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A STUDY ON CONSUMER PRACTICE ON E-BANKING SERVICES
IN CHENNAI CITY
Dr. S. Naresh
Head, Department of Commerce, Faculty of Science and Humanities,
SRM University, Vadapalani Campus, Chennai

Abstract
Banks in India adopted newer technology into their services to survive in the competitive
environment. E-banking is a benchmark of technology in Indian banking sector. In the era of
globalized economy, e-banking has brought the new face to the banks to deliver utilities to
customers. A method of conducting transactions electronically using information technology
is E-Banking. E-Banking is the latest and most innovative service and emerges as a new trend
among the consumers to make them feel more comfortable and satisfied. This paper focuses
on the study on consumer practice on E- banking services in Chennai city. The paper has
taken ATM and Internet services for its study. The paper also tries to bring about the
customer‟s perception, knowledge and the satisfaction towards ATM and Internet banking
services through their usage pattern. The paper is based on secondary data and uses various
relevant materials available. A purposive sampling technique was conducted with the sample
size of 180 bank customer respondents. The result shows the ranking among the services. The
researcher tries to give suggestions based on the result.
Keywords: E-banking, consumer practice, ATM and Internet banking

I.

INTRODUCTION

Electronic Banking
It is an umbrella term for the process by which a customer may perform banking
transactions electronically without visiting a brick-and-mortar institution. The following
terms refer to one form or another of electronic banking: personal computer (PC) banking,
Internet banking, virtual banking, online banking, home banking, remote electronic banking,
and phone banking. E-banking are the buzzwords in the global commercial activities today.
E-banking or electronic banking refers to conducting banking activities with the help of
information technology and computers. E-banking is a mix of services which include
Internet banking, Mobile banking, ATM kiosks, Fund Transfer System, Real Time Gross
Settlement (payment & settlement system), Credit/Debit/Smart/Kisan Cards, Cash
management services, Data warehousing, Operational data for MIS and Customer
Relationship Management
Evolution of Banking services from Traditional to Modern (Branch banking to ebanking) – A Road lead to customer centric
Technology is revolutionizing all areas of human endeavor and activity. It has now brought in
E-banking, which is gradually replacing the traditional branch banking. ICT, integration of
information system and communication technology has radically altered the traditional ways
of doing banking business and allowed banks to wipe out the difference in time as well as
distance. However, e-banking have to assure with some of the branch banking benefits in
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order to ensure the maximum customer satisfaction. The following model depicts the
concept:

Benefits
 Convenient
Human Assistant for immediate
solution for the problem



Safety

 1 Privacy
Figure


Not required knowledge

BANKING
SERVICES
E-banking

Benefits






Convenient
Anywhere
Anytime
Ease
Comfortable

Plus (+)

+

Benefits of Branch
banking
Safety
Privacy
Immediate solution for
the problem

Maximum customer satisfaction

Branch Banking



Figure 1
There is no use of introduction of e-services unless it has been noticed and utilized by the
customers. Bankers have to take steps to increase the awareness among the customers and to
encourage them to utilize the services at the maximum. Hence, this paper has made an
attempt to analyze the purpose for which ATM and i-banking are used at the maximum
Teller Machine (ATM)
Hongkong and Shanghai Banking Corporation (HSBC) introduced ATM concept in India for
the first time in 1987. But now almost every bank provides ATM facilities to their customers.
ICICI bank has most number of ATM centers across India. The other banks UTI, HDFC and
IDBI are leading in providing ATM facilities to their customers. Public Sector Banks are also
taking the installation of ATMs seriously for the Indian market. They are either setting up
their own ATM centres or entering into tie-ups with other banks. The Corporation Bank has
the second largest network of ATMs amongst the Public Sector Banks in India.
Internet Banking
Internet banking is the technology involving use of Internet for delivery of banking products
& services. Internet banking is changing the banking industry and is having the major effects
on banking relationships. To access online banking, a customer would go to the financial
institution's secured website, and enter the online banking facility using the customer number
and password previously setup. Some financial institutions have set up additional security
steps for access to online banking, but there is no consistency to the approach adopted. With
most of the major banks providing Internet banking, it is possible to do most of your banking
from the comfort of their home or office. More than 22% of the internet users in India use
online banking.
2
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II. REVIEW OF LITERATURE
P.K. Gupta, Jamia Millia Islamia (2008) shows that most of the consumers use Internet
banking for accounting information and day-to-day transactions. Examination of the
websites of various Internet Banking service providers suggest that websites offer only basic
level services and the other facilities like transfer balances, investment in securities, loan and
mortgages etc. are not available. It can be concluded that the usage levels can grow once the
web sites are equipped with multiple products coupled with appropriate infrastructure, which
is, highlighted as the problem of most of the banks in India.
A J Joshua & Moli P Koshy (2011) The users of internet banking on an average did 22% of
their total banking transactions through internet banking. However they relied mostly on
ATMs to conduct majority of their transactions (51.41%), as the most important transactions
like cash withdrawal and cash/cheque deposit cannot be conducted over internet banking.
Prof. Nirmal Kumar Sharma1, Dr. Vijay Pithadia (2012) The usage of E-banking is all set
to increase among the different class of people. The individuals having different perceptions
at the moment is not using the services thoroughly due to various hurdling factors like
insecurity and fear of hidden costs etc. So banks should come forward with measures to
reduce the apprehensions of their customers through awareness campaigns and more
meaningful advertisements to make E-banking popular among all the age group, income
groups and profession.
Anitha. K Saranya. J, Dr. S.Vasantha (2013) study reveals that in spite of the advent of
technology people still prefer for direct banking for cash transactions which in turn is loaded
with crowd in banks. People feel direct banking as a platform of convenience.
Bhosale,S.T (2013)It is observed that, the majority of the pensioners prefer to visit bank
branch for cash withdrawal, printing passbook and fund transfer. A very few of them use
ATM, internet and mobile banking services..
III. OBJECTIVE OF THE STUDY
 To analyze the customer‟s awareness regarding various E-Banking Services.
 To study e-banking services utilization pattern among the banking customers in
Chennai
 To suggest measures to improve the utilization of ATM and i-banking services more
effectively
IV. RESEARCH METHODOLOGY
This research is about usage of ATM and internet banking services and how the people make
use of its products and services. Descriptive research design has been used for the study.
Purposive quota sampling has been derived from non- probability sampling method to select
people who have bank accounts in Chennai.
From the total population of Chennai, 180 people irrespective of the type of Bank Account,
Occupation, Age and Educational level , but using both ATM and i-banking services have
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been selected randomly as a sample of the data analysis. The data is collected through a
Structured Questionnaire. Simple percentage analysis technique is used in this study.
V. DATA ANALYSIS AND INTERPRETATION
In this section the researcher intended to analyse demographic profile of users of ATM and ibanking services

