






























































































































































Herzberg's Theory: Implications in Present Scenario

Zubair Ahmad
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Abstract

The major factor that keeps the employees bounded with the organization is motivation.
Various management thinkers have conducted several studies to understand the
relationship between motivation, efficiency and satisfaction. One of the outstanding effort in
this regard is Herzberg's two factor theory.

Herzberg in his theory took two categories containing various factors that may have impact
on employee satisfaction. The study was conducted on a group of people and the theory was
propounded. This theory is relevant even today, keeping this in mind, this study is conducted
in the Lucknow city but interviewing a selected sample of respondents working in different
capacities.

Motivation in simple terms may be understood as the set of forces that cause people to
behave in certain ways. A motivated employee generally is more quality oriented. Highly
motivated worker are more productive than apathetic worker. One reason why motivation is
adifficult task is that the workforce is changing. Employees join organizations with different
needs and expectations. Their values, beliefs, background, lifestyles, perceptions and
attitudes are different. Not many organizations have understood these and not many HR
experts are clear about the ways of motivating such diverse workforce.

Now-a-days, employees have been hired, trained and remunerated but they need to be
motivated for better performance. Motivation in simple terms may be understood as the set
of forces that cause people to behave in certain way. People are motivated towards
something they can relate to and something they can believe in. Times have changed, people
want more. Motivated employees are always looking for better ways to do a job. It is the
responsibility of managers to make employees look for better ways of doing their jobs.

The purpose of this study was to identify through hypothesis testing how Herzberg's theory
of job satisfaction is relevant in present scenario. The study was conducted using structured
questionnaire on private and public sector employees. Chi-square technique was applied
and chi value was computed to test the formulated hypotheses in order to find relevance of
Herzberg theory in present context.
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Herzberg's Theory: Implications in Present Scenario 49

I. Herzberg Theory of Motivation

Traditionally job satisfaction has been assumed to follow a single underlying continuum.
One end of this continuum was supposed to represent a high level of satisfaction with the
job, while the other end was purported to reflect a high level of dissatisfaction with the job.
Points between the two extremes were assumed to reflect various degrees of satisfaction/
dissatisfaction.

Frederick Herzberg and associates in 1959, conducted extensive interviews on two hundred
engineers and accountants using critical-incident method for data collection. Herzberg
made a theoretical departure from traditional continuum concept by suggesting that job
satisfaction was hypothesized to operate on a continuum which ranged from high to no job
satisfaction while job dissatisfaction operated on another continuum which ranged from no
to high job dissatisfaction. These two continua were hypothesized to be independent of each
other. Based on extensive empirical investigation, Herzberg set forth a two-factor theory of
job satisfaction which received both widespread support and criticism. Herzberg published
two-factor theory of work motivation in 1959. The theory was highly controversial at the
time it was published; claims to be the most replicated study in this area, and provided the
foundation for numerous other theories and frameworks in human resource development
(Herzberg, 1987). The theory states that job satisfaction and dissatisfaction are affected by
two different sets of factors. Therefore, satisfaction and dissatisfaction cannot be measured
on the same continuum. Herzberg's research was conducted during the late 1950s within a
thirty mile radius of Pittsburg, which was at that time, was a centre for heavy industries. It
was the time of full employment and nearly 100% utilization of plants and facilities.
Although demographical information of the workers studied was not explicitly stated by
authors in the literature. So, it is implied that the majority of workers studied were white
males. It was also a period of heavy unionization. This is in stark contrast to the current
work environment of customer-service oriented jobs, high unemployment rates, idle and
closed plants, the diverse workforce, and decline of unionization.

Herzberg's Two-Factor Theory divides motivation and job satisfaction into two groups of
factors known as the motivation factors and hygiene factors. According to Frederick
Herzberg, “motivating factors are six 'job content' factors that include achievement,
recognition, work itself, responsibility, advancement, and possibility of growth. Hygiene
factors are the 'job context' factors, which include company policy, supervision, work
conditions, relationship with peers, salary, personal life, relationship with subordinates,
status, and job security”. Basically the theory differentiates factors between intrinsic
motivators and extrinsic motivators. The intrinsic motivators, known as job content factors,
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50 Adhyayan

define things that the people actually do in their work; their responsibilities and
achievements. These factors are ones that can contribute a great deal to the level of job
satisfaction which an employee feels at work. Job context factors, on the other hand, are
extrinsic factors that someone as an employee does not have much control over; they relate
more to the environment in which people work than to the nature of the work itself
(Schermerhorn, 2003). Herzberg identifies these factors as the sources for job
dissatisfaction. “Hertzberg reasoned that because the factors causing satisfaction are
different from those causing dissatisfaction, the two feelings cannot simply be treated as
opposites of one another. Opposite of satisfaction is not dissatisfaction, but rather, no
satisfaction. Similarly, the opposite of dissatisfaction is no dissatisfaction. While at first
glance this distinction between the two opposites may sound like a play on words, Herzberg
argued that there are two distinct human needs portrayed” (“Herzberg's Motivation-
Hygiene Theory,” 2002).

Therefore, the basic premise of two-factor theory is that if an employer or manager is trying
to increase job satisfaction and ultimately job performance for an employee or co-worker,
they need to address those factors that effect one's job satisfaction. The most direct approach
is to work on intrinsic, job content factors, giving the employee encouragement and
recognition which helps them to feel more valued.

I1. Research Methodology

There has been a lot of study in the area of motivation and job satisfaction which still
remains unexplored to some extent and yet a general understanding that has not been
developed when it comes to studies conducted at different times and in different work
environment. One of the greatest challenges that organizations face today is how to manage
turnover of work force that may be caused by migration of lot of industrial workers.
Therefore, it has become an important area of research that how to reduce turnover and
absenteeism and improve performance of an organization. Moreover, it has been observed
many a times that employees who are satisfied with their jobs are still not good performers.
This may be because of lack of motivation and commitment for the organization. The
purpose of this present study is to retest Herzberg's theory of job satisfaction using a
questionnaire in the light of critical incident technique used in original study.

As the research is descriptive in nature the study relies on primary data collected from
employees from various sectors. Survey was conducted at Saharaganj walk-in and fun
republic walk-in. About 60 % of the employees are from the private sector and 40% from
public sector. Primary data has been collected by the researcher through standard structured
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questionnaire. The questionnaire consists of 10 questions and all are 5 point Likert scale
based questions. Sample size of 200 is taken and convenience method of sampling is
adopted.

Tool used : Chi-square Test

Chi-square test is applied to test the goodness of fit to verify distribution of observed data
with assumed theoretical distribution. Therefore it is a measure to study the divergence of
actual and expected frequencies; Karl Pearson's has developed this method to test the
difference between the theoretical (hypothesis) and the observed value.

Chi-square test v = (() = E) /E
Degrees of Freedom V=R-1)(C-1)
Where,

'O'=0bserved frequency
'E'=Expected frequency
'R'=Number of rows

'C'=Number of columns

III. Interpretations and Calculations
Hypotheses

H,: There exist no significant relationship between Herzberg hygiene factors & job
satisfaction.

H,: There exist significant relationship between Herzberg hygiene factors & job
satisfaction.
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Table: Relation between Hygiene Factors & Job Satisfaction
SI No. Factors Strongly Agree | Undecided | Disagree St.rongly
Agree Disagree
1. | Company policy 86 57 12 24 21
2. | Working conditions 116 61 14 9 0
3. | Technical supervision 26 95 30 22 27
4. | Salary 174 17 4 5 0
5. | Status 53 73 40 29
6. | Personal life 55 92 17 33 3
7. | Job security 143 24 0 23 10
Interrelationship with
8. | peers, supervisors and 47 65 22 44 22
subordinates
Table for Chi-square Test
0] E (O-E) | (O-E)’ (O-E)’/E
86 87.5 -1.5 225 0.03
57 60.5 -3.5 12.25 0.20
12 13 -1 1 0.08
24 25 -1 1 0.04
21 14 7 49 3.50
116 87.5 28.5 812.25 9.28
61 60.5 0.5 0.25 0.00
14 13 1 1 0.08
9 25 -16 256 10.24
0 14 -14 196 14.00
26 87.5 -61.5 3782.25 43.23
95 60.5 34.5 1190.25 19.67
30 13 17 289 2223
SMS ISSN: 2249-1066, Vol. 3, No. 1, June 2013
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22 25 -3 9 0.36
27 14 13 169 12.07
174 87.5 86.5 7482.25 85.51
17 60.5 -43.5 1892.25 31.28
4 13 -9 81 6.23
5 25 -20 400 16.00
0 14 -14 196 14.00
53 87.5 -34.5 1190.25 13.60
73 60.5 12.5 156.25 2.58
5 13 -8 64 4.92
40 25 15 225 9.00
29 14 15 225 16.07
55 87.5 -32.5 1056.25 12.07
92 60.5 31.5 992.25 16.40
17 13 4 16 1.23
33 25 8 64 2.56
3 14 -11 121 8.64
143 87.5 55.5 3080.25 35.20
24 60.5 -36.5 1332.25 22.02
0 13 -13 169 13.00
23 25 -2 4 0.16
10 14 -4 16 1.14
47 87.5 -40.5 1640.25 18.75
65 60.5 4.5 20.25 0.33
22 13 9 81 6.23
44 25 19 361 14.44
22 14 8 64 4.57
Total 490.96

Calculated value of x> =490.96

Tabulated value of y>at a(p)= 0.05, d.f.28 =41.333

Interpretation

Since, calculated value of %> is much greater than tabular value of ¥2, we reject H, and
conclude that, there exists significant relationship between Herzberg hygiene factors and
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54 Adhyayan

job satisfaction.

IV. Conclusion

The study has proved that, there is a significant relationship between Herzberg's hygiene
factors and job satisfaction. Herzberg's study was conducted keeping in mind certain
predetermined assumptions which may or may not be applicable in all the situations. The
employee criterion for job satisfaction is subjected to various personal priorities that
ultimately determine how and in what manner the employee will react.

