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CORPORATE SOCIAL RESPONSIBILITY 

 

Bipin Kesharwani  

 Tejo Bhavani Prasad Ravipati 

 Business has today, emerged as one of the 

most powerful institutions on the earth. 

Some of the biggest companies in the world 

are in fact, bigger in size than some of the 

developing countries. In the current scheme 

of things, business enterprises are no longer 

expected to play their traditional role of 

mere profit making enterprises. The ever-

increasing role of civil society has started to 

put pressure on companies to act in an 

economically, socially and environmentally 

sustainable way. These and a host of other 

such ideas have given rise to the concept of 

Corporate Social Responsibility (CSR). The 

concept of CSR goes beyond charity or 

philanthropy and requires the company to 

act beyond its legal obligations and to 

integrate social, environmental and ethical 

concerns into its business process. Business 

for Social Responsibility defines CSR as 

“achieving commercial success in ways that 

honour ethical values and respect people, 

communities, and the environment. 

The triple bottom line approach to CSR 

emphasizes a company’s commitment to 

operating in an economically, socially and 

environmentally sustainable manner. The 

emerging concept of CSR advocates moving 

away from a ‘shareholder alone’ focus to a 

‘multi-stakeholder’ focus. This would 

include investors, employees, business 

partners, customers, regulators, supply 

chain, local communities, the environment 

and society at large. 

However, can the student community as a 

whole associate themselves with such 

initiatives and help make a difference to 

the society?  

The answer is certainly yes. There are varied 

examples available where companies are 

trying to reach to the areas which lag in 

availability of basic amenities like 

healthcare, sanitation, water supply, etc. 

through students. This can be either through 

live projects or getting engaged with 

colleges as a whole.  

Students from Graduate and Post-graduate 

programs can be motivated to help students 

in primary & secondary schools through 

teaching programs. Companies like 

Cognizant are actively involved in such 

initiatives where they develop a concrete 

syllabus and a suitable teaching plan for 

primary students in different government 

schools. These initiatives provide good 

opportunity to the student community to get 

associated with such initiatives and 

contribute to the society. 

As hosts of the Golden Jubilee Inter-IIT 

Sports Meet, IIT Bombay launched Mashal, 

the first ever pan IIT social initiative, for the 

betterment of the primary education scenario 

in the country by supporting Smile 

Foundation. Institutes like MDI Gurgaon 

have also adopted a number of villages 

where they would try to identify various 

problems being faced by the residents and 

their immediate needs and provide with 

suitable help. 

Mahatma Gandhi envisioned that 

education should help curb social 

insecurity and social disharmony. 

Objective of any educational initiative
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should be to inspire the pupil to put 
worthwhile efforts in any meaningful 
initiative. A Michigan survey conducted in 
April 2007 by The Detroit News, The 
Skillman Foundation, and Your Child 
showed that 77% of parents think businesses 
should play a role in education, particularly 
by providing additional resources. 

Several Indian corporations have developed 
synergistic initiatives towards higher 
education and vocational training. The 
illustrative examples include Tata’s Institute 
of Hotel Management at Aurangabad and 
ITC Welcome group’s Hotel Management 
Institute, HUL’s Project Shakti and other 
CSR education initiatives, ITC’s e-Choupal, 
Reliance’s DA-IICT providing graduate and 
undergraduate education in Gujarat and 
Intel’s higher education programme. 

General Electric 

General Electric has a five-year, $100-

million “College Bound” program to boost 

the number of high school students who go 

to college in certain districts. The program 

encompasses mathematics and science 

curricula, professional development, 

management capacity, and the involvement 

and expertise of GE officials. 

DLF 

DLF Foundation also administered 

scholarships for meritorious students from 

economically vulnerable sections of society 

and scholarships for higher education for 

aspirants particularly from certain districts 

of Haryana and U.P. Among these the 

notable program is the “DLF - Choudhary 

Raghuvendra Singh Scholarship for 

Excellence in Education”. Grants are 

provided for studies in the fields of 

Engineering, Medical, Management, Fine 

Arts and for excellence in Sports. These 

Scholarships are instituted for higher 

education within India. The maximum 

amount of scholarship is Rs. 1,00,000/- for 

the complete academic course. Applicants 

are required to secure admission to any 

reputed institution within the country to be 

eligible for the scholarship 

Citigroup 

Citigroup announced the formation of its 

Office of Financial Education, along with a 

10-year, $200-million commitment to 

financial education. Since then, the company 

has developed curriculum programs for 

aspiring entrepreneurs, college students with 

questions about credit, and pre-scholars who 

are just starting to learn about money, 

among others. Thousands of Citigroup 

employees volunteer their time to teach 

these programs, which have reached people 

in more than 60 countries. 

Indian Oil Limited 

OIL instituted a chair in the memory of late 

KD Malviya, Ex. Petroleum Minister, 

Government of India in late sixties in the 

Dibrugarh University, Assam. This is one of 

OIL’s social gestures of promoting research 

works in geoscientific fields relevant to 

exploration & exploitation of hydrocarbon 

for India’s self-sufficiency. OIL contributes 

an amount of Rs.1 Million (USD .02Million) 

under its Social Welfare Programme 

towards the chair. 

Microsoft 

Project Shiksha (Rs.100 crore or US 

$20million), launched by Microsoft to 

improve computer education in India, aims 

at training 80,000 school teachers who 

would be educating 3.5 lakhs students 

across the country, which is an important 

step in this direction. There is strong desire 

to change the current state of education, 

and of the current less-than-adequate 
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regard for the impact of business on larger 

societies are, however, prerequisites. 

CSR at University or College level 
encourages and propels students to imbibe 
the qualities of enlightened leadership and 
thereby instils in them a level of trust and 
confidence about themselves and the 
community.  
The students imbibe the following social 
responsibility qualities: 

• Genuine respect for others and their 

points of view 

• The ability to be sensitive to draw a 

line when making profits and 

contributing towards social 

investment 

• Strong personal integrity and 

reaching out to those whose lives 

they can touch and make a 

difference 

• Ability to handle challenging 

situations and providing workable 

solutions for the same 

India has to restructure the education system 

at all the levels i.e. elementary, secondary 

and higher education level. This is possible 

when the corporate also perform their 

responsibilities towards society. They are 

also the consumers/users of trained/skilled 

manpower produced by the universities. In 

order to reap concrete benefits they must 

help these universities /colleges to produce 

such skilled and trained manpower by 

providing funds for research and 

development, organizing various workshops, 

training and development programs, cross 

over exchange programs, infrastructural 

support and last but not least providing 

facilities for qualitative education than 

quantitative. 

The role of CSR in education is thus 

mitigating the skills gap with considerable 

experimentation, and learning-by-doing 

along the way. In this process, the affected 

individuals, companies, and society at large 

are likely to benefit.
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MOVING BEYOND ‘ISM’S TO RECONCILE WITH LARGER 

OBJECTIVES 

_________________________________________________ 

Dr.Shubhada Sabade 

Professor, SIMS 

Author is Faculty of Economics, Symbiosis Institute of Management Studies, SIU, Pune. Head, 

SIMS Economics Think Tank and regular Columnist in the Financial Express 

The debate about whether or not US-

educated and IMF-experienced people 

should occupy highest positions in India’s 

economic policy-making is unfortunately 

being pushed into the outdated socialism-

versus-capitalism rhetoric. 

Those who criticize RBI’s monetary 

tightening to combat inflation through last 

couple of years have been pointing out that 

inflation which arose from supply-side 

constraints due to bad monsoons and policy 

paralysis (partially thanks to Babus’ fear of 

TRI misuse), could not be reduced by 

raising repo rates and CRR, which on the 

contrary would have, and did have adverse 

effect on investment cycle, employment and 

growth. In advanced countries including 

USA, inflation is a monetary phenomenon 

going by the quantity theory of money (MV 

= PT) and hence can be influenced directly 

by monetary action. (Refer to research paper 

‘Is money supply the cause of inflation in 

India?’ by same author in Elsevier, 

Procedia) The argument that MV = PT 

doesn’t always hold in India and hence after 

trying monetary measures several times in a 

row, inflation targeting must be dumped in 

favor of other RBI objectives, was quickly 

type casted as ‘socialist’ and leftist ideology. 

That’s an easy way out, but rather cynical 

and misdirected. 

Self-proclaimed capitalists claim that despite 

a stint with IMF, chief economic adviser 

Arvind Subramanian, RBI governor 

Raghuram Rajan and Deputy Governor Urjit 

Patel are tailoring their opinion to suit 

India’s domestic needs. The lead article in 

Economic Times of 22 Oct 2014, page 14 

says that Subramanian, a champion of free 

trade is sympathetic to India’s farm 

subsidies. Well, but isn’t capitalist America, 

the biggest advocate of free trade, also the 

biggest subsidy granting nation? If Rajan 

predicted the 2008 sub-prime crisis and 

criticized unregulated financial market 

functioning, wasn’t IMF too always trying 

to monitor and regulate the international 

financial system anyway, although did not 

have the ‘teeth’ for it? Can these be termed 

as strictly right-wing capitalists just because 

they hail from USA / IMF? Answer is ‘no’. 

In fact as the world has swayed between 

capitalism and communism over a century 

and after experiencing both extremes, is 

possibly settling at, or at least pausing 

somewhere mid-way, can ideologies remain 

pure or inclined left or right forever? For 

instance, the IMF conditions while bailing 

India out of the 1991 BoP crisis did India 

good by getting it out of the stagnancy, onto 

a high growth 
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trajectory later. The conditions were 

justified from a lender’s angle who wanted 

to ensure borrower’s repayment capacity. 

Just good banking, nothing is right about it, 

despite the American ideological influence. 

But if theories developed on the basis of 

experience and data from advanced 

capitalist nations don’t always apply to 

developing nations, the critics of such 

theories need not be alleged as being leftists. 

Let us all move beyond ‘ism’s. They will 

soon be outdated or already are. Free market 

forces do allocate resources efficiently but 

need to be punctuated by government 

regulations. The staunch capitalist USA has 

always had hugest subsidies and social 

welfare programs while bitter communist 

countries like USSR and China suffered 

highest inequalities and corruption. 

Subsequently, USSR broke down; China 

skyrocketed through capitalist pockets and 

America embraced strict financial sector 

regulation post-2008. Any radical right-wing 

economist of today would also want poverty 

to be alienated and every socialist will 

advocate industrialization and 

modernization. Everyone concerned about 

mass poverty and deprivation need not be a 

socialist and anyone seeking pro-industry 

policies need not be a capitalist. Indeed, 

mass-upliftment and industrialization are 

two wheels of the same cart of development. 

C K Pralhad’s creation of profits at the 

bottom of the pyramid is a classic case in 

point. As nations converge to painstakingly 

discover new economic systems that blend 

free market with minimal government 

supervision and regulation together with 

welfare leading to economic ‘inclusion’, let 

us not regress by polarizing ideas, thoughts 

and criticisms towards any ‘ism’s.  

Needless to say, we don’t mind US/IMF 

trained people here, but we want them to 

realize that all western theories are not 

applicable in all Indian situations all the 

time. Blind loyalty to western theories 

would prove counter-productive. So they 

must gracefully consider retreat when 

certain actions have gone wrong again and 

again. With their undoubtedly highest 

academic credentials, they must in fact 

develop new relevant theories for India 

drawing from the Indian economic history. 

For instance, the recession of late 1990s in 

India which was caused by monetary 

tightening and credit crunch, was revived 

not by monetary policy, but Vajpayee’s 

‘Golden Quadrilateral’. This indicates that in 

India fiscal policy may be more important 

and monetary policy only supportive. 

Indeed, such comprehension will take us 

beyond ‘ism’s and liberate us from dogmas 

to get our nation on a steady inclusive 

growth path.
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SIMPLY FLY 

Dr Pradnya Chitrao 

Associate Professor 

Author is Faculty of Business Communication, Symbiosis Institute of Management Studies, 

SIU, Pune. 

‘Simply Fly’ by Captain Gopinath though 

an autobiography, is not just a narration of 

the author’s journey from being a boy who 

studied in a Kannada medium school to 

becoming the owner of a reputed airline 

that made $1.1 billion in less than four 

years. It is a story about human 

determination that teaches us that if you 

have a dream, then you and you alone have 

to go out and make it a reality. This is the 

mantra that it offers to readers and 

prospective entrepreneurs. 

 The book as such does not offer any 

business tips. It is a rags to riches story of 

a village boy who went on from riding a 

bullock cart to owning an airline. It tells us 

how the Captain learned that if someone 

asks for something from the authorities, 

one can actually get it! When he failed the 

Army entrance exam simply because it 

was in English and the medium of 

instruction of his school was Kannada, his 

school Head Master wrote an agitated 

postcard to the authorities requesting the 

same exam be administered in Kannada. 

He was pleasantly surprised to learn that 

the same was granted to him. 

The book goes on to describe his term as 

an army officer and his   participation in 

the 1971 Indo-Pak war post which he 

resigned from the Army to go back to 

become a farmer. Back home with a 

princely gratuity of Rs 6,500/-, he set 

about converting his piece of unyielding 

land inundated by the river into an 

ecologically sustainable and award 

winning silkworm rearing farm. He did 

this by being one with nature, by 

understanding how nature achieves 

balance and then going along with it. He 

thus refused to use chemicals to keep his 

farm termite free. He instead dumped his 

farm debris closely around the trunks of 

trees as mulch so they found it as 

rewarding to feed off it as off the trees. He 

thus safe guarded his farm in a very eco-

friendly manner. Businesses, like farming 

techniques, also need to be sustainable and 

environment and community friendly to 

grow. 

Post his successful stint at farming, he 

opened a motorcycle showroom. After 

this, there was no looking back and, with 

no money in his pocket, Captain Gopinath 

dared to enter helicopter tourism and then 

own a low-cost airline. He thus catapulted 

to fame by enabling the common man to 

travel by air, a thing unheard of when he 

was a village kid and he also aspired to 

travel in an airplane.  

The book is very simply written and holds 

one spell bound by its down to earth tone 

that effectively conveys the passion and 

grit of the man. On many occasions, he 

severely criticizes the bureaucratic system 

ridden by corruption; yet through his own 

example, he shows how one should not get 

discouraged by such obstacles by simply 
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taking initiative and boldly meeting the 

persons at the top and openly confronting 

them with the issues. The book is thus 

bound to inspire many first generation 

entrepreneurs to not get bogged down by 

initial failures or bureaucracy or lack of 

capital. The main message of the book is 

that one can succeed in realizing one’s 

dreams if one turns for inspiration and 

strength within oneself. For this one has to 

be very passionate about one’s dreams. 
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HUMAN RESOURCE CHALLENGES IN THE ORGANISED 

RETAIL SECTOR 

Dr. Asha Nagendra 

 Professor, SIMS 

Abstract 

Among the 30 largest emerging markets, 

India is the third most attractive retail 

market for global retailers, according to US 

consulting group AT Kearney’s report 

published in June, 2010.  With the robust 

economic growth, high disposable income 

in middle and upper class consumer, India 

has great potential in its tier-II and tier-III 

cities as well. The greater availability of 

personal credit and a growing vehicle 

population providing improved mobility 

also contribute to a trend towards annual 

retail sales growth. The organized retail 

market is growing at 35 percent annually 

while growth of unorganized retail sector is 

pegged at 6 percent. Though the retailing 

sector is growing rapidly, some of the 

constraints faced by the sector are 

restricting its growth. Apart from the 

regulations and approval for Foreign Direct 

Investments (FDIs), the sector strongly 

lacks effective human resource practices. 

This study is aimed at studying the various 

problems and challenges ahead for HR 

managers in the implementation of HRM 

practices in selected organized retail 

outlets. This paper seeks to address the HR 

challenges and skill requirements in the 

organised retail sector. Problems of lack of 

trained work force, low skill level for 

retailing management, lack of development 

programmes to the existing human 

resources and problems in retaining 

qualitative manpower are some of the 

obstacles creating huge challenges to the 

Indian retail sector. It was found that to 

overcome some of the challenges faced by 

retail, the companies are investing heavily 

in training and recruitment of qualitative 

work force.  

To remain at the top of any industry, it 

takes great people who will stay longer 

and perform better 

Introduction 

Retailing is the vital link in any typical 

supply chain as it is closest to the 

customers. Retailing adds value in terms of 

bulk breaking, providing a wide assortment 

of goods, and incidental services to 

customers. The development in the 

organized retail sector has shown the 

perfect platform to the Indian companies to 

enter into this sector. The entry of global 

players in retailing business has created 

huge challenges to the Indian companies. 