Table 1: Frequency Table of gender of respondents

Frequency
113
67
180

Male
Female
Total

%
63%
37%
100.0

Source: Primary Data

Table 2: Frequency Table of Banking experience of respondents
Frequency

Less than 5 years
More than 5 years
Total

54
126
180

%
30%
70%
100.0

Source: Primary Data

From Table 1, it is found that 63% of the ATM and i-banking users are male and the
remaining 37% of them are female. While considering their banking experience. 30% of the
respondents are having less than 5 years‟ experience and 70% are having more than 5 years
of experience (Table 2)
Table: 3 - Frequency Table and Ranking of the purpose of using ATM and i-banking
facilities
Facilities
Fund transfer
Online shopping
Utility bill
Railway ticket
Mobile top up
Online payment
Request services for Cheque book,
stop payment,etc
Check balance
E-tax
Change pin number for debit/credit

Frequency
84
124
74
40
128
35
68

Percentage
47%
69%
41%
22%
71%
19%
38%

Rank
7
4
9
11
2
12
10

126
85
95

70%
47%
53%

3
6
5

4
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card
Cash withdraw
Cash deposit

180
79

100%
44%

1
8

Source: Primary Data

VI. FINDINGS
 100% of the respondents are using ATM services for cash withdrawn facility. Though
they are using ATM services, still some of them are hesitating to use other bank
ATMs
 Mobile top up facility through i-banking stands in 2nd rank, as almost all the
customers have mobile phones they find it easy to top up through i-banking services
 Both internet banking and ATM services are used by customers to check their balance
and utilizing this facility stood in 3rd place.
 Online shopping stood at 4th place, as 69% of the respondents are using online
shopping facility through internet banking.
 95 respondents are using ATM services to change pin number to bank cards
 E-tax payment facility, Fund transfer facility, cash deposit through ATM, utility bill
payments are in 6th, 7th, 8th and 9th rank respectively.
 68 respondents are aware of using internet banking services for other facilities like
cheque book requisition, stop payment, etc.
 Railway ticket booking and the online payment are in the least of the facilities
available.
 People have a fear to deposit cash through ATM
 Guidelines on internet banking and procedure at ATM are varying from bank to bank.
 The use of banking through internet depends on education.
 Income and the amount transacted in the bank are the factors determining the facilities
they are using at maximum
VII. SUGGESTIONS
Measures to improve utilisation of ATM and Internet banking services effectively
 People still have reluctant to deposit cash through ATM‟s. Banks can list the
instruction procedures on all ATM outlets so that people can use it effectively.
 The speed of the Internet facility should get improved.
 The acknowledgement of the internet banking transaction should be error free.
 Charges levied for fund transfer and for ticket booking should be fair and clear to
improve the frequency of usage.
 Comparison of Branch banking and e-banking is mostly relying on convenience.
Bankers should ensure to take steps to improve its convenience.
VIII. CONCLUSION
This study reveals that despite all their efforts aimed at better and easier banking facility, the system
remains unnoticed and underutilized by many of the customers. In future, the availability of
technology to ensure safety and privacy of e-transactions and the RBI guidelines on various
aspects of internet banking will definitely help in rapid growth of internet banking in India.
Hence it is the duty of the bankers to educate the customers who have not utilized the ATM