Some factors which are relevant in present scenario and also in Herzberg theory are
company policy, working conditions, technical supervision, salary, status, personal life, job
security, interrelationship with peers, supervisors and subordinates. In all the above factors
salary plays the most important role then comes job security, working conditions, company
policy and other factors. These factors give motivation to all employees and where salary
structure, job security and company policy are in favour of the employee, turnover rate
decreases and they can perform better in terms of quality also. Training also gives
motivation to employees, so when there is a need of training, every effort should be done to
provide training to employees.
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“There is a women at the beginning of all great things”. —Lamartine

“Women is the Builder, Moulder & Nation's Destiny”. — Rabindranath Tagore

Abstract

Women entrepreneurship is anincreasingly salient part ofthe economic makeup and
is a key contributor to economic growth in almost all countries. Any strategy aimed
at economic development will be unbalanced without involving women who
constitute half of the world's population. Women entrepreneurs comprise about a
thirdofenterprises globally and contribute significantly to employment generation
and development. Skill, knowledge and adaptability in business are the main
reasons for women to take up entrepreneurship. Nonetheless, their potential is
underutilized, and women's under-representation as leaders in both business and
the political arena remains a concern. In many countries, women are not only less
likelyto turnto entrepreneurship, buttheir businesses aremorelikely to be informal,
generate less revenue and employ fewer staff. Reasons for these are varied and
include unfavorable business regulations, continued cultural barriers, gender
stereotypes, women's double roles at home and work, as well as unequal access to
resources andbankcredit.

Major objectives of the study are to assess the role of women entrepreneurs in
creating new economy, to ascertain the factors in the emergence of women
entrepreneurs' highlight the major constraints and challenges faced by women
entrepreneur and opportunity available to them. At the end the paper makes some
suggestions for increase or promotion of women entrepreneurs and healthy growth
ofwomenentrepreneursinlindia.

KeyWords: Women entrepreneurship, economic development, challenges & opportunities
in India.
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I.Introduction
“Women are the most underutilized economic asset in the world's economy.”

— Angel Gurria, Secretary-General, OECD.

The dawn of 21* century has come with greater trials and tribulations and lesser
stability in every domain of social life. A central driver and the most vital aspect of
modern civilization and of economic growth over the past century is the increased
role of women. The position and status of women in any society is an index of its
civilization and progress. Nearly 1 billion women around the world will enter the
global economy during the coming decade. They are poised to play asignificantrole
incountriesaround the world assignificantasthatofthebillion-plus populations of
India and China. Yet this “third billion” has not received sufficient attention from
governments, businessleaders, orotherkeydecisionmakersinmany countries.

Research from United Nations Entity for Gender Equality and the Empowerment of
Women indicates that there is a direct link between increased female labor
participationand growth. Itis estimated thatifwomen's paid employmentrates were
raised to the same level as men's, America's GDP would be 9 percent higher; the
Euro-zone's would be 13 percent higher, and Japan's would be boosted by 16 percent
and in developing economies, the effect is even more pronounced. The United Arab
Emirates would see aboost of 12 percent in GDP, and the Egyptian economy would
grow by 34 percent. It is estimated worldwide that, approximately one third of all
businesses are owned by women. Despite this, there is a need for changing mindset
towardswomensoastogive equalrightsasenshrinedinthe constitution.

Simply put, empowering half of the potential workforce has significant economic
benefits beyond promoting gender equality (Duflo 2005, World Bank 2012). This
growth stimulus is particularly true for female entrepreneurship and the economic
dynamicsthatentrepreneurship promotes.

II. Literature Review
A. Entrepreneurship Meaning

The origin of the basic word “Entrepreneurship” is from a French word
“Entreprendre”, where it cradled and originally meant to designate an organizer of
certainmusical or other entertainments. Since then, the term “Entrepreneur” is used
in various ways and various views. Broadly speaking, a person who assumes and
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bears all types ofrisksinvolved in an enterprise, who organizes the various inputs or
factors of production and who innovates news ideas, concepts, strategies and
methodology in business from time to time is known as Entrepreneur. Schumpeter,
1934, describesthatentrepreneur is someone who innovates and whose function
is to carry out new combinations called “enterprises” and are the prime
moversin economic development.

B. Women Entrepreneurship

“Women Entrepreneurship” means, an act of business ownership and business
creation that empowers women economically, increases their economic strength as
well as position in society. Women entrepreneurs have enormous potential to bring
prosperity in the world and therefore encouraging women entrepreneurship is very
important (Mc. Connell, 2007). These women entrepreneurs are generally
classified into self-entrepreneurs, inheritance entrepreneurs, and partner
entrepreneurs (Starrand Yudkin, 1996).

Studies show that women business owners are making significant contributions to
global economic health, national competitiveness and community commerce by
bringing many assets to the global market. As per the analysis of research study,
women entrepreneurs have demonstrated the ability to build and maintain long-term
relationships and networks to communicate effectively, to organize efficiently, to
be fiscally conservative, and to be aware oftheneeds oftheir environment and to
promote sensitivity to cultural differences. Researchers contend that women
business owners posses certain specific characteristics that promote their creativity
and generatenewideas and waysofdoingthings.

C. Quantifying Economic ContributionofWomen
One can determine the relationship between economic activity (GDP) and
employment foragivencountrybyusingthefollowingequation:
per capita GDP = labor productivity x amount of work produced per person x employment
rate x age factor.
Hence, positive changes in labor productivity, hours worked, employment rate, and
demographicsall positivelyaffect GDP.

Amorescientific formofthe equationlookslike this:
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60 Adhyayan

Table 1: Growth in Women’s Contributions to Fortune 500 Companies from 1997 to 2007

Level in Fortune 500 Companies | Increase from 1997 to 2007
CEOs 21013

Top earning officers 61 to 142

Board seats 643 to 831

Corporate officers 1,173 to 1,344

Source: Catalyst Census of Women

Research shows the contribution of women entrepreneurs towards GDP in various countries
globally.
Table 2: Women Entrepreneurs towards GDP

Country Gross Impact on GDP | Net Impact on GDP

Argentina 19% 12%

Brazil 15% 9%
China 8% 5%
Denmark 4% 3%
Egypt 56% 34%
France 7% 4%
Germany 7% 4%
India 45% 27%
Italy 19% 11%
Japan 15% 9%
South Africa 17% 10%
Spain 10% 6%
Sweden 3% 2%
Tanzania 3% 2%
United Arab Emirates 19% 12%
United Kingdom 8% 5%
United States 8% 5%

::: ::: ISSN: 2249-1066, Vol. 3, No. 1, June 2013
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C. Global Problems For Women Entrepreneurs

Globally, only 20% of women cite income from a business as the main source of wealth. The
survey said that, today's global picture of female wealth was largely driven from earnings
and business ownership (83.9%) or from personal investments (32.8%), which compares
favorably to marriage (24.7%), divorce (2.2%) and inheritance (19.9%).

Global Competitiveness Report 2011, shows that economic participation of Asian countries
is far behind Europe and USA; despite that the survey titled 'Barclays Wealth Insights: A
Question of Gender' said that, “compared to any other global regions, wealth generated by
female entrepreneurship is highest in Asia, where 26% cite income from a business as their
main source of wealth”.

Outputs
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Fig: Five Country Clusters, Based on Performance in Economically Empowering Women

In a research conducted by Booz & Co. on Women Entrepreneurship in 128 countries the
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2. Vital Statistics

i) Sex Ratio (1971 & 2001) 930 - - 933 | - -

i1) Expectation of Life at Birth

(1971 & 2001-06) 50.2 50.5 | 509 | 6691 | 63.87 -

iii) Mean Age at Marriage (1971

& 1991) 17.2 22.4 - 19.3 239 -
3. Health and Family Welfare

i) Birth Rate (1971 & 2008) - - 36.9 - - 22.8
ii) Death Rate (1970 & 2008) 15.6 15.8 | 157 6.8 8.0 7.4
iii) Infant Mortality Rate (1978 &

2008) Per 1000 live births 131123 | 127 1 55 52 33
iv) Child Death Rate (2007) - - - 16.9 15.2 16.0

(0-4 years) (2007)

(5-14 years) — — — 1.2 1.1 1.2
V) Maternal Mortality Rate

(1980 & 2006) 468 B B 254 h h

4, Literacy and Education

i) Literacy Rates (1971 & 2001)| 7.9 249 | 16.7 | 5428 | 7596 | 65.38

Gross Enrolment Ratio (1990-
91 & 2006-07) (%)

Classes I-V 85.5 1139 | 100.1 | 107.8 | 114.4 111.2
Classes I-VIII — — - 453 46.6 46.0
S ; S ISSN: 2249-1066, Vol. 3, No. 1, June 2013
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5. Work and Employment
i) gg;lfia%cgll’;‘t(i;gl‘ate 142 | 528 | 343 | 2568 |51.93| 39.26
i) (Oﬁﬁf‘?;zfaﬁ:‘i’flrgﬂ £ 2006 (i?(;/i) 155.6 | 174.9|51.21 (19%)|218.72| 269.93
iii) (P;I‘Eii"nslzl‘?lﬁl"srin 1071 & 2006|8:6 )| 987 | 1073 (12(_’5'(;3/0) 151.85| 181.88
6. Decision Making
1) Administrative
TAS (2002 & 2006) (1(5).3450/0) 4624 | 5159 | 571(11.9%) 4219 | 4790
IPS (2005 & 2006) (41_:';) 3056 | 3198 | 150 (4.7%) | 3059 | 3209
i1) Political
g&lg)(m'inlakhmw”& (;i'é‘;)) 17.84 | 25.98 [10.38 (36.83] 17.79 | 28.18
(Iﬁgfsiﬁ‘ti‘g’g?z:ez‘gggis (51"&)) 2632 | 2773 | 229 (5.6%) | 3838 | 4067
ggg;ment(m' n1989& L7 619%)| 721 | 768 |80(10.12%) 710 | 790

Notes:

@ Refers to 1995 in respect of only 9 States viz. Gujarat, Haryana, Kerala, Madhya Pradesh, Punjab,
Rajasthan, Tripura and West Bengal. Figure in parentheses indicate the percentage in the total and
year of the data in respective columns. Data from Planning Commission. India, Ministry of Human
Resource Development, Department of Women and Child Development. (2001).
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Source:

Working Group on Empowerment of Women: Tenth Plan (2002-07): Report. New Delhi. p. 43.
India, Ministry of Human Resource Development, Department of School Education and Literacy.
(2009). Annual Report 2008-09. New Delhi. p. 307-08, 317-18. India, Registrar General. (2008).
Sample Registration System: Statistical Report 2007. New Delhi. p. 83-84. India, Registrar
General. (2009). Sample Registration System Bulletin, October 2008. New Delhi. p. 1-5.