The organized retailers, in order to respond 

to the competition, started to realize the 

need for efficient man power. The HR 

practices and employee satisfaction became 

the primary concern for the organized 

retailers. This paper focuses on the various 

problems and challenges faced by the HR 

department in procuring and retaining the 

employees of organized retailing 

companies.  

In the present competitive scenario, the role 

of retailing is increasing rapidly with the 

entry of global players. With increasing 

globalization, firms are



 

 

entering a dynamic world of international 

business that is marked by libera

economic policies in a large number of 

emerging economies like India. To face the 

challenge of increasing competition that has 

resulted from liberalization, Indian 

organizations have initiated adoption of 

innovative human resource management 

practices both critically and constructively 

to foster creativity and innovation amongst 

employees. The huge opportunities in 

organized retailing encouraging the 

companies to enter in retail industry. The 

last 2 decades has witnessed the 

tremendous potential for organized 

retailing. The growing needs of retail 

industry can be matched up with the 

aggressive human resource practices. The 

present retail organizations which are 

performing organized retailing are facing 

huge challenges in procuring and retaining 

and maintaining qualitative human 

resources. Hence, an attempt was made to 

analyze the various human resource 

practices followed in select retailers in 

organized retailing and the challenges faced 

by the HR department.  

 

Objectives: The major objective is 

the human resource management practices 

pursued in the organized retailing

The paper is also aimed at studying the 

various problems and challenges ahead for 

HR managers in the implementation of 

HRM practices in selected organized retail 

outlets.  

Methodology: Human resources people are 

the backbone of any company and the 

success of retail business depends a lot 

upon the HR strategies followed by 

retailers. The HR managers of select 

organized retail outlets in the city of Pune 

were interviewed with a structured 
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the human resource management practices 
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HR managers in the implementation of 
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Human resources people are 

the backbone of any company and the 

success of retail business depends a lot 

upon the HR strategies followed by 

retailers. The HR managers of select 

organized retail outlets in the city of Pune 

ed with a structured 

questionnaire to find out the kind of human 

resource strategies they are following and 

how people are managed.

Results 

Profile of human resource in Organised 

Retail 

The function /activity-

varied based on the format of the stores as 

well as other factors like Single/Chain 

stores, type of products etc. Also, 

standalone/small retailers 

explicit demarcation of functions for 

merchandising, or marketing.

that major proportion of the employment in 

the retail sector is in front

assistant profiles in stores. The 

function/activity-wise distribution of 

human resource in the Organised Retail 

sector is shown in the following figure. 

Store operations account for 7

total manpower employed in the Organised 

Retail sector. Of the remaining, 6% each is 

in Marketing and Merchandising. 11% are 

in other jobs which include 

IT, Site Maintenance etc.

Fig 1: Function/activity-wise distribution of 

human resource in the Organised Retail sector

Source: Primary Research, IMaCS analysis
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Profile of Human Resource Personnel by 

education level 

 

The distribution of human resource by 

educational profile is shown below. Persons 

with education up to 12th Standard and 10

Standard accounted for 55% of the 

workforce. 27 % employees had a graduate 

degree. The education profile of the human 

resource will vary for retailers in small 

cities and rural areas where X/XII pass 

people account for a higher share of the 

workforce. As there are very few courses 

which are specific to retail, graduates/post 

graduates from other streams are recruited.

 

Fig 2: Education level of personnel in the 

retail outlets 
 

Source: Primary Research, ImaCS analysis

 

Challenges faced by the HR department 

in a retail store 

The human resource management practices 

are vital for the development of any 

business or sector. The HRM practices have 

inevitable dependence on the organized 

retailers. From the study it was found 

right from new hire to orientation period, 

there are many differences in the 
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Challenges faced by the HR department 

The human resource management practices 

are vital for the development of any 

business or sector. The HRM practices have 

inevitable dependence on the organized 

retailers. From the study it was found that, 

right from new hire to orientation period, 

there are many differences in the 

implementation of HR practices in the 

selected organized retailers. The 

satisfaction levels of various performance 

appraisal measures adopted in the selected 

retail outlets showed that the employees are 

highly favoured in the incentive plan

Further, the supervisor has the key role in 

taking initiative in the implementation of 

performance appraisal at the select 

organized retail outlets. The employee 

facilities in the select 

outlets were found to be not satisfactory to 

the employees of the retail outlets. The HR 

department is facing the challenges which 

include high attrition rate, absenteeism, and 

implementation of innovative practices in 

the retail outlets 

1. High Attrition: The attrition rates are 

comparatively high when it comes to the 

retail industry in India. The attrition rate in 

the Indian retail industry is 30

The main reasons were 

typical nature of job where a particular 

employee of an organized retail company 

need to work on his feet the whole day and 

the job is reaction intensive and the 

business is mainly transactional. 

 2. Training for Competition

using the services of outsourcing firms to 

train their sales people, they are also using 

some innovative training techniques to 

improve their staff’s soft 

good oral communication skills for 

interacting with the stores and other 

departments. Reasonable knowledge of 

English and vernacular language is a 
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Advertising: The HR managers and 

trainers are emphasizing upon making the
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implementation of HR practices in the 

selected organized retailers. The 
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sales people think and act innovatively in 

designing the retail out let and as well as 

attracting the customers through innovative 

promotional strategies. The trainers are 

focusing on making the staff effectively use 

advertising as a tool to enhance sales, 

promote growth, and attract new 

consumers. 

 b. Counting the Customers: In this, the 

retail firms and the trainers are making the 

staff of the retail organization increase the 

customer relationship management. 

Through effective training, the trainers are 

working on highlighting the components of 

marketing strategies which the sales people 

should perform activities of promotion, 

product development, relationship 

management, distribution and pricing. The 

trainers are making the retail staff which 

include sales staff and supporting staff to 

identify the firm’s marketing goals, and are 

explaining about how the goals can be 

achieved.  

3. Online Training: The trainers of HR 

department are showing the visuals of well-

designed and successfully running retail 

organization’s outlets to the employees in 

order to make them to realize the 

importance of the design of retail outlet. 

Apart from that, from the survey it was also 

realized that the trainers are focusing on 

online training which include web based 

support to enhance the abilities of the staff 

of the retail outlets.  

4. High Labour costs and Complex 

nature of labour laws: Because of the 

increasing competition and the complex 

nature of the work, the retail outlets are 

facing the problems of labour costs. Apart 

from that, various labour laws are giving 

restrictions to the HR department to achieve 

desired objectives of the retail 

organizations. From the survey, it was 

found that the HR department is facing with 

the problems like lengthy leisure hours and 

frequent absenteeism of the employees to 

the duties. Even, it was found that the 

existing labour laws in India forbid 

employment of staff on a contractual basis 

that makes it difficult to manage employee 

schedule. Especially, when retail 

organizations are performing 365- day 

operation, the problems in encouraging and 

motivating the employees to perform well 

is a tough challenge for the HR department.  

Conclusions 

It was found that the HR management 

practices in the select retail outlets are still 

in the initial stages of development. The 

employee facilities and proper performance 

appraisal measures will always encourage 

the employees to achieve the best. Hence, 

the retail outlets should decide and 

implement proper HR practices in order to 

retain and develop the work force who are 

the assets for the development of 

organizations. The government should also 

need to bring revision of existing labour 

laws and should provide flexibility in 

working hours and should encourage with 

its laws that can bring conducive 

environment.  

“You’re only as good as the people you 

hire.” 

- Ray Kroc, Founder of McDonald’s 

Recommendations and Suggestions 

Organised Retail has been more of an urban 

phenomenon till recently, but this is rapidly 

changing. Employee retention and 

motivation of staff has become the major 

concern for HR department in the organized 

retailing sector. Because of the
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 strenuous schedules and tasks involved in 

the retail industry, it becomes imperative 

for HR staff to take good care of their 

employees who form the building blocks of 

their retail chain. The undercurrents among 

the employees regarding company policies 

are many and they must be felt from time to 

time to sustain the quality crowd and 

reduce the attrition rate. 

The retailers in tier 1 cities would have to 

look at people from smaller cities and 

towns to meet the store end jobs. Also, the 

training requirements of such persons in 

term of communication skills, especially 

knowledge of English, have to be 

addressed. 

The need for efficient trained sales team is 

of great importance in the organized 

retailing at present. The training 

programmes could be of short (7 – 14 days) 

and/or medium (3 months – 6 months) 

duration. The short term training 

programmes will be aimed at existing 

employees whereas the medium term 

courses should target entry level X/XII 

pass/Graduates. The programmes should 

focus on soft skill training as well as cover 

basic concepts of retailing and consumer 

behaviour. There is also a demand for 

customised, company-specific training 

and/or product specific training. The 

training programmes targeted for store 

managers should target existing supervisors 

and senior executives (2-3 year experience 

in retail) and should impart cross functional 

knowledge required to maintain a store. 

 

The training programmes for marketing, 

merchandising should be targeted at 

graduates (BBA) and would need to be of 

about 6 months to a year in duration 

targeting related job profiles in marketing, 

merchandising, etc. Industry exposure as 

part of these courses is a must to impart the 

right skills as well as to gain acceptability 

of the candidates from the retail companies. 

For every retail organization, the secret 

behind the success of their business is to 

keep the list of their loyal consumers 

interact. The need for a well-designed HR 

practices are greatly needed for proper 

training to the newly recruited people to the 

retail organization. Providing training to the 

sales staff plays a significant role in every 

business operation. Nowadays, the 

organized retailers are looking at a sales 

training company to help the sales staff 

gain more proficiency and expertise in their 

respective field. The programmes should 

focus on soft skill training as well as cover 

basic concepts of retailing and consumer 

behaviour. There is also a demand for 

customised, company-specific training 

and/or product specific training. 

The secret of successful retailing is to give 

your customers what they want. 

From the point of view as a customer, they 

want everything: 

• A wide assortment of good-quality 
merchandise; 

• The lowest possible prices; 
• Guaranteed satisfaction with what 

you buy; 
• Friendly, knowledgeable service; 
• Convenient hours; free parking; 
• A pleasant shopping experience. 

— Sam Walton, Founder Chairman, Wal-

Mart (1918-1992)
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Abstract 

The main aim of this project was to know 

how the HRMS functions in an organisation 

and tourism sector was selected for 

conducting the study. The first objective 

was the implementation of the Phase I of 

the Human Resource Management System. 

The Phase I included completing the 

personal as well as professional records, 

employment details within the organization, 

editing and managing changes in the 

employment of the employee (career 

history) like promotion and salary 

increment, exit handling and report 

generation of all the employees in the 

organisation. The next step was designing 

the modulus for the same which would be 

tailor made to the processes in the 

organisation and the HR department. The 

main aim while designing the module was 

that the software should be capable of 

capturing all the details which would be 

entered related to the employee of the 

organisation and generating the report as 

well. The HRMS should be capable of 

generating simple reports which could be 

easily used by the HR Department. The 

vendor was chosen for the same and they 

were required to customise the software on 

their own. The strategy used for the 

implementation was that all the details of 

all the employees should be updated in the 

excel sheet so that it can be easily 

integrated in the software once the software 

is ready. Separate Excel sheets were 

required to be made for the existing 

employees as well as  

exit employees. The task was duly 

completed. 

Keywords: software, module, 

customise, excel sheets 

Introduction 

 
Human Resource Management System or 

Human Resource Information System as it 

is usually known refers to the integration of 

the Human Resource Management with the 

Information Technology.  It mainly acts as 

an intersection of the HR functions mainly 

the basic HR activities like Organisational 

Development, Talent Development etc. 

with the Information System.  The 

company had already tried to implement the 

HRMS earlier in the organisation but due to 

some circumstances it could not be 

implemented. So, the task was to 

implement the HRMS in the organisation 

by currently reviewing the HR functioning, 

checking for its shortcomings and then 

designing the framework for the same and 

helping in implementing it in the 

organisation. The main functioning of the 

software would be keeping personal as well 

as professional records of all the active as 

well as exit employees, succession 

planning, career development etc. The main 

purpose for implementing HRMS was to 

address the needs of the HR department. 



 

 

The whole project was divided into phases 

so as to allow the easy implementation of 

software. The Phase I required the design

a framework which would cater to the 

following needs: 

 
The next phase would include 

maintaining the employee records online 

rather than maintain personal files which 

would reduce the workload on the HR 

department, performance management 

and leave management. 

Objective 

 
To check the shortcomings in the partially 
implemented HRMS and help design the 
framework for the same. 

 

Research Methodology 

 
The data which was required to be 

uploaded in the backend by the vendor was 

updated in the excel sheets. Two separate 

excel sheets were created. First excel sheet 

was for all the active employees of the 

organisation. The second excel sheet 

consisted the data of all the exit employees. 

It was required that once an employee joins 

Handling data of new employees

Personal details like education,contact details, blood group etc

Maintaining/Updating professional details like Increment ,Promotion.

Maintang/Updating Career Change in the employee Career

Handling  details of all the exit employees

Generating simple as well as customised reports for the department

The whole project was divided into phases 

so as to allow the easy implementation of 

software. The Phase I required the design of 

a framework which would cater to the 

The next phase would include 

maintaining the employee records online 

rather than maintain personal files which 

would reduce the workload on the HR 

department, performance management 

To check the shortcomings in the partially 
implemented HRMS and help design the 

 

The data which was required to be 

uploaded in the backend by the vendor was 

updated in the excel sheets. Two separate 

excel sheets were created. First excel sheet 

was for all the active employees of the 

organisation. The second excel sheet 

ta of all the exit employees. 

It was required that once an employee joins 

the organisation, his/her all the details 

should be captured by the system in the 

same manner as the records are recorded in 

the excel sheet.  

 

 

 

All the details are maintained in th

personal files of the employee and it is the 

most important file. This file contains all 

the important documents of the employee 

and the payroll data. So about 300 new 

records of the new joiners were updated in 

the excel sheet and also another 500 were 

updated for the required changes.

To have a clear and holistic view about the 

data records of the employees in the 

organisation, access was given to the 

personal files of the employees by the HR 

Manager. A brief idea was given about each 

and every document in the file and their 

relevance was also told so that all the data 

can be updated properly with proper 

knowledge about the same.

Handling data of new employees

Personal details like education,contact details, blood group etc.

Maintaining/Updating professional details like Increment ,Promotion.

Maintang/Updating Career Change in the employee Career

Handling  details of all the exit employees

Generating simple as well as customised reports for the department
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the organisation, his/her all the details 

should be captured by the system in the 

same manner as the records are recorded in 

All the details are maintained in the 

personal files of the employee and it is the 

most important file. This file contains all 

the important documents of the employee 

and the payroll data. So about 300 new 

records of the new joiners were updated in 

the excel sheet and also another 500 were 

pdated for the required changes. 

To have a clear and holistic view about the 

data records of the employees in the 

organisation, access was given to the 

personal files of the employees by the HR 

was given about each 

and every document in the file and their 

relevance was also told so that all the data 

can be updated properly with proper 

knowledge about the same. 
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So all the relevant data of all the new as 

well as already existing employees was 

updated in the excel sheet which would be 

relevant for the HR Manager as well for the 

department and would help in easily 

accessing the data and getting simple and 

customised reports. 

Different Modules designed for 

HRMS 

The most important job was designing the 

different modules and screens for the 

software. It required proper knowledge and 

understanding about the functioning of the 

HR department as well as the employee 

data. After thorough analysis, the various 

modules which were designed were as 

follows: 

Once the Employee Tab is clicked, the 

Employee Screen would pop up 

 a) Employee Screen 

In this a new employee record could be 

created or any new record could be 

updated/modified. 

The various tabs available at the top are: 

1)  New Search: It helps in searching the 

records of the employee. 

2)  Create New Employee: This could be 

used to create a new record of any 

employee joining the organisation from 

his effective date of joining. 

3)  Modify Employee Record: This was 

used to modify any details of the 

employee anytime. Example: It might 

happen that when a new employee joins 

the organisation, only his basic details 

are entered that time and various other 

details like personal information, 

education details etc. Can be entered 

later by going to this tab. 

4) Terminate Employee: This was used in 

case of any exit and details like last 

working date, reason for leaving etc. 

Could be entered. 

5) Update Employee Status: This was used 

to update the status of employee like 

permanent Intern etc. 
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b) Personal Details 

This module was designed to capture all 

the personal details of the employees like 

Date of Birth, Blood Group, Emergency 

Contact no. etc. This module can be 

modified at later stage also for the new 

employees or if any new information  is 

required to be modified, it can be done 

from here. 

