education, consensusis
emerging on the need to; establish
avalid andreliable evaluation system
of teaching for improving teaching
quality.

Lei 2005; Cai(2005). The general
declineof curriculum quality measure
by the indicators of academic
performance, teachers’ assessment,
employers’ assessment and social
assessment and defectsexigting incurrent
evaluation methods accentuate the
importance of appropriate eval uation.

Jagadeesh (2000) theincreasing demand
for Post-Graduate Education in
Management in India has resulted
inastegpriseinthe number of Ingtitutes
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offering such education. However,
the quality of education offered in
many ingtitutesisserioudy been debated
by Studentsand Prospective Employers.
Theeffortsto improve quality appear
minimal, resulting in little or no
improvement in quality. Thearticle
providesasummary of statusof quality
in Management Education and
critically analysestheissue of quality
with the backdrop of problems,
constraints and conflicts. Further,
the paper describesthe structure and
pattern of Post-Graduate management
Education as offered in India, along
with adescription of regulatory agencies
existing in the country to monitor
thestandardsof Management Education.

SangeetaSahney, D.K. Danwet,
S.Karunes (2004)In keeping with
the Socio-Economic and Cultural
transformation that has placed newer
demands on the Educational system,
interms of greater responsibility and
accountability and increase expectation
by stake holders, the system has been
pressurized to shift itsfocus from
onein quantitative expansion to one
with emphasis on quality. Such shifts
and changes are being witnessed not
only in the devel oped countries but
also in developing countries of the
world. The Education system, and
more so the higher education system
in particular, in an attempt to react
to the demands and ever increasing
pressuresfromits stake holders, finds
its self in a ‘Market Oriented’
environment, withinternal andexternal
customers; wherein, “ Delighting the

Customer”, istherulefor survival
in the long run. “Delighting the
Customer”, isthe core message of
total qualitymanagement (TQM) and
hence, there is a need to identify
and apply the relevant concepts of
TQM to each and every aspect
ofacademiclife; that is, to theteaching,
learning and administrative activities.

Jacqueline Douglas, Alex Douglas,
Barry Barnes (2006) The design and
use of aQuestionnaireisto measure
Student satisfaction at Liverpool John
MooresUniversity’sFaculty of Business
and Law. The most important aspects
were those associated with Teaching
and Learning, whiletheleast important
werethose associated with the Physical
facilities. The concept of the service-
product bundleisavalid and reliable
tool for the design of satisfaction
survey and segmentsaUniversity’s
service offering in such away as
to alow management to target resources
at those areas that are perceived
to be low satisfaction and high
importance.

Nicky Rogge (2011) It proposes a
Benefit of the Doubt (BoD) approach
to construct and analyse Teacher
Effectivenessscoresi.e. SET (Student
Evaluations of Teaching) scores. The
major appeal of BoD istheflexibility
inthe construction of the SET scores.
In particular, BoD puts teacher
performancesinto arelative perspective
to be evaluated optimally, thereby
accounting for different values and
Interpretations that teachers attach
to “Good Teaching”. Furthermore,
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if available stake holder opinion can
be easily incorporated into the
evaluation. The swift identification
of teachers’ relative strengths and
weaknesses is another advantage.

comprises the following namely
Knowledge, Ability and Attitudefrom
four perspectivessuch asfrom Students,
Management, Co-Workers and Self
Perspective in which their services

isdi I iced. (Dia'l
Concepts of Performance Appraisal/ rendered is directly noticed. (Dia:1)

Evaluation of Teachers': »  TheDesired Behaviour (KAA) of
teachersisrepresented by various
traits based on KAA from students’
perspective (table: 1)

»  Performance Appraisal/Evaluation
of teachers' can bedoneon thebasis
of the DesiredBehaviour which

Diagram: 1
(Desired Behaviour of teachers; KAA)

KNOWLEDGE ATTITUDE

Desired %
Behaviour |
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Table-1 (Traits of a teacher from students’ perspective)

STUDENT CENTRE
(KAA-TRAITS)

KNOWLEDGE TRAITS

ABILITY TRAITS

ATTITUDE TRAITS

1. Knowledge base of
the teacher (as
perceived the
students).

2. Teaching Experience.

3. Skills

e Professiona Maturity

e Professiona
Impression.

e Instructor competence

e Communication.

e Energy Vs. Lethargy
e Exciting, Humorous
and Stimulating.

e Overdl Evaluation

e Teachers

Presentation.

. Ability to integrate course

material with
Environment / other
issues, to provide a

broader perspective.

. Ability to integrate

content with other

resources.

. Ability to design quizzes,

[Tests, assignments,
examinations andprojects
to evaluate
studentsunderstanding of

the course.

. Ability to understand

Students.

1. Sincerity / Commitment
of the teacher.

2. Interest generated by the
teacher.

3. Accessibility of the
teacher in and out of

The class. includes

availahility of theteacher to

motivate further study

anddiscussion outside class)

4. Cooperation and
Helpfulness

5. Friendly and Democratic

6. Empathy

7. Charm and Cheerful

Statement of the Problem:

Performance Appraisal of Teachers’ isthe
vital determinant to establish their efficiency
and effectiveness. The quality of education
offered in many institutes are seriously
debated by Students and Prospective
Employers, this paved the way to bring
about new mechanismsto ensure valid
and reliablemethodsof eval uation of teechers .
Thusthis study aimsto Appraise Teachers

RVIM Journa of Management Research

on the basis of their traitsthat reflect the
presence of desired Behaviour (Knowledge,
Ability and Attitude) from students’ perspective
intheir Job/Profession.

Objectives of the Study:

1. ToanalysetheTraits (Behaviour)
of aTeacher from student’ sperspective.

2. Toascertainif thereisany significance
inevaluation of the Traits (Behaviour).
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3. Toanaysethe effectiveness of these
traits on teachers performance.

Hypothesis:

HO: Thereisno significant differencein
apprising the teachers’ on the basis of
their Traits (Behaviour)

H1: Thereissignificant differencein gpprising
the teachers’ on the basis of their Traits
(Behaviour).

Resear ch

Institutes which can be considered as the
basisto evaluate their performance.

Sample Size:

The total Sample sizeis 75, consisting
of Post-Graduate students of Business
Managementl| nstitutes, 25 students each
from R.V. Institute of Management Studies,
CanaraBank School of Management Studies
and Al-Ameen Institute of Management
Studiesin Bangalore.

Data Collection:

Primary Data: Primary Datais collected
though survey method by administering
the structured questionnaireto each respondent
in their respective institute.

M ethodology:

ThisisaDescriptiveStudy to identify the
Traits that reflects the Behaviour of the
teachers' in Business Management through
Survey method by administering the Structured
Questionnaire to each respondent in their
respective institutes.

Toolsand Techniques of Data Analysis:

Based on the Objectivesof the study, Primary
dataiscollected, tabulated and processed.
Hypothesisisformulated relevant to the
objectives and the sameistested by using
Chi- squaretest at 5% level of significance.

Limitations of the Study:

»  Generalization of the outcome cannot
be made, astheresearch isrestricted
to the sampletaken only from Three
Business Management Institutes.

»  Thisstudy is done from Students
Perspective; other associated
perspectives (Management, Co-
Workers and Self) are ignored.
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Testing of Hypothesis:

Contingency Table
Neutral Agree Strongly Agree Tota
Knowledge base of the Teacher
(as Perceived by you) 16 41 18 75
Should Posses Communication
Skills 12 36 30 78

Ability to Integrate Course
Material with Environment/other
issues and provide a broader

perspective 10 43 23 76

Ability to Design Tests,
Assignments, Examinations

and Projectsto  evaluate

students understanding 13 34 28 75
Sincerity, Honesty and 13 22 36 71
Efficiency
Total 64 176 135 375
(O-B)2
Serial Number o E (O-E)2 E

1 16 12.8 10.24 0.80

2 41 35.2 33.64 0.96

3 18 27.00 81.00 3.00

4 12 13.31 172 0.13

5 36 36.61 0.37 0.01

6 30 28.08 3.68 0.13

7 10 12.97 8.82 0.68

8 43 35.67 53.73 151
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9 23 27.36 19.00 0.69
10 13 12.80 0.04 0.003
11 34 35.20 1.44 0.04
12 28 27.00 1.00 0.04
13 13 12.12 0.77 0.06
14 22 33.23 126.11 3.80
15 36 25.56 109.00 4.26
y=16.113
Degree of Freedom: (R-1)(C-1) = gudentsperspective on the basisthetraits.

(5-1)(3-1) = 8

The Calculated Chi-Squareis 16.113. The
table value of Chi-Square at 5% level of
significance and the degree of freedom
81is15.507. Thus, calculated Chi-Square
value is more than the table value. Hence
HO is rejected and H1 is accepted.

Inference:

The testing of hypothesis has validated
that the evaluation of traits of teachers
reflect the presence of desired Behaviour
(Knowledge, Ability and Attitude) from
students’ perspectiveintheir Job/Profession
in Business Management I nstitutes.

Suggestions:

From this study we can suggest evaluation
on the basis of the Desired Behaviour of
teachersin Business Management I nstitutes
can be done to ensure effectiveness of
their performance.

Conclusion:

From thisstudy it isfound that the Desired
Behaviour (KAA) can be evaluated from

=]

Hence, thereissignificancein evaluation
of teachers' toensure effectivenessintheir
performance.
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ENHANCING TEACHING EFFECTIVENESS
IN MANAGEMENT EDUCATION

Ms. Anitha D’silva*
Ms. Bhavya Vikas**

ABSTRACT

Management Education must accustom to varying requirements of dynamic
external environment. Contemporary methods of teaching are essential to meet
this challenge. Teaching effectiveness can be demarcated as the range to which
the teaching activity fulfillsits actual intention, function, and goal.The faculty
member triesto improve chances for teaching successif they assess their student’s
preferred learning style, then accordingly plan teaching activities and use teaching
tools appropriate to that style. To assess a student’s preferred learningstyle
generally it is essential to scrutinize the students learning ability or merely
ask the student how he or she learns paramount. This paper proposes to explore
the different ways in which effectivenessin teaching can be enhanced and students
learning conduct. 92 Management teachers gave their input about teaching
methods and level of satisfaction. Opinion about learning effectiveness was
collected from 100 management students. Chi-square test of independence of
attributes was conducted to check whether gender has an impact on the type
of teaching method preferred. The data suggested that the more innovative
methods of teaching the teachers used, higher is their level of satisfaction.
The data given by students clearly reflected that Explanation with the help
of examplesis the most effective way of learning.

Key Words: Effectiveness, Holistic Development, Management Education.

1.0 Introduction of the society in professional, social and
ethical aspects. Accordingto Lumina/ Gallup
study released in 2014, only 33% of business
leaders agree or strongly agreethat university
graduates have the knowledge that their

businesses need.

Astheintended beneficiariesof al management
education teaching, studentsarein aunique
position to acquireinformation, disseminate
and accommodate themsel vesto the needs
of the industry. Asthe world goes ahead

with lot more changes in M anagement
education, teaching learning processitis
seen that very few students are talented
and intelligent to suit to all requirements

Faculty members should have a quest for
excellence. This can be achieved through
such means as associ ation with professional
bodies, industry, government and community.

*Ms. Anitha D’silva, Senior Assistant Professor, RV Institute of Management, Bangalore.
**Ms. Bhavya Vikas, Assistant Professor, RV Institute of Management, Bangalore.
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It is also seen that at least 30% of the
faculty members should be on the field.
Theteachersshould havetraininginteaching
skill; getinvolvedinresearch & consultancy,
industry association etc. Intoday’s scenario
thereisneed for evolving dynamic teaching
learning methods, extensive use of mobile
technology, social media and e-learning.
Teaching based on the experience, practicing
is more regarded. Simultaneously the
programmes that are designed by the
Universities should also cater to theindustry
requirement. Moreover, teachers should
involve ablending | earning approach where
thereisamixture of classroom and online
learning. Experiential learningisin addition
the best way of delivering management
education.

The discussion through this paper ismore
significant to the teaching effectives of
management educatorsin the present scenario,
having looked at the broader spectrum
as mentioned above. The study reflects
on certain queries on enhancing teaching
learning skills. As management teachers,
they have an obligation to update themselves
with adequate knowledge of the changing
market. When such situation arises the
teachers automatically invest their time
and effort to educate themselvesin the
areas where they are lacking. More of
their teaching methodol ogy and skillsrequired
will be re-engineered. Good teaching and
delivery, updating of information, loyalty
towardsinstitutions, up bring of students
ethically and socially isthe need of the
hour. Student’ sview on management educeation
hasto be taken by the educatorsfor their
growth.

RVIM Journa of Management Research

2.0 Review of literature

According to Gina Chianese (June 2015)
says that it isnot possible to define an
effective teacher only referring to their
students’ grades; the question ismuch more
complex; as a matter of fact it can be
said that it hasamulti-dimension character.
Starting from thispoint of view it isimportant
to define the suitable methods/instruments
of ateacher’s evaluation and capability.

According to ArmanHadi Abdul Manaf,
Muhammad Safizal Abdullah , Abdullah
Osman (May 2015) say that Educators
at the higher educational institutions need
to continuoudly improve on thesefour aspects
such as domain knowledge, educational
strategies, quality in lectures, classroom
social climateto ensuretheir effectiveness
inteachingintheclassroom. Thelesseffective
teaching would result in students to be
less interested or |ess understanding on
the subject matters. The educators also
need to be aware that the attitude and
ability of students practicing on what they
have learnt during classwould shape their
characteristicin future.

According to Peter Francis, Mary Thomas,
StiAsiah Md. Shahid, and SyahrinaHayati
Md. Jani (April 2015) in their survey
were ableto indicate that thereis highest
importanceontheperceptionleve of agreement
for teaching effectiveness along with the
other variableslikelecturer-individual student
interaction, clarity of teaching are highest
priority. On the other hand enthusiasm
of lecturer isleast priority. It issaid that
to ensure successful teaching and learning
subject knowledge, clarity and interaction
with students are important.