5
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and internet banking services and to encourage the existing customers by providing safety,
security for their transactions and with some sales promotion measures.
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A STUDY ON INFLUENCE OF DIGITAL MARKETING IN CUSTOMER BUYING
DECISION IN CHENNAI, INDIA
Ms. D.Devipriya
Ph.D Scholar, University of Madras, Chennai
ABSTRACT
Digital marketing gains importance in today‟s world. Now a day, people prefer to buy
products through digital media by sitting in their homes. The researcher has taken a effect to
analyze the influence of digital marketing in consumer buying decision .A questionnaire was
designed to collect the needed information from 40 respondents and the result of the
questionnaire was analyzed using percentage analysis and chi-square test and the result
revealed that the study finds that customers are aware of various media of buying the
products through digital but factors like income; age does not affect the preference of the
customer in Chennai.
Keywords: Consumer Buying Behavior, Digital Marketing, Digital Media
I. INTRODUCTION
“Digital Marketing is a form of direct marketing which links consumers with sellers
electronically using interactive technologies like emails, websites, online forums and
newsgroups, interactive television, mobile communication etc.,” (Kotler and Armstrong
2009).
In today‟s era of globalization not only the nations in the world and thereby their
communities have come closer to one another but also most of the sectors have undergone
significant changes, needless to mention that even the marketing sector has undergone
significant changes and further is experiencing continuous changes, with the significant use
of internet, it is important to study its impact on the marketing field. It is true that one of the
prime factor for the growth of internet Marketing has immerged and is found to be dynamic
in nature (Dashaputra, sharadmadhukar,2012).
In this digital world, business needs to compete with his competitors and able to survive in
the economy. Recently digital media plays vital role in the minds of consumer in choosing
and buying the market through online as more time is spent on online and mobile phone. As
the digital marketing channels are increasing rapidly, business needs to change its strategy
from traditional marketing to digital marketing. There are various digital marketing channels
used recently in India like








Paid Marketing Campaign,
Affiliate Marketing,
Social Media Marketing,
Mobile App Marketing,
E-mail Marketing,
Browser notifications,
Search Engine optimization (SEO) etc.

7

SYNDICATE - The Journal of Management
Volume 18, March 2018, ISSN 2278-8247

Technology gives the consumer the power to investigate the nature of the products and
critise them in equal measure and more, therefore many companies today have pages on
social networks to complement the information held about products, held by the feedback of
consumers about products and tend to relate more to a company after reading various
reviews,(elisabetaioanas&ivonastoica2014).
II.

REVIEW OF LITERATURE

D.K. Gangeshwar(2013) ,examines the conceptual knowledge of search engine marketing or
e-commerce literature review, current and future aspects of e-commerce in Indian context and
he discussed about the various factors which motivate online shopping.
Jagdishn.Sheth&Arun Sharma (2005), in their paper found that international e-marketing
strategies are fundamentally changing and will continue to change.
Jennifer Rowley,(2000),‟Understanding digital content marketing‟, study focuses on the
impact of the difficulty in developing a nation of value in the context of digital content, and
its consequences for value chain structures, pricing strategies marketing communication and
branding and licensing and digital rights management.
Marko Merisaro and Mika Raulas (2004) studies the effects of e-mail marketing on brand
loyalty and also the results revealed that regular email marketing has positive effects on brand
loyalty.
Robert Owen &Patricia,(2010) The structure of online marketing communication channels,
suggests an infrastructure that could be useful in studying how online communication
channels are emerging and their evolution in the future .
Srini.S.Srinivasan, Rolph Anderson, Kishore Ponnavolu(2002), investigates the effects of
customer loyalty in an online business –to-customer(B2C) context and data reveal that eloyalty has an impact on the customer related outcomes, word of mouth promotion and
willingness to pay more.
III.

OBJECTIVES OF THE STUDY
1.
2.
3.
4.
5.

To analyze the influence of digital marketing in Chennai consumers.
To know about the type of products bought by utilizing digital channel.
To know about the type of digital channel is influenced.
To study the awareness of digital marketing in Chennai consumers.
To analyze the influence of digital marketing in purchase decision.

IV. RESEARCH METHODOLOGY
A. DATA COLLECTION
1. Both primary and secondary data are collected to attain the objectives.
2. A questionnaire was designed to collect the needed information based on the objectives
set from the respondents.
3. Secondary data is sourced from websites, books, journals and articles.
8
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B. SCOPE AND LIMITATION OF STUDY
1. The study is limited to Chennai city.
2. Samples are randomly surveyed which may have its own limitation.
C. SAMPLING FRAME AND SIZE
The sampling frame is the population across Chennai, geographically involving age,
education and income group. A sample size is taken as 40 by using simple random
sampling method.
D. DATA ANALYSIS AND INTERPRETATION
The analysis of data is done with percentage analysis and chi-square test on the primary
data collected from the customers of Chennai. These tools have their relevance to
ascertain the results to be derived for the objective of the study.
(1) PERCENTAGE ANALYSIS OF CUSTOMER PROFILE
A.

GENDER OF A CUSTOMER
Gender
Male
Female
Total

No. of Respondent
24
16
40

Percentage
60%
40%
100%

The table shows clearly that out of total respondent, 60% are male and 40% are female.
B.