 

 

 

 

      

c) Prior Work Experience 

In this all the previous records of the 
employees are captured. Previous records 
like Last Company, Position held, Duration 
of work, Reason for Leaving and last 

compensation are captured in this. By 
clicking on the submit button once the 
details are filled, a record of the past 
employment of all the employees is created. 
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d) Record of Employment History 

The full employment history of any 
employee can be viewed on this page. On 
the lower left hand side of the screen, the 
full employment history with the Date of 
joining and designation could be seen in the 
following format: Date (Designation). On 
clicking on any of the subheadings, the 

entire information is available at a glance 
for any HR Manager and it can easily be 
interpreted. All the details are available at 
the right hand side of the screen with each 
and every field filled up. Hence entire 
information about any employee in the 
organization is available at a click. 

 
e) Report Module 

Getting simple and customizable generated 
report was the main requirement of the HR 
Department. After selecting the Company 
Name, Division, Department and the time 
period from when the report is required till 
what date can be customized. Any report 
like Exit Report, Executive Trainee Report, 
and Headcount can be easily generated. 
These are the main reports which are 
required by any HR Department and any 
HR Manager. Various other reports can 
also be customized and can be easily 
generated. With various parameters 
available like Date of Joining, Designation, 

Location, Staff Type etc., it can be selected 
according to the requirements of the 
department and required report can be 
generated according to the need. 

On clicking on the Report button, a report 
with the required and selected parameters, a 
report can be generated. The time period for 
which the report is required can also be 
selected and can be used for tracking the 
employment status or movement of any 
employee. For E.g.: A financial year or a 
quarter report can be generated. 
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Conclusion 

All the modules of the HRMS were 

completed successfully as required and were 

shown to the vendor so that it could be 

developed. The modules were handed over 

to the vendor for the development process. 

All the backend excel sheets for both active 

and exit employees were also updated and 

completed. These sheets were ready to be 

directly uploaded in the system. All the 

work was done in the stipulated time and 

was completed as required by the HR 

Department. The status of the project was 

presented to the mentor as well as the HR 

head. The work was duly appreciated by the 

HR head and any other changes 

recommended by them were implemented 

after discussion. The software would be 

developed and put into implementation and 

for effective use by the HR Department. 

This software would help the HR Managers 

to store the data of employees effectively 

and would also help them to access the data 

for further use. It will also help in the 

effective functioning of the Department. All 

the records of the employee could be pulled 

out easily and various data like Performance 

Management, Training, Career Movement of 

the employee, Bank Records could be easily 

accessed and would help in future planning. 

Recommendations 

The HR Department was dependent on the 

hardcopies of all the documents of the 

employees which were kept in the personal 

files of the employees. Each employee had a 

personal file which consisted all the relevant 

documents like graduation, past work 

experience, increment etc. As the number of 

employees increased, maintain files were 

becoming very tedious. So, it was a 

requirement of the company to merge the IT 

system with the HR department. With this, 

all the details of the employees could be 

maintained properly and could be easily 

accessed by the HR department. A very 

detailed plan was made for the 

implementation of the software. A few 

recommendations for the project are as 

follows: 

1) The company has its own intranet site 

wherein all the employees have been 

given access. All the live updates about 

the company, birthdays of the employees 

etc are shown there. Employees can 

apply for the leaves through the intranet. 

The attendance system of the 

organisation was also merged with the 

intranet. So the attendance was captured 

with the punch in and punches out in the 

system.  

A recommendation was if the leave 

module of the HRMS could be merged 

with the intranet. Through this the leave 

and the attendance of the employees 

could be easily recorded in the HRMS 

and could be easily accessed by any HR 

Manager. 

 

2) Further recommendation would be if the 

payroll could be aligned with the HRMS 

or another module could be made for the 

payroll in the software. This would help 

in centralising the system and the HR 

Management and the payroll can be 

integrated. 

 

3) Another scope would be that if any new 

employee joins the organisation and he 

doesn’t hold an account with either 

HDFC or Chartered bank, still the 

employee should be able to use his 

previous salary account. 
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Abstract 

Cricket is the most popular sport in India 
today and the Cricketers enjoy huge fan 
following and media attention. The primary 
objective of this study is aimed at 
determining the skill of the Indian 
Cricketers in generating Brand Recall 
among respondents of different gender and 
age groups in Kolkata. 
 
Primary research was conducted with cross 
sectional research design by applying 
survey method among a randomly selected 
sample of 400 respondents in Kolkata with 
a structured questionnaire. Independent 
sample t-test and ANOVA techniques were 
used for analyzing the data. 
 
The findings show that there is no 
significant difference in their brand recall 
generation capacity among male and female 
respondents. However, they are having a 
significant impact in generating brand 
recall among the respondents belonging to 
the age group (18-25) years compared to 
the others three age groups selected for the 
study.  
 
Key Words: Brand; Brand Recall; 
Celebrity; Indian Cricketers; Media. 
 

Introduction 
Branding in some form or the other has 
been around for centuries. According to 
(Keller, 2007) Procter and Gamble put the 
first brand management system into place, 

whereby each of their brands had a 
manager assigned to only that brand who 
was responsible for its financial success. 
According to (Keller, 2007), Branding is 
treated as a means to distinguish the goods 
of one producer from those of another.  
 
Every business is a social entity and it 
operates within an environment. Its 
operation is affected by both the Micro 
environmental and Macro environmental 
factors. Brand building is a challenging 
activity in today’s dynamic and competitive 
market place and companies are leaving no 
stone unturned to successfully promote 
their brand in mass media. Brand 
endorsement by Indian Celebrities is a 
common phenomenon noticed in Indian 
context. 
 
Cricketers as Brand Endorser 

Cricket is treated as a religion in India and 
the game enjoys a huge fan following and 
tremendous media coverage. The cricketers 
are worshipped as god by their fans and 
they also enjoy media attention. The Indian 
cricket team is a glowing example of the 
concept of “Unity among Diversity” as we 
see players from different corners of our 
country playing together with pride and 
passion. 
 
In India people admire MS Dhoni because 
he came from a small town in Eastern 
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India and went on to become the captain of 
the Indian cricket team by virtue of his 
determination, dedication and positive 
attitude. Sachin Tendulkar is worshipped by 
his fans because he represents a middle-
class boy from Mumbai who made it big 
with sheer hard work and dedication.   

 

Celebrities are considered as ‘any 
individual who enjoys public recognition 
and who uses this recognition on behalf of a 
consumer good by appearing with it in an 
advertisement’ (McCracken 1989).  
 
In this study the term “Celebrity” will 
encompass a variety of endorsements 
including those in explicit mode ‘I endorse 
this product’, the implicit mode ‘I use this 
product’, the imperative mode ‘You should 
use this product’ and the co present mode 
‘the celebrity appears with the product’ (Mc 
Cracken 1989). 
 
The marketers operating in India are quick 
to spot this trend and are making use of the 
leading Indian Cricketers (IC) to promote 
their brands in various mass media. It is a 
costly proposition and requires a lot of 
strategic thinking to select an Indian 
Cricketer for Brand endorsement Purpose. 
 
The Indian Cricketers are treated as “youth 
icon” and are thought to have an instant 
connect with the youths of our country. 
They have emerged as one of the most 
sought after “Celebrity” among advertisers 
for their brand endorsement purpose in 
different mass media. 
 
The Indian Cricketers (IC) is promoting 
different brands from across product 
categories starting from Fast Moving 
Consumer Goods (FMCG), Consumer 
Durables and Services. They are making 
their presence felt in various mass media as 
brand endorser. Hence, it is essential to 
study their role as brand endorser. 
 

 

Literature Review 
According to (Keller, 2007) Brand 
Awareness consists of brand recognition 
and brand recall performance. Brand 
Recognition relates to consumers’ ability to 
confirm prior exposure to the brand when 
given the brand as a cue. 
 
Brand Recall relates to consumers’ ability 
to retrieve the brand from memory. It 
requires that the consumers correctly 
generate the brand from memory when 
given a relevant cue. 
In the words of (Keller, 2007) Brand 
Awareness also involves linking the brand- 
the brand name, logo, symbol and so forth- 
to certain association in memory. Brand 
Recall can further be classified as Unaided 
recall and aided recall.  
 
According to (Keller, 2007) in Unaided 
recall consumer recall the brand Unaided 
where as in aided recall various types of 
cues are presented to help the consumer 
recall the brand. Effect of celebrity 
endorsement on Brand Awareness-Recall 
has been an area of research that has been 
studied by researchers. A celebrity was 
better than other endorsers in enhancing 
brand name recall (Friedman and Friedman, 
1979). 
 
A study conducted among MBA students of 
Pune in India to determine the association 
between celebrity advertising and brand 
recall shows that recall for female celebrity 
advertisement is lesser compared to that of 
male celebrity (Dhotre and Bhola, 2010). 
 
It is also evident from existing literature 
that a celebrity was better in enhancing 
brand name recall than a non-celebrity 
(Petty et al. 1983). A physically attractive 
celebrity paired with an attractiveness-
related product could enhance brand name 
recall (Kahle and Homer, 1985).  
 
(Misra and Beatty, 1990) also showed that 
celebrity/product congruency is better in 

enhancing brand name recall than an 
incongruent or irrelevant celebrity.  

However different findings emerged from a 
study conducted by (Costanzo and 
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Goodnight, 2005). The results presented in 
their study, however, found that a celebrity 
recognized in a magazine advertisement did 
not increase consumer  
recall of the brand endorsed by the celebrity 
for both professional athlete celebrities and 
other entertainment celebrities who are not 
professional athletes (Costanzo and 
Goodnight, 2005).  
 
Celebrity endorsement enhances self-brand 
connections when consumers aspire to be 
like the celebrity, but harms them when 
consumers do not; this effect is more 
pronounced when the brand image is 
congruent with the celebrity’s image 
(Escalas and Bettman, 2009). 
 
Another study conducted on “Effectiveness 
of Celebrity Advertisements”  by 
(Rajeswari et al. 2010) highlighted that 
factors like age, gender, viewers’ status, 
monthly family income, educational 
qualification, period of awareness of 
celebrity advertisements and the type of 
celebrities (Film stars, Sports stars, 
Professional models and TV personalities) 
have close relationship with the level of 
effectiveness of celebrity advertisements.  
 
Celebrity endorsement enhances product 
information and creates awareness among 
consumers. It helps them to recall the 
brands of the durable products 
(Balakrishnan & Kumar, 2011).  
 
From review of existing literature it is seen 
that contradictory findings emerged 
regarding the effect of celebrity 
endorsement on Brand recall. Most of the 
earlier studies were conducted with 
students and were experimental in nature. 

Hence the present study is conducted not 
just among students but respondents of 
different gender and age groups in Kolkata. 

Research Objectives & Hypotheses 
We have identified the following broad 
objectives for the study based on a 
comprehensive review of existing literature. 

� The first objective is aimed at 
presenting the Brand endorsement 
details of the 10 selected Indian 
Cricketers. 

� The second and final objective is 
aimed at understanding the Brand 
Recall generating capacity of the 
Indian Cricketers among the 
respondents of different gender and 
age groups selected for the study. 

 
Keeping the above objectives in mind the 
following hypotheses are formulated- 
 
H01: There is no difference in Brand Recall 
score of Indian Cricketers among male and 
female respondents in Kolkata. 
 
H02: There is no difference in Brand Recall 
Score of Indian Cricketers among 
respondents of different age groups in 
Kolkata. 
 

Research Methodology 
In the first part of the study 10 Indian 
Cricketers (IC) were selected based on a 
pilot study conducted among 50 
respondents in Kolkata depending on their 
familiarity and Popularity. Thereafter, the 
brands endorsed by each of these 10 Indian 
Celebrities were tracked from 
advertisements featuring in Television and 
Newspapers during the study period as 
presented in table 1. 

 

 

 

 

Table: 1 Brand endorsement details of 10 selected Indian Cricketers (IC). 
SR. NO 

CELEBRITY (INDIAN 
CRICKETERS) 

BRAND ENDORSED 
NUMBER OF 

BRAND 
ENDORSED 
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1 Sachin Tendulkar 

Aviva, Sunfeast, Cannon Camera, Royal Bank of Scotland, 
Boost, Jaypee Cement, Toshiba,  Adidas, Kaspersky 

9 

2 MS Dhoni 
Aircel, Sonata, Boost, Pepsi, TVS, Orient PSPO, Lays, Dabur 
Chyawanprash, Lafarge Concreto, Emami Healthy & Tasty 
cooking oil 

10 

3 Yuvraj Singh 
Royal Stag, Birla Sunlife,  

2 

4 Saurav Ganguly 

Captain TMT bars, Chirag Computers, Vibgyor Motor Cycle 

3 

5 Virendra Sehwag 

Pepsi, Karbonn Mobile, Zandu Balm, Hero Moto Corp 

4 

6 Gautam Ghambir 
Airtel Digital TV, Reebok, Coca Cola, Karbonn mobile,  

4 

7 Virat Kohli  
TVS Motor, Flying Machine, Fastrack 

3 

8 Harbajan Singh 
Royal Stag, Pepsi 

2 

9 Irfan Pathan 
Tata Indicom. 

1 

10 Ishant Sharma 
Pepsi 

1 

Source: Primary Research 

 

We have applied Cross sectional research 
design for collecting the primary data by 
survey method from the respondents of 
Kolkata. A structured questionnaire was 
administered for collecting the data. The 
Target population was defined in terms of 
elements-male and female 18 years to 49 
years, sampling unit-household, and extent- 
city of Kolkata. The Sample Size was 
arrived at 400 for the study keeping in mind 
the availability of time, resources, and 
sample size used in similar studies. The 
sample size was also selected keeping in 
mind 95% confidence level and 5% 
confidence interval. 
 

Findings 
H01: There is no difference in Brand 

Recall Score of Indian Cricketers among 

male and female respondents. 

We have conducted independent samples t- 
test for testing the above mentioned 
hypothesis. The value of Levene’s test for 

equality of variance is 0.087 in case of 
Unaided Brand Recall Score and 0.444 in 
case of Aided Brand Recall Score. 
A small value of significance associated 
with Levene’s test indicates that the two 
groups have unequal variance but the value 
of 0.087 and 0.444 are not small in this 
context. Therefore, the statistics associated 
with equal variance assumed is used for t-
test for equality of means.  
The t-test results in case of Unaided Brand 
Recall Score with equal variance assumed 
shows t-statistics of 1.692 with 18 degrees 
of freedom. The corresponding two-tailed 
p-value is 0.108 which is higher than 0.05.  
Similarly in case of Aided Brand Recall 
Score, the t-test results with equal variance 
assumed shows t-statistics of 0.759 with 18 
degrees of freedom The corresponding two-
tailed p-value is 0.457 which is higher than 
0.05 as evident from the tables presented 
below.
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Table: 2 Output of Independent Samples t-test for Unaided and Aided Brand Recall Score of 

Indian Cricketers (IC) among male and female respondents. 

 

 

 

 
 

Group Statistics

10 75.5000 63.50897 20.08330

10 37.4000 32.21180 10.18627

Gender of The

Respondents
MALE

FEMALE

UN AIDED BRAND

RECALL SCORE

N Mean Std. Deviation

Std. Error

Mean

Independent Samples Test

3.287 .087 1.692 18 .108 38.10000 22.51886 -9.21036 85.41036

1.692 13.343 .114 38.10000 22.51886 -10.42217 86.62217

Equal variances

assumed

Equal variances

not assumed

UN AIDED BRAND

RECALL SCORE

F Sig.

Levene's Test for

Equality of Variances

t df Sig. (2-tailed)

Mean

Difference

Std. Error

Difference Lower Upper

95% Confidence

Interval of the

Difference

t-test for Equality of Means

Group Statistics

10 235.6000 272.60276 86.20456

10 154.0000 202.91432 64.16714

Gender of The

Respondents
MALE

FEMALE

 AIDED BRAND

RECALL SCORE

N Mean Std. Deviation

Std. Error

Mean

Independent Samples Test

.611 .444 .759 18 .457 81.60000 107.46464 -144.175 307.37483

.759 16.631 .458 81.60000 107.46464 -145.515 308.71472

Equal variances

assumed

Equal variances

not assumed

 AIDED BRAND

RECALL SCORE

F Sig.

Levene's Test for

Equality of Variances

t df Sig. (2-tailed)

Mean

Difference

Std. Error

Difference Lower Upper

95% Confidence

Interval of the

Difference

t-test for Equality of Means
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Based on the results of the analysis, the 
Null hypothesis is accepted. There is no 
significant variation in Brand Recall Score 
of Indian Cricketers (IC) among male and 
female respondents of Kolkata. 
 

We have framed the next hypothesis as- 

 

H02: There is no difference in Brand 

Recall Score of Indian Cricketers among 

respondents of different age groups. 