B




According to Mr.Najib Ahmad Marzuki,
Mr.Halimah Abdul Manaf (2014) states
that Management education isnot arare
domain anymore. People learn study and
teach management in adiversity of branches
of knowledge or disciplines. To ensure
successininterpersonal intelligence, several
criteriacan well predict peopl€e's quotient.
Thesearethe ability to understand students,
the ability to grasp people/students’ ability
to clearly establish thoughts and feelings,
ability to ask and offer feedback, ability
to serve as a determinant to how others
act and think, ability to engage in and
resolve conflicts, and, ability to work with
others effectively.

According to Donald E. Wygal, Rider
University and David E. Stout, Youngstown
State University (2011) states that the
educators should be exemplary in teaching.
Students seek out mentorsfor their growth.
By identifying and using support services,
and mai ntai ning an ongoing commitment
to the goal of improving one’ s effectiveness
as ateacher can be the best achievement
in B-school.

According to ZalihaHjHussin, Kamaruzaman
Jusoff, Maznah Wan Omar (2008) in their
research paper the results have shown
that seventeen dimensions, namely: clarity,
practicality, exercises, attention, enthusiasm,
creativity, feedback, syllabus, motivation,
extrareading, availability, technology,
punctuality, current issue, approachable,
language use, and communication discriminate
between studentsin termsof lecturersteaching
performance and students perceptions of
teaching quality. Findings suggest that the
lecturers can promote and enhance teaching

effectivenessby applying clarity, practicality,
exercises, attention, enthusiasm, creativity,
feedback, syllabus, motivation, extrareading,
availability, technology, punctuality, current
Issue, approachable, language use, and
communication to students during lecturer-
student interaction in the classroom. This
study adds value by unveiling the key
antecedents and predictors of students
perceptions thus confirm the plateau of
confirmation and disconfirmation theory
development.

3.0 Objectives

o To understand theteaching methodol ogy
adopted by management teachers
in Bangalore

o To explorethe different waysin which
effectivenessinteaching can beenhanced

o To analyse whether thereisarelation
betweengender and the method of
teaching preferred.

o To study theeffectivemethod of learning
from students’ perspective

4.0 Methodology

Research design used was Descriptive
Research; primary datawas collected both
from students and faculty membersteaching
management subjects. The data collected
was tabulated and analysed. Chi-square
test of goodness of fit was used to find
out whether innovative method of teaching
had an impact on moral e of the teachers.

4.1 Hypothesis 1

Ho: Gender of the faculty member does
not have relation with the type of teaching
method preferred he/she prefers
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H1: Gender of the faculty member has
arelation with the type of teaching method
preferred he/she prefers

Hypothesis 2

Ho: Thereisno difference between effective
method of teaching and learning amongst
the teacher and student

H1: Thereisadifference between effective
method of teaching and learning amongst
the teacher and student

4.2 Sampling- Convenience sampling
under Non-probability technique was used
to identify and collect the sample.

4.3 DataCollection from participants

This study was designed to examine the

5. Analysisand Interpretation

level of teaching effectiveness of faculty
members having fiveto ten yearsteaching
experience in Management schools.
Questionnaire had been sent to around
200 faculty members through email and
In person, responsefrom 92 faculty members
were received.

The Student Evaluation of Teaching (SET)
guestionnairewasdesigned mainly for sudents.
100 post graduate final year studentsin
business administration programme of the
colleges participated in this study.

The data collection tool used to collect
datafromfaculty memberswas questionnaire
andto collect datafrom students ,opinionnaire
was used.

5.1 Teaching M ethodology

Particulars No.
10
60
Chak and talk 58 50
Notes followed 43 ;Ig n
by lecture 30
Case study 58 10 I u
Video cases 22 0 T T T T T T T ]
Power Point 48 4 & & o
Presentation &S“ &%\ Q\@b ,,»\:p'bdk ane' QQ\ .&fn@b 'b{(& n
Discussion based | 59 é,\(' fé‘b K§.\° r’qf’ e}eo“ 0(\“ \(:)
) : : .
Activity/ Games | 41 R ‘(\r§{h & ¢ L \}c,‘ﬂ\ .\4\”‘:k
based QG o B ,{p
Others 15 Q

5.1 Chart showing Teaching Methodology

The respondent has effectively enhanced
their skillsand has made attempt to improve
their teaching pedagogy. Where the data
was to be collected as specific under the
category others, respondents have suggested

Source: Primary data

that they have initiated their classroom
teachingwith bringinginAnalytical Problems,
Assessment based smulation, Story building,
Scenario based teaching, Online dataexcel
based, Solving old question papers etc.

RVIM Journa of Management Research
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5.2 The sourcesused for Class preparation

Source for class preparation

N Internet
m Library
w Dsicussion with

colleagues

ETexthooks

Astheknowledge and informationiswidely
progressiveit isimportant and mandatory
for faculty membersto update themselves
through the various means of sources. They
arevital for class preparation and delivery.
Some of the sources adopted by teachers

5.3 Encouraging peer tutoring

Particulars Number

Encouraging peer tutoring 84

Not encouraging 8

Totd 92

Source: Primary Data

Peer tutoring isan essential typeof learning search out additional

suitablefor studentsof management education.

are grouped together, like Internet, Library
text books and Discussion with colleagues.
Major source adopted in Management
Education by the teachers among the
respondents are text bookswhich areample
availableand al so received ascomplimentary.

Encouraging peertutoring

B Encouraging
peer tutoring

m Mot
encouraging
peer tutoring

Source: Table 5.3

resources or

complementary experiences; establish their

It isencouraged to thereby the students own study groups.
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5.4 Believe in teaching without test

Particular Number
Teaching without test 12
Teaching with test 80
Tota 92

Source: Primary data

Teaching Without Test

M Teaching
without te st

W Teaching witht
test

Majority of the management teachers support
the thought that along with teachingitis

required to have al so periodicalstest being
conducted for the students.

5.5 Understanding the student’s expectation before beginning with the cour se
5.5 Chart showing expectations of students

Expectation of 5tudents

B Understanding
Students expectation

B Mot Understanding
Students expectation

Source: Primary Data

Expect more and you will get more. As
aguide, motivator and ateacher understanding
student’s expectations are very essential.
High expectationsareimportant for everyone
— for thepoorly prepared, for thoseunwilling
to exert themselves, and for the bright
and well motivated. Whatever students
express can be documented and classes

RVIM Journa of Management Research

can be prepared accordingly. Moreover,
expecting studentsto perform well becomes
aself-fulfilling prophecy while teachers
and institutions embrace high expectations
for them and make additional efforts.
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5.6: Believe that holistic education is need of the hour

Holistic education

B Eelisve inHolistic
education

WMot Belisve in
Holistic education

Overall development isthe need of the

hour. ItisaUnanimousfeding among teaching
fraternity that the holistic education needs

5.7: Table showing the teaching methodology and effectiveness

to impart to the students at the B-school
level.

Statement

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Assignment is a good way of
ensuring application of what
has been taught

1

72

12

Clearing doubt is a waste of
time

78

12

Make time to give suggestions
time work done by student

80

12

Activity based learning does
not work

42

30

13

Support study material is
required

66

20

To check the students memory
is more important than to
check what the student has
understood

20

50

11
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Explanation with the help of -
examplesiseffective

Put in efforts to make the -
subject interesting

Questioning isnot an 7
effective teaching method

74 5 6 -

Preparing the studentsfor 24
the final examinationisthe
only sole purpose

52 10 4 2

20

a0

70

G0

50

mstrongly
Disagree

B Disagrees

W Meutral

W Agree

mstrongly
Agreea

Source: Table 5.7

Management teachersfeel that the teaching
with lot of examplesto substantiate their
view is the best way students are able
to understand and digest thetopic. Clearing
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doubtsisnot awaste of time, recommended
by all the respondents.Questioning isan
effectivemethod of teaching whichisexpressed

by the respondents.
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5.8. Principle of teaching and learning

S Parameters Yes No Total

No

1 |Is your teaching based on the learning 76 16 92
request from the students

2 | Do you involve the student in identifying 74 18 92
his learning needs

3 | Does your teaching begin with what the 71 21 92
studentsis aware

4 | Does your presentations starts from simple 66 26 92
a the beginning and then become complex

5 | Can you anayse the students preferred 59 33 92
learning style

6 | Are you aware of the various learning 71 21 92
domains

7 | Do you make the content interesting for the 82 10 92
students

8 | Apart from teaching, do you provide 70 22 92
surprise test for students

9 | After evaluation, do you tell the students 64 28 92
about their progression

10 | Isyour teaching class room bound only 66 26 92

5.8 Chart showing the principles of teaching and learning.
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a0
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Itisseen all the respondents believein Thisfeedback from teaching fraternity will
telling the feedback to the students after  help the students also to understand the
thetest papersare evaluated. Management  requirement of the industry and the way
students need to understand their ability they haveto fulfill the requirement.
and where they stand after evaluation.

5.9. Factors considered important to increase the morale at work

Sl. Particulars Rank1 Rank?2 Rank3 Rank4 Rank5

No

1 Smaller sizeclass | 64 20 4 4 -

2 Innovative 34 48 6 2 2
teaching methods

3 Attractive - 14 44 28 6
classroom/
building

4 Higher salary - 9 48 24 11

5 More free time - - 24 13 55

Source: Primary Data

70

60

50

40 7 ®Rank 1

W Rank 2
30

W Rank 3

M Rank 4
20~

W Rank 5

10 A

Smaller size class Innovative Attractive Higher salary Iore free time
teaching classroom/
methods building
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Majority of the faculty have given their given. Management faculty also focuses
rank to smaller classroom size, to bemore  oninnovative methods of teaching in order
effective asindividual attention can be to make the class more interesting.

Application of Chi-square test of Independence of attributes

Particulars Male Female total

.Smaller size class 24 8 32

Innovative teaching

methods 26 14 40
50 22 72
O E (0-E)*2 [(O-E)2)/E]
24 22.22 3.1684 0.143
8 9.77 3.1329 0.321
26 27.78 3.1684 0.114
14 12.22 3.1684 0.259
0.837
DOF =1 chi-square = 0.837 Table value at 5% L.o.s = 3.84

HO: Gender does not have relation with  Since calculated value isless than table
the type of teaching method preferred  value, Null hypothesisis accepted, Hence
Gender of the faculty has no relation with

H1: Gender has arelation on the type the type of teaching method preferred.

of teaching method preferred

5.10. If given a chance then wish to 5.10 Chart showingwillingnessto enter
enter teaching profession again teaching profession again

Particulars|Numbers —
Willingness

Yes 90
No 2 Wes
Total 92 i

Source: Primary Data
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Analysis: Majority of the participants
preferred to enter the teaching profession
if they were given a chance.

5.11 Student Opinion about effective learning method

SL
No

Statement

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Total

Assignment is a good
way of ensuring
application of what
has been learnt

4

6

10

58

22

100

Asking doubts is a
waste of time

36

52

100

To get suggestion for
the work done by you

10

36

24

100

Activity based
learning does not
work

54

42

100

Support study
material is required

62

30

100

To check the students
memory is more
important than to
check what the
student has
understood

40

30

16

100

Explanation with the
help of examples is
effective

26

68

100

It is not important to
make the subject
interesting

58

32

100

Questioning is not an
effective teaching
method

24

58

10

100

Preparing for the final
examination is the
only sole purpose

46

34

100

Source: Primary Data

RVIM Journa of Management Research

[ 33]




Analysis: Majority of the students felt
that explanation with the help of examples
iseffective. Students prefer support study
material in the form of course work

Ho: Thereisno difference between effective

method of teaching and | earning amongst
the teacher and student

H1: Thereisadifference between effective
method of teaching and | earning amongst
the teacher and student

Particulars Teacher Student
Teaching with lot of examples 68 96
Making the subject interesting 64 76

o E (O-E)*2 [(O-E)*2)/E]

68 71.21 10.31 0.145

96 92.79 10.31 0.111

64 60.79 10.31 0.170

76 79.21 10.31 0.130
0.556

chi-square = 0.556 Table value at 5% level of sig = 3.84

Since calculated valueisless than table
value, Null hypothesisis accepted, both
theteachersand students agree that teaching
with ot of examples and making the class
interesting isimportant.

Summary of Findings

Rather than exams or assignments, students
are more concerned about the value of
education and its utility for their future
growth in the corporate world.

Conclusion
Management teachers should consider

continuousimprovement in their professional
life and move from being a good teacher
to agreat teacher. Faculty members can
consider getting corporate exposure during
vacation period. Formation of quality circles
I.e. informal teaching circles can beformed
to discuss the common challenges faced
by teaching fraternity. Faculty members
can maintain database of mentors from
the industry to gain practical exposure.
Faculty members can consider inclination
towards research in order to deliver the
lessons in amore effective manner.The

3]
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benchmark teaching methods can include
adoption of MOODLE Software, Familiarity
with online teaching techniques, Research
orientation, supporting information handouts,
programmed instruction, innovative
presentations, involving guest speakers,
films, film strips, and reading assignments.
These may be considered as important
toolsfor enhancing teaching effectiveness.
The study may be extended to the Faculty
memberswith higher level of experience,
Dean, Head of Institutions and Directors
to obtain a better perspective on teaching
effectiveness.

References

1. Arman Hadi Abdul Manaf,
Muhammad Safizal Abdullah,
Abdullah Osmanin the paper” The
Effect of Subject-Matter Knowledge,
Educational Strategy, Lecture Quality
and Classroom Social Climate on
Teaching Effectiveness’ published
in Mediterranean Journal of Social
Sciences Vol 6 No 3 S1 May 2015

2. Arthur W. Chickering and Stephen
C. Ehrmann Citation: The article
originally appeared in print as:
Chickering, Arthur and Stephen C.
Ehrmann (1996), “Implementing the
Seven Principles: Technology asLever,”
AAHE Bulletin, October, pp. 3-6

3. DonaldE. Wygal , Rider University
and David E. Stout, Youngstown State
University in the paper titled “ The
Role Of Continuous I mprovement
And Mentoring In The Pursuit Of
Teaching Effectiveness: Perspectives
From Award-Winning Accounting
Educators’ publishedin TheAccounting

RVIM Journa of Management Research

Educators Journal, Volumexxi , 2011,
pp. 33 - 44

4.  GinaChianese, paper “Developing
and Assessing Teaching Effectiveness’
Published in Procedia - Social and
Behavioral SciencesVolume 191, 2
June 2015, Pages 692-695.