B. Contribution of Indian Woman Entrepreneur towards Indian Economy

The performance of the Indian economy since the later part of 1990s marks a significant
departure from that of earlier periods in terms of GDP growth. This is coupled with a distinct
demographic advantage arising due to the fast-changing age distribution of population in the
country (MoL&E, 2010). After the slowdown in growth in 2008-09, Indian economy has
experienced a robust and broad-based growth of 8.4 per cent in 2009-10, mainly driven by a
turnaround in industrial output, and continued resilience of service sector. Over past few
years, India has moved to a higher growth phase of 8 to 9.5 per cent, and the dip in growth in
2008-09 is viewed to be a minor slump in the Indian economic growth story.

Overall annual growth rate in GDP between 1999-2000 and 2004-05 was about 5.99
percent. In the case of contribution of women, the growth rate was lower at 5.61 per cent as
against 6.1per cent in the case of males. While the growth rate of GDP in formal sector was
about 7.6 per cent, it was only 4.5 per cent in the informal sector. GDP contribution of
females in formal sector, however, recorded a higher growth rate of 9.2 per cent.

Apart from women workers, Indian women-entrepreneurs have been making a considerable
impact in almost all the segments of economy which is more than 25% of all kinds of
businesses. In India “Entrepreneurship” is very limited amongst women especially in the
formal sector, which is less than 5% of all the business.

Table 4: Women Work Participation

Country Percentage
India (1970-1971) 14.2
India (1980-1981) 19.7
India (1990-1991) 223
India (2010-2011) 31.6
USA 45
UK 43
Canada 42
Sc\K ) :: ISSN: 2249-1066, Vol. 3, No. 1, June 2013
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Indonesia 40
France 38
Sri Lanka 35
Brazil 35

Source: Centre for Monitoring Indian Economy Report, 2011

Table 5: Women Entrepreneurship in India

States No. of Units Registered| No. of Women Entrepreneurs | Percentage
Tamil Nadu 9618 2930 30.36
Uttar Pradesh 7980 3180 39.84
Kerala 5487 2135 38.91
Punjab 4791 1618 33.77
Maharastra 4339 1394 32.12
Gujrat 3872 1538 39.72
Karnatka 3822 1026 26.84
Madhya Pradesh 2967 842 28.38
Bihar 7344 1123 15.04
Other States & UTS 14576 4185 28.71
Total 64,796 19,971 32.82

Source: Centre for Monitoring Indian Economy Report 2011

C. Problems for Indian Women

Despite much economic advancement since liberalization began, role of women in Indian
economy still lags well behind that of advanced economies (e.g., Dunlop and Velkoff 1999,
Mammen and Paxson 2000, Ghani 2010, World Bank 2011). Cross-country data from the
World Bank Entrepreneurship Snapshots find that India's rate of entrepreneurship rate is
lower than its stage of development would suggest; similar comparisons also highlight that
India's gender ratio is lower than its peers. This dual under-performance has cultural and
economics antecedents, but it is starting to change.

The global survey called the Third Billion Index shows on its scorecard the depleted position
of women in the country which is demanding a change for good. India gets placed at a dismal
115 on arecent global survey on women empowerment out of 128 countries surveyed. India
needs to make serious considerations to scale up the meter by employing measures to
empower women and establish a world standard in equality among the sexes.
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This study shows that the position of women work participation as well as women
entrepreneurship both is low in India in comparison to selected countries of the world.
Women work participation in India is 31.6 per cent where as in USA it is 45, UK 43, Canada
42, France 38, Indonesia 40, Sri Lanka and Brazil both 35 percent.

The report prepared by the international consulting and management firm Booz & Company
ranked India on various parameters like access to work policy, entrepreneurial support,
advancement, and equal pay. It is true that women are sophisticated to play leading parts in
the global economy in the future; even then they are not given the required consideration by
government's decision makers and business leaders in many countries.

This situation is seen as a missed opportunity for large number of women all over the world
which can amount to a great number of workforces just by employing them. As for India,
with the second largest population in the world, it creates just 14 percent of world skill pool.
With 5.5 million Indian women embarking into the professional world every year, fully
fledged to succeed and climb corporate ladders, the trend seems positive.

The tradition, customs, socio cultural values, ethics, motherhood subordinates to sibling
husband and men, physically weak, hard work areas, feeling of insecurity, cannot be tough
etc are some peculiar problems that Indian women are coming across while they jump into
entrepreneurship.

V.Major Findings

Independent of the way different studies have been conducted, women entrepreneurs are
found to have an important impact on the economy, both in their ability to create jobs for
themselves and to create jobs for others. Although the actual economic impact in most
countries has not been assessed, women entrepreneurs have an important impact on the
economy.

1. In all countries women still represent a minority of those that start new firms, are self-
employed, or are small business owner-managers. Obviously, this economic resource, if
not untapped, has not been successfully explored yet.

2. Specific obstacles to women's entrepreneurship are: type of education, lack of role
models in entrepreneurship, gendering of entrepreneurship, weak social status,
competing demands on time and access to finance.

3. Women's entrepreneurship must be examined both at the individual level (i.e. the choice
of becoming self-employed) and at the firm level (the performance of women owned
and managed firms) in order to fully understand the differences between men's and
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women's entrepreneurship.

4. Women's entrepreneurship is dependent on both demand side (political and institutional
framework, family policy and market sources) and supply side factors (the availability
of suitable individuals to occupy entrepreneurial roles).

5. In addition, women's entrepreneurship depends on both, situation of women in society
and role of entrepreneurship in that same society. Both the factors that affect gender
system and factors that affect entrepreneurship in society are involved.

6. In order to provide accurate statistics on women's entrepreneurship, a number of
possible method biases need to be controlled.

VI. Recommendations
1. Better Support System to Empower Women

Government and business leaders need a better understanding of women as employees,
producers, and business owners and strengthen the impact of their contribution through
improved measures like, infrastructure improvements (such as safe roads for travel to
work), the removal of legal restrictions on female participation in the workforce, more
cultural support for female leadership, or more inclusive approaches to risk and credit.

2. EnsureProper Child Care and Equal Treatment

Increase the ability of women to participate in the labor force by ensuring the availability
of affordable child care and equal treatment in the work place.

3. Listento Voice of Women Entrepreneurs

The creation of government offices of women's business ownership is one way to
facilitate this. Such offices could have programme responsibilities such as providing
women's business centres, organizing information seminars and meetings and/or
providing web-based information to those wanting to start and grow a business.

4. Incorporate Women's Entrepreneurial Dimension in Formation Policies

This can be done by ensuring that the impact on women's entrepreneurship is taken into
account at the design stage.

5. Promote Development of Women Entrepreneur Networks

These are major sources of knowledge about women's entrepreneurship and valuable
tools for its development and promotion. Co-operation and partnerships between
national and international networks can facilitate entrepreneurial endeavours by women
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ina global economy.
6. Periodically Evaluate Impact Policies on Women-owned Businesses

The objective should be, to identify ways to improve the effectiveness of policies and
measure the impact on women entrepreneurs.

7. Ensurethat Women Entrepreneurs are not Hampered by Discriminatory Laws

Although women represent 40-50% of businesses in developing countries; World
Bank/IFC's doing business project has identified several legal and regulatory barriers
facing women in terms of working timings, loans, their credibility etc.

8. Help Women-owned Companies, Scale Their Businesses by Meeting their
Distinctive Needs

These needs include lack of access to capital and business networks. While women own
about 30% of US businesses, only about 5% of all equity capital investments in the US
go to businesses headed by women and just 3% get investments from venture capital,
according to Babson College research.

9. Improve Women's Access to Global Supply Chain

At present, global spending on supplier diversity is largely un-documented. According
to researches, women entrepreneurs' are largely ignored in global supply chain.

VII. Conclusion

Women empowerment is one of the momentous issues of contemporary development
policies in developing countries. Data from World Bank, World Economic Forum and other
organizations demonstrates that, women-owned businesses can be the tipping point for a
global economic comeback. Giving women the chance to become financially independent
and make the most of their talents is the key to higher living standards and stronger
economies. With the global economy still struggling through a slow and spotty recovery, it is
in everyone's interest to help women make the most of their potential. This is truer today,
than ever before. Despite the admirable efforts of these women—and millions like them in
rich and poor countries around the world, they need support systems to succeed.
Governments and corporations will need to step in with smarter policies that can remove
social, cultural, and professional constraints on women and foster greater economic
opportunities.

At the end, it is concluded that women empowerment which is declared as Millennium
Development Goal by UNDP, could be achieved only when, all concerned bodies will work
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in cooperation and women's capabilities and their contributions are applied in full potential
for the economic and potential development of entire society and thus ensuring sustainable
development.
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Abstract

E-commerce is a way of trading in goods and services through the electronic medium. In
simple words, electronic commerce means buying and selling of goods and services over the
World Wide Web. The global financial crisis has seen retailer's turn towards e-commerce.
Retailers who are looking to maximise overheads and also improve their profit margins and
consumers who are looking for greater value and convenience, continue to drive the growth
in online shopping. In this e-age, online shopping is a trend which is sweeping away the
traditional brick-and-mortar retailers and the shopping trolleys of shopping malls. In
today's scenario even the big players or big brands are trying to promote and sell their
products online.