We have conducted one way between 
groups ANOVA for testing the hypothesis. 
The partial eta squared value of 0.417 tells 
us that age group of the respondent 

accounts for 41.7% of the total variance in 
Unaided Brand Recall Score. For Unaided 
Brand Recall Score the F (3, 36) value is 
8.578 and the corresponding p-value is less 
than 0.000. 
 

I have conducted multiple comparisons. 
The Post Hoc test presents the results of 
comparison between all the possible pairs. I 
have used Tukey HSD (Honestly 
Significant Difference). From the table it is 
clearly evident that the mean difference is 
significant at 0.05 levels.  

 

 

 

 

Table: 3 Output of ANOVA for Unaided Brand Recall Score of Indian Cricketers (IC) among 

respondents of different age groups. 

 

 

 

Tests of Between-Subjects Effects

Dependent Variable: UN AIDED BRAND RECALL SCORE

32205.625 1 32205.625 2.853 .190 .487

33860.475 3 11286.825a

33860.475 3 11286.825 8.578 .000 .417

47370.900 36 1315.858b

Source
Hypothesis

Error

Intercept

Hypothesis

Error

AGEGROUP

Type III Sum

of Squares df Mean Square F Sig.

Partial Eta

Squared

 MS(AGEGROUP)a. 

 MS(Error)b. 

ANOVA

UN AIDED BRAND RECALL SCORE

33860.475 3 11286.825 8.578 .000

47370.900 36 1315.858

81231.375 39

Between Groups

Within Groups

Total

Sum of

Squares df Mean Square F Sig.

UN AIDED BRAND RECALL SCORE

Tukey HSD
a

10 8.2000

10 10.4000

10 16.4000

10 78.5000

.957 1.000

AGE GROUP OF

RESPONDENTS
42 TO 49 YEARS

34 TO 41 YEARS

26 TO 33 YEARS

18 TO 25 YEARS

Sig.

N 1 2

Subset for alpha = .05

Means for groups in homogeneous subsets are displayed.

Uses Harmonic Mean Sample Size = 10.000.a. 
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It is also evident that age group (26-33), 
(34-41) and (42-49) are put under subset 1 
and age group (18-25) is put under subset 2. 
 
Once again, we have conducted one way 
between groups ANOVA. The partial eta 
squared value of 0.293 tells us that age 
group of the respondent accounts for 29.3% 
of the total variance in Aided Brand Recall 

Score. For Aided Brand Recall Score the F 
(3, 36) value is 4.977 and the corresponding 
p-value is less than 0.05. We have 
conducted multiple comparisons. The Post 
Hoc test presents the results of comparison 
between all the possible pairs. I have used 
Tukey HSD (Honestly Significant 
Difference).  

 
Table: 4 Output of ANOVA for Aided Brand Recall Score of Indian Cricketers (IC) among 

respondents of different age groups. 

 

 
 

 

Tests of Between-Subjects Effects

Dependent Variable: AIDED BRAND RECALL SCORE

362140.900 1 362140.900 1.947 .257 .394

557889.300 3 185963.100a

557889.300 3 185963.100 4.977 .005 .293

1345227.800 36 37367.439b

Source

Hypothesis

Error

Intercept

Hypothesis

Error

AGEGROUP

Type III Sum

of Squares df Mean Square F Sig.

Partial Eta

Squared

 MS(AGEGROUP)a. 

 MS(Error)b. 

ANOVA

AIDED BRAND RECALL SCORE

557889.3 3 185963.100 4.977 .005

1345228 36 37367.439

1903117 39

Between Groups

Within Groups

Total

Sum of

Squares df Mean Square F Sig.

AIDED BRAND RECALL SCORE

Tukey HSD
a

10 8.8000

10 30.1000

10 43.1000

10 298.6000

.979 1.000

AGE GROUP OF

RESPONDENTS

42 TO 49 YEARS

34 TO 41 YEARS

26 TO 33 YEARS

18 TO 25 YEARS

Sig.

N 1 2

Subset for alpha = .05

Means for groups in homogeneous subsets are displayed.

Uses Harmonic Mean Sample Size = 10.000.a. 
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It is clearly evident from the above results 
that for Unaided Brand Recall Score the F 
(3, 36) value is 8.578 and for Aided Brand 
Recall Score the F (3, 36) value is 4.977 
and both are significant at 0.05 levels. 
Hence, the Null hypothesis could not be 
accepted. 
 
 
Moreover, it is also seen that age groups 
(26-33), (34-41) and (42-49) do not 
significantly differ and form a homogenous 
subset whereas they are different from age 
group (18-25). Therefore based on the 
results of the analysis the finding is that, 
there is a substantial variation in Brand 
Recall Score of Indian Cricketers (IC) 
among the respondents of the four age 
groups selected for the study.  
 
The Brand Recall Score in the age group 
(18-25) is significantly different compared 
to the other three age groups selected for 
the study. 
 

Limitations And Scope For 

Further Research 
Since the study is conducted with just 10 
Indian Cricketers only and is restricted to 
the geographical region of Kolkata it 
might go down as a limitation of the 
present piece of work. 
 
The phenomenon of brand endorsement by 
celebrities is a contemporary and 
challenging area for research. In future 
building on this piece of research, 
celebrities from other profession and their 
role in generating brand recall can be 
studied in a wider geographic context. 
 

Conclusions 
In today’s dynamic and cut throat 
competitive market environment brands are 
leaving no stone unturned to connect with 
their target audience. The Indian Cricketers 
are enjoying high familiarity among the 
respondents in Kolkata and are endorsing 
multiple brands across different product 
categories.  

 
They are proficient enough in generating 
brand recall among respondents of both the 
gender but their brand recall proficiency is 
significantly higher among the respondents 
in the age group between (18-25) years 
compared to the respondents of the other 
three age groups who are slightly older. 
This piece of information is expected to 
have both theoretical and managerial 
implication. 
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APPENDIX 

 

QUESTIONNAIRE  

Q1) Have you seen or heard about the following celebrities? (Please put a tick mark 
in any one of the column) 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Q2) Please mentions the name of the brands/companies which you think the 
following celebrities are advertising. (UNAIDED RECALL)  

Sr. 

No 

Celebrities YES NO 

1 Sachin 
Tendulkar 

  

2 MS Dhoni   

3 Yuvraj Singh   

4 Saurav 
Ganguly 

  

5 Virendra 
Sehwag 

  

6 Gautam 
Ghambir 

  

7 Virat Kohli    

8 Harbajan 
Singh 

  

9 Irfan Pathan   

10 Ishant Sharma   

Sr. 

No 

Celebrities 

(Hindi Film 

Stars) 

Brand/ Company Names 

1 Sachin Tendulkar  

 

2 MS Dhoni  

 

3 Yuvraj Singh  

 

4 Saurav Ganguly  

 

5 Virendra Sehwag  

 

6 Gautam Ghambir  

 

7 Virat Kohli   

8 Harbajan Singh  

 

9 Irfan Pathan  
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Q3) Please mention against each celebrity the serial number of the Brands/Companies that you 
think they advertise. (Please refer to the lists of brands/company names provided for Indian 
Cricketers along with this Questionnaire). Please do not go back to (Q2) after attempting this 
question. 

 

 

Profile of the Respondents 
Name        
 
Gender    Male                     Female           
 
Age (years)   (18-25)        (26-33)         (34-41)        (42-49)              
 
Occupation- Students     Housewife     Employed   Self Employed   
Professionals   
 
Income (Rs. /Month) – No Income             up to15, 000          15001-30,000                              
30,001-45,000         above 45,000     
 

Education:    Up to Class X-          Class XII-        Diploma     Graduation- PG   
Ph.D.       
Date of Interview :    Time       : 

Place   :    Contact Number: 

 

Thank you for your valuable time 

 

10 Ishant Sharma  

 

Sr. No Celebrities Serial Number of Brands  

1 Sachin Tendulkar  

 

2 MS Dhoni  

 

3 Yuvraj Singh  

 

4 Saurav Ganguly  

 

5 Virendra Sehwag  

 

6 Gautam Ghambir  

 

7 Virat Kohli   

8 Harbajan Singh  

 

9 Irfan Pathan  

 

10 Ishant Sharma  
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List of Brands endorsed by all Indian Cricketers (IC) Reference to Q3 

Sr. No BRAND NAMES 

1 LAFARGE CONCRETO 

2 PEPSI 

3 ROYAL STAG 

4 CAPTAIN TMT BARS 

5 VIBGYOR 

6 LAYS 

7 KARBONN MOBILE 

8 DABUR CHYAWANPRASH 

9 BIRLA SUNLIFE 

10 ROYAL BANK OF SCOTLAND 

11 SONATA 

12 AVIVA 

13 TOSHIBA 

14 CHIRAG 

15 KASPERSKY 

16 AIRCEL 

17 CANNON CAMERA 

18 TATA INDICOM 

19 REEBOK 

20 TVS 

21 BOOST 

22 SUNFEAST 

23 ORIENT PSPO 

24 COCA COLA 

25 AIRTEL DIGITAL TV 

26 HERO MOTO CORP 

27 ZANDU BALM 

28 EMAMI HEALTHY & TASTY OIL 

29 FLYING MACHINE 

30 JAYPEE CEMENT 

31 ADIDAS 

32 FASTRACK 
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STUDY ON KNOWLEDGE MANAGEMENT PRACTICES 

WITH SPECIFIC REFERENCE TO IT ORGANIZATIONS 

___________________________________________________ 

Ms Mehvish Khan, HR consultant 

Dr. Suruchi Pandey, Faculty HR, SIMS, Symbiosis International University 

Abstract 

Knowledge Management, as the word 

implies, is the ability to manage 

“knowledge”, a deliberate business 

optimization strategy that has been 

adopted in recent years to gain 

competitive advantage over others. It 

comprises of a range of strategies and 

practices or a collection of processes that 

govern the creation, spread and utilization 

of knowledge, insights and experiences 

within the organization. Such insights and 

experiences comprise of knowledge, 

either embodied in individuals or 

embedded in organizations as processes or 

practices in the form of technology. 

Most large organizations have resources 

that are exclusively dedicated towards 

management of knowledge, which could 

be a part of their business strategy, 

information technology, or human 

resource management agenda. The overall 

objective of knowledge management is to 

create value and to leverage, improve, and 

refine the firm's competences and 

knowledge assets hence meet the 

organizational goals and targets. 

Effective implementation of any 

knowledge management strategy is 

viewed from organizational, managerial, 

cultural, technical and political.  

Over past few years several studies are 

conducted in this field. The present study 

is effort to know the existing practices of 

knowledge management in IT companies. 

Keywords:  Knowledge Management, 

IT industry, organisation 

Introduction 

In an era where there is a massive 

competition between organizations to 

keep ahead of others every resource is 

valuable and of vital importance. The 

resources needed by one are abundant 

and not different in comparison to what 

the competitor has. Then how does one 

make itself better than the competition? 

How can one ensure that the solutions to 

problems are found permanently? Will it 

be possible to make available 

information at all times and at light 

speed on all occasions? 

The answer is yes!!! All is possible if the 

organization manages it knowledge 

resources properly. In a time where it is 

difficult to gain the correct information 

inspite of abundance what can really 

prove to be of advantage is how the 

organization creates its forte around its 

data, how well it manages it and allows it 

to leverage its employees. 
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Knowledge management can thus become 

a source of differential advantage for an 

organization looking forward to turn 

around its health and wealth and stay 

ahead of competition.  

Most IT organizations see a cut throat 

competition on daily basis. The resources 

possessed by each are the same and yet 

very different. From time to time these 

have to be refreshed or replaced to stay in 

competition. Knowledge management and 

its maintenance are thus very important.  

The roots of KM lie in the fact that today 

there is an abundance of information and 

talent. To spot the right fit for a role or to 

obtain a quick reference for a task is very 

important. Knowledge is the new 

advantage. 

“If you have an apple and I have an apple 

and we both exchange our apples we will 

still have one apple each. But if I have an 

idea and you have an idea and we both 

exchange our ideas we both will have two 

ideas” –George Bernard Shaw. 

Unlike many other resources that get 

depleted when shred knowledge is one 

that multiplies.  

It is the currency of the millennium and 

the key for corporate survival. It has 

turned into a deliberate systematic 

business activity where communications 

plays a vital role. Thus Knowledge 

management is the process through which 

an organization generates value for its 

intellectual and knowledge based assets. 

Knowledge management has seen a 

phenomenal change in paradigm in the 

past two decades and will definitely be 

important at every step to be innovated 

upon. 

Methodology 

The present study is exploratory and 

descriptive in nature. It is not a 

quantitative study. 

The objective of the study is to find out 

Knowledge Management Practices 

existing in the Industry. The paper also 

highlights some of the existing best 

practices in this area. 

Data Collection involved both Primary 

and Secondary Sources of data. 

The primary data was collected through 

informal personal interview and 

observation of the literature. Working 

professionals form the selected IT 

organizations were contacted. Data was 

collected in form of personal interview 

and observation. 

Secondary data was used in the research 

to gain knowledge on the topics of 

knowledge management. Websites and 

online resources were used. 

Limitations: 

The study is qualitative in nature. It is 

based on discussion and interviews of 

respondent working in the industry. 

Responses are also subjective opinion of 

individuals and limited to their 

experience. Therefore finding of study 

cannot be generalized. 

Scope for further Study 

The study can be taken forward by 

maximizing number of companies under 

study. Model for Knowledge Management 

can also be created based on the further 

study.
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KNOWLEDGE MANAGEMENT 

PRACTICES 

KM@INFOSYS: 

"Our assets walk out of the door each 

evening. We have to make sure that they 

come back the next morning." 

-Narayana Murthy, Chairman Emiretus 

Infosys 

At Infosys the attempt has been to create a 

centralized value system based on “learn 

once, use anywhere” model. 

Since its inception, Infosys has given 

importance to learning as a key to 

organization success. Learning and 

knowledge management is more of 

Change Management that needs to be 

dealt effectively continuously. It must be 

firm enough to leverage performance of 

employees yet flexible enough to include 

exceptions. 

Infosys has a three fully functional portals 

or centres of knowledge exchange: 

1. Knowledge Management Portal (K-

shop) which acts as the central 

repository around which all knowledge 

sharing initiatives have been built 

within the organization. It allows 

online search and sharing of content 

thereby providing an integrated 

platform and access solution spanning 

across the corporate intranet.  

2. Process Asset Database (PAD) is an 

online system that captures certain 

project deliverables as they are. 

Essentially this contains project plans, 

source codes, database design 

references, type of project etc. 

3. Process Knowledge Map (PKM) is 

more of a knowledge directory. 

Employees are able to search, locate 

experts and reach out to them for 

specific queries. 

The mission of KM efforts at Infosys has 

been to ensure leverage all organizational 

learning in delivering business advantage 

to employees across geographies. This has 

proved to be of tremendous importance as 

it helped remove geographical barriers 

and overcome real and perceived cultural 

restrictions of the organization.  

Every project at Infosys is backed by a 

team of technically sound and human 

resource experts. There are project 

specific knowledge repositories and 

detailed training material pertaining to it. 

It allows the Human resources team to 

keep track of attrition numbers for similar 

projects. 

With the rise of global operations and 

hence advent of virtual teams, effective 

communication and building confidence 

and trust among members is catered by 

promoting cultural training sessions and 

language training. 

Weekly Knowledge sharing sessions (KT 

sessions) are held. Team members impart 

knowledge, discuss past learning and then 

document it. Approximately 2%-3% of 

efforts in a project are spent on 

knowledge management. 

HEAR is Hearing Employees And 

Resolving which again is a forum directed 

towards addressing employee grievance 

by the Human Resource department.
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As opposed to others Infosys prides itself 

in subjecting team’s performance to bell 

curve. Consistent players over a period of 

time are identified and are awarded with 

top class material to enhance their 

personal knowledge database and 

competence. 

The following have been the advantages 

observed and cited by the professionals. 

 

Advantages: 

1. The K-shop helps employees share 

knowledge, learn from each other and 

create a knowledge repository. Also 

Manager’s portal helps managers from 

across the organization connect with 

each other and share best practices and 

tools on effective project management. 

2. This has allowed massive transparency 

and speed to the Human resources as 

issues related to corporate affairs such 

as reorganization and restructuring can 

be conveyed on time citing proper 

reasons, impact and processes 

involved in making such transitions. 

3. Quick accessibility to data allows for 

lesser time spent on irrelevant 

information and quicker completion of 

work. 

4. Statutory compliances will be easier to 

handle as employees can be tracked 

and so can be the information accessed 

to by them. 

Problems/Challenges: 

1. Maintaining the authenticity, integrity 

and accountability of the data available 

and its source. 

2. Effective coordination between team 

members or with others could prove to 

be cost intensive and time consuming. 