AGE OF A CUSTOMER
Age
Less than
20
21-25
26-30
31-35
36 and
above
Total

No. of Respondent
3

Percentage
8%

3
4
9
21

8%
10%
23%
53%

40

100%

53% of respondent falls under the age of 36 and above,23% comes under 31-35
age,10% falls under 26-30 group and 8% falls under 21-25 and less than 25.
C. OCCUPATION OF A CUSTOMER
Occupation

No. of Respondent
9

Percentage
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Business

7

18%

Professional

16

40%

Private

9

23%

Others

8

20%

Total

40

100%

Under occupation of respondent,40% falls under profession, whereas 23% falls under
service,20% of respondents are in the other category and 18% are doing business.
(2)PERCENTAGE ANALYSIS OF A CUSTOMER WITH REFERNCE TO
GENDER AND AWARENESS
ANALYSIS OF CUSTOMER AWARENESS ON DIGITAL CHANNEL WITH
REFERENCE TO GENDER
Digital channel

Male (24)

%

Female(16)

%

Social Network

20

83%

12

75%

Brower Notification

16

67%

7

44%

Mobile advertising

20

83%

7

44%

Email

17

71%

10

63%

SEO

12

50%

7

44%

The table shows the analysis of customer awareness on digital channel with reference to the
gender. The table clearly shows that 83% of male are mostly aware of social network and
mobile advertising whereas 75% of female are mostly aware of social network.
(3)ANALYSIS OF SIGNIFICANT USING CHI-SQUARE TEST
Hypothesis 1:
Ho: Customer Preference of Digital Media is not connected with Age of a customer.
H1: Customer Preference of Digital Media is connected with Age of a customer.
ANALYSIS ON AGE vs. CUSTOMER PREFERENCE OF DIGITAL MEDIA

Less
than 20

Social
Networ
k
1

Brower
Notificatio
ns
0

Mobile
Advertisi
ng
2

10

Ema
il

SE
O

Tot
al

0

0
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21-25

1

0

1

1

0

3

26-30

2

1

1

0

0

4

31-35

2

3

2

0

2

9

36 and
above
Total

8

4

3

4

2

21

14

8

9

5

4

40

O
1
0
2
0
0
1
0
1
1
0
2
1
1
0
0
2
3
2
0
2
8
4
3
4
2

E
1.05
0.6
0.675
0.375
0.3
1.05
0.6
0.675
0.375
0.3
1.4
0.8
0.9
0.5
0.4
3.15
1.8
2.025
1.125
0.9
7.35
4.2
4.725
2.625
2.1
Chi
square

CHISQUARE
0.002
0.600
2.601
0.375
0.300
0.002
0.600
0.156
1.042
0.300
0.257
0.050
0.011
0.500
0.400
0.420
0.800
0.000
1.125
1.344
0.057
0.010
0.630
0.720
0.005
12.308

Degree of freedom = (r-1)(c-1)
Degree of Freedom = (5-1)(5-1)=16
Table Value at 0.05% = 26.296
Here the null hypothesis is that the customer preference of digital media is not related to Age
of a customer, the computed value of chi-square is 12.308 which is significantly less than the
11
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critical or table value at 0.05% is 26.296. Therefore the null hypothesis is accepted, that the
customer preference of digital media is not connected with age of a customer.
Hypothesis 2:
Ho: Customer Preference in buying a category of product not connected with income of a
customer.
H1: Customer Preference in buying a category of product is connected with income of a
customer.

Income
<15000
1500030000
3000045000
>45000
TOTAL

Analysis of Income vs. Product category
Convenience
Shopping
Specialty
Unsought
1
1
3
0
3
3
2
2

Total
5
10

0

6

1

1

8

6
10

7
17

4
10

0
3

17
40

O

E
1
1
3
0
3
3
2
2
0
6
1
1
6
7
4
0

1.25
2.13
1.25
0.38
2.50
4.25
2.50
0.75
2.00
3.40
2.00
0.60
4.25
7.23
4.25
1.28
Chi
square

CHI-SQUARE
0.05
0.60
2.45
0.38
0.10
0.37
0.10
2.08
2.00
1.99
0.50
0.27
0.72
0.01
0.01
1.28
12.89

Degree of freedom = (r-1)(c-1)
Degree of Freedom = (4-1)(4-1)=9
Table Value at 0.05% = 16.919
Here the null hypothesis is that the customer Preference in buying a category of product is not
connected with income of a customer, the computed value of chi-square is 12.89 which is less
than the critical or table value at 0.05% is 16.919. Therefore the null hypothesis is accepted,
12
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that the customer Preference in buying a category of product is not connected with income of
a customer.
Hypothesis 3:
Ho: Digital marketing does not influence the purchase opinion of customer.
H1: Digital marketing influence the purchase opinion of customer
Analysis of influence of Digital marketing on Customer purchase opinion
Strongly
Agree
Neutral
disagree
Strongly
Total
Agree
disagree
Social Network
0
12
2
2
0
16
Brower
2
4
0
1
1
8
Notification
Mobile
1
7
1
0
1
10
advertising
Email
0
3
2
1
6
SEO
0
0
0
0
0
0
Total
3
26
3
5
3
40
O

E

0
12
2
2
0
2
4
0
1
1
1
7
1
0
1
0
3
0
2
1
0
0
0

1.20
10.40
1.20
2.00
1.20
0.60
5.20
0.60
1.00
0.60
0.75
6.50
0.75
1.25
0.75
0.45
3.90
0.45
0.75
0.45
0.00
0.00
0.00
13

CHISQUARE
1.20
0.25
0.53
0.00
1.20
3.27
0.28
0.60
0.00
0.27
0.08
0.04
0.08
1.25
0.08
0.45
0.21
0.45
2.08
0.67
0.00
0.00
0.00
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0
0