Online shopping is a form of electronic commerce (e-commerce) whereby consumers,
directly purchase goods or services from a marketer, over the internet without any mediator.
It canalso be called as, the internet market place or the virtual shopping or e-shopping.

The online shopping is a boon to the new generation, as it saves a lot of money by the way of

fuel and parking. Moreover, it is said that internet shopping is growing in a big way in India
and at present accounts to Rs. 2000 crore business, and it is said that by 2015, it will reach to
Rs. 7000 crore. There was a time when mall culture was an innovation in the market where
people could get all the products under a single roof. But the recent trend of online shopping
gives the ease to consumer to shop around the world by just a click of his mouse. It is a
makeover of teleshopping.

This paper focuses on the growing trend of digital marketing in the form of online shopping
internationally.

Key Words: Online shopping, e-commerce, traditional shopping, drivers, challenges, retailing,
internet.
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I. Introduction

E-commerce is a domain conducting business on Internet. It represents the digital age. E-
commerce stands for electronic commerce and is associated with buying and selling of
goods through the electronic medium, i.e., internet, phone, mobile etc.

IL. Types of E-Commerce Models

1. Business to Consumer (B2C): This is the most common model of e-commerce. In this
model, online businesses sell to individual consumers. The business houses need to
have an e-commerce website which will list all their product categories with detailed
information about products through photographs and animation.

2. Business to Business (B2B): It is the largest form of e-commerce. In this form,
buyers and sellers both are business entities and do not involve any individual
consumer. It is like the manufacturing and supplying of goods to a retailer or a
wholesaler.

3. Consumer to Consumer (C2C): Through this model, a consumer can sell his used
items to rest of the consumers which can be done through auction or bidding. e.g.
e Bay.com.

4. M-Commerce: M-commerce is done through mobile phones. It is commonly used by
financial institutions due to which it is also known as mobile banking. The consumer
can also use M-Commerce model for paying their utility bills, insurance premiums,
telephonebills, income taxes etc.

Table: B2C E-Commerce Sales* in Select Countries in
Asia-Pacific Region, 2006-2011 (billions)
2006 2007 2008 2009 2010 2011

Australia $9.5 | $13.6 | $204 | $26.4 $ 28.7 $31.1
China** $24 $38 $64 $11.1 $169 | $24.1
India $0.8 $1.2 $19 $2.8 $4.1 $5.6
Japan $36.8 | $43.7 | $56.6 | $69.9 $80.0 | $90.0

South Korea $9.6 | $109 | $124 | $14.0 $15.9 $17.9
Asia-Pacific $59.1 | $73.3 | $97.7 | $124.1 | $145.5 | $ 168.7

Note: converted at average annual exchange rates (projected for future
years); total B2C e-commerce sales include all purchases made on a retail
website, regardless of device used to complete the transaction;

*includes online travel, event ticket and digital download sales;

** excludes Hong Kong

Source: ¢cMarketer, January 2008
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8. New managerial ideas support innovation process.
9. Customer loyalty is a central concept in new commerce.
10. Public sector policies relate to old commerce not new commerce.

Source: Adapted from Dawson (2001)

IV. Benefits of E-Commerce

Growing awareness among the business community has given rise to various opportunities
in e-commerce. The increased cost efficient internet connections and PCs have resulted in
adaptation of net commerce among the consumers. Consumers now get benefited of
innovations by:

|

E-Commerce }

1. Easyaccessibility to a fast growing online community.

Unlimited shelf space for products and services.
[ Digital Marketing ]

2
3. Timeless and limitless reach.
4

Lowest operational cost for the national and interational

brands. Online Shopping ’

V. Digital Marketing

Digital marketing is a way of advertising and marketing a product through digital sources
like internet, television, radio and mobile phones. It is similar to the traditional marketing
such as direct marketing but in a digital fashion.

There are two forms of digital marketing: Push and Pull. Through Pull digital marketing, the
consumer sees the content by searching the web while in push digital marketing, the content
is sent to the customer via e-mail. Examples of Pull Digital marketing are websites and
blogs, streaming media. Examples of Push Digital marketing are email, text messages and
web feeds.

VI. Online Retailing

Online retailing covers a broad spectrum of business activities; e.g. banking, retailing,
entertainment, information portals and auction houses. In most instances, exchanges occur
between an online retailer and an online consumer. In the case of auction sites, such as e Bay,
exchanges may occur between individual bidders with the business site acting as an
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intermediary. Online retailing differs from traditional direct retailing in three ways:
1. Hugedata creation and collection,
2. Information and communication is global in scope,

3. Centralized control mechanisms are absent (Brown and Muchira, 2004, p.63).

VII. Online Shopping

Online shopping, is the buying and selling of product or services over the internet, instead of
going to traditional brick and mortar store. Amazon.com, which was founded by Jeff Bezos,
was the first online bookstore which made history.

The term online shop can be substituted with the words like e-shop, e-store, internet shop,
web shop, web store, online store or virtual store. The process of online shopping is a type of
B2C online shopping.

VIII. History of Online Shopping

The onset of online shopping started with the introduction of World Wide Web server and
browser in 1990 by Tim Berners-Lee. It got commercialised in 1991. In 1994, a German
company, Inter shop introduced its first online shopping system. In 1995, Amazon emerged
as an online shopping portal followed by eBay in 1996.

IX. Shopping Cart System in Online Shopping

A customer can find a product of his interest by visiting the website of the retailer by
searching from the various alternatives available with the help of shopping search engine.

The virtual shopping cart system is similar to the physical shopping trolley system in a
conventional store. The online retailers, allows the customer to accumulate multiple items
and to adjust quantities. Then the process of “checkout” follows in which the payment and
delivery information is collected by the retailer. The customers can have a permanent online
account for the sake of convenience as the information will be entered once and can be used
in future. A fter the transaction is completed, the customer receives a confirmation e-mail.

X.Mode of Payment

Credit cards are the most commonly used mode of payment by the online shoppers.
Alternatively, they can also pay by:

1. Billing to mobile phones and landlines
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el A T

Cash on delivery

Cheque

Debit cards

Direct debit in some countries
E-money in some cases

Gift cards

Postal money orders

XI. Mode of Product Delivery

After the transaction is complete, the question arises is how to deliver the product. There are
several modes of delivery such as:

1.

Downloading: This method is often used for digital media products such as software,
music, movies, or images.

Drop Shipping: The order is passed on to the manufacturer or third party distributor,
who ships the item directly to the consumer, by passing the retailer's physical location
to save time, money, and space.

In Store Pickup: The customer orders online, finds a local store using locator
software and picks the product up at the closet store. This is the method often used in
the bricks and clicks business model.

Printing Out: provision of a code for, or emailing of such items as admission tickets
and scrip (e.g. gift certificates and coupons). The tickets, codes, or coupons may be
redeemed at the appropriate physical or online premises and their content reviewed to
verify their eligibility (e.g. assurances that the right of admission or use is redeemed at
the correct time and place, for the correct amount and for the correct number of uses).

Shipping: The product is shipped to the customer's address or that of a customer-
designated third party.

Will Call, COBO (in Care Of Box Office): or “at the door” pick up. The patron picks
up pre-purchased tickets for an event, such as plays, sporting events, or concert either
just before the event or in advance. With the onset of the Internet and e-commerce
sites, which allow customers to buy tickets online, the popularity of such services has
increased.
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XII. Factors Affecting the Online/Offline Shopping Preferences

Conceptual model of the role of product and consumer characteristics in online/offline
shopping preferences.

Attribute Values

J

Consumer :V,\
Characteristics |

Perception of
Product
Characteristics

Utility of
shopping
online/offline

Shopping
Preferences

I

Attributes
Weights

XIII. Type of Products which are Most Likely Preferred to be
Purchased Online/Offline

Several studies have shown that “high touch” products that consumers feel they need to
touch, smell or try on are those that require an offline presence at least at the final purchase
stage (Chiang and Dholskia 2003;Lynch, Kent, and Srinivasan 2001). Levin et al. (2003)
showed that the special importance of being able to personally handle and inspect the
product before purchasing underlies the preference for traditional brick-and-mortar
shopping methods for products like clothing, sporting goods, and health and grooming
products. At the other extreme, “low touch” products like airline tickets and computer
software, generally favour online services because of the special importance placed on
shopping quickly. In between this spectrum, products like books and CDs where some
attributes like large selection play important role, are better delivered online while other
important attributes like personalised service are better delivered “virtually” offline or by
providing surrogate experiences through feedback provided by others.

Using a classification scheme similar to the high touch-low touch distinction, Girard,
Silverblatt, and Korgaonkar (2002) adopted the Ford, Smith, and Sway (1998) typology of
search, experience, and credence products to examine the influence of product class on
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preference for shopping on the Internet. Girard et al. found that preference for shopping
online was particularly strong for search products like books and PCs where most of the key
attributes can be determined online. By contrast, Alba et al. (1997) point to the greater
reliability of experimental information coming from in-store visits. However, Klein (1998)
argues that the multimedia capabilities of the Web can turn experience goods into search
goods by substituting in store visits with virtual encounters.

Related to the conclusions of Klein (1998) and Girard et al. (2002), Peterson and Merino
(2003) describe the Internet as replacing many of the traditional search methods such as
word-of —_mouth and hands-on-experience. Consequently, consumers may focus less on
brand information and more on the attributes of their product searching goal.