3. Cultural issues are related to managing 

change accompanied by pre-, current 

and post knowledge sharing.  

4. Selection of individuals who must be 

included while creating, updating and 

managing the information.  

5. Enabling such employees to improve 

KM process and enhance productivity. 

KM @WIPRO: 

In 2010 Wipro Technologies, the global 

Consulting, System Integration and 

Outsourcing business of Wipro Limited, 

was awarded the prestigious Asian 

MAKE (Most Admired Knowledge 

Enterprise) Award administered by 

Teleos, an independent research firm 

which is based out of the UK. 

Wipro has been specially known for its 

outstanding accomplishments in creating 

a knowledge-driven enterprise culture, 

ensuring enterprise-wide collaboration 

and knowledge sharing and driving 

organizational learning.  

At the beginning of the knowledge 

initiative, on completion of each project, 

review boards setup would help project 

teams to step back and evaluate its 

performance and outcomes. A very 

detailed template would be created used 

to capture project data, including what 

went right or wrong, risks that were 

identified at the beginning of the project 

and whether they were avoided, and 

changes in direction that took place along 

the way. That process resulted in a draft 

document that became part of the 
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company’s document repository. In short 

it was all paper, heaps of it- and the 

Human Resource Department more or less 

the Administration would be responsible 

for its safe keeping through the years. 

Some project documents were converted 

into a case study for reference with 

conclusions based on lessons learned 

during the project. Finally, the software 

code and information system architecture 

developed during the project was 

identified and saved for potential reuse. 

As it was relatively new to the IT business 

earlier, Wipro had sought to benchmark 

its performance against top international 

standards- to raise its performance bar. 

Thus was born the need to not only align 

but also maintain and make available key 

information throughout the organization 

to improve business performance and 

decision making i.e. capitalize on 

experience, technology and 

understanding.  

Wipro’s KM process Model emphasized 

combining the power of Business vision, 

intellectual capability, technology and 

strategic HR practices. Thus was born 

KNET or KnowledgeNet which can be 

defined as the employees WIPRO 

“Google”. It is a portal acting as a central 

repository and generator of a large variety 

of HR essentials like reports, whitepapers, 

tips and guidelines, templates, case 

studies, newsletters etc. 

The key Knet applications include 

DocKNet, KoNnEcT, War Rooms and 

Reusable components which have been 

discussed later. 

The company supports Centers of 

Excellence (CoEs) wherein people learn, 

create new knowledge and propagate 

knowledge throughout the enterprise. The 

CoEs have a number of different focus 

areas. In addition to generating new 

patents, reusable components and 

services, the CoEs also provide a forum 

where in Wipro staff can develop their 

expertise by interacting with experts in 

the field and be mentored. 

At Wipro multiple mechanisms for 

knowledge creation and evaluating them 

have been identified by the Human 

Resources department in collaboration 

with the other departments. The most 

basic being 

1. Engagement i.e. getting people to work 

on a project and derive a steady flow of 

knowledge from it.  

2. Looking at the effectiveness—whether 

one is using the knowledge and avoiding 

past mistakes. 

3. Finally, the distilled knowledge is used 

as an edge for Wipro Technologies in 

creating a satisfying and competitive 

advantage over others.  

 

The human resource department is 

responsible for creating an environment of 

collaboration, trust and readiness in 

creating a value and knowledge driven 

enterprise. 
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THE K.M. MODEL 
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Implement 
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Essentially the KM model views the 

business challenges from organizational, 

cultural, technical, political and 

managerial point of view. The following 

depicts the phases of KM thought process. 

 

 
The various components of Knet are 

discussed as follows:  

DocKNet: The repository of documents. 

Place to go to for anything ranging from 

technical documents, proposals to training 

material on various subjects 

War Rooms: It is a virtual workspace for 

time -bound and task oriented jobs. 

KoNnEcT: The Yellow pages with an 

associated database of experts, queries, 

responses and ratings. Popular and very 

useful! 

Reusable Repository: The repository of 

software reusable components and tools 

developed in-house. 

  DocKNet 

It is a very comprehensive repository of 

all document categories to assist you in 

various business, client scenarios and 

other activities  

 

• It contains a host of documents that 

includes proposals, whitepapers, 

presentations etc. with subscriptions 

and discussion forums  

• Repository aiming to provide single 

access to all the information, 

previously available on Sales Support 

& TeckNet 

• Contributions to DocKNet could 

come from Verticals and Horizontals 

• Different verticals deal with different 

industries.  

• Different horizontals deal with 

different technologies

Pre 
implementaion 

Process

Cultural 
Readiness Audit

Knowledge Audit

Analyzing existing 
technologies

Identifiying areas 
of collaboration

Evaluating 
various 

technologies

Implementation 
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Architecture
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establishing 

processes for KM

Designing and 
setting up KM 

Portal

Post 
implementation 

Phase

Sustainingthe 
initiative

Qunatifying 
benefits

Centralized 
knowledge store 

house
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Konnect 

It is a platform for collaboration and 

connecting people who seek help to 

people having experience and required 

expertise related to work. 

Share the tacit knowledge within the 

organization, above and beyond the 

explicit knowledge captured in the KNet 

Repositories 

Members listed under Konnect are 

volunteers; memberships open to all. The 

role of members is provide help when 

contacted by Konnect users 

Confidentiality is provided to users & 

experts 

The deliverables include 

• Answering queries posted by the 

user(s) 

• Ensuring that the right profile is 

provided in Konnect, making it easier 

for the user to 

• Connect to the right consultant 

War Rooms 

Being a misnomer it is a virtual space for 

team members scattered and dispersed to 

collaborate and work together as virtual 

teams and communicate. 

• It facilitates sharing of documents, 

information exchange, real-time 

online discussions, work plan sharing 

and online updates allowing 

monitoring the progress of activities. 

• Certain access privileges and 

restrictions exist within the War 

Rooms 

• It is only accessible through VPN 

(Virtual Private Network) and Intranet 

Reusable Repository 

This is the repository of all the software 

reusable components and tools developed 

in-house by the organization. 

KM@ACCENTURE: 

KM vision: to create a world class 

knowledge sharing culture and 

environment that contributes to 

Accenture’s success. 

In the 90s Accenture adopted a 

knowledge oriented strategy: build a 

knowledge-management under the CIO. 

But by the 2000 the focus was widened to 

include learning and development and 

create training and learning organization.  

Ms Jill Smart was the Managing Director 

of HR delivery in the late nineties. Her 

responsibilities entailed overall human 

resources operations and people 

development. From 2000 until 2003, she 

was head of the company's People 

Enablement business practice, which 

included training and knowledge 

management.  

There were four critical goals identified 

by the human resources department to 

create a knowledge driven culture at 

Accenture 

1. Fostering and sustaining a knowledge 

sharing culture 

2. Ensure and improve the ROI on KM 

3. Rendering matching support 

technology to cater he needs 

4. Provide consistency over a period of 

time to tools and functionalities  

The business needs are driving 

innovation, particularly in Accenture’s 

Human Resources (HR) function. This 

saw the portal upgrade as an opportunity 

to equip employees to meet their HR 

needs via a self-service model. “We 

wanted to help our people manage their 

HR needs themselves,” explains Phil 
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Calcutt, Accenture senior executive and 

business owner of the portal revamping. 

“Our HR transformation initiative was 

seeking to take the HR function out of the 

business of sending umpteen reminder e-

mails by giving our people access to the 

data they needed as well as the self-service 

tools they needed to drive action.” 

The vision for the next-generation portal 

was to create a daily performance 

workspace integrating information and 

knowledge, content, learning, workforce 

management, and performance 

management in a single virtual desktop. 

“We wanted this new portal to be 

everyone’s first stop in the morning, and to 

do everything during their day,” Calcutt 

recalls, “going beyond just an HR tool or a 

knowledge management tool to become 

broadly useful for a wide spectrum of 

tasks.” 

A special LKM department (Learning and 

Knowledge Management) department 

exists to train and guide new joinees, mew 

teams under the leadership of technical 

managers and human resources 

departments. Courses particularly include 

tests and boot camp session wherein 

candidates are groomed on domain 

knowledge. Most of the tests are accessible 

on/via filelearning.accenture.com. 

At Accenture Emphasis is laid on 

performance. The entire appraisal system 

is online and less on paper. Also certain 

trainings are provided via simulation once 

basic level of education in domain is over 

for the trainee leading to even greater use 

of technology. 

The site mylearning.com is an internal 

alternative that can be accessed by the 

employees for additional data at times. 

The following are some of the advantages 

and disadvantages stated by professionals 

from Accenture relating to centralized 

system of KM: 

ADVANTAGES OF KM: 

1. Allows single point of access/entry to all 

irrespective of location, time zone and 

nature of work. 

2. Central repositories with contents 

verified primarily by Human Resources, 

Information technology departments. 

3. Allows for significantly enhanced 

search functionality for ease of use. 

4. Helps brake barriers of geography, 

mind-sets and language (to a an extent)  

DISADVANTAGES: 

1. Extensive usage of SharePoint templates 

leads to a lot of time consumption.  

2. A typology of the documents has to be 

created first before data can be uploaded: 

extensive exercise 

3. Obsolescence of documents 

4. Loose integration may at times lead to 

reduced focus on innovation and 

collaboration opportunities. 

5. Training the employees in how to use 

the website for better results. 

General Challenges 

- Language 

a. Non English Contributors: 

difficulty in translation 

b. Ease of using local language 

repositories 

- Promoting the usage of the file 

sharing and access system among the 

employees 

- Reluctance of complete dependency 

on the central repository for work.
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KM@MSAT(MAHINDRA SATYAM) 

Mahindra Satyam has seen ups and downs 

ever since its acquisition by Mahindra in 

2009. Its system has not seen any massive 

change since the acquisition. 

Once known for its knowledge enterprise 

Satyam Computing Systems has turned an 

underdog in the recent years. Not much 

has been done to turn it around and 

operations and logistics remain more or 

less the same. 

The following are the highlights of what 

remain of the once admired Satyam 

Company’s knowledge enterprise 

 

1. The knowledge/data collected is 

maintained mostly in the form of 

trackers, wherein different competencies 

and experience etc. are listed in order. 

This is done so that they're accessible 

when needed. 

 

2. HR has a major role to play in it, since 

the entire data collection is their 

responsibility.  

3. Interaction with potential talent/ 

prospective candidates and storing their 

information a part of the HR's job. This 

way the HR has an idea about the different 

resources available and it's easier to 

manage. All the information is stored in 

the organizations database which is 

accessible only to the Human resource 

department and specially authorized/ 

higher level Database Administrators. 

4.  There does exist a central repository to 

be accessed by the entire organization and 

contains wide info. All the data related to 

the resources are stored through 

(PeopleSoft.). 

The following advantages, disadvantages 

and challenges have been reported by the 

professionals 

1. Increased efficiency in retrieving 

information by the professionals (queries 

can be posted and resolved by seeking help 

from others). 

2.  Reduction in workload due to 

availability of help on critical matters. 

3. Employees are able to access 

information from other 

KM@ TCS: 

Ultimatix.com is the central repository/ 

web portal at TCS that is responsible for 

harnessing and storing all relatable 

information about the internal 

requirements and cater to needs of the 

employees. 

Most information is available on 

Ultimatix.com from project nature, 

strategy source codes etc. 

 At TCS weekly KT sessions are held 

between team members and their peers as 

well as superiors to ensure knowledge 

transfer. These sessions may not be taken 

by experts but are driven by employees 

with knowledge about subject and some 

experience. The Human resource 

departments’ responsibility is to validate 

these sessions. 

Take aways of such sessions are then fed 

to the central repository which again is 

proceeded to by the validation and 

authorization by the Human resource 

department and the Database 

administrator. 
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According to employees knowledge gained 

through project related information 

available helps them to not only reach 

across geographical areas but also allows 

them to get in contact the best in the 

industry/organization for help and 

suggestions. 

Grievance redressal is also done online 

through the central repository wherein 

Human resources professionals are able to 

access the grievances and quickly respond 

if not solve the problem for the employee.  

The entire work of human resource 

department gets reduced in volume as 

professionals become accountable or the 

information whether they are at the 

receiving or the delivering end. 

Following are some of the advantages, 

disadvantages and challenges cited by 

professionals from the organization. 

ADVANTAGES:  

1. Improved retention of knowledge 

otherwise lost due to attrition 

2. Contribution of better work 

experience and availability to complete 

organization 

3. Satisfaction of new joiners with the 

ocean and range of data available. 

4. Maximizing growth opportunities by 

decreasing the lapse time in delivering 

products and processes thereby reducing 

the problems like dissatisfaction at work, 

attrition etc. 

DISADVANTAGES: 

1. Costs become higher when more 

acquisition activities are carried on in 

future. 

2. Information is easily available, 

though it cannot be carried for future use 

or reference.  

CHALLENGES:  

1. An employee would prefer to seek 

guidance and help to solve the problem, 

owing to the expertise and speed at which 

information is available, rather than rack 

his brains.  

2. Amalgamation will be difficult with 

future acquired cost as back ends may 

differ. 

DISCUSSION 

There has been a phenomenal shift in 

terms of knowledge management 

especially in the IT sector since the 

liberalization in 1991. 

Over the past two decade massive 

technological advancements have been met 

leading to the disintegration of the 

traditional ideologies and thought 

processes related to knowledge which if 

were continued today will create great 

bottlenecks for the organizations seeking 

progress. Traditionally a paper is the most 

acceptable form of any document required. 

But the bulk of it only takes space. 

Converting them into soft copies appears 

to be the best idea available. But what will 

happen when the numbers running into 

thousands of line lines of code and 

changes? 

Technology driven cultures have allowed 

the integration of knowledge and 

technology by helping create massive 

repositories that are in fact not the sole 

responsibilities of the human resources but 

a collaborative responsibility of technical 

associates also.
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Content generation by any organization, 

today, is not difficult. Maintaining the 

authenticity, integrity and accountability of 

the data is. Content generated once tagged 

effectively and stored for efficient 

retrieval, forms the knowledge bank of the 

organization. This is not as easy a task as it 

appears to be because as more and more 

content gets generated, storage, even in the 

digital form becomes a herculean task. 

The main aspect of creating knowledge out 

of the available content is adding 

intelligence to the business and create a 

value add to the employees experience.  

Knowledge becomes relevant and value 

adds only if it empowers employee to 

deliver an above expectation result.  

Sharing of knowledge is thus very 

important. 

Though all of the above organizations 

agree to have restricted/blocked the use of 

non-firm website, professionals registered 

little reliance on them to gain information. 

This also proves the KM initiatives to be 

moving in the right direction.  

CONCLUSION 

Knowledge is the new branch of 

management which has to be strategically 

handled to achieve high performance 

results through collaboration of people, 

technology and process. The focus is on 

managing change, complexity and 

uncertainty in times of abundance. 

The integration of components of 

knowledge and aspects of technology has 

left subtle difference between the functions 

of the various departments within the 

organization but the core responsibility to 

cater to the needs of employees and 

empower with world class knowledge and 

information has been on the right rack of 

progress. 

In future the only threat would be to strike 

a balance between the various aspects of 

technology and KM and their 

amalgamations. 

 Recommendations 

Though in times when there is over 

abundance of information the following 

recommendations can be made: 

1. Information entered by individuals 

can be subjected to filters by the human 

resources to check for any discrepancy. 

2. Information should be first quickly 

reviewed by the managers before being 

uploaded on the portal. 

3. Information should be screened by 

associates and allowed to be discussed 

upon in open forums. 

4. Actively updated information must 

be under the authorization of the Human 

resource department and must have a limit 

to it. 

5. Amalgamation of technology with 

knowledge must be conveyed to all in the 

organization and not just a few privileged 

ones. 
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BRAND AWARENESS AND BRAND PERCEPTION OF 

CHEWING GUMS IN CONFECTIONERY MARKET 

_________________________________________________________________ 
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Ms Manisha Chowdhury 

 

Abstract 
 
This study emphasizes upon the Brand 

Awareness and Brand Perception of 

different chewing gum brands in the Indian 

Confectionery market and how it influences 

consumers in their purchase decision. The 

main purpose of this study is to empirically 

examine the relationship between brand 

awareness, perception and consumer 

behaviour with very high data 

representativeness particularly because 

chewing gums are a low-involvement 

product category. The project studies the 

variety of perception in different category 

of people towards the product, how and 

why they relate to the product. The project 

also aims to portray how different brands 

stand in the entire brand landscape, how 

sensory and experiential attributes related 

to a product category demonstrated via 

emotional integration in ads wins the vote 

of consumers and also the most important 

factor in brand building. 