0.00
0.00
Chi
square

0.00
0.00
12.99

Degree of freedom = (r-1)(c-1)
Degree of Freedom = (5-1)(5-1)=16
Table Value at 0.05% = 26.296
Here the null hypothesis is that the digital marketing does not influence the purchase opinion
of customer, the computed value of chi-square is 12.99 which is less than the critical or table
value at 0.05% is 26.296. Therefore the null hypothesis is accepted, digital marketing does
not influence the purchase opinion of customer.
Hypothesis 4:
Ho: Income does not influence the customer purchase through digital media.
H1: Income influences the customer purchase through digital media.
ANALYSIS OF INCOME VS FREQUENCY OF BUYING THROUGH
DIGITAL MEDIA
Income/customer
Frequently
Rarely
Never
Total
purchase
<15000
1
4
0
5
15000-30000
4
5
1
10
30000-45000
3
5
0
8
>45000
2
12
3
17
Total
10
26
4
40
O

E
1
4
0
4
5
1
3
5
0
2
12
3

1.25
3.25
0.5
2.5
6.5
1
2
5.2
0.8
4.25
11.05
1.7
CHISQUARE

Degree of freedom
Degree of Freedom

= (r-1)(c-1)
= (4-1)(3-1)=6
14

CHI-SQUARE
0.050
0.173
0.500
0.900
0.346
0.000
0.500
0.008
0.800
1.191
0.082
0.994
5.54
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Table Value at 0.05% = 12.592
Here the null hypothesis is that, the Income does not influence the customer purchase through
digital media, the computed value of chi-square is 5.544 which is less than the critical or table
value at 0.05% is 12.592. Therefore the null hypothesis is accepted, Income does not
influence the customer purchase through digital media.
V.

CONCLUSION

The study examines the influence and awareness of customer towards digital channel and its
effect on their purchase. The study finds that customers are aware of various media of buying
the products through digital but factors like income; age does not affect the preference of the
customer in Chennai. Though customer are aware of digital media, may be due to various
technical factors it may not influence the customer purchase, those factors need to be studied.
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ABSTRACT
This Research Paper explores the ideas of employee‟s turnover in Corporate Industry.
Exit Interview is a powerful tool that allows Organizations to gain an understanding as to
why employees leaving organization. The concept of Exit Interview is used for measuring
employee attitude while working and should be gauged at the time of employee‟s exit.
The study analyses why employees leaving the organization so that concerned areas can
be improved to reduce employee turnover. This results in positive attention to the
departing employees in order to alleviate possible frustrations and negative attitude
towards the organization. The study is based on primary data collected from questionnaire
and secondary data collected from books, journals, internet and references to find out its
worthiness in Corporate Industry in Chennai.
Keywords: Employee Turnover, Exit Interview, Corporate Industry, Organization.
I.