5. L. DeeFink, Published in Improving
College Teaching by Peter Seldin
Reprinted here with permission of
theUnivergty of Oklahomalnstructiond
Development Program, July 20, 1999.

6.  LelaJahangiri, 2008, American Dental
Association

7.  NagibAhmad Marzuki, Halimah Abdul
Manaf in the paper titled” Enhancing
Interpersonal Intelligence for
Management Educators published
in Review of European Studies, Vol 6,
No 2, 2014.

8. Peter Francis, Mary Thomas,
SitiAsiah  Md. Shahid, and
SyahrinaHayati Md. Jani , paper
titled “ Importance of Teaching
Effectiveness among Lecturersin
Inditutesof Higher LearninginMdaysa’
published in International Journal of
social science and Humanity, Volume
5, Number 4, April 2015.

9. ZdihaHjHussn, Kamaruzaman Jusoff,
Maznah Wan Omar in the paper titled
“Perception of Students Teaching
Qudity Determinantsand Effectiveness’
published in Asian Social Science
Vol 4, 12, (2008)

Website:

www.MTC.global (An apex global advisory
Body in Management education)

]




TRENDS OF E-FILING OF INCOME TAX RETURNS IN INDIA
- A STUDY

Dr. P. Paramashivaiah*
Mr. Puttaswamy**

Abstract:

Information technology intervention is seen in every field around the globe.
Information Technology has been adopted by the Income Tax Department to
make the filing of returns faster, easier and to reduce the administrative cost.
Adoption of e-filing in India has shown a positive trend over the years due
to various advantages. However, it is still very low in many states. The present
paper attempts to analyse the trends and growth of e-filing of ITRs in India.
Secondary data was retrived from the web site of the Income tax department.
State-wise growth , percentage increase of I TRs received through online were
analysed. It isfound that growth of e-filing adoption has received a overwheling
response where as in some other states the response is very low. It is suggested
that the department has to make the e-filing system more user friendly, has
see to it that the procedure is further simpllified.

Keywords: E-Filing, ITRs, Information Technology, Income Tax Department.

Introduction by the Indian government over the past
few years. Simplification of tax administration
has been an important reform on the
government’s agenda. E-filing is one of
themost important and advanced e-government
services. It providesconvenienceto taxpayers
for tax assessments and payment. I nternet
allows consumersto conduct transactions
within afew seconds and just a mouse
click. This convenience can serve as a
key driver of e-filing adoption. E-filing
provides many aspects of convenience
to taxpayers. Henceitistimetofile, place
to conduct thefiling, ease-of use, information
searching and online transactions more

Va” ous reform measures have beaf] taken Convmi mtly than through tl’adltl Onal mOdeS.

Information Technolgoy (IT) isone of
the prominent, remarkable scientific
developments during the last few decades.
|.T has greatly impacted the life style of
human being around theworld. Governments
in many countries are effectively leveraging
thistechnology to provideimproved quality
of servicesto the publicinamoreinnovative
fashion and for better public administration.
Oneof the prominent e-governanceinitiatives
which have been launched by a number
of governmentsisin the form of online
Income Tax Return filing.

*Dr. P. Paramashivaiah, Professor & Dean, DOS & R in commerce, Tumkur University, Tumkur.
**Mr. Puttaswamy, Assistant professor and Research Scholar, Government First Grade College Hirisave,
Hassan Didtrict. e-mail: swamisure@gmail.com
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What is e-filing?

Income Tax Department launched e-
return filing, TRPs and a Saral form (for
individual tax payers) in new avatar in
2007 for better tax administration and
good governance practices. The Tax
Department made huge investment interms
of system development, safety and security
of submitted information and sensitizing
tax payers about the benefits of e-return
filing using mass-media campaign. The
campaign was targeted over the facility
of anywhere/anytimefiling, fast processing
and automatic tax calculations with full
safety and security of theinformation submitted.

E-Filing Initiativesin India

CBDT through vide notification No.
34/2013 dated 01.05.2013 has made it
mandatory forthe following category of
the Assessesto filetheir Income Tax Return
Online fromA.Y. 2013-14 :-

(a) Itismandatory for every person (not
being aco. or aperson filing return
in ITRto e-file the return of income
if its total income exceeds INR.
5,00,000.

Anindividua or aHindu undivided
family, being a resident, having
assets(including financial interest in
any entity) located outside India or
signingauthority in any account located
outside Indiaand required to furnish
the returnin Form ITR-2 or ITR-
3 or ITR-4, as the case may be.

(b)

(c) Every personclaimingtax relief under
Section 90, 90A or 91 shall filereturn
inelectronic mode.

RVIM Journa of Management Research

(d) Thosewho arerequired to get their
Account under Section 44AB

(e) A firmrequiredto furnishthereturn
in Form ITR-5 or anindividual or
HinduUndivided Family (HUF) required
to furnish thereturnin Form ITR-
4 and towhom provisions of section
44AB are applicable.

(f) A company required to furnish the
return in Form ITR-6.

The e-filing project isaninnovative e-
governance and e-delivery measure taken
by the Income Tax Department for better
servicesto the taxpayers and was notified
in theyear 2006-07. The e-filing website
has been launched and made available
for live service 24x7 on 9th November,
2012 with many new utilitieslike extension
of electronic filing of all other forms as
prescribed inthe I-T Rules 1962, enabling
accessto history of returnsfiled, and other
Services. The project isaimed at enabling
E-filing of Incometax returns, Audit Reports
and other forms of the Income Tax over
Internet directly by taxpayers and through
e-return intermediaries (ERIs) on Virtual
Private Networks, enabling e-filing of Income
Tax Returns and other web enabled services
usng XML toenablepublicprivate participation
in the filing of returns. A portal https:/
/incometaxindiaefiling.gov.inisfunctional
with ahost of servicesto taxpayers. The
new system also offers personalized services
including pre-filling of returnswith assesssee
details and 26A S data; online and offline
filing of returnsetc. The system includes
submission of onlinerectifications, verificaion
of status updates for receipt of ITR-V,
processing status and refunds for e-filed
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returns processed at CPC, Bangaluru. Select
informationisa so availablethrough amobile
interface.

New Feautres of E-filing:-

Many new features have frequently been
added and updated from time to time to
make e-filing environment more user-friendly.
The important new features are- Facility
to download Pre-filled XML File-(after
Login feature). PAN Details at one place
(Name, D.O.B, Status, Gender, Address)-
(after Login feature). Request for Intimation
—(Earlier there was no option to download
if mail not received by thefiler). (Submit
request for resend print of Intimation to
ITR/PAN Address/New Address or via
Email, After Login Feature).For New Users,
Resend Activation Link Featureis helpful
if link not received or mail deleted earlier.
User Password can be changed now with
Digital Signature Verification a so, Feedback
Option for User. And , user can register
asalegal Heir to do e- Filing on behal f
of the deceased. Thisis a new feature
provided for Individual user. Quick e-
Filefor ITR-1, where user need not download
any utilityand no softwareisrequired. Just
fill and submit like an Online Application
Form. Mobile Services can be availed
usngtheurlhttps.// incometaxindiagfiling.gov.in/
mobile/. Forms need to be authorized by
CA with Digital Signature and XML to
be uploaded in e-filing portal (3CA, 3CB,
3CD, 3CEB, FORM 29B).The portal include
‘Tax Professional’ as anew user.. They
can e-File Income Tax audit report Forms

53]

(other than Income Tax Returns). In the
new e-filing project there is dedicated
call centre and help desk to deal with
any query or grievancerelated to e- Filing.

Following e-filing activitiesareplanned
to be added in the near future:

Validation of third party Utilities, Access
tointernal users such asAssessing Officers
over departmental intranet, E enabling all
forms of the Income Tax department.

Advantages of E-filing

v" Convenience — Returns can be filed
at anytime (day or night);

v Accessibility isallowed 24x7x365,

v' Festrefunds—It dlowstaxpayersreceiving
refunds to get them sooner,

v’ Taxpayers get instant acknowledgement
of receipt.

v' Value added serviceslike viewing Form
26AS, tracking of refunds, email, SM Sdlerts
regarding status of processing and refunds.

v’ Certainty of ddlivery and quick confirmation
— providesimmediate confirmationfrom
tax administration that returns have been
received,

v Taxpayers can correct their mistakes
or makeand save changesintheir ITRmany
times beforethe final submission of ITR
form.

v' Eliminates error notices from tax
administrations caused by data entry
errors,
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v" Increment in freelance job opportunities
as Tax Consultant and TRPs etc.

v Reduction in Documents handling and
storage space.

v Reduced operating costs for tax

administration by reducing the cost of
handlingpaper returns and eliminating
unnecessary staff.

v Online help facilities and user guides.
Review of Literature

Most of the literature related to e-filing
are based on the Technology Acceptance
Model (TAM) by Davis (1989) (Wang,
2002; Chang et al., 2005; Gallant et al .,
2007), theory of planned behavior (TPB)
Fishbein and Ajzen(1975) (Hsu and Chiu,
2004; Hung et al., 2006) and a unified
model of both theories (Fu et al., 2006)
to assess the acceptance and adoption
intention of thee-filing system. Other literature
such as Carter et al. (2008) used the Unified
Theory of Acceptance and Use of Technology
(UTAT), while Wang et al. (2007) used
the Innovation Diffusion Theory to observe
e-filing adoption among taxpayers.

E-filing adoption and acceptance is
considerably related to the peopl €' s propensity
to embrace and use of new technologies
for accomplishing certain tasks as well
as ease and usefulness of e-filing system
and al so security and facilitating support.
Empirical findings have also indicated
thattechnology readiness correlates with
actual use and intention to usethetechnol ogy-
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basedproductsand servicesin varying degrees
(Parasuraman and Colby, 2001). People
with higher leve of technology usageintention
has moreexperiencein using the technology
based products and servicesin varying
degrees.

Studies havefound that perceived risk
sgnificantly influencestheintention of present
and potential users of the e-services, such
ase-filing system(see, Hsu and Chiu, 2004;
Fu et al., 2006; Gallantet al, 2007;Carter
et al, 2008). However, thesestudies measure
the effect of overall risk on the behavioral
intention. The theory of perceived risk
has been applied toexplain consumer behavior
In decision makingsince thel960s (Bauer,
1967). Popularity of online transactions
has changed the definition of perceived
risk. Inthe past,perceived risk was primarily
regarded asfraudand product quality. Perceived
risk referstocertain types of financial,
product performance,social, psychological,
physical, or time riskswhen consumers
make transactions online(Forsythe and Shi,
2003). Perceived risk hasbeen tested with
TAM in numerous studiesinunderstanding
consumer behaviour towardsadoption
of online shopping (Bhatnagar et al.,
2000; Gefen and Straub, 2003;
Kamarulzaman,2007). TAM application
inthe e-Government studies has been found
to be very limited. Consumers perceive
risk in most non-storepurchasing decisions
(including services) seemsto have ahigher
level of perceived riskassociated with them
(Dollin et al., 2005). E-filing of Income
Tax returnsissimilar to online shopping
by consumers. Tan (1999)suggestedthat
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risk-averse consumers are less likely to
dotransaction on the Internet. Since Bauer,
(1967)proposed the concept of perceived
risk ofconsumers; many researchers have
discussedthe issue and have presented
numerousextended definitions(i.e. Mitchell,
1999; Huanget al., 2004; and Pireset al .,
2004).

According to Pavlou (2002)cognitive
and affectivefactorsareimportantvariables
that prevent people from trustingonline
services. Other studies al soindicated that
perceived risk isan importantdeterminant
of consumers’ attitude towardonline
transactions (Bhatnagar et al., 2000;Dollin
et al., 2005; Kamarulzaman, 2007).
Sinceintention to use an e-filing for tax
transactionsinvolves a certain degree of
uncertainty,perceived risk isincorporated
asadirectantecedent of behavioral intention
to use.Several types of perceived risk have
been widelyused in previous researches
(Mitchell, 1999; Featherman and Pavlou,
2003; Rotchanakitumnuai, 2007). Rotchana-
kitumnuai (2007) investigated on theuse
of threerisk dimensions, namely privacy
risk,performancerisk and thefair financial
audit riskon the tax e-payment systemin
Thailand andfound that only performance
risk and the fairfinancial audit risk were
significant variables tothe adoption of the
e-payment method inThailand.L ack of trust
isone ofthe most frequently cited reasons
for consumersnot purchasing from Internet
(Lee and Turban,2002).

Statement of the Problem

Despite all the efforts on part of the

[0]

Tax Department, thetax payer’s perception
about thisnew information technol ogy oriented
systemisacause of worry. Sincethe public
don' t directly communicatewith tax personnel,
the e-return filing system may providelittle
psychological satisfaction. Hence, the present
study attempts to understand the features,
advantages and growth of adoption of e-
filinginIndia

Objectives of the Study

To understand the features and benefits
of e-filing

To examine the growth of e-filing of ITR
inIndia

To suggest measures to improve e-filing
system

Research Methodology

The present study is conceptual and
descriptiveinnature. Thestudy usessecondary
sources of data. The secondary sources
includetheavailableliterature on the problem,
government websites, Incometax department
website, journal's, news papers and reports.
Trendsand growth percentageswereca culated
and exhibited through charts.