 

Introduction 

 
In 2009, the confectionery industry of India 

was ranked 25th and has lately come to be 

known as one of the well developed and 

significant food processing sector in the 

nation. The reason behind this growth can 

be credited to the liberalization which 

entered India in 1990’s which suddenly 

bought a boom in the economy and  

 

opened the gates for global trade and 

exposure. This has in fact led several 

MNC’s to plan their investment in India’s 

confectionery market, further changing and 

transforming the face and the dynamics of 

this particular industry. Lately, the chewing 

gum industry is estimated at Rs 1600 

Crores, and a projected growth rate of 25 

per cent. 

 

As per a latest research report on “Indian 

Confectionery Market Analysis”, the 

confectionery market in India is undergoing 

many rapid/quick changes in terms of 

ongoing green trends plus dynamic 

consumer behaviour patterns across 

demographics. The latest mall culture in 

one tier and two tier cities has substantially 

changed the lifestyle of consumers in India 

where there is noticeable growth in 

consumer spending is certainly benefitting 

the confectionery industry at the present. 

It is interesting to note that with many 

MNC companies entering the Indian 

confectionary market the consumers enjoy 

the luxury of choosing from among a pool 

of brands whereas the companies have to 

face tough competition. However, the 

companies still have a respite because with 

the increase in competition there is also 

substantial increase the consumer’s per 

capita income with the launch of new
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and innovative products with fairly 

affordable price tags, & creating of brand 

awareness among the potential buyers 

through sales promotion tools like 

advertisements and promotional campaigns. 

Out of the results of a many research efforts 

it has been estimated that in the near future 

what will fuel growth in Indian 

confectionery industry will be the social 

trend of gifting confectionery products on 

festivals and occasions and the country’s 

half the population which comprises of the 

untapped rural market. Supported by such 

factors, the confectionery market in India is 

projected to grow rather shoot up to a 

CAGR of at least more than 18% during the 

period of 2012-2015. 

By and large, the confectionery market in 

India can be categorized /segmented into 3 

major segments: Chocolate, the gum market 

and Sugar confectionery. These categories 

are then divided into various other sub-

segments. This data has been facilitated by 

the researchers who have conducted a study 

on the confectionery market throughout, 

category wise and also sub-category wise, 

and have provided market prediction cum 

forecast (in terms of vol. & value both) up 

till 2015. Out of all the categories and sub 

categories of the Indian confectionery 

market, the chewing gum market is 

projected to grow at the fastest rate, by 

value, in the upcoming years. 

It is not surprising that now many domestic 

and MNC’s would be fighting and gearing 

for gaining larger market share and profit 

from the growing confectionery market/ 

industry in India. In the subsequent 

paragraphs the project report gives a brief 

about major companies in the chewing gum 

market, and the competitive landscape in 

the chewing gums segment, which includes 

the major brands and its product portfolio. 

The research, has been specifically 

designed to understand the brand awareness 

and brand perception of chewing gums in 

confectionery market , primarily analyzes 

the brand landscape in the industry and how 

exactly the various brands stand in relation 

to each other where consumer awareness 

and preference are concerned. At the same 

time the project highlights the perception 

the consumers have formed for various 

brands. This way, this dissertation report 

provides an inclusive and in-depth analysis 

of confectionery market in India with 

respect to chewing gums and which can 

also help the companies to position 

themselves more clearly in the mind of the 

consumers. 

Awareness and Perception are the two key 

variables cum metrics that any company 

would use to measure their brand equity. 
 
Awareness in simple basic terms is about 

the question that “how many people know 

about my brand?” Usually, awareness is 
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measured through mass surveys that ask 

participants a series of questions like - 

What brand comes to your mind if you 

want to buy mobile phone?” This would 

also show the brand recall value most 

naturally. In general, companies measure 

Unaided awareness i.e. percentage of 

respondents who recall a brand when there 

is no display of any advertisements or hint 

about the brand to the respondents. For top 

brands like Cadbury, Coke, KFC, 

McDonalds the awareness will be close to 

100%. 

 
Context of the Study 
 
The process of perception starts with an 

object in the real world, termed as distal 

stimulus or distal object. “By means of 

light, smell, taste, touch, the object 

stimulates the body's sensory organs.” 

Context of study is to explore the 

importance of developing a brand. In this 

report the basic premise is to find out the 

sensory and experiential attributes involved 

in developing perception about the brand at 

the same time evaluate whether 

advertisements and brand awareness have 

role to play in perception formation. An e.g. 

could be “a person looking at a burger. The 

burger itself is the distal stimulus. When 

light from the burger enters a person's eye 

and stimulates their retina, such stimulation 

is the proximal stimulus. The image of the 

burger reconstructed by the brain of the 

person is the percept.” Another e.g. could 

be a fire alarm. 

The alarm is the distal stimulus. “The sound 

stimulating a person's auditory receptors is 

the proximal stimulus, and the brain's 

interpretation of this as the ringing of an 

alarm is the percept.” Such different kinds 

of sensations such as taste, sound, are the 

"sensory modalities". 

Awareness, attitudes, and usage (AAU) 

metrics relate implicitly to what is called as 

the Hierarchy of Effects, an assumption that 

consumers go through three sequential 

stages from lack of awareness, to initial 

purchase of a product, and then brand 

loyalty. In total, these AAU variables allow 

companies to track trends in customer 

knowledge & attitudes. 

Creation of brand awareness is the primary 

objective of advertising at the beginning of 

any product's life cycle, and has a 

significant influence on consumer buying 

behaviour. Marketers gauge the levels of 

awareness, depending upon whether the 

consumer in a given study is influenced by 

a brand, advertising, product’s category or 

usage situation. Typical questions might be 

"Have you heard of Brand XYZ?" or "What 

brand comes to mind when you think 

'laptops'? 

 

Awareness is specifically the percentage of 

potential customers/consumers who 

recognize or can name a given brand. 

Marketers usually research brand 
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recognition on an 'aided' or 'prompted' 

level, asking questions as, Have you heard 

of Apple?, they may also measure 'Unaided' 

or 'unprompted' awareness, asking 

questions as, Which mobile phone 

manufacturer comes to your mind?. This is  

top of mind awareness/spontaneous brand 

recall where only the 1st brand recalled is 

recorded. 

 
Literature Review 
 
Concept of Branding 
 
Logo Design works, 2007: The concept of 

branding is of great significance for 

marketers as well as the consumers. It is 

through branding that a consumer is able to 

differentiate between various available 

goods and services available in the market 

place. Customers understand brand through 

associations and attitude formation and 

with the easy information available about 

the brands which in turn build their trust 

with time. 
 
Dolak, 2003; Kotler & Armstrong, 2004:In 

today’s time branding is used strategically 

meaning that they are used to create and 

build emotional attachments to products 

and with companies. The modern concept 

of branding grew out of the consumer 

packaged goods industry and the process of 

branding has come to include much more 

than just creating a way to identify a 

product or company. 

Srinvasan, Park & Chang, 2005: Basically 

brands build perceptions in a manner that 

the consumers are easily able to 

differentiate between various products in 

the market place. Any brand is called as 

strong if it is able to deliver products and 

services consistently for which the 

customers are able to build trust and can 

rely upon the brand promise being made. 

 
Brand Equity 

 

David Aaker, 1991; Neal & Strauss, 2008: 

When it comes to business assets and 

liabilities, the terms, can’t stay away for 

long. Of all the assets what matters most 

are the ones which are intangible. A 

business running on the principles where it 

maintains and augments a loyal customer 

base, symbols and slogan to create a recall 

and brand name to develop an identity is a 

business which is actually growing and its 

management has a robust plan to survive in 

the future. These intangible attributes 

strengthen the personality and underlying 

image of the business. It creates the 

perception of business in the minds of its 

customers be it a product or a service. 

 
Pitta & Katsanis, 1995: To create brand 

equity a brand manager first lays an 

environment of brand awareness this is 

typically done by creating a buzz and 

advertisement by the help of a number of 

channels. This helps in creating a positive 

brand image which is further enhanced by 

walking the talk, which is, giving what is 

being advertised. 
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Factors that Influences Brand Equity: 
 
The following are the five major factors 

said by Aaker to influence the Brand 

Equity. Brand Equity works similar as 

assets and liabilities of the company. It 

can enhance or reduce and is always 

floating.  

Aaker (1991) originally outlined five 

components of brand equity: 

1. Name Awareness: Share of mind.  

2. Perceived Quality: Seen as better / 

best fit for me (functionality, trust, 

long lasting).  

3. Brand Loyalty: Enduring 

preference.  

4. Positive Associations: 

Sponsorships, admired people using 

the product, corporate citizenship.  
5. Other Assets: Trade mark’s, 

exclusive channels, merchandising 
systems.  

 
Brand Awareness 

Aaker, 1996: Brand awareness refers to the 

recall a consumer can make about the name 

of the brand. Bovee et al, 1995: It is also a 

measure of the portion of pie (market) that 

is aware of the brand name. Stryfom et al., 

1995: Awareness can be created or 

increased depending on the need and 

agenda of the company. This is usually 

done by repetitive advertising and publicity 

campaigns. Brand awareness provides a 

number of competitive advantages for the 

marketer such as: 

A known Brand creates an environment of 

familiarity for the consumer. Thus, it 

helps in trust building. 

Name awareness can be taken as sign of 

presence, substance and commitment. The 

prominence of a brand will decide if it is 

recalled when the purchasing process 

begins. Brand awareness studies can be 

performed by analysing and measuring 

different channels such as social media, 

market perception, recall as well as 

market acceptance. 

 
These factors can tell us how a brand is 
being perceived: 
 
Brand recognition: When a consumer can 

vividly relate to or confirm relation to 

brand to which he or she have previously 

been exposed to then we can say that the 

Brand has recognition. It requires that 

consumers can give for the brand being 

previously seen or heard. Brand recall: 

When a consumer can retrieve the name of 

a brand from the memory given the product 

category then we can confirm that the brand 

recall for the brand exists. It has be exact, 

for the brand succeeds in creating a recall 

only if the recall is exact. 

Top-of-mind brand: Given a product 

classification, the first name which comes 

to a consumers mind is his top of the mind 

brand. 

Dominant Brand: The ultimate awareness 

of the brand when a product category is 

announced to the consumer becomes a 

dominant brand. 
 
Therefore the biggest challenge is to build 

awareness and presence in the market 

which is both economic and efficient. 

Brand awareness changes the customer 

perspective and thus can change the 
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buying decisions. 

Aaker & JoaChimsthaler said that 
“People like the familiar and are prepared 

to ascribe all sorts of good attitudes to items 

those are familiar to them” 

Brand Awareness and Consumer/Brand 
Loyalty 
Market Research Worldwide, 2009: Brand 

awareness affects the way consumer loyalty 

and decision-making is done by influencing 

the creation of strength of brand 

associations and the brand image created in 

the mind of consumers through the different 

information attached to the brand. These 

positive adjectives of information play vital 

role in most of the buying decisions. 

 
Studies and research have continuously 

focused on a point that brand loyalty can’t 

just be created without brand awareness. 

Awareness creating brand differentiation 

will help create an image in the minds of 

the consumers which in turn forces the 

buying decision. 

 
Awareness is created in different ways; 

companies usually use aided and Unaided 

awareness. Image and brand marketing 

research studies are used to determine the 

extent to which consumers are familiar and 

keep a positive opinion about the 

company’s products or services. It is an 

evident fact that in industries companies 

with the highest awareness levels also have 

biggest market share. 

In the Market Research Worldwide, 2009, 

It was clearly mentioned that awareness 

levels is a measure whether consumers 

know about a product and company 

associated with it or not. This directly 

corresponds to the public image of a 

company and thus sales. 

 
Research Methodology and Procedures 
 

Research Objectives: 

 

1. To find out the influence of brand 

awareness on the purchase decision of 

the consumers 

2. To find out the highest brand recall 

value in terms of frequencies of the 

chewing gums available in India 

3. To interpret the stimuli of consumers 

towards the chewing gums 

4. To understand the perception of 

consumers towards the chewing gums 

5. To gauge the brand loyalty of the 

consumers 

6. To identify the most important factor in 

creating brand awareness 

 
Research Design 

 
Exploratory & Descriptive research – The 

research has been carried out through 

primary exploratory research first in order 

to gain first- hand information on brand 

awareness and perception of chewing gums 

in India and so be able to form a brand 

landscape. The exploratory research is 

followed by the causal research which is 

descriptive type. Also, single cross-

sectional research design is adopted. 

Sampling Design 

 
A questionnaire was constructed for the 



Ms Vandana Gupta, Ms Manisha Chowdhury 

55 

 

survey. A combination of scaling technique 

is used-Likert scale, nominal scale, ordinal 

scale etc. Some of the questions are open-

ended and some are close-ended. 

Population & Sampling Technique: 

Sample frame- all the regular chewing 
gum eaters 
Sample population- all the regular 
chewing gum eaters in NCR (NOIDA) 
region  
Sampling technique - quasi sampling - 
quota sampling 
 
Sample size - 150 

 

SETTING QUOTA’s: 

• India's population is 1.47 billion in 
2014 i.e 1470000000 Cr. 

• Out of this population, let’s say 10% of 

the population comprises of chewing 

gum eaters i.e. 14,70,00,000 Cr 

• Now let’s say every 20th person in the 

population frame is a regular chewing 

gum eater - 14,70,00,000 /20 = 

73,50,000 (this is after taking into 

account the rural population also) 

• Sex ratio is 1000 male per 943 females 

• Age structure – 2009 

0-14 yrs = 31.1% = 31 

15-64 = 63.6% = 64 

65 and over = 5.3% = 5 

• NOIDA census to understand 
demographics and assign quotas-
Population of Noida in 2011: 642,381 

• Out of this population let’s say 10 % of 
the population comprises of chewing 
gum eaters i.e. 64238.1 

• Therefore, regular gum eaters = 
64238/20 = 32,119  
Male - 289,804 and Female - 352,577 

Sex Ratio - 822 females per 1000 
males 

• Composition of males and females 

therefore becomes : (45% Females & 

55% males ) 

QUOTA 1 - GENDER 
Males = 150 * 10/18 = 83.3 = 83 
Females = 150 * 8/18 = 66.6 = 67 
 
QUOTA 2 - AGE 
0-6 yrs = 13% = 19 
7-14yrs = 18 % = 27 
15-64 yrs = 64% = 96 
65 and over = 5 % = 8 
 
QUOTA 3 – MULTI–LAYERING  in 

GENDER 
0-14yrs - Sex ratio = male 

190,075,426/female 172,799,553 = 52% 

males &  48% females = 24M & 22F 

15-64 yrs - Sex ratio = male 

381,446,079/female 359,802,209 = 51% 

males & 49% females = 49M & 47F 

65 and over = male 29,364,920/female 

32,591,030 = 61955950 = 47 % males & 

53% females = 3M & 5F 

 
DATA COLLECTION PROCEDURE: 

 

- Type of Data: Exclusively Primary Data  

- Methods of collecting Primary Data: 

Questionnaire  

- Methods for filling questionnaire: 

targeted at regular chewing gum eaters in 

the Noida NCR Region  

 
Instruments Used: 
The instruments used for the survey are: 

- Questionnaire.  

- MS Excel for charts & 
diagrams, Frequency analysis  

 

- SPSS software for relationship 
analysis  
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DATA ANALYSIS AND INTERPRETATION 
 
 
Q1) Rate your awareness about the following chewing gums available in the market. 

Interpretation- 
Big Babol enjoys good brand 

awareness in the market with 104 

respondents being extremely aware 

about it followed by Center Fresh 

with 102 respondents being extremely 

aware. Orbit, Happydent, Center Fruit 

and Mentos and Boomer by and a 

large enjoy moderate brand awareness 

with 68, 59, 55, 49 respondents in the 

category respectively close enough to 

reach higher awareness bracket with 

little more advertising efforts. Other 

chewing gums like Cool Mint, 

Doublemint, Juicy fruit, do not enjoy 

brand awareness at all primarily due 

to lack of advertising efforts reason 

which why people are either only 

slightly aware about them or are 

completely not at all aware. 

 
Q2) Which of the following brands' advertisement you have seen / can recall ? 
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Interpretation - 
Big Babol has the highest brand 
recall value with 109 respondents 
having a brand recall for its 
advertisement followed by Center 
Fresh, Mentos, Happydent, Center 
Fruit, Boomer with 105,102, 87, 86 
,80 respectively. However, the 

brand’s advertisement recall value 
for Juicy Fruit, Cool Mint, 
Doublemint and Orbit is negative 
with 134,132,106,92 respondents that 
is majority of them having no recall 
for the brands’ advertisement. 