XTV. Types of Consumers who are most likely to Purchase Online &
Offline

In a study, while sampling a nationwide panel of consumers, who had online capabilities at
home, Swinyard and Smith (2003) compared those who did not make purchases online
during the preceding holiday shopping season. They found that online shoppers were
younger, wealthier, better educated, more computer literate, more likely to spend time on
computer, more likely to find online shopping to be easy and entertaining, and less fearful
about financial loss resulting from online transactions. Bellman, Lohse, and Johnson (1999)
also found Internet shoppers to younger, more educated and wealthier, to have a more
“wired lifestyle”, and also having more time-constrains than non-Internet shoppers.
Childers et al. (2001) like Klein (1998), found perceived substitutability of the electronic
environment, for personally experiencing products, to be an important predictor of online
shopping attitudes.

XYV. Comparison of Online and Offline Shopping Across Stages

Paralleling models of consumer behaviour in more traditional environments. Haubl and
Trifts (2000) suggest that potential online consumers use a two-stage process of screening
products to identify a promising subset and then comparing these products to make a
purchase decision. Perceived risk of online purchasing in the form of concern about product
returns and refunds and the security of transactions on the Internet can deter online shopping
at the final stage (Levin et al., 2005). This is a particularly important issue in contemporary
marketing practice because those consumers who switch modes between the “search” stage
and the “final purchase” stage are utilising the resources of one shopping mode while
providing profit to the other mode.
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XVI. Shopping Trolley vs. Shopping Cart

In the past the only mode of shopping available, was a nearby shopping store, where we had
the opportunity to see the product before purchasing.

The internet revolution has changed the way in which we spend our money. Through online
shopping, we have a wide market to visit just by clicking the mouse of our PC or a laptop.
Traditional shopping limits our reach, as all the products are not available in a single store. In
contrast to this, the online shopping helps the shopper to shop beyond the geographical
boundaries of the country.

The traditional shopping restricts the payment mode to just cash payments, which makes the
shopper conscious of his pocket capacity. Whereas the online shopping has opened the
doorways of various modes of payment thereby allowing the shopper to shop with the help
of even plastic money (credit cards, debit cards, shopping cards, e-money, gift vouchers
etc.).

There are instances where traditional shopping has made itself superior than online
shopping. When a shopper has to shop for a product whose aesthetics play an important
criteria of evaluation and selection, online shopping lags behind traditional shopping in
which the shopper can touch, feel and smell the product.

The immediate requirements of a consumer can be addressed with the help of traditional
shopping practices. For instance, the top-up needs in the form of grocery in the kitchen, milk
for the baby, life saving medicines, fresh vegetables etc.

XVII. Advantages of Online Shopping

Advantages

' N

[ To Consumers ] To Retailers [ To E-Retailers ]

To Consumers
1. Convenience
2. Better Information

3. Priceand Selection
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XVIII. Disadvantages of Online Shopping

. Ability to shop 24x7

Customised and personalised information and buying options

4
5. Wider product availability
6
7

Easy comparison shopping

To Retailers

1. Location is unimportant

2. Savesonwages and premises costs

3. Reaches largeraudience

4. Accepts orders, 24-hours a day

To E-Retailers
1. Globalreach

2. Better customer service
3. Lowcapital cost
4, Mass customization

5. More value added services

r

Disadvantages

[ To Consumers ]

To Retailers

[ To E-Retailers ]

For Consumers

1. Creditcard frauds and security concerns

2. Lackofinteraction

3. Can'tsee or feel the merchandise
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4. Don'tknow how (Unawareness)

5. Premium charged for delivery

6. Difficulties with returning goods (Refund/ Exchange)
For Retailers
May lack know-how and technology
Substantial set-up, investment and ongoing costs
Complex logistics of fulfilment
E-selling less powerful than face-to-face
Uptake slow for goods selected by taste or smell
Legal problems

Less role for traditional high street retail expertise

® NV RN

After-sales care difficulties
For E-Retailers

1. The site must be available and operational 24 hours a day. This may mean employing
anight shift of customer service operators or maintenance staff.

2. Theinternet market is still only small in comparison to the traditional market.

3. The retailer must be vigilant maintaining the site. Regularly updating of offers,
prices, specials and products is required. Checking for errors, working links and
prompt answering is required.

XIX. Online Shopping in India

Indian e-commerce space percentage is getting higher as more and more online retailers
enter the market. The internet has been around in India since quite some time now. Although
this level of entry in the e-commerce market is good from a long term perspective, the
challenge is that most entrepreneurs don't have the resources or capital, to wait for years
before they can get profits.

Major Indian portal sites have also shifted towards e-commerce instead of depending on
advertising revenue. The web communities built around these portal sites with content have
been effectively targeted to sell everything from event and movie tickets to the computers
and grocery. Online shopping is truly catching on in India, traditional brick and mortar
stores are also getting the hang of doing business online. The trends demonstrate that
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traditional stores will keep on doing sufficient business while the online stores increase their
virtual presence on the internet.

XX. Online Shopping—The Next Big Thing in India

Online retailing has been a distant concept in India, except in the travel and ticketing sector.
The Future Group has been an early mover while others such as Reliance Retail, RPG
Cellcom, and Tata Woolworths are gearing up to launch their own online shopping portals.

Importantly, smaller players such as Vishal Retail, Subhiksha and Spinach too are seriously
looking at e-tailing as a future revenue generator. Says, R Subramaniun, MD, Subhiksha,
“We are investing Rs 12 crore into this venture and expect 3-4% of total business coming
from online. We'll deliver across 400 towns we are present in.”

The challenges in replicating the success of physical stores online are very different, and
retailers are eyeing a different set of value adds and experiences to hook customers. Some
are planning to introduce virtual shopping, where the customer can get a feel of moving
around in amall, and can click on the items he/she wants to buy.

Online retail is also expected to benefit the credit cards business. According to credit card
companies, retail has been instrumental in boosting average consumer spending per card at
stores. According to an A T Kearney report, credit card transaction value in organised retail
has been growing at 35% in India.

XXI. Top Online Retailers in India

For more than a decade now, online merchandisers have increasingly grown their sales
activities to the point they now have reached. The Indian retail industry is valued at $270
billion, with organized retail cornering 4.5%. The organized pie is expected to see a growth
ata CAGR of 37% (India Retail Report 2007) which is growing at an average rate of 4% p.a
(as per 2010 estimates).

Having the growing shopping mall trend in India, more and more net clever people are
shifting towards online shopping. And if comScore report is to be believed then there is
exceptional rise in the numbers of online retail visitors in India this year. Latest comScore
data figures that nearly 60 per cent of online users in India visited a retail site in November
2011 and the number of online shoppers increasing 18 per cent in the last year.

Table: List of Top Online Retailers 2011

Total Retail Audience 46390 100.00%
Total Retail Sites 27171 58.57%
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Top 10 Online Retailers Unique Website Visitors Y%age
Amazon Sites 6805 14.67%
Apple.com 3450 7.44%
Samsung Group 2759 5.95%
Flipkart.com 2675 5.77%
Homeshop18.com 2286 4.93%
Naaptol.com 2145 4.62%
Bookmyshow.com 2125 4.58%
Myntra.com 2110 4.55%
Priceindia.com 2047 4.41%
Alibaba.com 1973 4.25%

XXII. Conclusion

Many countries in Asia are taking advantage of e-commerce through the opening of
economies, which is essential for promoting competition and diffusion of internet
technologies. With the rapid growth of internet, e-commerce is set to play an important role
in the 21" century, the new opportunities that will be thrown open, will be accessible to both
large corporations and small companies.

A multitude of strategies may be available to retail and shopping mall managers competing
in the new “Internet shopping” era. Two strategic alternatives include “brick-and-mortar”
retailers competing directly with internet retailers by offering “Internet shopping-type
benefits” and combining forces with internet retailers in a strategist effort to serve
consumers from all shopper categories.
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Abstract

In this day and age, branding and brand extension are central part of a business and brand
extension has become imperative in the growth of an organization. From the past
researches, it has been identified that the fit between the core and extended product in any
category is the most important and positive factor for brand extension success. Conversely,
there are exceptions like ITC limited which was successful, even in far extension such as
cigarettes (core product) to apparel, foods, personal care and stationery (extended
products). This paper analyzes the influence of effects of consumer attitude (both positive
and negative) on the assessment of brand extension extenuating brand belief and gender
with special reference to high involvement products.

Key Words: Brand extension, brand assessment, category fit, consumer attitude, influence

I. Introduction

It is evident from the history that branding has been an essential division of marketing
products and services (Blois, 2000). Earlier, it used to be considered as a delightful name on
product cover, later on, it was understood as a promise for the customers on quality.

Past researches recognize the fact that, consumer attitude always depend on the consumer's
awareness or its past association with the parent brand, while assessing a brand extension.
Usage of branding as a strategy for enhancing the brand extensions into new product
extensions clearly indicate the requirement for understanding customer influence on brand
extension evaluation.

Attitude plays an important role, while the consumer records a product extension in his mind
which is an essential element for product extension evaluation as per the consumer
evaluation studies conducted on mood effects (Howard and Barry 1994: Isen et al. 1978;
Miniard, Bhatla, and Sirdeshmukh 1992, Kahn, 1995; Menon and Kahn, 1995). For
instance, the consumer will even be willing to accept a varied extension if in a good attitude
compared to consumers with negative attitude.
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Even though there have been researches done on consumer attitude on brand extension
evaluation, there hasn't been any proper method for analyzing the course of action that
influences the consumer. According to Luomala and Laaksonen (2000), positive attitude/
mood stimulates the customer for purchase where they seems to be much sensible while
evaluating the brand and on the other hand, the consumers may be either in good or bad
mood (un consciously), where the effect of that would be problematic and the decision
becomes more complex.

II. Literature Review

Kotler (1991) elucidated brands as highly indispensable and intangible resource of a firm as
they stand for the space captured by a firm's goods and services in the mind of the consumer
and on the retail shelf space that has been occupied by the same. Brand names always serves
the customer in identifying and examining the decision making activity (Birger
Wemnerfelt,1988). Researches done by Parker and Dawar (1994) signals that the trust of
consumer is more on brand as compared to cost or physical appearance.

Consumers repeatedly evaluate products by converting their evaluations of the parent brand
and the extended one (Boush & Loken, 1991).