Data Analysis and Inter-pretation

Dataon e-filed Returns were col |l ected
from theweb site of Income Tax Department
of India, http:/www.incometaxindiaefile/
portal/.gov.in. Table 1 showsthe number
of e-ITRsfor various Assessees for the
assessment year 2009-10 to 2015-16 (Up
to 30" April).
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Trends and Growth of E-Filing in India

TABLE 1: Number of e-filed ITR Forms received

FORM | 2009-10 | 2010-11 | 2011-12 2012-13 | 2013-14 | 2014-15 2015-16
ITR-1 | 656544 | 1983618 | 4439001 | 6409881 | 10676604 | 13010682 | 11373538
ITR-2 | 960384 | 1040281 | 1773659 | 2240995 | 3213262 | 3614874 1100230
ITR-3 | 211074 | 327409 522579 625890 721831 769081 153336
ITR-4S 0. 0 1628612 | 2947568 | 4250709 | 5450081 2147818
ITR-4 | 2235221 | 4552028 | 6712032 | 7772966 | 9035055 | 9343539 2713724
ITR-5 | 512419 | 616007 765054 851327 960120 1065650 254994
ITR-6 | 498335 | 530899 593047 638184 713736 752070 45179
ITR-7 0 0 0 0 110477 168017 41905
TOTAL | 5073977 | 9050242 | 16433984 | 21486811 | 29681794 | 34173994 | 18422231

(Source:compiled from http:/www.incometaxindiaefile/portal/.gov.in)

Chart 1: State-wise e-filed ITRs during the year 2014-15

7000000
6000000
000000
4000000
2000000
2000000
1000000

0

GUJARATH

MAHARASTHRA,
LITTAR PRADESH

DELHI

RARMATARKA
WEST BEENGAL

PLMNJAB

AMNDHRA PRADESH

RAJASTHARN
MADHYA PRADESH

TAMILMADL

HARY ANA,
KERALA

EIHAR
JHARKHAMD
ORISSA,
TELAMGANA,
CHATTISGARH
UTTARAMNCHAL

ASSAM

HifACHAL PRADESH

G0A

JAMMU & KASHMIR
CHANDIGARH

(Source: compiled and computed from www.incometaxindia.gov.in)

RVIM Journa of Management Research

]



Chart 1 shows disparity among the states.
Adoption of e-filingispositiveinfew states
anditisnegligibleinmany states. Maharashtra
being the number one state in which the
level of adoptionisvery high. The total
number of e-filed ITRs during the year
2014-15 were 62,19,523 in M aharashtra,

3736465 in Gujarath , 2717420 in Uttar
Pradesh, in Delhi 2379561 and in Karnataka
22,64,223. Karnataka reduced to fifth
place from second position in India over
the past three years. There areless than
one Lakh e-returns received in most of
the other states.

Table 2: Growth of E-ITRs over the previous year

Assessment Year No of e-filed ITR forms | % Increase over the base year 2007-08

2007-08 2169367 100
2008-09 4830122 122.65
2009-10 5073977 133.89
2010-11 9050242 317.18
2011-12 16433984 657.54
2012-13 21486811 890.464
2013-14 29681794 1268.22
2014-15 34173994 1475.29

2015-16 upto 30 th Sept. 18422231 849.19

(Source: compiled and computed from www.incometaxindia.gov.in)

The abovetables show that thereisasteady
and continuous growth of e-filingin India
from FY 2007-08 to 2014-15 and this
growth possible only because of adoption
of information technology by Income Tax
department. Thisincrease may be dueto

the benefits enjoyed by the people. However,
the percentage of e-filed returns compared
to total number of income tax payersin
Indiaisvery less, sinceit is mandatory
only in certain cases.
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Chart 2: Number of e-filed I TRs received form 2009-10 to 2015-16
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Thefiling of ITR electronically is easy
and user friendly as user has to follow
step by step instructions. Also, with the
latest technology for internet security in
use; it isvery safeto e - file. Thereis
advantage of acknowledgement from
Centralized Processing Centre (CPC),
Bangalore about the receipt of ITR.The
CBDT report highlights thatthere is a
Overwhelming Response for e-filingi.e.
more than drastic increase in e-returns
received compared to that of the previous
years. During the year 2014-15, 34173994
ITRformsreceved through electronicfiling,
where as 29681794 e-returns received
during the year 2013-14.

Findings and Suggestions

»  Thestudy findsthat the Adoption
of e-filing is positivein few states
and where in other many states are
quite negligible.

>

M aharashtra being the number one
state in which the level of adoption
Isvery high. Karnataka reduced to
fifth place from second positionin
India over the past three years.

There arelessthan one Lakh e-returns
received in most of the other states.

There has been a continuous growth
of e-filing in Indiafrom FY 2007-
08 to 2014-15 and this growth was
possible only because of benefits
of adoption of information technology
by Income Tax department.

The percentage of e-filed returns
compared to total number of income
tax payersinIndiaisvery less, since
it ismandatory only in certain cases.
Therefore e-filing deserves mandatory
for al category of assesseesand persons.
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»  The study finds that there is an
Overwhelming Responsefor e-filing
i.e. more than 15% increase in e-
returnsreceived compared to that
of theyear 2014-15. Thetotal number
of ITRsreceived through electronic
filing was 34173994, where as
29681794 e-returnsreceived during
the year 2013-14.

>  Necessary steps shall be taken to
improvethe e-filing adoption in few
states where the response is | ess.
The Income Tax Department hasto
take Aggressive propaganda and
encouragement by educating thefilers,
and making e-filing procedurelittle
easier.

Conclusion

Income Tax Department of Indiatook severa
genuine steps as per the recommendations
of various committees. E-filing of Income
Tax Returns over the year has received
an overwhelming response over theyears
and still it isnot completely adopted in
many states. In order to avail the benefits
of Technology interventioninfiling of income
tax returns the department has to make
the procedure of web based services more
user friendly and make surethat the privacy
and security of the users of web services
are protected. It isalso required to further
samplify theareas such asPassword, retrieving
ITR-V receipts, acknowledgements, and
viewing the receipts and tax credit much
easier. When the assessees find no troubles
inusinginformation technology in the process
of filing their Income Tax Returnsitis
surethat all the tax payers would rather
voluntarily adopt and makethe Department’s
Project more successful.
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BUSINESS SUSTAINABILITY: ROLE FOR HRM WITH SPECIAL REFERENCE

TO ACQUISITION AND RETENTION OF TALENTS IN SMES

Dr. Hanuman SK ennedy*
Vasantha L akshmi. R**
Abstract

The effectiveness of talents in an organization plays a very significant role
in the organizational performance which in turn influences the sustainability
of the firm. Talents Acquisition is the most significant function which influences
all other functions in the organization.The acquisition of the right talents and
retention of such talentsaremajor challengesfor SMEs. This paper brings outthe
various problems and the practices for acquisition & retention in the Small
Enterprises through casesof small companies and a theoreticalframework for
SMEs to enhance the effectiveness ofthe acquisition of talents process.

Key words: Human Resource Management, Acquisition of talents, Retention

of talents, Business sustainability, HRM in SMEs

Introduction

The Small and M edium Enterprises (SMES)
areof key importanceto the Indian economy.
They contributed 17% to the nation’s GDP
and employed 40% of Indian work force
(ET June9, 14). It isthe second largest
work force after the Agricultural sector
inIndia.The scenario in Karnataka, there
isabout 10.5 lakh micro, small and medium
enterprisesin Karnataka. These industries
provide jobsto nearly 250 lakh people
with 62 lakh in registered sector. The SME
sector in Karnataka produces about 6000
items (KASSIA report, July 2014). These
numbers are very encouraging and
fortunately, the current pro-business
development initiation from both the state
and central Govt. clearly highlights the
move towards Industrial development of
our country. Thebus nessfriendly environment
creation, Invitation for foreign direct

investments for manufacturing and the
subsequent new revised SME policy will
enablethe SMEsto contribute progressively
to the economic devel opment of the country.
The Contribution of small and medium
enterprises to the country’s gross domestic
product (GDP) is expected to increase
to 22% by 2020. (Business Standard 27
Sept 2014)

At present, the fundamental drivers are
in the right pace for the Small Industries
Development. But, the elements of external
environment are not the only determinant
for the firm’s performance. This depends
onvariousinternal elementsaswell. One
of the most important internal elementsfor
firms performanceisthe Human Resources
thatarethe Talents. Acquisition of right talents
at the right time and the retention of such
talents are very significant for the firms
in SME sector.

* Vasantha L akshmi. R, Research Scholar, IBMT B-School, Bangalore, ibmtedu@vsnl.com

** Dr. Hanuman SK ennedy, Professor
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Purpose of this study

The purpose of this paper isto bring out
the various problems and the practices
intalent acquisition & retention forthe Small
Enterprises and to prepare a
theoreticalframework for SMEsto enhance
theeffectivenessofthe processtaent acquistion.

Method used for the study

This study is based on the Case Study
of five differentsmall enterprisesengaged
in producing Anti-Depressant drug
(Pharmaceutical company), Auto parts,
Restaurant and another an educational
consultancy in Bangal ore.Data collected
through personal interview with the owners
and a few employees of the respective
Company.

Limitations

Studying afew cases, the results cannot
be generalized. Thefindings of the studyare
indicative and the framework designed
can be used for academic purpose.

Business sustainability — Rolefor HRM

Business Sustainability, i.e., sustainability
of thefirm in thisbusiness world depends
onvariousfactorsfrom bothinternal & external
environment. This present world of business
can be described as - volatile, uncertain,
borderlessdigital world. In thiscomplex
business world, there are many dynamic
forcesfrom different directionsfrom the
environment acting on thefirm. Theexterna
forces collectively represented by thefive
major ones - Social, Cultural, Economic,
Environment & Political. The changein
the intensity of these forces are driven
by yet another force- TECHNOLOGY.

These externa forcesaong with theinternal
forceswith different levels of intensity
createturbulenceinthefirm. The counter
forcesin theform of different creative
business strategies are applied by thefirm
in order to seek sustainability. (Vasantha&
Kennedy, 2013) Creative minds generate
such innovative and creative business
strategies.They are the talents of thefirm.
Hence, effective management of suchtalents
signifies the role of HRM in business
sustainability. Theacquisition of suchtalents
andretaining of suchtaentsarevery sgnificant
functionsof HRM for afirm’ssustainability.

Acquisition of Talents

73% CEO s in India spend more than
one-fourthof their time directly on talent
related activities. While 68% acknowledge
that thistime hasincreased in recent years,
79% also affirm that thisfocuswill only
increase further next year. Thisindicates
arelevant change in the way organizations
are functioning today (monsterindia.com
survey 2011). Intoday’ shusinessenvironment,
thegrowth and devel opment of any organization,
beitan MNC or aSME isdirectly proportiona
to the employee' sgrowth. Therefore, talent
management can impact any organization’s
bottom line and growth. SMEsarestruggling
tofind skilled workersespecialy at middle
level positions. They arefinding it to identify,
who istheir real candidate with the right
skills, how their business model can get
the quality cost scale balance right, and
most importantly how they can retain their
key talent. (Business Standard 27 Sept
2014)

Acquiring talentsis not just recruiting, it
is an ongoing cycle of processes related

[4s]
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to attracting, sourcing, recruiting, and hiring
employees, based on the requirements of
the organizations, be it a particular set
of skills or behavior.

The main elements that comprise talent
acquisition are-

Employer branding, outreach, networking,
Relationship building with potential candidate
communitiesand continuously building and
enhancing thetalent pool for the organization.
(GeremyCepin)

Top Business Challenges

Findng, setaming,
develogang qualty takent

Figure

FIGURE - 1
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The published reports states that the Talent
Acquisitionin SMEsisthetop most challenge
among other challenges. As per the Hire
right’ srecently rel eased report on Employment
Screening Benchmarking, the acquisition
and retention of talentsarethemagjor business
challengesfor the organizations as shown
inthefig 1. TheAnswer during SMEworld's
interview with R.U Srinivas, CEO, Caliber
Point, about problems of Indian SMEs
showninthefig 2(Source: HireRight survey
2013)
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The problemsin acquisition of talentsgiven
below are based on the responses of the
owner of the company during their interview
for the case study—

1. Finding theright talent at theright
time

The employability of majority of thefresh
graduates from colleges both technical
and non-technical isnot up to the standards
expected by theemployer. Itislike searching
for a (talent)needle in a (large pool of
graduates coming out of the universities
every year) haystack.

At thejunior management level, theissue
isof finding atrained person with required
skillsis more. The gap between demand
and supply of required skillsis huge. In
companiesthey train most of the lower
level staff inthe organizationitself. This
on-the-jobtraining isvery expensive to
the company. Also, most people are not
educated enough to be trainable further.
At higher levels, theissuesare of affordability.

Next, because of growth of MNCsinIT,
ITESandfinancia services, inmiddlelevel,
the problem has been the mismatch of
expectations and reality in terms of work
and compensation. The ambitions are huge
with very |less experience and expertise.
Attracting talents towards the company
isachallenge because of Lack of popularity
of the company i.e., the brand image &
valuein that respective sector, nominal
amount spent on advertising/ promotion,
lack of competent compensation packages,
fewer opportunities & the image of small
sizeisthe biggest hurdle to attract the
talent.

5]

2. Selection and Recruitment

A bad hire has agreater negative impact
in SMEs. A new hire at asmall company
represents a much larger percentage of
the workforce than one at alarge scale
company having more employees.In such
cases companies also suffer greater
proportionate financial and productivity
loss from having to re-recruit, re-hire and
re-train in the aftermath of a bad hire.

3. Full time HR professional

Adding to these, in this sector, usually
the owner or the line manager takes charge
of HRM. Even though there is anecessity
felt by the owners, full time professionals
are not taken in most of the SMEs. In
the absence of an efficient HR system,
owner/ line manager spend their significant
time on HR administration.

Attrition of Talents in SMEs

The problem of attrition is not only for
the SME sector; around the world all
companies are facing this problem. The
statistics given by the Hay group study
is as follows-

Onein four employeesin the organized
sector inIndiais set to switch jobs, the
highest attrition rate globally, according
to aHay Group study. The series of fresh
investments planned across sectors could
rai se demand for talent even as economic
conditionsremain moderate. Raising concerns
are on empl oyee engagement and retention.
(Economic Times, June 7, 2013)

Causesfor Attrition as per the responses
given by the Owner of company during
their interview for the case study -
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Small companies have becometransit camps
becausethey are the primary source of
employment opportunitiesfor new entrantsThis
sector, for many reasons, invariably
compromisesand recruits untrained workers
who are then trained on the job. Quite
often once the workers reach a certain
level of skill they are absorbed by the
larger companies. Consequently, the small
companies are in a constant process of
training raw hands and being unable to
retain skilled workers. One person (talent)
who |eaves the company will attract many
morefrom histeam. Thusattrition percentage
increases.