 

 

 

Q3) Complete the sentence - I want my chewing gum to be Ophthalmoception (Sight) – 
 

 

 

Interpretation- 

By and large, respondents prefer 

a sweet taste in chewing gums 

with about 83 respondents 

(40+43) showing a favourable 

positive response. The 

salty/acidic flavour is not a 

preferred taste with over 82 

respondents (57+25) showing an 

unfavourable response towards 

the same. On the flip side, tangy 

flavour is still preferred over the 

salty taste with about 57 

respondents (41+16) approving 

of the taste.   
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Olfacoception(Smell) 

 

 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation -  
Respondents have given a very positive 

response to the sensory attribute of smell 

with majority of them showing preference 

for intense, fresh, menthol and fruity gum 

with about a 96, 144, 104, 125 respondents 

respectively. This reflects the experience 

people wish to have with a chewing gum 

which is basically freshness and a sweet 

substitute for some. 

 

Tactioception (Skin) – 
 
 
 
 
 
 
 

Interpretation -  
When the sensory attribute of touch 

is concerned respondents preferred a 

gum which is easy to chew & long 

lasting with about a 113 and 124 of 

them showing a positive response. 

On the flip side a handful of 28 

respondents showed a positive 
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response for a gum which is hard to chew. 

 Gustaoception (Taste) – 

 
Interpretation – 

Lastly, in the visual sensory attribute 
respondents showed preference towards a 
gum which is soft in texture and is colorful 
with about 133 and 120 respondents 

showing a positive response. On the flip 
side majority of the respondents showed no 
preference for a gum which looks hard in 
texture i.e. 122 in number. 

 
Q4) Assuming that you have seen the advertisement, what do you think is the 
dominant theme of the following brands? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Brand Awareness 

60 

 

Interpretation – 
At the aided level i.e. after showing 

the advertisement to the respondents it 

was found that majority of the 

respondents found the dominant 

theme of Center Fresh ad as humor , 

Orbit and Juicy Fruit ad as health, 

Center fruit ad as utility, Boomer as 

dynamic, Happydent as health, 

Mentos & Big Babol as creativity, 

Cool Mint as humor and Doublemint 

as utility. 

 

Q5) Which one of the following chewing gums have you tasted? 

 

 
Interpretation – 
The most consumed gums are Center 

Fresh, Big Babol , Center Fruit with 

about 138, 132 and 117 respondents 

tasted them. Moderately consumed gums 

are Mentos, Happydent, Orbit with 98, 95 

and 89 respondents respectively. The 

least tasted gums are Juicy Fruit, Cool 

Mint and Doublemint with only 69, 68 

and 50 respondents. 

Q6) Rate the following gums in terms of your liking. 
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Interpretation – 
The most liked chewing gums are 

Center Fresh Center Fruit and Big Babol 

with about 135, 126 and 130 number of 

respondents showing their liking 

respectively. Moderately liked gums are 

Happydent, Mentos and Orbit with 104, 

105, 88. Least liked gums are Juicy 

Fruit, Boomer, Coolmint and 

Doublemint with 57, 47, 69 and 52 

respondents liking them.

 
 
 
Q7) If your favorite gum is not available then do you easily settle for or buy 
some other gum available at the shop? 

 
 
Interpretation – 
As many as 90 respondents do not exhibit 

brand loyalty in the preference of their 

chewing gums and are willing to 

compromise and buy some other brand 

particularly because it is a low-involvement 

category and products are perfect substitute 

of each other. Also because the product 

cycle is small people don’t really bother 

much and buy what is available on 

occasion. 
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Q8) Complete the sentence - I eat chewing gum because 

 

 
 
 
Interpretation – 

Respondents eat chewing gums because 

they find it relaxing, a quick mouth 

freshner, can curb hunger pangs, helps to 

reduce double chin, keeps mind alert during 

exams and boosts confidence in social 

interactions. This displays the pattern of the 

experiential attributes associated with the 

gum industry as a way to study the 

consumer perception. 
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Q9) Rate the importance of the following parameters when you buy a chewing gum 
 

 
Interpretation – 
Taste is an extremely important 

parameter in the selection of a particular 

brand of gum by the respondents with as 

many as 109 respondents in the favour of 

it. Parameters like Packaging, Colour are 

moderately important with 74 and 70 

respondents in that category. Brand and 

advertisement holds a neutral importance 

with 53 and 58 number of respondents 

respectively. Price is the least important 

factor particularly because the gum 

industry offers products which are priced 

very low. 

Q10) Do you think celebrity endorsement would influence your purchase decision? 
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Interpretation – 
Very clearly it can be inferred that 
celebrity endorsement doesn’t effect the 
purchase decision of the majority of 

respondents with over 104 of them saying 
a No and the rest 46 saying Yes. 

Q11) Do you think chewing gums really hold their properties? 

Interpretation – 
It is implicit that there is a close tie between 

the opinions regarding gum properties 

where 76 of the respondents believe that 

gums hold their properties like teeth 

whitening agents, freshness agents etc and 

the rest 74 believe that the gums have all 

artificial agents and fake it all. 

Q12) If given an option then which of the following chewing gum would you prefer? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

 

 

Interpretation – 
In today’s time when people are so health conscious it is important to study their perception 
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about chewing gums also and it has been observed that people prefer 

sugar-free gums. However, it depends upon 

the age as people over 35 years of age 

prefer sugar-free gums although by and 

large people are ready to compromise. 

 

 

Q5) Which advertisement can you relate 

the most with yourself and why? 

 

This was an open – ended question 

providing qualitative insight into the 

preference people generally build for a 

particular chewing gum on the basis of their 

relativity to the product’s advertisement. 

 
It was found that people like an 

advertisement based on the sensory and 

experiential values displayed in the 

advertisement which directly or indirectly 

promises to deliver to customers’ 

satisfaction of their individual objectives 

which differs upon parameters such as 

personality, demographics. Now, this is 

usually done through emotional integration 

wherein ads portray a character that is 

shown reaping the benefits out of the 

product. 

 
It was observed that different age groups 
had different reasons for relating to a 
particular advertisement. 

 
By and Large, children relate to the 

advertisement of brands like Big Babol and 

Boomer primarily because they are 

animated and coloured, involve a 

personality symbol or a superficial dreamy 

character they want to be like, additional 

premiums such as a tattoo, a toy, 

redeemable points, masks, and other offers. 

Some of them they related to the ad because 

the cast in the ad were children or their 

voice overs which made them build an 

instant relation to them. 

 
The youth relate to the advertisement of 

brands like Center Fresh and Mentos 

because they find the advertisement cool, 

humorous, fun , dynamic, entertaining, slice 

of life, smart, intelligent and the likes which 

in their perception is a trait of their own 

personality. Some of them also related to 

Double Mint ad featuring Katrina Kaif and 

the confidence one gets after eating it. Yet 

some others could relate to gums like happy 

dent, cool mint , orbit primarily because 

they are sugar-free and ensures dental health 

easily. 

 
Lastly, the responses of age old people were 

varied. Many of them related to Center 

Fresh ad not because it is funny, smart, 

intelligent etc but because the frequency of 

ad is greater in comparison to other ads and 

they feel that indirectly that means that it is 

the most popular, most tried brand in the 

gum market in India. Some other obviously 

related to sugar – free gums like Happy 

Dent and /or Orbit for health reasons. 
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DEMOGRAPHICS 
 
 
 

 

 AGE GROUP FREQUENCY 

 0-12yrs 23 

 13-19yrs 23 

 20-39yrs 76 

 40-50yrs 20 

 60yrs & above 8 
 

Table 4.1 
 
 
 
 
 

 

 AGE GROUP MALE FEMALE TOTAL 

 0-12yrs 12 11 23 

 13-19yrs 12 11 23 

 20-39yrs 39 37 76 

 40-50yrs 10 10 20 

 60yrs & above 3 5 8 

 TOTAL 76 74 150 
 

Table 4.2 
 
 
HYPOTHESIS TESTING 

Null Hypothesis –Advertisement of Center 

Fresh has no impact on Brand Awareness 

Alternate Hypothesis - Advertisement of 

Center Fresh has an impact on 

BrandAwareness 

Chi-square test (Between Q1.1 and Q2.1) 

Rate your awareness about the following 

chewing gums available in the market- 

Center Fresh * Which of the following 

brands' advertisement you have seen ?- 

Center Fresh Cross tabulation 

 

 
       

 
 

 

Which of the following   
 brands' advertisement you   
 have seen / can recall ? -   

 Center Fresh      

 Yes  No Total  
             

 Rate your awareness Somewhat  
3 

   
9 

 
12 

 
 
about the following Aware 
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 chewing gums available Moderately 
20 

   
16 

 
36 

 
 in the market- Center 

Aware 
      

 
Fresh 

         
 

Extremely 
         

    
82 

   
20 

 
102 

 
   

Aware 
      

            
 

Total 

      

45 

 

150 
 

   105     
             

  Chi-Square Tests          
            

        Asymp. Sig.    
    Value   Df (2-sided)    
          

  Pearson Chi-Square 20.394a  2 .000    

  Likelihood Ratio 19.339  2 .000    

  Linear-by-Linear 
20.182 

 
1 .000 

   
  

Association 
     

            

  N of Valid Cases 150         
             

 
a. 1 cells (16.7%) have expected count less than 5. The 

minimum expected count is 3.60 
Table 4.3 

 
Interpretation – As the value obtained is 
less than 0.05 at 95% confidence interval 
the null hypothesis is rejected. So it can  

 
be inferred that advertisement affects the 
brand awareness of center fresh.  

 

 

HYPOTHESIS 2 

Null Hypothesis –Advertisement of Cool 

Mint has no impact on Brand Awareness  

Alternate Hypothesis - Advertisement of 

Cool Mint has an impact on Brand 

Awareness 

Chi-sqaure test (Between Q1.9 & Q2.9) 

Rate your awareness about the 

following chewing gums available 

in the market- Cool Mint * Which 

of the following brands' 

advertisement you have seen / can 

recall? - Cool Mint Cross tabulation 
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Which of the following   

 brands' advertisement you   

 have seen / can recall ? -   

 Cool Mint    
     

 Yes No Total  
       

 Rate your awareness Not at all aware 0 32 32  

 about the following 
Slightly Aware 6 42 48 

 
   

 chewing gums available Somewhat     
 in the market- Cool 

Aware 
5 13 18  

 
Mint 

    
      

  Moderately 
4 16 20 

 
  

Aware 
 

      

  Extremely 
3 29 32 

 
  

Aware 
 

      
 

Total 

   

150 

           

  18 132  

       
       

 
 

Chi-Square Tests 

   Asymp. Sig.  

 Value Df (2-sided)  
     

Pearson Chi-Square 10.039a 4 .040  

Likelihood Ratio 12.709 4 .013  

Linear-by-Linear 
1.598 1 .206 

 

Association 
 

    

N of Valid Cases 150    
     

 
a. 4 cells (40.0%) have expected count less than 5 the minimum 

expected count is 2.16. Table 4.4 
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Interpretation – 
As the value obtained is less 
than 0.05 at 95% confidence 
interval the null hypothesis is 

rejected. So it can be inferred 
that advertisement affects the 
brand awareness of Cool Mint. 

 
HYPOTHESIS 3 
Null Hypothesis –Consumption of Center Fresh has no impact on liking 
Alternate Hypothesis –Consumption of Center Fresh has an impact on liking 
 
Chi-square test(Between Q6.1 & Q7.1) 
 
Which one of the following chewing gums have you tasted? - Center Fresh * 
Rate the following gums in terms of your liking - Center Fresh Cross tabulation  

   

  Rate the following gums in terms of your liking - Center   

 

 

Fresh       
         

      Extremely   

 Dislike  Neutral Alike Alike Total  
         

 Which one of the Yes 2   7 56 73 138  

 following chewing 
No 

        
          
 gums have you tasted? -  1   5 6 0 12  
 Center Fresh          
 

Total 

 

3 

   

62 73 150 

 

    12  
           

 
 
 
 
Null Hypothesis –Consumption of Center Fresh has no impact on 
liking Alternate Hypothesis –Consumption of Center Fresh has an 
impact on liking 
 
Chi-square test (Between Q6.1 & Q7.1) 
 
Which one of the following chewing gums have you tasted? - Center Fresh * 
Rate the following gums in terms of your liking - Center Fresh Cross tabulation  

    

   Rate the following gums in terms of your liking - Center   

 

 

Fresh       
         

      Extremely   

 Dislike  Neutral Alike Total  
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 Which one of the Yes 2   7 73 138  

 following chewing 
No 

        
          
 gums have you tasted? -  1   5 0 12  
 Center Fresh          
 

Total 

 

3 

   

73 150 

 

    12  
           

 Chi-Square Tests          
          

     Asymp. Sig.     

  Value  Df (2-sided)     
          

 Pearson Chi-Square 27.681a  3 .000     

 Likelihood Ratio 24.087  3 .000     

 Linear-by-Linear 
22.828 

 
1 .000 

    
 
Association 

     
          
           

 N of Valid Cases 150         
           

 
a. 4 cells (50.0%) have expected count less than 5. The minimum 
expected count is .24     

 
Table 4.5. 
         

Interpretation – 
As the value obtained is less than 
0.05 at 95% confidence interval the 
null hypothesis is rejected. So it can 

be inferred that consumption of 
Center Fresh has an impact on liking. 

 
HYPOTHESIS 4 
 
Null Hypothesis –Consumption of 
Doublemint has no impact on liking 
 

Alternate Hypothesis –Consumption of 
Doublemint has an impact on liking 

 

Chi-square test(Between Q6.10 & 
Q7.10) 
Which one of the following chewing 
gums have you tasted? - Double Mint * 
Rate the following gums in terms of 
your liking - Double Mint Cross 
tabulation 

  
 

 

Rate the following gums in terms of your liking - Double Mint   
           

 Extremely      Extremely   
 Dislike  Dislike Neutral Alike Alike Total  
           

 Which one of the Yes 1  12  11  19 7 50  

 following chewing gums No           
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 have you tasted? -   3  31  40  24 2 100  
 Double Mint             

 Total   4  43  51  43 9 150  
               

  Chi-Square Tests             
              

        Asymp. Sig.      
    Value Df  (2-sided)      
              

  Pearson Chi-Square  14.150a 4  .007       

  Likelihood Ratio  13.793 4  .008       

  Linear-by-Linear  
7.989 1 

 
.005 

      
  

Association 
        

              

  N of Valid Cases  150          
               

 
a. 3 cells (30.0%) have expected count less than 5. The minimum expected count is 1.33. 

Table 4.6 

 

Interpretation – 
 
As the value obtained is less than 
0.05 at 95% confidence interval the 

null hypothesis is rejected. So it can 
be inferred that consumption of 
Doublemint has an  impact on 
liking. 

 
HYPOTHESIS 5 
Null Hypothesis–Gender has no impact on the choice of taste 
Alternate Hypothesis- Gender has an impact on the choice of taste 
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   T test  
 

Between Q3.1,Q3.2,Q3.3 & Q15 
 
 
Independent Samples Test 
 

 

 
Interpretation – 
As the value obtained is less than 0.05 at 

95% confidence interval the null hypothesis 

is rejected. So it can be inferred that gender 

has an impact on the choice of taste. 

 

CONCLUSION & 

RECOMENDATIONS 

 
In line with the objectives set at the 
beginning of the research the following 
findings and conclusions can be made: 

 
Firstly, through the SPSS analysis it can be 

inferred that since there is a relationship 

between the brand advertisement and brand 

awareness, consumers will buy only those 

chewing gums which are advertised and 

consumers are aware of it and can recognize 

in the market place. Therefore one can say 

that brand awareness does have an impact 

on the purchase decision of the consumers 

Secondly, the highest brand recall value is 

again dependent upon advertisement. Brands 
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like Center Fresh, Big Babol, Center Fruit, 

Happydent and Mentos enjoy a high brand 

recall value particularly because they have 

consistently aired their advertisement in the 

eyes of the consumers and have captured 

their minds through their own unique 

positioning strategy. 

 
Thirdly, there were two different attributes 
studied in the questionnaire primarily 
sensory attributes and experiential attributes. 

 
The sensory attributes were divided into 

taste, smell, vision and touch. It was 

observed that respondents preferred a 

sweet taste, a fruity, fresh, intense smell, 

easy to chew and long-lasting feeling and 

colourful and soft in texture chewing gum. 

 
The experiential attribute was studied by 

understanding the gap between the 

advertisement themes of different brands 

and the consumer perception about the 

same. The theme of an advertisement seeks 

to communicate the experience the 

consumer will have after consumption of a 

particular chewing gum. 