INTRODUCTION

Exit Interview is a conversation between a departing employee and a representative of the
Organization. Exit Interview captures ideas for improvements while promoting positive
interactions with departing employees. Analysis of results and related statistical report
created from exit interview provide Opportunities for the organization to develop actions
that can encourage reduction in turnover rates, improve employee morale and encourage a
possible future return.
Exit Interview helps in receiving valuable feedback from departing employees about
compensation, working conditions, management, and the culture of the organization.
They explore ideas in the areas of the employee‟s most serious concerns and records of
what they enjoyed the most. Departing employees have an opportunity to transfer
knowledge and experience to a successor or replacement; may also brief a team on
current projects, issues and contacts.
Exit Interview in Corporate Industry have highest Turnover rate. According to pay scale‟s
recent employee turnover report, the employee turnover rate among fortune 500
companies in the corporate industry is the highest among all industries surveyed.
Corporate advantages have a kind of known factor going into their line of work that stress
is going to be a part of the bargain.
Corporate Companies that hire the smartest young people all around but guarantee
themselves a high churn rate. A lack of employer loyalty is a defining feature of the
generation. No matter how much they enjoy free meals and hybrid car subsidies, they will
jump ship as soon as they get bored or get a better offer elsewhere.
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II. REVIEW OF LITERATURE
The purpose of this research paper is to explore the opinions and views of the issues
related to the employee‟s turnover. For this purpose the researcher tried to review the
relevant literature taken from different sources.
Mobley, et.al.(1978), Arnold and Feldman’s Model (1982). In this model, age has an
effect on tenure, job satisfaction and an effect on intention to search, and Organizational
Commitment has an effect on perceived job security. Tenure, intention to search for
alternatives, and perceived job security cause turnover.
Macy and Mirvis (1983) defined employee turnover as the movement of employee
beyond the boundary of the organization due to reduction of employee‟s sociopsychological attraction to or interest in the work organization.
Tuma, N.B. (1985). He developed the alternatives to vacancy-driven mobility; models
contain the most fully developed theories of how job shifts especially upward ones,
develop careers. As seen, they have implications for interpreting models of individual‟s
job changing. Other theories, such as human capital theory, can account for the pattern of
job attainment over time, but not as well for job mobility. But not all mobility is vacancy
driven. Jobs are not always independent of particular incumbents; moves are not always
interdependent and conditioned on a vacancybeing present. Other sourcesof mobility need
to be considered. Workers may create jobs or have jobs created around them. A good
example is the move into self-employment, excluded from much job-shifting research.
Coleman (1986) chastised sociological researchers for just this kind of practice: causally
relating “structure” to outcomes with-out a theory of the intervening action process. His
criticism applies with special force to job-mobility research because sociological efforts
unfold alongside the action and information based models of economics. He strongly
believed that the collusion of human capital and information theory has produced an array
of economic models that provide a rich theoretical portrait of the decision calculus
surrounding job mobility.
Charles N. Halaby (1988) examined the core features of structural-mobility models to
key elements of economic approaches to job change in an analysis of the employed
worker‟s decision to search the market for a better job. The analysis highlights the
complementarities of structural and action approaches by conceptualizing the forces
governing the search decision in terms of the principal dimensions-opportunities and
achievement gains-underlying job-mobility models. The basic framework extended to
include the quality of a worker‟s initial screen of a prospective job as mechanism that
promotes search. The concepts of opportunities, gains and screen quality are then used to
explain male-female differences in mobility orientations. The empirical findings both
reinforce structuralize assumptions and underscore the promise of applying to the study of
mobility processes the kind of action.
Rachel A. Rosenfeld (1992) examined the theoretical underpinnings of research on job
shifting highlights the influence of structure and time on career development. Many
conceptions of the opportunity structure in-corporate elements of vacancy models, but
there are alternative ways in which mobility is created. With information on a given
organization, it is possible to detail career paths and opportunity structures as well as the
17
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nature of managerial decision making about promotions, but the cost is that it is difficult
to follow careers that move away from a particular employer. Many dimensions of time
affect career development: some are viewed proxies for different types of resources;
others are taken as indicating the workings of “structure”.
In the book “Emerging Issues in Human Resource Management, an Indian Perspectives”
its
10th
Chapter
„Attrition:
A
Behavioral
Perspective‟
written
BrindhaBalakrishnan(2007), the author describes the results of a comparative survey of
employee turnover between corporate and manufacturing sectors. The primary data was
collected by using open ended questionnaire.
In the book of Human Resource Management, Chapter no. 16- Labour Problem
(2007), Pg. 16.1-16.5. The authorDeepikaMalhotra has explained that Labour Turnover
is a serious problem among the industrial workers not only in India but in the whole
universe. When an employee move, shift or migrates from one organization to another
organization it is called as employee turnover.
Rao T.V., NHRD Journal, Volume 1 Issue 3, May 2007, pp.5-8. He reveals that
attrition affect both an individual and an organization, hence it should be managed
effectively. He points out that people do not quit company but they quit their bosses.
There are many factors responsible for an employee quitting one company to another.
Daily AajkaAnand, 17th October 2017, pp.10.Most people feel that employees change
their job due to better opportunity but it‟s not true. In a survey conducted in ASSOCHEM
(Associated Chambers of Commerce and Industry in India) on 2500 employees it was
found that misbehavior by supervisor or boss who is responsible for leaving their job,
which means people change their bosses and not the job. 70% employees said that they
leave their jobs because of misbehavior by the supervisor or boss resulting in low
productivity and demotivation among employees.
III. STATEMENT OF THE PROBLEM
After reviewing National and International literature the researcher identified two
predominant lacunae. The first lacunae encounters with the exact determination of the
reason for employees turnover in corporate industry. The second gap emerged out that the
employee‟s feedback at the time of exit from the company. The third lacunae emerged out
that employee‟s perception about the current salary and benefit offered by the corporate
industry. These three gaps induced the researcher to venture upon the present research
work.
IV. OBJECTIVES OF THE STUDY




To find out the reason for employee turnover in corporate industry.
To examine the employees feedback at the time of exit from the company.
To identify employee‟s perception about the current salary and benefits
offered by the corporate.
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V. STATEMENT OF HYPOTHESIS
Based on the objectives of the study the following hypotheses were formulated.
 Ho: There is no employee turnover in Corporate Industry.
 Ho: There is no positive feedback from the employees at the time of leaving
the company.
 Ho: There is no association between level of salary and benefits offered by the
Corporate Companies and demographic variable of employees.
VI.

STATISTICAL TOOLS USED

The purpose to analyze the raw data obtained from the questionnaire, the following
statistical techniques were used:
 Simple Percentage Analysis tools used for the Leaving Employees in
Corporate Industry.
 One-sample t-test for whether thefactorsinfluencing to leave the present job
andwhether there is any positive feedback from the employees.
 χ2tools used for Personal Factors vs. association between monthly income,
age, gender and level of salary and benefits.
VII. DATA ANALYSIS AND INTERPRETATION
In this chapter the Analysis and Interpretations of “A Study on Exit Interview in
Corporate Industry” on a sample of 50 respondents selected from Chennai City is
presented. The opinion of the respondents and the relevant information were collected
through a structured questionnaire comprising of personal factors and study factors. The
collected information was classified and tabulated and supplementary with the following
statistical tools in tune with objective of the study.
Influence of Personal Factors of Respondents:
The influence of Personal Factors like Gender, Age, Monthly Income on (1)Employee
Turnover, (2) Positive feedback from the employees at the time of leaving the company
(3) Attractive salary and benefits offered by Corporate Companies.
For the purpose, χ2 test and one sample t- test of independence were used. The
test determines whether two or more attributes are associated or not. The calculated value
of χ2 was compared with the table value of χ2 for a given degree of freedom at certain
specified level of significance (generally 5% is selected). If at the stated the calculated
value of χ2 is more than the table value, the difference is considered to be significant i.e.
the attributes are associates/ related. On the other hand, if the calculated value is lesser
than table value, the difference is not considered as significant and it can be concluded
that the attributes are not related/ associated.
Table 1: Demographic Profile of Respondents
Frequency
Percent
Gender
Male
Female
Total