Theother most quoted reasonsfor attrition
as per the SMEs survey are(Human
capital, Feb14) —

¢ Insufficient remuneration and employee
benefits paid to employee by hisemployer.

e Mismatch of job profile.
e Job stress and work-life imbalances.

e Entering of new companies and sectors
in to the market.

e Lack of authority provided to accomplish
ones task.

e Monotony of job.

e Lack of proper facilities provided by
employer

e Lack of proper environment.

e Poor concern about employees by their
employer.

e Poor promotion policies or lack of
promotion for long time.

Practicesfollowed in Acquisition of talents
as seen in the case studied:

- Asamatter of policy, more than 60%
of the employees have recruited through
employees’' referencesor internal job
posting.

- Company’s web presence by having
updated website, using SCOs and using
toolslike LinkedlIn, Twitter, and Face
book to create brand awareness for
the company to attract talent.

- To create awareness about the company
and their products, short term projects
and internshipsto students are offered.
With thisthe students can get opportunity
to put their handsonin thelive projects,
which creates interest in them to take
up job optionsin the company itself.

- A wrong hire proved to cost morein
this sector. Hence, in order to avoid
awrong hire, the screening process
made short but precise to assess the
skillsand attitude required for the position.
Avoided all typesof theoretical questions
intheinterview and thetalent is assessed
based onthe standard testslike competency,
behavioral and psychometric tests.

Practicesfollowed to minimize attrition
of talents as per the responses of the
interview -

There are cases, where some of their
employees are working since inception
and afew are herein this company since
last 20 years. The common reasons to
stick on to the same company as per their
opinion listed in the order of most to | east
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e Freedom in terms of expression and
experimentation.

e The hygienic factors like the work
environment & Work place

e Commitment & Loyalty factor
e Job satisfaction

TheHR practiceswith referenceto retentionas
per the cases studies, Performance based
compensation used for higher level positions.
They have the concept of Co-ownership
which encouraged leveraging the talent
of the people by making the right balances
of power between employeesand employers.
At lower level sthe companies have taken
the attrition as usual. No other specific
strategy or practice seen towards retention
of talents in the company.

Current HR trends with respect to
acquisition and retention of talent as
per Deloitte’s Human Capital Trends 2014,
(Josh Bersin)

The global economic growth has created
anew level of competition; the companies
are more focusing on their retention and
engagement of their employeesrather than
concentrating on cost reduction. Technology,
the principal driver of business continues
to connect all people, places and products
and making the dataas new currency. Talent,
skills, and capability needs become globaland
integrated capability Development Replaces
Training. Talent Mobility and Career
Development are considered seriously and
Talent Analytics Comesto Front of the
Stage. As per thetrend, it is clear that
the economy will grow, employees will
bein charge, and HR’srole in business
success will be more important than ever.

]

Theoretical Framework for Talent
acquisition in SMEs

Keeping in mind,the problems, practices
of talent acquisition and thegrowingimportance
of theright talent for companies, atheoretical
framework designed to enhance the
effectiveness of the process.

Talent acquisition is astrategic approach
toidentify, attract, and take them on boardthe
right talent. Organi zations need right talents
to efficiently and effectively meet dynamic
business needs. Talent acquisition is not
just recruiting. Therecruiting tendsto focus
mostly on immediate hiring needs by just
posting arequisition and extending an offer.
Talent Acquisition is more than these. It
includes attracting the talents, pooling the
talents, selecting and recruiting the talents
and taking them on board.

Thisframework for talent acquisition will
help the SMEsin framing their policies,
practices and strategiesto hireright talents.
Theapplication of thisframework will enhance
the effectivenessof the process. Thetheoretica
framework for talent acquisitionisas shown
inthefollowing Fig3.
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Figure 3: Framework for
Talents Acquisition
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This theoreticalframework is designed
based on the following concepts —

- Organizational Structure
- Span of Control (Graiciunasformula)

- Competitive Advantage of Human Capital

o
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Figureda
Organization Structure
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Framework for Talent Acquisition

The figure 4a, 4b & 4c represents the
concepts used in the framework for talent
acquisition and aso highlightsareaof concern
for SMEswith respect to talent acquisition
and retention. Thetrianglein thefigure
4arepresentsthe Organizational structure,
Theformulain 4b givesthe span of control
I.e., the number of subordinatesreporting
to the manager and the rectangular area
with the4—quadrantsasin fig 4c, represents,
the CompetitiveAdvantage of Human Capital
highlighting the job positions significant
for SMEs. The Fig 3 givesthe theoretical
framework for Talent Acquisitionin SMEs.
Thisgivesthe complete picture of different
processesinvolved in the talent acquisition.
Attracting the required talents, pooling
the specifictaents, selection and recruitment
of the talents and on boarding of such
talents are the different processes.
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Span of Control:

r=n(%“+(n-1 ))

Here, r=number of relationships
n=number of subordinates

Figure4b: Graiciunasformula

- /

The Span of control provides the number
of peoplereporting to the manager to the
senior or to themiddlelevel manager. This
span of control includes the relationship
of the people who directly report, the cross
relationship of the peopl e report to particular
manager. Hence, in order to keep the
productivity standard at optimum level
in the organization, the span of control
for managers should be maintained. Based
on the studies conducted, HL d” 6; MLd"
20. Inrecent studies(HBR April 2012)
it ishighlighted that the span of control
has doubled over last 2 decades. Current
trend isfor SL positions the number of
immediate reports are gone up to 12.

Using the concept of CA of human capital,
the Job descriptions can be derived and
the concept organizational structure will
providejob positionlevel inthe organization.
Thisinformation can be strategicallyused
to attract the talent and pool the interested
talents. At the sametime, using these concepts
the Knowledge, Skills, Attitude essential
for each pogtionandtherolesand responsbility
along with the expected deliverables can

High
S, s'|-||:"|-|
3
£
i 4 5.U,
Low P unig High
CA of HC

4c: Competitive Advantage of
Human Capita

also be derived. These can be effectively
incorporated for the recruitment and on
boarding processes.

As per this framework, for any given
organization one canidentify their functions/
department with the following chartl —

[52]
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FUNCTIONS/ (S-L/ U-L) (S-H/ U-L) (S-L/ U-H) (S-H/ U-H) TOTAL
DEPARTMENT: BLOCK 1 BLOCK 2 BLOCK 3 BLOCK 4

LEVELS OF
JOB POSITION H/M/L H/M/L H/M/L H/M/L H/M/L

NO OF POSITIONS
PLANNED

NO OF POSITIONS
FILLED

JOB DESCRIPTION

DELEVERABLES

KNOWLEDGE;
SKILLS; ATTITUDE
ESSENTIAL

Chart 1. Details of Functions/ Department as per the Framework shown in Fig3

To begin with, keeping thesimilar formatin
theexcel sheet/ spread sheet, can be expanded
to the number of positionsin each level,
as shown in the above table. Further this
can include, positionsfilled, not filled,
thejob descriptionswith KSA, preferences,
compensation for all thelevelsin different
departments.This can also be used for
HR planning including replacement chart
and succession planning.

SMEsare more cautious about the employees
at themiddlelevel, which containsemployee
types of all the blocks(S-H/U-H; S-H/
U-L; S-L/U-H; S-L/U-L)& high level,
inthe (S-H/ U-L)&(S-L/ U-H) blocks.

Junior level attrition istaken asusual. But
they have the necessaryarrangements made
for regular supply of manpower to this
level. Most of them are managing by having
tieupswith collegesand recruiting apprentice
trainees under govt. scheme.

RVIM Journa of Management Research

The employeesin the middle level and
high level of (S-H/ U-L); (S-L/ U-H)are
considered for retention and devel opment
activitiesaswell. Theblock (S-L/U-L)aremay
be managed by outsourcing aswell depending
up on the type of expertise required.

TheHRinterventionsaredifferent for different
blocksand levelsin each case. Appropriate
interventionsrequired on caseto case basis
for effectiveness.

With all these three concepts as shown
in the framework, the processesinvolved
intaent acquisition can beeffectively managed.

Conclusion

Every SME hasitsown history and experience
with people who build it and working in
it. They are unique and specific cases;
every one of SMEs has a unique set of
its HRM needs which can be identified
individualy, thereareathough somecommon
featuresshared by mgority of thosecompanies.
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The common problem of talent acquisition
and retention can be managed effectively
by having effective HRM practices, aligning
with the current trends, adopting | atest
technological tools and devel oping brand
to attract the talents.

Despite all theissues, the fact isthat the
smaller companiesare capabl e of producing
extraordinary results, if they have dedicated
empowered and motivated people. (Bhardwg,
2014) With the enormous productive potential
of their smaller teams SMEs can overcome
the factor of small size with right talents.
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USING COMPETENCY BASED PERFORMANCE MANAGEMENT-TO
DRIVE ACADEMIC EXCELLENCE

Dr. Anita Walia*
Abstract

Accomplishing and maintaining academic excellence in an educational institute
basically relies on the competencies possessed by the Teaching fraternity.The
educator or a teacher has a significant part to play as active specialists of
social change (P.Trivedi, 2012). Theinstructor’s commitment in bestowing instruction
and embellishment our future era is huge. This requires the need of a suitable
device for evaluating and selecting the ideal individual for the job. Competency
mapping is a standout amongst the most exact and contemporary means in
recognizing the occupation and behavioral capabilities of an individual in an
association.

The paper is a conceptual or a literature review paper. As the paper focused
on various aspects of competency and the components of competency, it falls
under the descriptive research category.This paper explores the development
of the new tool for the execution, evaluation and the quality improvement
of the academic institute. The main aim of this paper isto asses the competencies
required for ateacher in diverse areas. And the paper finally arrives at aSAAK
(Skill, Ability, Attitude and knowledge)based competency model for the assessment
of faculty member competencies in academia.lt is conceived that the SAAK
competency based model could be utilized for recruitment and development
of teachers and furthermore serve as a benchmark for accreditation of academic
institutional.

Key words: Quality, Competencymapping, Competency Based assessment Model,
SAAK (Skill, Ability. Attitude and knowledge)

I. Introduction their peopleare. They also know that formal

education doesn’t necessarily equip faculty

InIndiaorganizations have been conducting with the appropriate skillsto succeed in

the exercise of competency mapping but
it still remains an unexplored processin
the area of education despite the growing
level of awareness.

Progressive academic institute understand
that their prosperity relies onhow capable

the workplace. The arrangement liesin
preparing empl oyeesto meet the particular
prerequisites of theinstitute. Thisiswhere
competency-based performance management
system comes in. Competency-based
performance management system is shaped
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around the competency modelsthat have
been recognized for a specific job role.
To be evaluated as competent, the faculty
must show the capacity to perform their
job not just satisfactorily but excellently.
Every day, year-round, proceeding with
eva uation, feedback and training that includes
hel ping faculty comprehend the nature and
quality of their performance, distinguish
what they have to do to enhance their,
and inspire them to do it.

Meaning of Competence Mapping

Inthe21* century when theworldisbecoming
agloba village andeconomyisgoingthrough
aslowdown, itiscrucial to cultivate the
talents and abilities of the employeesand
further develop their potential by assessing
their competency. Sanchez (2011) defines
competencies as “a cluster of related
knowledge, traits, attitudes and skills that
affect amajor part of one'sjob; that correlate
with performance on the job; that can be
measured against well-accepted standards;
and that can beimproved viatraining and
development” (ibid, p.241).(McClelland,
1973), defined competence measurementas
atool for distinguishing superior performer
from average performer.(Ernest, 1989)
Presented the competence as astatement
which describestheintegrated demonstration
of acluster of related skillsand attitudes
that are observable and measurable necessary
to perform ajob independently atprescribed
proficiency level.( King, Kenneth,1997)
Described the competency as an overt
and measurable performance in terms of
quality, quantity, time, cost or acombination
of any of these, for which action or
performance oriented verbs are to be used
in writing competency statements.

Competencycan rangefrompersonality traits
and individual motivations, to specific
knowledge and skills. Competencymappingis
a process of identifying individuals
competencies and key skills setsrequired
to successfully adoptaprofession. Competency
mapping can be used to guide educators
and trainersin developing curriculathat
meets the needs of employerson one side
and the requirements for those planning
to be self-employed (Rothwell, & Wellins,
2004).1t can be used asaguidefor training
which can be more systematic or teaching
which can be more practical.

[l. Literature Survey

The quality in education hasturninto a
fundamental condition for the information
exchange, learning creation a so, information
administrationsto the general public. There
are numerous specialistswho recommended
advancement of certain expertise skill sets
infaculty that thus hel psin theimprovement
of innovation also, globalization to meet
the regularly changing needs of society.
Different exploration worksidentified with
the progressionsin academic and authoritative
point of view identified with CM arecondensed
in the accompanying segment. (Centra,
John, 1993) contemplated an intelligent
assessment formsfor theacademics. (Sanchez
R., Heene, 1979) concocted competency
mapping asakey development tool. (Spencer
L.M.,Spencer, 1992) dissected Competency
as a connection to the human execution
model. (Chou, Tsai, 2004) clarified the
significance of authoritative information
for making exercisesismorethantheindividud
information. (Lidgren, 2002) created scope
of fitness frameworks and concentrated
on the different obstructions of tolerating

(53]
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these capability frameworksininformation
based associations. (Stenmark, 2002)
concentrated on the use of intranet as an
apparatus in information administration
for thefitnessframeworks. (Shulman, Lee
S., 2002) talked about atable of figuring
out how to make contrast in theimprovement
of teaching practice. (Ernest, 2001) assessed
the creviceto accomplish brilliancein the
training framework. (Taft, 2007) considered
the moral elements survey that impact the
scholastic instruction for worldwide point
of view. (Canen and Canen Ana, 2002)
computed the routes for encouraging
development in administration instruction
with acontextual analysis. (John Cullen,
2003) concentrated on Quality in Higher
Education from checking to administration
through the parity scorecard presentation.
(Srikanathan G., 2003) built up an option
pointsof view for quality in advanced education
through the quality administration methods.
(Mohd. S. Owlia, 1993) introduced astructure
for the different measurements of value
in advanced education (Schmeidiner, 2002)
introduced CbBD that can offer assistance
associationsin the viable ID estimation
mix of authoritative ability which arein
the type of human capabilities. (Alberto,
2003) anticipated the s gnificance of businesses
capabilitiesin element work space.