 
Brands like Center Fresh, Center Fruit, 

Mentos Big Babol, Orbit, Happydent are 

able to communicate their themes 

successfully ranging from fun & humorous 

attitude to utility, creativity and health 

 
Fourthly, through a direct utility analysis of 

the perception of chewing gums it was found 

that respondents buy chewing gums because 

they find it relaxing, a quick mouth/breath 

freshner, curbs hunger pangs, keeps mind 

alert and boosts confidence. These are some 

of the other experiential attributes consumers 

seek to experience. 

Fifthly, chewing gums are priced very low 

and is a low involvement theory therefore it 

was found true that the brand loyalty is very 

low and consumers easily compromise upon 

their preferred brand in its absence at the 

shop. 

 
Sixthly, it has been also found that there is a 
relationship between the brand 
advertisement and the chewing gums tasted 
by the consumer and the latter further has a 
correlation with the liking the consumer 
develops. Therefore, it can be concluded that 
brands advertisement are vital as they 
motivate consumers to buy the product and 
in turn make them develop their preferences 
in the competitive landscape. 
Lastly, the most important parameter n the 

purchase decision of consumers where 

chewing gums are concerned is primarily 

the taste followed by packaging and colour. 

Parameters such as advertisement, brand 

and price have a neutral importance though. 

 

Therefore, in light of the above discussion it 

can be concluded that brand advertisement 

has a very crucial role in developing brand 

awareness and brand perception in the mind 

of the consumers. It is primarily through 

advertisement that a brand communicates 

and sends message to its target market and 

the consumer picks up these messages and 

forms a perception about the brand. Now, 

whether the perception formed by the 

consumers is right or wrong depends upon 

the positioning strategy of a company. 

 
The chewing gums brands which are 

consumers are by and large aware about 

are Center Fresh, Center Fruit, Big 

Babol, Orbit, Happydent and Mentos. All 

these brands have been successful in 

developing the right brand perception 

also for the category chewing gum in the 

confectionery market.
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Learning management the disintegrative or integrative way 

_______________________________________________ 

Prof (Dr) B.R. Londhe 
Deputy Director, SIMS 

 
Author is a  Faculty of Marketing at Symbiosis Institute of Management Studies, SIU, Pune. 

He has published many papers in many renowned journals. 

Division-E had almost got over with their 
tenth lecture. Professor Brandon Lorenz 
(BRL) stood in front of the board -- 
thinking what to do next. This operation’s 
division was far more difficult to handle 
compared to other divisions in MBA. 
Today’s lecture was another such round of 
disappointment. He had presented a case to 
the class which they were supposed to 
analyse. Till the end of the class, hardly 
anyone could critically examine the case. 
The case given to them was about 
‘Kingfisher Airlines Limited (KFA)’ an 
airline group based in India, which shut 
down its operations with effect from 20 
October 2012; and the two central questions 
were- first, to compare KFA’s operational 
strategies with that of Southwest Airlines 
(SWA). The underlying issue of this 
discussion was to find out strategies of 
KFA, distinctly different from that of SWA 
and further analyse the operational strategy 
implementation processes to find out  the 
lacunae in the implementation process at all 
levels of management. Secondly, how to 
revive the damaged brand image of KFA to 
restart its operations in India? His prime 
goal was to make the students understand 
the importance of integration of various 
inter-departmental functions of the 
management and emphasize on the need for 
integrated management courses in business 
schools, so that the students study different 
branches of management irrespective of 
their specialisation. Lack of interest by 
students in learning management in 
integrated way courses and superficial 
specialisation-based analysis without 
applying holistic approach disappointed 
him highly. 

He figured out that there could be few 
reasons behind this scenario. Either the case 
in itself has bored them; or, the last two 
classes that didn’t go too well might have 
aroused subtle defiance in the attitude of 
the students. BRL’s objective was not only 
to discuss the case from an Operations 
Management perspective, but also to make 
them understand the marketing and 
financial implications of operational 
decisions as well. Students might have had 
a problem of understanding it from the 
marketing angle. These students were from 
the specialization batch of Operations and it 
did not come to him as a surprise that 
students hardly wanted to go out of their 
comfort zone of Operations, and try 
thinking from other angles as well. Kris 

Broad, one of the fresher students’ was 
assigned to administer the case in the class 
for discussion; but, could generate very 
little enthusiasm among the students for 
case discussion. According to BRL, she 
was brilliant, but at the end of the class 
BRL realised that usage of fancy words and 
jargons by Kris have actually baffled the 
students.  

Angelina, one of the experienced students 
of this division who has a work experience 
of 5 years in a FMCG company is 
examining the case. The class being a blend 
of experienced students as well as fresher’s, 
it was expected that the experienced ones 
would throw some light on the issue. Apart 
from Angelina, there was John Carter who 
had worked as a Supervisor on an assembly 
line during college vacations. BRL himself 
had twelve years of experience in 
pharmaceutical marketing in European and 
American markets which taught him the 
importance of integrated management 
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course in enriching the students and 
grooming them for targeting high-tier jobs 
in corporate. The double Post-graduate in 
Marketing and Operations Management and 
PhD in flower marketing has enhanced his 
belief in making management education 
more integrative and holistic.  Made to 
think in the right order about the case, 
maybe he should ask Angelina to discuss 
the case? But Angelina seemed absent-
minded. So should he go for John? Who is 
very aggressive in nature? He also thought 
of getting Kris to discuss it again with lot of 
inputs from his side to Kris before 
discussing the case in class; or, he should 
form a group of students with Marketing, 
Finance, HR, and IT, along with students 

from Division-E, and ask this group to 
analyse the case collectively; or, he himself 
discuss the case. BRL also thought about 
inviting his colleague Angelina George 
who is the HOD of Marketing department, 
Andy Robert from Finance department, and 
personally to discuss the case collectively 
in the class. But would that help them? 
Given, they are in Operations; BRL wanted 
them to understand that, besides Operations 
knowledge, Marketing, Finance etc are also 
equally important for them to lead the 
business world in the ongoing scenario. 
How to generate discussions and make the 
learning student-centric was all that was 
bothering BRL. How to do that? 
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Student Achievements 

Articles: 

1) Pushpanjali Mitra’s article titled 

"ECB's monetary injection: yet 

another Quantitative Easing 

stimulus" was published in 

'Zamorins' Bazaar' magazine of IIM 

Kozhikode. 

2) Pushpanjali  Mitra’s article 

“Analysis of the Reasons Behind 

Raghuram Rajan’s Sounding Alarm 

on Another Bubble” was published 

in the September edition of IBS 

Hyderabad's monthly newsletter. 

3) Ramesh Pradhan’s article titled 

"Era of Business Intelligence : The 

Big Data Way" was published in 

the South- Asian Journal of 

Multidisciplinary Studies (SAJMS)- 

ISSN:2349-7858 

Research Papers: 

1) Pradyut Hande’s research paper  

titled "The Dreams A-Lite Project: 

USD 1000 Homes: An Insight into 

a Proposed Bottom of the Pyramid 

(BOP) Township to Address the 

Problem of Affordable Housing for 

the Urban Poor in India" was 

accepted and published in the 

November, 2014 Edition of the 

European Journal of Business and 

Management (EJBM) 

2) Pradyut Hande’s paper titled 

"Mobile Banking: The Future of the 

Indian Telecom Industry" was 

published in the November edition 

of Zenith Research's EIJMMS. 

3) Gunjan Agarwal, Chavvi Nath 

Dubey, Gaurav Bhargad, Kapil 

Bora (2014-16) with Dr Asha 

Nagendra authored 2 research 

papers. They were accepted at the 

International Conference on 

“Innovation and Creativity 

Management: Future for 

Sustainable Development (ICM 

2014)”at IMS Ghaziabad which  

was held on 29th Nov 2014. 

4) Pradyut Hande’s paper titled 

"Mobile Banking - The Future of 

the Indian Telecom Sector" has 

been selected for publication in 

Zenith International Journal of 

Business Economics and 

Management Research’s (ISSN: 

2249-8826) November, 2014 

edition. 

5) Ravi Singh authored a research 
paper on The Current Indian 
Primary Education Scenario. It was 
selected as one of the best three 
papers as a part of Thermax TSIR 
research live project. 
 

Summer Projects: 

1) Aniket Jagtap won the Best 

Internship Project in "Summer 

2014"  B-School competition 

organised by Department of 

Management Studies, University of 

Pune (PUMBA). 

2) Surjit Roy CPS was selected by 

Tata Motors for their RMAI Case 

Study book. 

3) Ramesh Pradhan’s Summer Project 
titled "Measuring effectiveness of 
promotional campaigns of Emami 
Navratna Oil Brand" was chosen 
among the top 10 projects by the 
Rural Marketing Association of 
India, New Delhi. 
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Sports: 

1) SIMS quartet - Aditya Singh Bisht, 

Orunganti Karthik, L Karthik and 

Tanmay Joshi secured 3rd position 

in the 4x 100 m relay in the recent 

SIU Swimming Championship. 

2) SIMS Girls’ Football Team - 
Apurva Joshi, Shivangi Taneja, 
Jyoti Gaikwad, Akanksha Sachdev, 
Priti Chauhan, Sushma Devi, Tania 
Thanda, Preetika Thukran, Bani 
Johri, Simrat Alhuwalia, Aishwarya 
Gupta, Arshya Singh, Raksha 
Kumawat, Stuthi Pathak, Sukriti 
Sabherwal, Vaishnavi Devi stood 
Second in SIU Football 
Tournament. 

3) SIMS Chess Team - Leno Mathew, 
N Rakesh, Vijay Kumar Desiraju, 
Jose Thomas and Amit Kumar 
Patro secured 4th position in SIU 
Chess Tournament. 

4) SIMS Boys’ Badminton Team - 
Kartikey Yadav, Aishwarya Dev, 
Sunil Shekhawat, Saamarth Bali 
and Eshaan Raizada stood the 
Runners Up in SIU Badminton 
Championship. 

 

Courses: 

1) Gaurav Nuyal cleared Scrum  

Master certification with 100%. 

2) Ramesh Pradhan, Mahesh V Pillai 

and Atil Govil took part in a Digital 

Marketing Workshop conducted by 

Management Institute for 

Leadership and Excellence (MILE). 

Their presentation was adjudged as 

the "Best Digital Marketing 

Presentation." 

3) Mahesh V Pillai successfully 

completed an online course in 

Marketing from Wharton Business 

School, University of Pennsylvania 

via an Open University online 

forum  known  as  Coursera. 

 

Competitions: 

1) Kamlesh Shah and Piyush Kumar 

won first prize in Aashayein 2015, 

the Annual National Level B-Plan 

Competition based on Social 

Entrepreneurship organized by Goa 

Institute of Management, Goa. 

2) Abhinav Sinha, Abhishek Gupta 

and Sudeep Singh Jhala won the 

Microsoft #Cloud Competition held 

at the Indian Institute of 

Management, Bangalore as a part of 

their Annual Business Summit, 

Vista 2014. 

3) Amit Patro won the Pitch Perfect 

competition during the SIMS 

National Alumni Meet 2014. 

4) Mihir Haryal was declared 

Runners-up at Convergence - The 

consulting case study competition at 

Sydenham, Mumbai. 

5) Smita Mishra and Akshant Dhruvraj 
secured the Runner's Up trophy in 
the Reveal Case Study Competition 
as part of their annual 
Entrepreneurship Summit - Emerge 
2014. 

6) Amit Patro stood second in SCIT B 
School competition Sprout IT 2014. 

7) Kritika Kulsrestha, Sheeba Pathank, 
Abhinav Mogilipuri and Shivani 
Sharan made it to the final round of 
Bidwiser competition. IIM 
Bangalore. 

8) Sarvesh Kumar, Eshan Mehndiratta, 
Smita Mishra and Akshant Dhruvraj 
secured Runners Up trophy at 
National Case study competition, 
"Reveal" by IIM Shillong. 
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Research @ SIMS 
 

Research Cell is a thought provoking and knowledge generating platform for the student 

managers wherein they get to explore the issues of the corporate world in the dynamic 

environment which require utmost attention .Moreover the cell also helps the students to 

write Research papers and Research Articles by conducting Workshops by the experts such 

that they are well apprised of the format of Research papers that can be published in the 

various National Journals and magazines .The cell also conducts a Research paper 

competition for the budding writer to provide them with the opportunity to express their 

views and expressions and create awareness among their fellow mates regarding their 

thought process, hence giving a new dimension to the emerging topics in day to day 

business. The cell is the right destination for students who want to excel in their respective 

fields and attain zenith in a short period of time. 
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CALL FOR RESEARCH PAPER/ARTICLE/CASE/BOOK 

REVIEW 

Symbiosis Institute of Management Studies is a constituent of the prestigious Symbiosis 

International University. It is a top-tier provider of business education across the spectrum. 

SIMS is also an accredited “Centre for Corporate Governance" of the 'National Foundation of 

Corporate Governance”(established by Ministry of Corporate Affairs and CII). The institute is 

for dependents of defence personnel and industry sponsored candidates. We have been 

increasing our focus on research, projects and consultancy. We bring to you the opportunity to 

be a part of our Research Journal, Jidnyasa. 

With delight we invite research paper, an article, book review and cases to be published in 

“Jidnyasa” a double peer reviewed bi-annual Journal of Symbiosis Institute of Management 

Studies, Pune. It provides a platform for researchers, practitioners, academicians and 

professionals to share their research towards development of management knowledge. We are 

looking for papers which not only reflect the current state of the field but also trigger future 

research efforts. 

We invite contributions from you and your esteemed colleagues for the Journal. The area of the 

contribution can be from: 

1. Entrepreneurship  
2. Financial Management 
3. General Management  
4. Human Resource Management 
5. Information Systems 
6. Marketing Management 
7. Operation Management 
8. Project Management 
9. Strategic Management 
10. Economics 
11. Accounting ,Commerce  
12. Total Quality Management  
13. Business Environment  
14. Business Ethics 
15. Organizational behaviour  
16. Industrial Psychology 
17. Enterprise Systems 
18. Technology Management  
19. Hotel Management  
20. Hospital Management 
21. International Business Management  
22. Business Research Methods  

or any other related streams to the above mentioned. 
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The guide for contributors to the Journal is listed below: 

1. The following format should be maintained by the contributors: 

Manuscript Word Limit: 5000-6000 words (A4 size 
pages) 

Font Times New Roman 

Line Spacing 1.0 centimetre  

Heading of Article/Paper Size 16, In Block Letters 

Abstract Size 9, Italics, Word Limit: 150 words 

Sub-Heading Size 14, Bold, In Block Letters 

Sub-Sub Heading Size 12, Bold 

Running text Size 12 

For Formulas only Size 11, Italics 

For Text inside Tables Size 7, Headers in Block Letters 

For Labelling Tables/Figures Size 11, Bold 

References Size 8, Refer below for Format, Only name 
of Journal should be in Italics 

Write the Researcher’s name after giving 
References along with the designation 

Size 11, Bold 

 

2. Please write your Name, Designation and E-mail ID after the references respectively. 

3. Do not write in block letters unless specified. 

4. Follow British spellings throughout. 

5. Numbers: One to twelve in words, thirteen and above in figures, unless the reference is to 

percentages, distance or age. Use 1900s or 19th century. 

6. No stops after abbreviations (USA, MBA). Use stops after initials (A.K. Sinha). 

7. Do not underline any text. 

8. If broader calculations are done, put them in appendix after the references. 

9. Quotes should be encased within single quotes and should be separated from the text if it 

exceeds 45 words and indented to the left with line spacing above and below it. Quotes 

should be cited accurately and the page number of the original publication along with the 

name should be provided. 

10. Manuscripts which do not abide by these guidelines will not be considered for 

publication. 

11. Manuscripts not selected for publication will not be sent back. Also certify that the 

paper has not been published or submitted elsewhere. 

12. You may send your article/paper/case/book review in the form of MS Word (2010 or 

2013) File attached to an E-mail. 
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13. Artwork: All the images should be at least of 300dpi. 

14. Follow APA format to reference from books, Journals and government publications. 

Give the link of the website visited along with the date on which it was accessed. 

15. Blogs and Wikipedia should not be used for reference. 

16. A template for the format required as described in point number 1 is attached. 

17. Manuscripts and all editorial correspondence should be addressed to: 

Editor 
Jidnyasa 
Symbiosis Institute of Management Studies 
Range Hills Road, Khadki 
Pune 411020 
 
Tel: 020 - 30213241/201 
Mobile Number: +91-9975457012 
+91-9921973230, +91-9923974145 
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Website: www.sims.edu 

 

 

 

 

 

 

 
 
 

 

 

 

 

 

 

 

 

 