19
31
50

38.0
62.0
100.0
19
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Age
21
18-24 years
25-35 years
9
36-44 years
8
8
45-55 years
4
Above 55 years
Total
50
Monthly Income
Less than Rs.15,000
9
Rs.15,000 - 25,000
24
Rs.26,000 - 35,000
5
Rs.36,000 - 45,000
5
Above 45,000
7
Total
50
Source: Computed from primary survey

42.0
18.0
16.0
16.0
8.0
100.0
18.0
48.0
10.0
10.0
14.0
100.0

Table 2: Respondent’s opinion about to seek alternative employment
Opinion

Frequency

Percent

Type of work
Quality of supervision
Compensation
Work condition
Lack of Recognition
Family circumstances
Company culture
Career Advancement opportunity

8
5
2
8
6
3
10
5

16.0
10.0
4.0
16.0
12.0
6.0
20.0
10.0

Others
Total

3
50

6.0
100.0

Source: Computed from primary survey
Table 3: Factors influencing the respondents to leave the job
Factor

SD

D

N

A

SA

Total

Low salary

27
(54.0)

6
(12.0)

6
(12.0)

5
(10.0)

6
(12.0)

50
(100)

Supervisors
Negative
Behavior
Bad
work
condition
Low
Career
Growth

10
(20.0)

14
(28.0)

20
(40.0)

4
(8.0)

2
(4.0)

50
(100)

16
(32.0)
16
(32.0)

12
(24.0)
10
(20.0)

9
(18.0)
5
(10.0)

8
(16.0)
11
(22.0)

5
(10.0)
8
(16.0)

50
(100)
50
(100)
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10
9
Domestic
(20.0)
(18.0)
Problem
Source: Computed from primary survey

10
(20.0)

9
(18.0)

12
(24.0)

50
(100)

Table 4: Employees feel about salary and benefits
Frequency
7
Highly Dissatisfied
6
Dissatisfied
6
Neutral
17
Satisfied
14
Highly Satisfied
Total
50
Source: Computed from primary survey

Percent
14.0
12.0
12.0
34.0
28.0
100.0

Table 5: Which element is more important for better employment opportunity
Frequency
2
Company profile
15
Monetary benefits
5
Supervisors
12
Working conditions
13
Internal Environment
3
Others
Total
50
Source: Computed from primary survey

Percent
4.0
30.0
10.0
24.0
26.0
6.0
100.0

Table 6: For how long you have been working for this organization
Frequency
2
Less than 6 months
15
6months - 1 year
8
1-3 years
3
3-6 years
17
6-10 years
5
Above 10 years
Total
50
Source: Computed from primary survey

Percent
4.0
30.0
16.0
6.0
34.0
10.0
100.0

Null Hypothesis 1
The factors are not influencing to leave the job among the employees of Information
Technology companies in Chennai city.
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Table 7: One-sample t-test for whether the factors influencing to leave the present
job
Factors

Low Salary
Supervisors
Negative Behavior
Bad
Condition

Work

Low Career Growth
Domestic Problem

N

Mean

Std.
Deviation

t-value

P value

50

2.14

1.471

-4.134

0.000**

50

2.48

1.035

-3.553

0.001**

50

2.48

1.359

-2.706

0.009**

50

2.70

1.515

-1.400

0.168

50

3.08

1.469

.385

0.702

Source: Computed from primary survey
The above table shows the results of One-sample t-test for whether the factors influencing
to leave the present job. Since the p value of low salary, supervisor‟s negative behavior
and bad work conditions are less than 0.01. Therefore the null hypothesis is rejected at
1% level of significant. Hence it is concluded that the factors are influencing to leave the
job among the employees. It is noted from the above table, the p value of low career
growth and domestic problem is greater than 0.05, therefore the null hypothesis accepted
at 5% of significant. Hence it is concluded that career growth and domestic problem does
not influencing the employees to leave the job.
Null Hypothesis 2
There is no positive feedback from the employees at the time of leaving the
companies
Table 8: One-sample t-test for whether there is any positive feedback from the employees
N

Mean

How did you feel
50
2.90
about the employee
benefits provided by
the company
Source: Computed from primary survey

Std.
Deviation
1.182

t value

P value

0.598

0.553

The above table highlights the results of One-sample t-test for whether there is any
positive feedback from the employees. The calculated t value is 0.598 and corresponding
p value 0.553, which is greater than 0.05. Therefore the null hypothesis is accepted at 5%
level of significant. Hence it is concluded that there is no positive feedback from the
employees at the time of leaving the companies.
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Null Hypothesis 3
There is no association between level of salary and benefits offered by the corporate
companies and demographic profile of the respondents in the study area
a) Gender and level of salary and benefits offered by the corporate companies
Table 9: Chi-square test for whether there is any association between gender and
level of salary and benefits
Gend
Level of salary and benefits
Total
ChiP
er
squar
value
Low
Medi
High
e
um
value
5
11
3
19
(26.3%)
(57.9%)
(15.8%)
100.0%
Male
[38.5%] [35.5%]
[50.0%]
38.0%
0.451
0.798
8
20
3
31
Fema
(25.8%) (64.5%)
(9.7%)
100.0%
le
[61.5%] [64.5%]
[50.0%]
62.0%
13
26.0%

31
6
62.0
12.0%
Total
%
100.0%
100.0
100.0%
%
Source: Computed from primary survey
Figures in ( ) represents row percent
Figure in [ ] column percent