IIl. The Objective of the Study
The main purpose of this paper is

¢ Tohighlight theroleof competency mapping
in education.

e To assesthe competenciesrequired for
a teacher in diverse areas.

RVIM Journa of Management Research

e To propose SAAKS based CBM model
for theacademic ingtitutionfor recruitment
and development of teachers

Research Design: Exploratory
Type of data : Secondary data

Sour cesof data: Books, Journds, Magazines,
Internet, etc.

Teaching Competency

The teaching competenciesis measured
as underlying characteristics possessed
by a person which result in knowledge
creation, transfer, growth and/ behaviour
modification of learner. These characteristics
include generic and specific knowledge,
motives, traits, self-images, social roles,
and skillsthat may or may not be known
to the person (Boyatzis, 1982). Based
on several researches conducted the results
show that the faculty competencies can
be explored from four major perspectives:
Knowledge perspective , Behavioural
perspective, administrative perspective
and research perspective.

Inside of the Knowledge Perspective
fundamentally the scholarly yield of the
faculty iseva uated with distinctive parameters
andwith diverselimits, for example, treatment
of distinctive subjectsin the semester or
association in Interdisciplinary teachings
might doubtlessly procure more credits
at the season of examination and evaluation
than the empl oyees taking care of single
subject just. Too, the gathering taking care
of capacity may be surveyed with the size
of the class. The behavioral parameters
likewise give exceptionally exceptional
and intriguing results. The attendance record
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intermsof Casual Leave/ Sick leave/Leave
without pay/ Obligation Leavesof theindividud
canmirror thegenerd atitudeof theindividuad.
Alternate viewpoints, for example, research
and managerial viewpoints likewise play
acrucial part while assessing theindividual
for theproduction of learning based procedures

and the administrations rendered to the
society for the changeintheshowinglearning
procedure. Based on the above perspective
we have developed SAAKS CBM
(competency based model) for faculty for
the overall performance assessment and
development (see table 1)

Table 1: SAAK Based CBM model for faculty

SKILL
e Communication skill
e Presentation skill
e Problem solving skill
e Technology skill
e Inter-personal skills

e Conflict management

ATTITUDE
e High Emotional balancing
e Enthusiastic and energetic
e Understanding and Empathic
e Optimism
e Self confidence

e Managing stress

ABILITY
¢ Intellectual
e Ability to conceptualize
¢ Divergent
e Thinking

¢ Continuous learning

e Researching

KNOWLEDGE
e Course & Evaluation Planning
e Technical and practical knowledge
about the subject

e Session Preparation Delivery

&student

e Evaluation, Grading

Interactions

We have attempted to utilize the SAAK
based model to create an Expert framework
to help the academic institute to use the
meadtery of theskill evaluationandfor identifying
the right candidate forthe right job for
the betterment of the institution.

Competency Mapping Process

The process of competency mapping
can be carried out at two levels-

e Level 1-Thefirstisat therecruitment
level toidentify the level of competency
possessed.

e Level 2-Thesecondisthroughout the
faculty’s stay asemployeein their job
role.

[&0]
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Level -1: Mapping Cmpetency at the
Entry Level

The competency level of the faculty are
identified with acarefully structured interview
and presentation which tests the basic
competence of ateacher inverbal, quantities,
reason and awareness of the surroundings
and their expertisein their subject. This
can becomeabad sfor preparing acompetency
profile for each faculty.

Leve -2: Cmpetency M apping throughout
Performance M amagement

At thislevel faculty’s performance are
evaluated periodically through performance
appraisal method followed by theinstitute.
Thishelpsin creating a‘ Core Competency
Profile’ for each faculty. Based on the
competency profileldentification of Current
Competency gapsin relation to Professional
Competency are carried out.

Competency Based Development Plan

Based on variousreportson skill gap analysis,
further devel opment planningcan be done.
It should diagnose individuals' weakness,
areas of improvement and gapsin relation
to aset of competencies.This plan should
be such that it can help the teachers to:

e Work on their personal strength
e Reinforce domain knowledge

e Improve Inter- personal Skills
e Acquirenew Functional Skills
Conclusion

The competency-based model triesto develop
the talents and abilities that faculty have
inrelative advantage, instead of trying

RVIM Journa of Management Research

to framethem uniformly into astandardized,
subj ect-based evaluation. Hence a good
Competency based evaluation and
development system can prove to be
advantageous over the existing performance
management system in the following way:

e |t can help faculty gain aclearer sense
of what they competency they lack.

e Projects an appearance as a “ cutting-
edge”’ and well-preparedfaculty, who
has taken the time to learn about
competencies, investigatethosein demand,
and map his/her own competencies.

e Demonstrates self-confidence that comes
fromknowing one' scompetitiveadvantages
more convincingly, and from being able
to articulate those advantagesin specific
subject.

e Developsthe capability to compareone’s
actual competenciesto an organization
or position’s required/preferred
competencies, in order to create an
Individual Developemnt Plan.
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A STUDY ON EFFECTIVENESS OF OUTDOOR ADVERTISING
AS A TOOL OF PROMOTION

Srivatsa K *
Abstract

Outdoor advertising is often the final reminder of a brand name product or
service just before the point of purchase. The usefulness and effectiveness of
outdoor advertising is largely dependent upon its viewers, and it is in this
context, viewers' perception about outdoor advertising isrelevant. The purpose
of the study isto find the reach and appeal of outdoor advertising to the viewers.
It made an attempt to understand the perception of viewers with regard to
design, message, picture, colour, format and placement of outdoor advertising.
How it influences on consumer decision making process is also discussed in
the paper. The study revealed that people have a favourable perception towards
outdoor advertising and it serves as an effective remainder for the consumers.

Keywords: Outdoor advertising, promotion, bill boards, perception

Introduction

Outdoor, or Out-of-Home, advertising is
considered the oldest form of advertising,
dating back to sal es messages chiseled
on stone tablets by Egyptian merchants
who placed them along public roadways.
The development of paper and the printing
press made billposting possible in Europe
after about 1500. Lithography, aprinting
method devel opedinthe 19" century, expanded
thecreative possibilitiesof advertisng design.
Posting “bills” on the wooden boardsin
late 19" century led to the birth of the
term “billboard”. Today the out-of-home
category includes not only the billboard,
but also “car cards’ in public transportation;
in-store displays; and displaysin airports,
sportsarenas, transit shelters, and ski areas.

It isthe most visible mediabeing exposed
to everyonewho leavestheir hometo work,

shop or play. No other advertising medium
reaches as many people, as often, at such
alow cost. When it comes to generating
repeat exposure to an audience, outdoor
advertising isthe most cost effective per
1,000 viewers. Itslarger-than-life proportions
and endless creative optionswill grab and
hold consumer attention.

With media explosion reverberating all
around and increasing competition amongst
the brand marketers beginning to be eye-
catching, media planners are now opting
for the new technol ogical developments
availablewith Outdoor Advertising, in contrast
to thetraditional modeswith limited options.
Currently, the Indian outdoor advertising
market contributes 10% of thetotal advertisng
expenditure and has been growing at 20%.
Astheéfficiency of theprint mediaiswaning
globally and due to the non-measurable
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ROI on advertising, thetrend isgradually
shifting to Out-of-Home advertising, which
isbecomingincreasingly predominant. Outdoor
advertising can fit into any transformational
advertising strategy.

Outdoor Advertising industry in Indiais
growing significantly today. From conventiond
to the most contemporary tools, technologies
and techniques, Indian outdoor advertising
companies have been able to take the
advertising messages to the audience on
themoveand intransit. Outdoor advertising
on billboards & other opportunities are
mushrooming everywhereinthecities, towns
and even villages of India.

Review of Literature

Azhari and Kamen (1984) point out that
brandsand dogansused in outdoor advertising
are more memorabl e than other advertising
medias. While the rateof memorability of
products and brands used in outdoor
advertisingis79 %, itis67 % in printed
media.Donthu and Rust (1989) found that
besides the number of billboards and the
duration of the campaign, thel ocation of
abillboard will affect the probability and
frequency of exposure. Whitehall, Tinkham
andTinkham(1990) concluded that the
importance of outdoor advertising on the
subject ofrecognition and recollective of
brandsis gradually increasing.Woodside
(1990) claim that in his research outdoor
advertising not only increase the rate of
buying, in order toincrease sales,the outdoor
advertising should be presented in areas
where pedestrian traffic are heavy. In their
studies, Shao and Herbig (1995) stated
that tools of outdooradvertising such as
billboards (bulletin board-poster panels)

[62]

are often used in Chinaand that as Chinese
use mass communications and bicycles
in transport, they areexposed to outdoor
advertisements every day. They reported
that the reason behindthis exposureisthat
the charges for outdoor advertisements
arerelatively cheap andthese advertisements
have along-term usage when compared
to the otheradvertisement tools.

Usterman (2009) express that fictional
approach and research design in outdoor
advertising arouse consumer’sinterest about
brand, initiate and accel erate buying process.
The Sezer (2009) found that in aresearch
oriented university students, the rate of
oneswho buy productsby influencing outdoor
advertising isincreased by 33%. In the
same research, the rate of ones who tent
towards attitude of buying isincreased
by 54 %. According to Lopez and Bassell
(2009), outdoor advertising will continue
to grow and diversify over the next decades,
not only because of its cost-effectiveness,
but also because it seemsto be the only
unavoidable realm from which to reach
progressively elusive consumers, and the
ideal anchor of integrated marketing
communication. Navnita (2004) explains
even today in the competitive world the
outdoor advertising unavoidable and its
existenceis obvious. The importance of
outdoor advertisingisthat it attractsattention
of people and create awareness in the
society, ill it suffer from many disadvantage
- It spoilsthe beauty of city, it consumes
heavy electricity, wastes resources and
materials further, the political advertising
and its party boards on every occasion
also causing clutter and haphazard.

Vol.- 7, Issue - 1, PP63 - 73, January - June, 2015



Rational for the Study

Industry analysis over a period of time
reveals significant changesin advertising,
its structure and focus of the advertisers.
Among different types of advertising, outdoor
advertisingisintheforefrontin theworld
of advertising and encompasses alarge
variety of tools. Although television
commercials reach awider audience, it
isthe outdoor advertising that keepsreminding
the consumer about the product. Outdoor
advertisingisaplatform for creating brand
awareness and building brand visibility
and popularity. Inthelast couple of decades,
outdoor advertising has become prominent
but more than that technology has enhanced
it further so to get the best out of it.

Today, consumers spend moretimetraveling
intheir vehicles than ever before. That
makes outdoor advertising amore powerful
medium than ever. In the past 25 years,
the number of vehicleson theroad increased
128% and these are the key target audiences
for outdoor advertising. Outdoor advertising
isoften the final reminder of abrand name
product or service just before the point
of purchase. The usefulnessand effectiveness
of outdoor advertising islargely dependent
upon itsviewers, and it isin this context,
viewers perception about outdoor advertisng
isrelevant.

o The competition among the companies
for maximum attention of consumers
towards their brand isresulting in
war inthefield of outdoor advertising.
What isthetrue result of thistype
of advertising islargely dependent
on its effectiveness. Hence the study
makes sense for those who are in
thefield of marketing and advertising.

RVIM Journa of Management Research

o Viewer’sperception hel psthe advertiser
to decide ontypeof outdoor advertisng,
message, design, location and pogitioning.

o Effectiveness of any advertisement
can’'t be assessed through sales. What
roletheadvertisement playsin purchase
decigon of consumersor how itinfluence
on consumer decision making process
Is the key to know the economic
use of the outdoor advertising.

Statement of the problem

Over the past few years, the outdoor
advertising industry has evolved into a
rejuvenated mediaforce to be reckoned
with what is poised to compete aggressively
in the 21st century media battle. While
many traditional media segments have

struggled to remain competitivein aperiod
of economic trouble, the outdoor industry
has remained relatively unscathed duein
large part to the strength of local sales
as both national and regional brands have
shifted asgnificant portion of advertisng spend
to grassroots promotions. Companiesfind
outdoor advertising as an important tool

for promotion of their products and brands.

The study attemptsto specify the different
characteristics of outdoor advertisements
which attract consumers towards the
advertisement. It covers determining the
consumer’s opinion about different outdoor
advertising tools and to understand its
rolein creating interest among consumers,
about the brand. The study also attempts
to determine the influence of outdoor
advertisementson consumerswho areliving
in Bangalore city (Karnataka) and to know
the effectson consumers purchasing decision.
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In this direction, perception of viewers
playsan important rolein deciding on outdoor
advertisement.

Objectives

The study isundertaken keeping in mind
the following objectives -

o To study the reach and appeal of
outdoor advertising to the viewers.

o To understand the perception of viewers
withregard to design, message, picture,
colour, format and placement of outdoor
advertising.

o To identify the factors that attracts
theviewer’ stowardsthe advertisement.

o To study therole plays by the outdoor
advertising inthe process of consumer
buying decision.

Scope of the study

The present study isrestricted to the outdoor
advertising at different locationsin Bangalore
city. Any advertisements placed outside
the Bangal ore city are out of the purview
of the study. Other advertising media, opinion
of advertisers and advertising agencies
are not considered for the present study.
It isfocused on the responses given by
the viewers of the hoardingsin Bangalore.

0  Thestudy includesoutdoor advertising
such as bill boards, bus shelter ads,
street furniture, transit and digital

signage.
o The study considers outdoor

advertisements at different locations
in Bangalore city.

0  Thestudy includesvariety of products
likejewd ry, mobilenetworks, insurance
schemes, automobiles, events, retail
shops etc.

0  Thebrand, product and company
(advertiser) dependson viewer’srecall
during theinterview.

Research Methodology

The study used descri ptive method of research.
The main goal of thistype of research
isto describe the data and characteristics
about what is being studied. Descriptive
studiesare undertakenin many circumstances,
when theresearcher isinterested in knowing
the characteristics of certain groups such
as age, gender and occupation. This study
is descriptive which includes surveys and
fact finding enquiries of different kinds
like questionnaires. It is afact finding
investigation with adequate interpretation
by using simple statistical calculationslike
averages and percentages. The analysis
is done to know how people responses
to different outdoor advertising or their
perception towards outdoor advertisement.