Companies always can use attitude as an advantage, by effectively utilising advertisement
strategies to use “attitude” in favour of them through advertisements and also the
components that improve consumer attitude (Gardner, 1985). For example the consumer
will always relate a car manufactured by Toyota as a representative of brand Toyota,
whereas it will be very less in low involvement products such as sandals etc. (Boush and
Loken 1991). From the past researches it can be identified that the similarity of the brand is a
key influence factor in brand extension evaluation. Broniarczyk and Alba (1994) explain
that brand extension evaluation can also be encouraged by brand specific associations apart
from the similarity between the core brand and the extended brand.

Researches done by Braon and Miniard, 2002 indicates that the influence of positive
consumer attitude is very significant while evaluating a brand. It is observed that there is a
positive correlation between the core and the extended brand, where the consumer depends
on the core brand for evaluating the extensions which is more likely for products that fall
under similar category under the same brand name and the same is less likely for brands
under dissimilar category. This study is basically intended to analyze the aspects of
correlation between attitude and brand extension evaluation. Consumer decision making
becomes important, when it comes to purchase of irregular, luxurious products or services
which is more complex and relevant while purchasing high involvement products as far as
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the customer is concerned.

This study is basically intended to analyze the aspects of correlation between attitude and
brand extension evaluation for high involvement products.

II1. Hypotheses
A. Evaluation of Brand Extension

According to Yeung & Wyer, 2004, consumer while evaluating a brand may not be doing it
in detail, but may depend upon the attitude that he had, when he experienced the product for
the first time. It depicts the fact that, attitude plays an important role irrespective of the
resemblance of the extended brand with the parent brand.

Pahl Wostl had done a number of researches on consumer attitude and expresses that gender
differences will alter the buying behavior. It is being suggested that, the dimensions of
consumer attitude will increase his views of the parent brand similarity with the brand that
has been extended. Certain attitudes can impact the consumer evaluation judiciously and
similar kind of extensions through the inspiration of perceptions of comparison.

B. Attitude ofthe customer andinfluence of communication

Research studies explored the importance of attitude and its impact of consumer buying
behavior as recalling a purchase (Sternthal and Lee, 1999). Within this type of research, a
number of attitude types will be taken into consideration such as positive attitude, joyful
attitude, unhappy attitude and irate attitude and the study restricts its investigation on
positive and unhappy attitude.

Positive attitude will always deliver a joyful surrounding and influence the consumer to
communicate effectively involved with less thinking in decision making with the brand,
whereas an unhappy environment will be challenging and will make it much difficult for the
consumer in thinking and decision making. Therefore, it is important to investigate the
attitude effect for understanding its impact for further improvement on both these in
influencing the decision making of the consumer and the following hypothesis were
postulated for the study.

C. Attitude andits effect on Brand Extension

H,: Positive attitude will result in a fair evaluation of distant brand extension only for
utilitarian brands (excluding hedonic).

H,: Negative attitude will have an undesirable evaluation for close brand extension only for

/
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utilitarian brands (excluding hedonic).

H,: For females, positive attitude will result in an improvement of brand extension
evaluation for distance brand extension, but for men, it can't be meaningful.

H,: For men, the negative attitude will result in an improvement of brand extension
evaluation for close brand extension but for female, it can't be meaningful.

IV.Research Methodology

Experimental study was conducted for this research. Attitude, Brand excellence, brand
extension, Brand belief and Gender were taken for the experimental study. The Extensions
were distinguished as distant and close extensions. Positive attitude was aimed at distant
extensions and unhappy/negative attitude was on close extensions. Brand belief was splitup
in to utilitarian and hedonic. A total of 100 business management students participated and
convenience sampling method was used for the study. The questionnaire was prepared by
considering the variables such as attitude, brand excellence, brand belief and brand
extension. Familiar and most common products which are known to both male and female
(students) were considered for the study. Nokia mobile phones and Titan watches were
selected for a preliminary test and put as representation of utilitarian and hedonic brands. It
was also checked to explore the respondents understanding level on the similarity of Nokia
mobile phones to other possible extensions such as MP3 player, computer, camera and
mobile applications. Correspondingly time piece, anklet wallet etc. were chosen to evaluate
the resemblance level of watch. The respondents were requested to choose the product
categories on the basis of distant and close extensions. Consequently Nokia digital camera
(Close extension) and Nokia web applications (distant extension) were formed. Titan time
piece (Close extension) and Titan anklet (distant extension) were formed for hedonics. The
extension was classified as distant and close extensions wherein terms of close extensions,
the gap between the parent and extended brand would be insignificant while in distant
extensions, there would be no relation in the product set between the parent and extended
brand. Positive attitude was aiming at distant extension and the unhappy/negative attitude
was focusing on close extensions. Brand belief was classified in to hedonic and utilitarian
and the hypothesis H, and H, were formulated accordingly. Similarly Gender was
considered as a variable for hypothesis H, and H,,.

The common brands known to both male and female segments were taken into
consideration for both hedonic and utilitarian brands. Significance of hypothesis has been
tested and represented by “P”. The confidence level for the test is 95% and the significance
level is 5%. So if the “P” value is less than 5%, then it would be significant. Here in all
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hypotheses, value of Pis less than that and hence it is significant.

V. Findings

To analyze the impact of brand extension acceptance based on attitude, the respondents
mood was manipulated as mentioned above in methodology of the study. The results of the
experiment on the basis of positive and unhappy (negative) attitude states that there are
remarkable difference between both these attitudes, wherein the case of positive attitude
M, . = 4.756 and unhappy attitude Un,,,, = 2.153 Cronbach's (alpha) was used to test
reliability of the variables such as attitude and brand resemblance. The cronbach's value was
between 0.7405 and 0.8429, which shows high reliability as a value above 0.7 is acceptable

and it is considered as reliable.

It has also been proved that attitude boosts the assessment of utilitarian brand. On the other
hand, it is not noteworthy for hedonic brands (P, =0.123). Hence, the positive attitude will

always have positive inclination towards the evaluation of distant brand extension for
utilitarian brand and not for hedonic brand. Thus, H, is accepted.

As regard to the unhappy attitude (negative), the result depicts that there is significant
impact on utilitarian brand with closer extension (P, = 0.228), which explains that

unhappy attitude will not have negative effect for a hedonic brand but will have for a
utilitarian brand and thus H, is accepted.

The positive attitude for men doesn't seemed to be noteworthy on distant extensions, but
proved to have a positive effect on brand extension evaluation with P value (P, = 0.029)
specifically on variables such as brand attitude and brand resemblance which is the expected
steady result and thus H, is accepted.

It is always likely that the mood has got different effect on different Gender. As awaited, the
unhappy attitude effects were superior in men than women. The brand extension evaluation

with (P,,.. = 0.026) on variables such as brand attitude and brand resemblance were steady
for women and thus H, is accepted.
Table 1
N %
C ases Valid 100 100.0
Excluded 0 0.0
Total 100 100.00
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Table 2: List-wise Detention of all Variables in Procedure

Utilitarian Brands Gender
Positive Unhappy Positive
Attitude Attitude Attitude
Positive | Unhappy
Distant Close
Extension Extension Men
P Value 0.123 0.228 0.029 0.026 - -
Attitude - - - - 4.756 2.152

Table 3: Reliability Statistics

Cronbach’s Alpha No. of Items
0.8391 4

VI. Conclusion

The outcome of the study proves that even though attitude can influence brand extension
evaluation, the processes accountable for these results varies. Precisely when consumers are
encouraged to think through the relation between the parent brand and the extended brand,
attitude has a circuitous impact on brand extension evaluations especially on high
involvement products.

VII. Suggestions and Recommendations

Consumer researches are progressively focusing to understand methods of brand extension
evaluation. Consequently efforts have been made to examine the factors that influence
“parent brand-extended brand” similarity by putting forth, the possibility of evaluation done
for the parent brand would be utilized in evaluating its extensions (Alba & Broniarczyk,
1994; Sood & Zhang, 2002). Similarly the focus of the study was to analyze the
importance/influence of attitude and its involvement level in brand extension evaluation.
The outcome of the study indicates that effect of attitude on customers while considering
brand extension evaluation is very high especially in high involvement products, that is
attitude indirectly influences evaluations facilitates the opinion of “parent brand-extended
brand” similarity.

Hence, upcoming researches should also investigate the possibility of generalizing these
findings into other products and services.
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Abstract

Junk foodis defined as a food that is of little nutritional value and high in fat, sugar, salt, and
calories. They contain insufficient vitamins, minerals, proteins and amino acids. Junk food
is easy to carry, purchase and consume. Generally, a junk food is given a very attractive
appearance by adding food additives and colours to enhance flavour, texture, appearance.

And such junk food is highly promoted through television (TV) advertisements. Now-a-days
TV watching is considered to be normal daily activity for children. Advertisements,

especially in children's TV programmes are of junk food that is coupled with attractive gifts,

toys, games, offers, etc. Children get attracted towards such goods and free offers. TV
advertisements affect young children's unhealthy food consumption. The study in this paper
indicates that there is a positive attitude of children, towards junk food and there is a strong
link between junk food promotions and eating behaviours of children. Based on the results,

the paper concludes that, parents are aware of bad effects of junk food, but still, they fulfill
their child's demand of junk food items.

Key Words: Junk food, television advertisements, attractiveness, pester power.

I. Introduction

Television food advertising has attracted attention, for its potential role in promoting
unhealthy eating among children. Today, television advertising is filled with fast food i.e.
soft drinks, burgers, pizzas, candies, cereals etc.

Majority of advertisements of food product, are for fast food, cereals, and other foods which
are high in fat, sugars, sodium and are low in nutritional value. These advertisements are
coupled with attractive gifts, toys, games, offers, etc. Toys like Pokémon, Ben, Chota
Bheem are very popular among kids. Such offers have a very long lasting influence over
children, which may encourage pester power. Pester power is a child's ability, to affect their
parents' purchase decisions.

Food companies such as, McDonald's put their logos, symbols on toys, games and other
supplies. They also distribute coupons. McDonald's offers cups, toys and other labelled
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items through its outlets throughout the world. Even Kinder Joy has adopted surprise gift
strategy.

Toys like these, convert children into soft-drink consumers and advertisers for these
product. Children love such toys and gifts and fast food companies reinforce such desires.

Food companies in order to increase their profits, market share etc. completely ignore the
health perspective of children. They make use of all such words which may mislead children
and even their parents. Like Nestle Milk bar use the word 'calcium’, Sunfeast noodles use
Yippee, Complan uses 'complete food', Real juice uses 'real', Mc Cain uses 'Fresh', 'healthy’,
Lays uses 'baked' or 'cooked in healthy oil'.

The overall strategy of fast food companies is to establish brand loyalties as early in a consumer's life
as possible. Coca Cola, and Mc Donalds, target commercials at young children for the sole reason
that it will probably make them life-long consumers. Junk food is one of the mainstays of food
advertising to children, who form the key market for junk food advertisers.

I1. Objectives
Aim of the topic is to find the answers specifically aiming at :

1) To what extent does junk food advertisement have an influence over children and on
their parents, in buying the product?

2) Extent of attraction among children towards junk food advertisements, which have free
offer.

3) Toidentify catchy tricks of advertisers, that arouses interest among children.

4) Awareness and attitude of parents and children in terms of creating a balance in relation
to free gifts offered and the product.

III. Research Methodology

The different heads of research methodology are specified in following sections.
A. AreaofStudy

The area of study was taken as South Delhi.

B. Questionnaire

Time utilized for filling up each questionnaire, was 10 minutes.
C. Periodof Study
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Period of study was August 2012.
D. Sample Size

Sample Size was 150.

E. ResearchApproach

Qualitative approach was used in the study which could describe the underlying motives of human
behaviour. In this approach main area of focus was junk food advertisement and its impact. This
approach includes subjective assessment of attitudes, opinions and behaviour of children and their
parents separately in order to interpret their individual behaviour, reasons and actions and also
analyzing the various factors which motivates them to behave in a particular manner.

E.  Research Type

Descriptive research and conclusive oriented was used to find the nature of the problem.
Descriptive research was conducted so as to find solutions of the problem. Even in this, the
main area of inquiry was kept as junk food advertisement and its impact.

G. Sampling Methods

1) Convenience sampling method (while approaching families at different school gates)
2) Judgmental/Purposive sampling method.

H. Data Collection

1) Secondary data- that is information available in internet sites, research journals, books,
magazines, newspapers.

2) Primary datathrough

(a) Questionnaire filled by parents. The questionnaire carried mixed questions having
multiple choice, close ended question and some basic open ended questions.

(b) Personal Interview with the parents of different income levels and with their kids
(with a general approach).

1. Data Analysis Tools

Statistical data analysis was used, starting with the basic tabulation of data and summarizeing the
data in order to relate critical points with study objectives.

IV. Repercussion of Junk Food Scoring Model

It is possible to construct a Repercussion of Junk Food Scoring Model with the data
(responses obtained from the questionnaire). The 20 questions in the questionnaire can be

::? LVA f:j ISSN: 2249-1066, Vol. 3, No. 1, June 2013
LuckNOW



Repercussion of Junk Food Advertisements on Minds of Children — A Study

97

classified and grouped as follows.

Table No. 1: Repercussion of Junk Food Scoring Model

Subject 3)’ Question Theme
1 | How many children do you have?
2 | What is the age of your child/children?
3 | Are you working?
Background | 4 |y, i your educational level?
5 | You belong to which state / UT?
6 Do you have any background of commerce or
management?
7 How much time your child spends on watching Less = positive answer
TV everyday? P
8 | Does your child demand anything from you? | Less = positive answer
How often does your child take Junk Food in a
9 | week (wafers, cold drink, ready to eat snacks | Less = positive answer
etc)?
10 Does your child watch advertisements in Yes = positive answer
Behaviour between TV programs? P
1 Does your child prefer those goods that offer Yes = positive answer
free gifts, stickers, toys, games? P
12 | Does your child collect free gifts? Yes = positive answer
13 | What attract him/her the most?
Does your child pressurize you to buy things s
14 that he/she has seen in TV ads? No= positive answer
What do you want to include in your child's
15 | ..
diet?
Health 16 | Do you prepare snacks at home? Yes = positive answer
Concern 17 | What is your child's demand for his/her meals?
18 Given two options, what does your child
prefer?
Physical 19 | In general, would you say your child health is? | Good = positive answer
Activities 20 | How often your child gets sick? Less = positive answer
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The questions from 1 to 6 are basic information, which are kept out of scoring. Q 10, 11, 12,
16, 19 have been assigned each with score 1 for a yes/positive answer. Q 7, 8,9, 14,20 being
anegative question, score 1 was assigned for answer No/Less.

Table No. 2: Pattern of Distribution of Repercussion of Junk Food Scores

No. of Percentage Cumulative
Score Respondents of Percentage
(Frequency) | Respondents

1 0 0 0

2 1 0.67 0.67

3 4 2.67 3.34

4 5 333 6.67

5 13 8.67 15.34

6 22 14.67 30.01

7 20 13.33 4334

8 19 12.67 56.01

9 19 12.67 68.68

10 16 10.66 79.34

11 13 8.67 88.01

12 10 6.66 94.67

13 8 5.33 100

14 0 0 100

150 100

Table No. 3: Compress form of Distribution pattern (ref Table No 2)

No. of Percentage .
Cumulative
Score Respondents of Percentase
(Frequency) | Respondents g
l1to5 23 15.33 15.33
6to 10 96 64 79.33
11to 14 31 20.67 100
150 100
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V. Conclusion

From the results we can see majority of the sample scored between 6 to 10 i.e. 64% of total
sample. The questions that had reduced the score (to 6 or 7 out of 14) were Question No. 7, 9,
14. Majority of respondents scored zero in these questions, being these negative questions
which indicates the time spent on watching TV, junk food consumption, lifestyle of
children, behavior of children, their ability to create pressure on their parents by demanding
them again and again (Pester power). There is a change in nature of child-parent
relationships. Parents now, take their child's demands more seriously. Also, the increased
work pressure on parents and longer work hours has led to creation of a society, that has
higher disposable income that means rich in cash in hand but poor in terms of time, which
makes it even more attractive and easy, to buy their children's demand as to way out of the
time-consuming task of fending off their demands. And the children are now able to make
their parents buy things by asking for, again and again.

Besides, the respondents scored one mark each in questions like 10, 11 etc, which indicated
TV viewing, and attractiveness of children towards free gifts, stickers, toys, games. This
shows a positive attitude of children toward junk food. One can conclude that TV addiction,
increases junk food consumption among children. They easily get influenced by what is
shown in TV advertisements. In addition to above, respondents scored one mark each in
question No 12 & 13 that indicates that there is a clear link between food promotions and
eating behavior in children. It shows that the catchy tricks used by advertisers do succeed in
arousing interest among children. Junk food advertisements do a brainwash of children's
mind. The brain of children gets 'imprinted’ with food logos and attractive offers.

On analyzing the data of the respondent who scored between 1 to 5, shows that their
children watch less TV hence demand less, most of these respondent's children are either
young i.e. pester power is less or parents spend more time with their kids or parents are
more conscious about their children's health.

On analyzing the data of the respondent who scored between 11 to 14, shows that even
though the parents in this category, are concerned for their child's health, but since children
are older in age, mostly above 5 years, they get easily fascinated by free gifts, toys and hence
they like to make collection of such items. They get influenced by advertisements and then
they influence their parent to buy such products. The consumption of junk food is high.
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Impact of Junk Food Ads
I
I I
Behavioural Psychological
I
Change in Eating
Habits Thinking Pattern

More Pester Power Imaginative world —

becoming strong,
| taller, popular etc.

Attractiveness

Certain
Product Free Gift

Figure No. 1: Impact of Junk Food Ads on Children

VI. Suggestions

We must not forget the bad effects of these foods advertised, over the health of children
during their growing stages. One problem with junk foods is that they're low in satiation
value that is, people don't tend to feel as full when they eat them, which leads to overeating.
Overweight rates are increasing day by day, a major cause of which is advertisements and
marketing strategies, by fast food companies on television. Another problem is that junk
food tends to replace other more nutritious foods. Instead we should promote healthier,
more nutritious food choices.

Children are naive and vulnerable, therefore, their inability to understand such
advertisements makes it unethical to display them for large amounts of time throughout the
day and causes the child's parents to get involved financially.
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Marketers will do anything to encourage even the youngest children to ask for the advertised
products, thereby encouraging young generation to become lifetime consumers. In order to
prevent this parents and guardians should sit with the children, while they are watching TV.
Do make them watch TV programmes, but avoid TV advertisements. Just because fast-food
marketers try to get you to buy fatty, sugary foods doesn't mean you have to let them get
inside your head.

We need to educate parents — along with kids — on healthier eating habits.
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Appendix
Questionnaire on Junk Food and their advertisements.

The questionnaire is presented to the respondents, after discussing with them the objectives of the
study, benefits of the study, in formations required, knowledge etc.

Questionnaire
1) Howmany children do youhave?
2) Whatisthe age of each of your child/children?
3) Areyouworking?
4) Whatis your educational level?
5) Youbelong to which state/UT?
6) Do youhave any background of commerce or management?
7) How much time your child spends on watching TV every day?
8) Doesyour child demand anything from you?

9) How often your does your child take junk food in a week (wafers, cold drink, ready to eat snacks
etc)?