Sample Design

Thisincludes unit, size and procedure for
sampling. The unit of samplefor the purpose
of data collectionisindividual viewers
of any outdoor advertising.

Sampling method: Convenient sampling method
will be used to draw the sample. The
respondentswill be approached on convenient
basisat commercial streets, shopping areas,
high density traffic areas, parks, educational
institutions, offices, businessjunctionsand
parking areas. The questionnaire will be

]
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distributed to the respondents at the above
places who are willing to respond.

Population: Theresidents of Bangalore.

Sample unit: Employees (both private
and government), Professionals, Self-
employed (including industrialists), retired
people, students and any other individual
who residing in Bangal ore who are observed
or seen any of the outdoor advertising
in the Bangalore city.

Sample size: The size of the respondents
istaken as 200, representing cross section
of the society.

Data Collection

The present study requires the collection
of both secondary and primary data. For
the purpose of collection of primary data
structured questionnairewas used. A
questionnairewas devel oped and administered
exclusively for the purpose of the present
study. It contained two sections. Thefirst
section covers recollecting of outdoor
advertising by respondents, appealing factors
and time spent to watch any tools of outdoor
advertising. The second section covered
the perception of viewerswith regard to
content, design and usefulness. Questionnaire
cons st both dichotomousand multiplechoice
guestions. The study used survey approach
for data collection from respondents. The
datawere collected at different locations
like commercial streets, shopping areas,
high dengity traffic areas, parks, educational
institutions, offices, businessjunctionsand
parking areas personally by the researcher.
The secondary data were collected from
books, journals, previous research studies
and published reports.
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Limitations

e  Thesamplesize of respondentsis
not large enough to represent the
unknown size of universe.

e  Theresultsare based entirely onsurvey
conducted in Banga ore city and cannot
be generalized as awhole for other
geographical regions.

e  Therespondents may be biased about
furnishing the information.

Data Analysis and Discussion

It isnecessary to understand respondent’s
background asit influencestheir responses.
Having someidea on their gender, age,
education and occupationwill helpto andyse
the issuesin a proper perspective. The
respondents can be categorized based on
following factors:

o Gender: Both male and female
respondents were included.

o Age: Respondents were distributed
among different age group like 16-
25, 26-40, 41-60 and 61 & above.

o Education: It includes uneducated,
education up to 10, 10" to graduation,
Post-graduation and other qualifications.

o Occupation: Respondentsweredifferent
occupational backgrounds like
employed, self-employed, retired,
students and home makers.

All these factorsinfluences on responses
of anindividual. Thereisrepresentation
from cross section of the society in Bangalore
city.
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Table 1: Distribution of respondents based on the factors that attracted
them towards various types of outdoor advertisements:

Factors
Category . Colors | . . Contextual | Celebrities | Layout | Total
Eleture Used Lighting Text Photo Design
Outdoor :
Advertisement Billbeards
Frequency 46 24 30 24 36 20 180
Percentage 25.56 | 13.33 16.67 13.33 20 11.11 100
Outfloor Bus shelter advertisements
Advertisement
Frequency 26 20 20 22 20 36 144
Percentage 18.06 13.89 13.89 15.27 25 13.89 100
Outdaor Street furniture advertisement
Kdiveriboaentt reet furniture advertiseme
Frequency 30 22 20 24 24 20 140
Percentage 21.43 15.71 14.28 17.15 17.15 14.28 100
QOutdoor . .
Aottt Transit advertisement
Frequency 30 30 24 30 24 22 160
Percentage 18.75 18.75 15 18.75 15 13:75 100
Outdoor Digital signage advertisement
Advertisement g gnag
Frequency 24 20 40 30 22 20 156
Percentage 15.38 12.82 25.64 19.24 14.10 12.82 100

Source: Primary Data

Note: Out of 200 respondents few have not seen therespective outdoor advertisement; hence
total respondents vary.
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Themagjority of therespondentswereattracted
by the pictures and celebrity photosin
the billboards, but colors, lighting, text
and layout design are not so attracted
the many viewers.In case of busshelters
many of the respondents were attracted
by the celebrity photos. Marginal percentages
of respondents were attracted by pictures
and text, but colors, lighting and layout
design arenot attracted the many viewers.The
majority of the respondents were attracted
by the pictures, text and celebrities photos
on the street furnitur e advertisements.
It shows that pictures, celebrity photo
and text in street furniture normally attracts
viewerswhen compareto colours, lighting
and layout design.The pictures, text and
colorsused inthetransits attracted most
of the respondents, considerable percentage
of viewerswasal so attracted by celebrity
photo and lighting, whereaslayout design
is least attracted them. Majority of the
respondents were attracted by the lighting
inthedigital signage and many of them

were evenattracted by contextual text.The
viewersof fivedifferent outdoor advertisements
were attracted towards them because of
variousfactorslike picture, colour, celebrity
photo, contextual text etc. The analysis
of the datashowsthat most viewersnormally
watch outdoor advertisement because of
picture, and celebrity photo.

Reading text content on outdoor
advertisement:

Themgority of therespondentsread sometimes
(35.5%) i.e. occasionally, the written text
on the various outdoor advertisements;
whereasmargina percentage of respondents
read frequently (27.75%), less percentage
of respondents read always (17.75%),
15.5% of respondents read rarely and
negligible percent of respondents (3.5%)
never read the text at all. It can be said
that the text on the outdoor advertisements
are normally not seriously considered by
theviewers. Most of them read occasionally
or rarely.

Table 2: Features remembered in outdoor advertisement:

Features
Catego i Total
gory Text | Picture Lay.out Background | Celebrity
design colour photo
Frequency 33 49 40 22 56 200
Percentage 16.5 24.5 20 11 28 100

The table 2 shows that majority of the
respondents remembered cel ebrity photos,
pictures and layout design in varioustypes
of outdoor advertisement when compared
to text and background colours. Itisa
good in-puts for the advertisement making

agenciesin designing their advertisement
which attract viewers and appeal s them.

Exposure and reach of outdoor
advertisement:

The majority of therespondentsi.e. around
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85% said that the outdoor advertisements
have high exposure and high reach to people.

Table 3: Recall of outdooradvertisement while purchasing:

Recall
g Always | Frequently | Sometimes Rare N':l:!at e
Frequency 13 33 69 58 27 200
Percentage 6.5 16.5 34.5 29 13.5 100

Themajority of the respondentsoccasionally
recall the outdoor advertisement while
purchasing the product. The rarely and
not at all put together countsfor 42.5%
which showsthat the outdoor advertisements
are not remembered when the viewers
madeany purchase. It dependsonindividud’s
perception, memory, their likesand didlikes.

Timespent by Viewer sonseeing billboar ds:

How much time the viewers spent on the
advertisement is also one of the important
factors. Out of total respondents, 48 percent
of them spent lessthan 30 secondsin seeing
the billboards, 26 percent spent 30 to
60 seconds, where 20 percent of them
spent more than 1 minute but less than
2 minutesand remai ning 6 percent respondents
spent more than 2 minutes in watching
billboards. It meansthe averagetimenormally
viewers spent on the billboardsis around
30 minutes, hence if there is too much
of text on the billboard, normally it will
not be read by the viewers.

I mpact of outdoor advertisementson
Viewers

Assessing the effectiveness of outdoor

]

advertissment asatool of outdoor advertisement
isadifficult and complex task for any
advertiser. One dimension if assessing the
effectivenessisto gauge how well the outdoor
advertisement reminds the viewers about
the product, company or content on them
whileshopping. Respondentshaveafavourable
opinion about outdoor advertisement being
remembered while shopping as weighted
average score is 3.61. It means people
perceive outdoor advertisement asareminder
while shopping.

Digital signage usesL CD displays, lighting
for projecting theimage of product, company
etc which catches the attention of viewers
from adistance. Lightsand L CD display
are an eye-catching factor which advertisers
useto makedigital signage more attractive
and enjoyableto the viewers. Respondents
have favorable opinion asits weighted
average scoreis 3.83. Onebroad dimension
for ng the usefulness and effectiveness
of thedigital signageisto understand the
perception of people about digital signage
being helpful intheir purchasing decision.
They are having the opinion that digital
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signagewill not influencein their purchasing
decision.

Transit advertising is placed on anything
which moves, such as buses, subway
advertising, truck side, and taxis which
moves around the city. It attracts people
through its designs, pictures, celebrities
etc. butitisinconvenient for reading. Viewers
usually have aglance at transit when they
are passing but they need more time and
concentration to be read, which makes
it inconvenient for viewingitinasingle
go. Bus shelter advertisement is useful
to communicate mainly about, product
usefulness, schemes, new product launch
and offers.

The creativity and information on outdoor
advertisement is not influencing on the
viewersin terms of their perception about
the product and purchase decision.Itis
also not increasing the brand awareness
to a considerable extent. They are not
taking any decision by taking information
at kiosks but it is making them to enquire
about the same in showrooms or other
sources. The respondentsrarely enquired
about the products by seeing outdoor
advertisement and al so rarely changed their
opinion about the products or decision
about product purchase.

Per ception of viewerson variousissues
related to Outdoor Advertisements

Billboards are a nuisance.

Billboardsare an important tool of promotion
and arebeing used extensively by advertisers.
This has led to flourishing of billboards
in every nook and corner. Thisimpedes
the already congested space and |eads
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to annoyance and irritation among people.
Theweighted average score of the responses
by all respondentsis 3.18. It means the
respondents have an opinion that billboards
areanuisance. They perceivethat billboards
act as an annoyance to them.

Hoardingsat traffic signal hasmore exposure.

Withtheincreasein trafficin mgjor cities,
the number of traffic signals hasincreased
substantially and also the average time
spent at signals hasincreased. Asaresult,
the advertisersfind the traffic signalsto
be a better location for placing their
hoarding.Weighted average score of the
respondentsis 3.41. It revealsthat viewers
have afavourable opinion about useful ness
of the hoarding at traffic signals.

Suggestions

o Billboards should be placed at those
locations where they get maximum
exposure like shopping complex,
important streets/junctions and near
bus stand.

o Creative designs, colourful pictures
and 3D imagescan beusedin billboards
to make them more attractive so that
viewers' attention isgrabbed at the
first sight only and they can be
remembered while purchasing.

o Advertisers should make use of bus
sheltersto communicate mainly about,
product usefulness, schemes, new
product launch and offers more
significantly.

o Text used in transits should be very
short, simple, attractive and eye-
catching asit will be moving and
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people getslesstimeto view, read
and remember.

o Pedestrians and those using public
transport formamajor classof viewers
of outdoor advertising, so advertisers
can target those audience with proper
theme and design.

o Since people normally view outdoor
advertising lessthan 30 seconds, the
advertisers should design the
advertisementswith creative thoughts
and in such way that it should provide
noticeableinformation whichinfluence
them.

Conclusion

Intoday’ smediaenvironment, the exposures
to amessage provided by outdoor advertising
are more valuable than ever. Because
itisincreasingly difficult to getmessages
noticed and/or remembered, the uncluttered
environment in which outdoor advertisement
is seen often with high rate of recurrence.
Billboards, kiosks, street furniture, transit,
bus shelter, digital signage etc have emerged
asimportant toolsamong outdoor advertising.
Their usage hasincreased over the years
andthey havetaken mgor sharein companies
outdoor advertising budget. Billboards,
bus shelters, street furniture, digital signage
are an effective tool of promotion with
their larger size, colourful imagesand different
designswhich have been helpful in catching
the attention of people. Billboards, street
furniture, digital signage are placed all
over the citieswith mainly in high density
traffic areas, shopping complex, bus stands
and traffic signals and are remembered
and recollected by the people when they

make purchases. Thusthey have the added
advantage of giving repeated exposure
about the products and act as reminder.

The usefulness and effectiveness of outdoor
advertising dependslargely on how people
perceivethem, hencethe perception regarding
different factors such as use of pictures,
text, images, colour, light, location and
convenienceinreading iscons dered important
in designing any outdoor advertisement.
The study revealed that people have a
favourabl e perception towards outdoor
advertising. Outdoor advertisngwill continue
to be used astool of promotion with its
effectivenessincreasing day by day. As
study reveal ed that outdoor advertising
servesasan effectiveremainder and advertisers
finding it to bean effectivemode of promotion.

Scope for Further Research

Further study can be taken-up to assess
the various tools of outdoor advertising
tofind itscommercial utility and economic
contribution. A comparative study can also
be taken-up among various advertising
toolsto seefind the effectiveness. A study
can be taken-up to find the suitability of
any specifictool to advertisedifferent product
category. In addition to the present study
any researcher can consider more factors
related to various outdoor advertisements
with more geographic coverage.
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A STUDY OF RELATIONSHIP MARKETING ON CUSTOMERS
SATISFACTION, RETENTION AND LOYALTY

Harish S*
Jayaram A**

Abstract

Advancement of science and technology, growth of service sector, strengthening
of competition and, what is the most important, diversity of customer needs
and regular changes thereof, determined the necessity for a new approach to
the development of operations. Relationship marketing is defined as “ the new
marketing” , oriented towards the main objective of the company’s operations
- fulfillment of customer needs and building of long-term relationships with
customers. However, loyalty from the customers’ side is not guaranteed. customer’s
wish to maintain loyal relationships depends on the company’s ability to foresee
the needs of potential customers and to fulfill them before the competitors
do that. A company that seeks to earn the customer loyalty and maintain a
competitive advantage has to be well versed in the qualitative dimensions of
relationships — the main principles for maintaining of relationships. Relationship
mar keting (RM) has emerged as one of the dominant mantras in business strategy
circles, though RM investigations often yield mixed results. The study aims
to investigate the impact of relationship marketing (RM) on costumer s satisfaction,
customer retention and loyalty. The study results indicated that there is an
impact of using RM on customers satisfaction and retention. Also the study
results indicated that customers are aware of customer relationship marketing
strategies used by companies.

Key words: relationship marketing, customer satisfaction, customer retention,
customer |oyalty.

INTRODUCTION marketing differsfrom other formsof marketing
inthat it recognizesthe long term value
of customer relationships and extends
communication beyond intrusive advertising
and sales promotional messages.