10) Does your child watch advertisements in between TV programmes?
11) Does your child prefer those goods that offer free gifts, stickers, toys, games?
12) Doesyour child collect free gifts?
13) What attract him/her the most:
a) Toys, Stickers
b) Games

14) Does your child pressurize you to buy things that he/she has seen in TV advertisements?

a) Never
::j \ ::j ISSN: 2249-1066, Vol. 3, No. 1, June 2013
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b) Sometimes
c) Mostly
15) What do you want to include in your child's diet?
a) Wheatproduct & milk
b) Wheat product, milk, junk food & cold drinks
16) Do you prepare snacks athome?
17) Whatis your child's demand for his/her meal?
a) Wheatproduct, milk, junk food & cold drinks
b) Junkfood, cold drinks
18) Giventwo options, what does your child prefer?
a) Homemade snacks
b) Ready to eat snacks from market
19) In general, would you say about your child's health?
20) How often your child gets sick?
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Are Contract Workers the Golden Trap: A Case of Maruti
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Abstract

Employees are the key to success of any organization with employer-employee relationship
at its centre. At times, this relationship between employer-employee gets disturbed,

resulting in conflict, sometimes to the extent of strikes and non cooperation. Maruti Suzuki
plant in Manesar and Gurgaon has been the centre stage of this conflict in recent times. The
author in this article tries to bring the new picture of Industrial Relations in modern India,

where competition is increasing at ever fast rate and organizations are using modern HR

intervention like engagement tools. Despite this, organizations fail to ensure mutually
rewarding employer-employee relationship. This article brings out the fact that how lack
of long term relationship, due to hiring contract workers to reduce cost, results in loss of
trust and effective employer-employee relationship. Content of the article has been derived
from secondary resources and open dialogue with some employees from Maruti Suzuki
Plant.

Key Words: Conflict, contract, employee and employer.

I. Introduction

Are the labor unions back? The riot that followed the labour management dispute in
Gurgaon over the Honda Motorcycle and Scooter India spat could be the first major sign of
the things to come, and recently we witnessed the case of Maruti Suzuki Ltd. After a decade-
and-a-half of market friendly policy changes, the union seems to be sticking their neck out
again to ensure they are being heard.

Maruti Suzuki India Ltd. has been continuously making changes, especially in last few years
to face competition. As a joint venture between Government of India and Suzuki Motors of
Japan, the company began a new era as manufacturers of people's car in the late 1983, when
commercial production and sales of Maruti 800 began (Sen, 2011). The company was able
to establish as a model employer, using several Japanese techniques, for integrating
employees into production process. Mid 1990s, the company witnessed decline in market
share, with entry and growth of new passenger automobile in India. Lately, in Maruti has
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introduced several initiatives to increase its production, which has resulted increase in
production by 2000, though employment in mid 1990s to 2000, has increased only by 65%
(Sen, 2011).

In 2002, change in ownership resulted, with Suzuki buying 1.2 million new issued Maruti
Suzuki shares for Rs 3.280 for share by paying Rs 400 Cr. As a result of this, Suzuki share
increased to 54.2% and govt holding decreased to 45.5% from exitising 49.7%. Later
Government of India through IPO offloaded its stake and finally exist the venture by 2004
(http://en.wikipedia.org/wiki/Maruti Suzuki). Starting from 2000, right upto 2011, the
company has faced labour problems, strikes, and disturbances.

I1. Employee Relation

From the inception, till mid 90's Maruti Suzuki has relatively few problems related to
workforce and management. But competition after liberalization and ever expanding
automobile sector made management unable to handle people issue in the demand of high
efficiency, due to which, Maruti first time faced strike in the year 1995.

Late 1990's almost all major players in global market launched their models in India, with
many establishing manufacturing and ancillary units in India. This made the market very
competitive. The result was to revamp the people management practices and policies for
labourers. Is Maruti able to do this successfully?

One such practice is the habit of hiring contract workers. The contract workers are different,
from what we see in other organized sectors. The job of hiring these people is given to
contractors. In this case contractors are responsible for everything (like salary of worker,
leave issues and etc) while company just pays the contract amount. They get no medical
profits, insurance, savings or disability concern. A regular worker in Maruti gets paid
Rs.25000 a month, after 3 years of service as a trainee. Contract worker can get paid
anything between 4644/- (Haryana minimum wage) to Rs.12000/- depending upon
contractor. Though both regular and contract workers have same amount of work.

Labor Unrestin 2000

At first glance, it appears, everything is good in the Maruti Suzuki factory, there is a
common canteen, uniform for managerial staff and workers, communication programmes
through tasks, management union forum.

After the 3 days and 2 days strike in Gurgaon facility in April 1995 and March 1998
respectively, major unrest was seen in the year 2000, 89 days strike, longest ever in Maruti in
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Gurgaon facility. In 2000 the extensive emphasis on production and output, resulted in a
pen down agitation in the Gurgaon plant in September. With the break down of Management
Union talk with no result in September 2000, agitation of workers started; which later
become the cause of change of culture in Maruti Suzuki. These agitation were in form of
hunger strike, tool down strike, started earlier with black badges strike. In same period,
management came up with incentive scheme. According to the scheme, incentives paid
would depend upon the sales of the company. The purpose was again productivity but it was
not accepted by unions for obvious reasons as sales are dependent upon many factors
beyond the control of labourers. Union demanded previous incentive scheme, according to
which 65 % of all savings in labour cost will be distributed to labourers as bonus.

Till late 1990s, labour wage structure was at relatively higher side of market average. At that
time workers satisfaction was also at higher side as they were receiving significantly higher
salaries. Generally wage revisions results from bilateral negotiations, but with increased
market competition and decline in profit, company could not make it to the expectations of
labour. As aresultagitation started to grow in the company.

Labor Unrestin 2011

Production stopped at Manesar facility on June 4,2011, when employees of Maruti Suzuki
demanded, to form a new independent union for Manesar facility. Management refused,
giving reason of existing union in Maruti, Maruti Udyog Kamgar Union (MUKU). This
union is mainly dominated by workers at the Gurgaon plant. Management on the other hand
asked, Good Conduct Bond from workers.

The refusal of management was followed by series of strike on August 29, September 25
and October 7 for 10 days which has an impact of full closure of Suzuki's India operation
(Bureau, Business Line, 2012).

For modern India, the strike by 2,000 workers of Maruti's Manesar factory is a new age labor
law case for the reference. Since no intimation or notice was given to the management about
the strike, the strike was called illegal according to Industrial Disputes Act, 1947. R.C.
Bhargava, Chairman, Maruti Suzuki India said, “Our stand is clear. The strike is illegal.
Even the Haryana government and labor commission have said the same. Still, we will
continue to talk” (Hindustan Times, 2011).

The Haryana government toughened its stand on the workers of Maruti Suzuki's Manesar
plant by declaring the strike as illegal deed and imposed a ban on the strike by passing
prohibitory orders. In a press statement, Haryana Minister of State for Labor and
Employment, Shiv Charan Lal Sharma, pointed out that the state government had also
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referred the matter to the local labor court under the provisions of the Industrial Disputes
Act, 1947. This move of the state came even as the Maruti's management offered, striking
workers a peace proposal. Seven days into the strike, the management expressed their
readiness to “review” the two demands of workers if they in return, agree to call off the strike
and make up for the losses in production due to the strike.

During the 2001 strike, the Company derecognized the Maruti Udyog Employees' Union
which had spearheaded the workers' agitation, and recognized the Maruti Udyog Kamgar
Union, a new Union, which is reportedly regarded by the strikers as a pliable pro-
management body, the basis for the demand to register a new union being a key issue in the
current agitation.

The management's efforts to enforce order in the plant by suspending four workers on 28,
July 2011 led to a day-long 'tool down' strike. Over the course of the next month, further
dismissals and suspensions intensified the grievances which were amplified to include
‘absence of proper breaks, low wages and equitable treatment of contract workers. The
workers at the Gurgaon plant, who are subject to similar hours and conditions of work, did
notjoin the strike.

The other issue which has formed a road block is the requirement that the workers sign a
'good conduct bond' before entering the plant. A four sentence undertaking which
acknowledges the company's right to dismiss worker- indulging in slow working,
intermittent stoppage of work, etc. has raised concerns on the legality and purpose of the
bond in the present dispute. The workers interpreted this condition to be effectively a
'lockout'. With leadership in strike being diffused, somehow, the strike went off, but the
reason to unrest, still remains. Management, workers representatives, government, hasn't
done much to avoid any such future strike.

The management suggested a modification in the structure of the existing union and the
company agreed to the establishment of individual bodies at the Manesar and Gurgaon
facilities to deal with plant-level issues. Maruti has also proposed the formation of a
governing council comprising of workers' representatives from both the plants to deal with
corporate level issues like wage negotiations. However, the management made it clear that
they would not accept any union which had members from outside or with political
affiliation.

Maruti Suzuki for long has been introducing different policies and activities which are pro
workers like engagement tools. Pay is also not very different from market average.
However, high focus on productivity is resulting in employee dissatisfaction. Drivers to this
unrest were mainly environmental, social issues, workers problem in Gurgaon- Manesar
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belt. Political forces and outside environment are also reasons for prevailing problem in
Maruti plant. With change in management, it's also evident that Japanese culture doesn't fit
well with Indian workers needs and aspirations and they are not able to understand influence
of social and political issues on the work environment.

What cheap and convenient in the short term, like hiring contract workers doesn't work over
longer period. For organization, contract workers act as flexible labour, and are also paid
less in comparison to permanent workers, however any HR intervention like engagement
tools used in Maruti Suzuki plants fail to serve its purpose of increasing organization loyalty
for contract workers, with whatever benefit, organistaion perceives remains for very short
period. In present time of complex, multistage manufacturing operations, organisation
needs people with skills. Whenever workers leave or are forced to leave, organisation will
need to train new people. With constantly changing workforce, no company can maintain
growth.

Questions for Case Discussion:
1) Discuss pastand present scenario of industrial relation in Maruti Suzuki plant.
2) Elaborate pros and cons of hiring contract workers.

3) Suggesta framework for ensuring effective employer-employee relationship, when the
strategy of Maruti Suzuki is of expansion.
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