Relationship marketing wasfirst defined
as aform of marketing developed from
direct response marketing campaignswhich
emphasi zes customer retention and satisfaction,
rather than a dominant focus on sales Withthe growth of theinternet and mobile
transactions. As apractice, relationship plaforms, reationship marketing hascontinued
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to evolve and move forward astechnol ogy
opens more collaborative and social
communication channels. Thisincludestools
for managing rel ationshipswith acustomer
that goes beyond simple demographic and
customer servicedata. Relationship marketing
extendsto includeinbound marketing efforts,
(a.combination of search optimization and
strategic content), PR, social mediaand
application development.

Stages of development

Relationship marketing refers to an
arrangement where both the buyer and
seller have aninterest in providing amore
satisfying exchange. This approach tries
to disambiguiously transcend the simple
post purchase-exchange process with a
customer to make more truthful and richer
contact by providing a more holistic,
personalised purchase, and usesthe experience
to create stronger ties.

From a social anthropological perspective
we can interpret relationship marketing
theories and practices as commodity
exchange that instrumentalisefeatures of gift
exchange.lYlt seems that marketers—
consciously or intuitively—are recognizing
the power contained in ' pre-modern’ forms
of exchange and have begunto useit. This
particular perspective on marketing opens
up fertile ground for future research, where
marketing theory and practice can greatly
benefit fromin-depth research of theprinciples
governing gift exchange.

AccordingtoLiamAlvey,rdationshipmarketing
can be applied when there are competitive
product alternativesfor customersto choose
from; and when there is an ongoing and
periodic desirefor the product or service.
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Modern consumer marketing originated
inthe 1960s and 1970s as companiesfound
it more profitableto sell relatively low-
value products to masses of customers.
Over the decades, attempts have been
made to broaden the scope of marketing,
relationship marketing being one of these
attempts. Arguably, customer value has
been greatly enriched by these contributions.

The practice of relationship marketing has
been facilitated by several generations of
customer rel ationship management software
that allow tracking and analyzing of each
customer’s preferences, activities, tastes,
likes, didikes, and complaints. For example,
an automobile manufacturer maintaining
adatabase of when and how repeat customers
buy their products, the optionsthey choose,
the way they finance the purchase etc.,
isinapowerful position to develop one-
to-one marketing offersand product benefits.

In web applications, the consumer shopping
profile can be built as the person shops
on the website. Thisinformation isthen
used to compute what can be his or her
likely preferencesin other categories. These
predicted offerings can then be shown
to the customer through cross-sell, email
recommendation and other channels.

Relationship marketing has also migrated
back into direct mail, allowing marketers
to take advantage of the technological
capabilitiesof digital, toner-based printing
presses to produce unique, personalized
piecesfor each recipient through atechnique
called “variable dataprinting”. Marketers
can personalizedocumentsby any information
contained in their databases, including name,
address, demographics, purchase history,
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and dozens (or even hundreds) of other
variables. The result is a printed piece
that (ideally) reflectsthe individual needs
and preferences of each recipient, increasing
the relevance of the piece and increasing
the response rate.

Meaning
Relationship marketing isafacet of customer

relationship management (CRM) that
focuses on customer loyalty and long-term
customer engagement rather than shorter-
term goals like customer acquisition and
individual sales. The goal of relationship
marketing (or customer relationship
marketing) isto crestestrong, evenemotiond,
customer connections to a brand that can
lead to ongoing business, free word-of-

Load generation
and customer data
management

mouth promotion and information from
customers that can generate leads.

Rel ationship marketing standsin contrast
to the more traditional transactional
marketingapproach, which focuses on
increasing the number of individual sales.
In the transactional model, the return
on customer acquisition costmay beinsufficient.
A customer may be convinced to select
that brand one time, but without a strong
relationship marketing strategy, the customer
may not come back to that brand in the
future. While organizationscombine e ements
of both rel ationship and transactiond marketing,
customer relationship marketing is starting
to play a more important role for many
companies.

Customor
experience
managemeant

Relationship
Marketing

Tailored access
and targeted
Iinformation

]
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Objectives of the study

1. Tounderstand the concept of relationship
marketing.

2. To study the impact and reason of
relationship marketing in India.

Review of literature

Lectica Surarez Alvarez, Spain Rodolfo
Vazquez , University of Oviedo, Spain:
In thisresearch aimsto contribute to the
rel ationship-marketing strategy by studying
therole of complaint management in long-
term relationships. Two factors distinguish
it from other studies, it takesinto account
two types of customers, consumers and
firms, and the result variable selected is
theprobahility of endingan ongoing relationship.
Two questionnaireswere designed for every
population.

Professor luliana CETINA: In this paper,
rel ationship marketing was defined throughthe
value chain concept. In this sense, the
value chain concept isto be understoodas
aset of client specific dimensionswhich
should be researched by the companywith
the purpose of enhancing the company’s
general economic and marketingactivity.
Thesedimengonsaredivided intwo categories,
behavioural (observed)dimensions and
psychological (unobserved), respectively.

Feng-HuaYang Chih-HuaHuang: Inthis
paper they tested the conditions under
whichinternal marketingispositively related
to employee well-being and service quality.
The mediating role of employee wellbeing
intherelationship between internal marketing
and service quality was al so examined.
Forty-five employeesfrom amultinational
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service company, herein knownas“M”,
provided information about internal marketing
and employee well-being. Further, 459
customers from this company provided
information on service quality.

TaregN. Hashem Thestudy aimstoinvestigate
theimpact of customer relationship marketing
(CRM) on costumers satisfaction for the
banking industry in Jordan. Thisstudy is
oneof severd researchesthat will beconducted
in different sectorsin Jordan in the next
few years in order to increase level of
customer satisfaction in these sectors. It
was al so found that theimpact of customer
relationship marketing (CRM) on costumers
satisfaction differs according to Gender,
Age, educational level and income.

Robert W. Palmatier, Cheryl Burke Jarvis,
Jennifer R. Bechkoff, & Frank R. Kardes
theroleof trust and commitment in affecting
performancecoutcomes; however, arecent
meta-analysisindicatesthat other mediating
mechanisms are at work. Datafrom two
studies—a laboratory experiment and a
dyadiclongitudina field survey—demondrate
that gratitude also mediates the influence
of asdller’ srelationship marketing investments
on performance outcomes. Specifically,
rel ationship marketing investments generate
short-term feelings of gratitude that drive
long-lasting performance benefits based
on gratitude-related reciprocal behaviors.
thisresearch empirically demonstrates that
gratitude playsanimportant rolein understanding
how relationship marketing investments
Increase purchase intentions, sales growth,
and share of wallet.

Robert W. Palmatier, Rajiv P. Dant,
DhruvGrewal, & Kenneth R. Evans
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Relationship marketing (RM) has emerged
asone of the dominant mantrasin business
strategy circles, though RM investigations
often yield mixed results. To help managers
and researchersimprove the effectiveness
of their efforts, the authors synthesize RM
empirical research in a meta-analytic
framework. Although thefundamental premise
that RM positively affects performance
iswell supported, many of the authors’
findings have significant implications for
research and practice. Relationshipinvestment
has a large, direct effect on seller
objectiveperformance, which impliesthat
additional meditated pathways may explain
theimpact of RM on performance. Objective
performanceisinfluenced most by relationship
quality (acomposite measure of relationship
strength) and | east by commitment. The
resultsal so suggest that RM ismoreeffective
when relationships are more critical to
customers(e.g., service offerings, channel
exchanges, business markets)

Analysis and Results

Scope

Thisistherelationship marketing study
and limited to only India. Thisstudy is
carried out to understand the concept of
relationship marketing and impact and reason
of relationship marketing in India. And
also help to understand the strengths and
weakness of relationship marketing.

M ethodol ogy

Fromtheliteraturereview itisvery clear
that very little research has been done
in India. This paper is descriptive and
exploratory study based on secondary sources.

Secondary sources are:

Books, Case studies, Research Articles,
Journas, Newspapers, Internet and M agazines.

Finally we have analyzed impact and reason
of relationship marketing inindia.

Reasons why Relationship Marketing is Important in Business

Involvement

Customer

Customer
Participation

Engagement

Brand Community
Involvement
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1. Build theKnow, Likeand Trust Factor

It'saphraseyou’ ve heard countlesstimes,
but areyou livingit?[Tweet “” To know
and to not yet doit, isto not yet know.”
-Stephen R. Covey “]

To consider theimportance of follow through
with your know, like and trust factor, start
by thinking about your own shopping habits,
as a consumer. These days, online, will
you buy from a complete stranger? Will
you purchase something from arandom
website you’ ve landed on? Will you hire
aconsultant, coach or assistant that you’ ve
never heard of, worked with or seen?

Chances are the answer is a big NO.

In today’s age of technology, we have
the luxury of getting to know and deciding
to trust the person or company behind
each purchase.

However, as business owners, this means
that we must go that extramileto consistently
create our know, like and trust factor.

To do this, it is important that we are
consistently active on our social media
platforms, website, and of fline networking.
For example, in social media, you want
towelcome new followers, reply to comments
using the commenter’s name, and create
relevant content that is both educational
and entertaining.

Moreover, test yourself! Ask a fellow
entrepreneur to look at your social media
postingsand ratethem for content, connection
and consistency. The feedback can help
you take your Know Like Trust Factor
to a whole new level!
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2. Word of Mouth Referrals

Whenit comesto owning your own business,
word of mouth referrals are gold. And,
when you focuson building your business's
peopl e-to-peopl e connection, you create
that “WOW” factor that getsyour customer’s
talking.

Customerswant to feel specid andimportant,
because they don’t often get to feel that
way in other areas of thelife. Thisiskey
to remember because customers rarely
purchase products or services solely based
on the productsintended result. Deep down,
they are al so asking themselves, “What
will thisdo for me, or providefor me?' The
answer isn’t just the product results. The
answer includes all of the feelings and
desires that come with that product and
the results.

By building your relationship marketing
skills, you fulfill those additional needs.
You provide more than just a product or
service, you provide an experience. To create
an experience, highlight your customer’s
successes, answver questionspromptly (whether
through social media, email or phone),
and respond to concernsinstead of reacting
to them. To respond to a concern means
that you find away answer the question
that empowers your company AND the
person making the concern.

3. Create Business Opportunities

When you build your relationship marketing
skills, you also open the door to more
business opportunities because a personal
connection experienceleavesaalong-lasting
impression.
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That fond memory which you created with
your customer will cause you to come to
their mind more quickly and frequently.
Thus, when afriend of your customer asks
for abusinessventurereferral, your name
will be onthetip of your customer’stongue.

For example, Mari Smith’s early success
in 2007 started because she was referred
to test a new Facebook app. Because
Mari had built aperson-to-person connection,
she was referred and her business took
off.

4. Stay On Top Of Your Audience sNeeds

Following arel ationship marketing model
can be the difference between being a
long-term success and a no-hit wonder!

With aperson-to-person relationship marketing
model you can learn first hand, and at
no cost to you, what your audience MOST
desires.For example, freeWi-Fi in Starbucks
was a suggestion from patrons. Today,
because Starbucks listened, its shops are
always packed with customers who know
they can conduct businessAND get great
coffee.

On the other hand, Borders did not listen
to its customers. The company did not
make the necessary changes, improvements
and additionsto keep people coming back,
and as a result, the company has now
forever disappeared.

Activelistening and listening between the
lines are two amazing benefits of person-
to-person rel ationship marketing that can
easily get lost in the sea of business if
you'’re not paying attention.

]

5. Add Your Own Flare

Inour new economy where Job'sareunreliable,
more and more people are going into business
for themselves. In order to compete in
this new booming, small business market,
you have to STAND OUT. You need to
have your own flare. Be unique.

By instating relationship marketing, you
can quickly and easily develop your unique
style. It givesyou the space to learn about
your audience’s needs, and devel op trust
with your own techniques. You don’'t have
to fit yourself to someone else’s business
model. You simply have to be yourself
and respond confidently to your customers.

Business has changed since social media
has arrived on the scene. Businesses have
to change their focus and concentrate on
building relationshipswith peoplein order
to empower their brand and build lasting
relationshipsthat will result in long term
profits.
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Showing customer retention and loyalty
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Findings

1. It helpsincreasein retention rate
from 60% to 90% is associated with
adoubling of the average life of a
customer relationship from 5to 10
years.

2. Weidentify six markets which they
claim are central to relationship
marketing. They are: internal markets,
supplier markets, recruitment markets,
referral markets, influence markets,
and customer markets.

3. Recent trends and development is
Live-in Marketing (LIM) isavariant
of marketing and advertisinginwhich
the target consumer is allowed to
sample or use a brands product in
arelaxed atmosphere over alonger
period of time. Much like product
placement in film and television LIM
was devel oped as a means to reach
select target demographicsin anon-
invasive and much less garish manner
than traditional advertising.

4. It helpsto customer retention and
loyalty.

Conclusion

Relationship marketing as a pillar has not
only given marketing a new dimension,
but has also given more stress catering
to the demand of customersfor products
and services. The industry’s procedures
to get desired outcomes and strategies
adopted for increasing sales and customer
satisfaction has been highlighted throughout

the study. Several research worksin this
area have also been considered. Trust and
satisfaction have been tagged asimportant
for maintaining aswellsenhancingacompany’s
image. Along with relationship marketing
antecedents, internationd marketing congtructs
areimportant for understanding consumer
behaviour in cross-border settings. Factors
such ascommitment, customi zation, gratitude,
communication took an important part of
our study. Overall stress has been laid
onthestudy of relationship marketing mainly
to show how important it isto maintain
healthy relation with customersin order
to grow and acquire prosperity in businesses

Suggestion and recommendation

1. Providingtraining programsinthis
field marketing staff along with
establishing CRM courseit helpsto
improve the know-how of the people
in thisregard.

2.  Thecompany hasto conduct periodical
market research needed to see if
there are any changes on customers’
needs, demands and expectations.

3. There should be general need for
moreresearch onrelationship marketing
strategies and their actual effectson
customer satisfaction.

Direction for the future study

This present study was conducted on the
rel ationship marketing. Whereitisconceptual
in nature. The further study can be do
empirical in specific area.
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