50
100.0%
100.0%

The above table depicts that Chi-square test for whether there is any association between
gender and level of salary and benefits. The chi-square value 0.451 and p value 0.798,
which is greater than 0.05. Therefore the null hypothesis accepted at 5% level of
significant. It could be concluded that there is no association between level of salary and
benefits offered by the corporate companies and gender of the respondents.
b) Age and level of salary and benefits offered by the corporate companies
Table 10: Chi-square test for whether there is any association between Age and level
of salary and benefits
Age
Level of salary and benefits
Total
ChiP
square
value
Low
Mediu
High
value
m
5
14
2
21
18-24
(23.8%)
(66.7%)
(9.5%)
100.0%
Years
[38.5%]
[45.2%]
[33.3%]
42.0%
1
5
3
9
25-35
(11.1%)
(55.6%)
(33.3%)
100.0%
years
[7.7%]
[16.1%]
[50.0%]
18.0%
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2
5
1
(25.0%)
(62.5%)
(12.5%)
36-44
[15.14
[16.1%]
[16.7%]
years
%]
4
4
0
45-55
(50.0%)
(50.0%)
(0.0%)
years
[30.8%]
[12.9%]
[0.0%]
1
3
0
Above
(25.0%)
(75.0%)
(00.0%)
55
[7.7%]
[9.7%]
[0.0%]
years
13
31
6
Total
26.0%
62.0%
12.0%
100.0%
100.0%
100.0%
Source: Computed from primary survey
Figures in ( ) represents row percent
Figure in [ ] column percent

8
100.0%
16.0%

7.975
0.436

8
100.0%
16.0%
4
100.0%
8.0%
50
100.0%
100.0%

The above table depicts that Chi-square test for whether there is any association between
age and level of salary and benefits. The chi-square value 7.975 and p value 0.436, which
is greater than 0.05. Therefore the null hypothesis accepted at 5% level of significant. It
could be concluded that there is no association between level of salary and benefits
offered by the corporate companies and age of the respondents.
c) Monthly Income and level of salary and benefits offered by the corporate companies
Table 11: Chi-square test for whether there is any association between monthly
income and level of salary and benefits

Monthly
Income

Less than
Rs.15,000

Rs.15,000
- 25,000

Rs.26,000
- 35,000

Level of salary and
benefits
Low
Medi
High
um
1
8
0
(11.1
(88.9
(0.0%)
%)
%)
[0.0%]
[7.7%
[25.8
]
%]
8
11
5
(33.3
(45.8
(20.8%
%)
%)
)
[61.5
[35.5
[83.3%
%]
%]
]
1
3
1
(20.0
(60.0
(20.0%
%)
%)
)
[7.7%
[9.7%
[16.7%
]
]
]

24

Total

Chisquare
value

P
value

9
100.0%
18.0%

24
100.0%
48.0%

9.129
0.332

5
100.0%
10.0%
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2%
3%
0%
Rs.36,000
(40.0%) (60.0%)
(0.0%)
- 45,000
[15.4%] [9.7%]
[0.0%]
1%
6%
0%
Above
(14.3%) (85.7%)
(0.0%)
45,000
[7.7%] [19.4%]
[0.0%]
13
31
6
26.0
62.0
12.0%
Total
%
%
100.0
100.0
100.0
%
%
%
Source: Computed from primary survey
Figures in ( ) represents row percent
Figure in [ ] column percent

5%
100.0%
10.0%
7%
100.0%
14.0%
50
100.0
%
100.0
%

The above table depicts that Chi-square test for whether there is any association between
monthly income and level of salary and benefits. The chi-square value 9.129 and p value
0.332, which is greater than 0.05.
Therefore the null hypothesis accepted at 5% level of significant. It could be concluded
that there is no association between level of salary and benefits offered by the corporate
companies and monthly income of the respondents.
VIII. SUGGESTION AND CONCLUSION
The results of the study can provide Human resource management with some valuable
view in the choice of appropriate Human resource based on the employee exit interview
which can differ in the Corporate Industry.It is clear from data analysis and interpretation
that the p value of low salary, supervisor‟s negative behavior and bad work conditions are
less than 0.01.
Therefore the null hypothesis is rejected at 1% level of significant. Hence it is concluded
that the factors are influencing to leave the job among the employees. It is noted from the
above table, the p value of low career growth and domestic problem is greater than 0.05,
therefore the null hypothesis accepted at 5% of significant. Hence it is concluded that
career growth and domestic problem does not influencing the employees to leave the job.
There is a positive feedback from the employees. The calculated t value is 0.598 and
corresponding p value 0.553, which is greater than 0.05. Therefore the null hypothesis is
accepted at 5% level of significant. Hence it is concluded that there is no positive
feedback from the employees at the time of leaving the companies. It could be concluded
that there is no association between level of salary and benefits offered by the corporate
companies and gender of the respondents.
It could be concluded that there is no association between level of salary and benefits
offered by the corporate companies and age of the respondents. It could be concluded that
there is no association between level of salary and benefits offered by the corporate
companies and age of the respondents.
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While exit interviews are largely a reactive process, still relevant. The simple way is; win
employees confidence and seal your organization extinction. This analytical study shows
that exit interview is conducted with a purpose to prove to be an excellent tool for
measuring inadequacies in organization policies. It is valuable only if used to make
positive changes in the organization.
Exit and stay interview serve different yet complimentary purposes, with latter
proactively focusing on the individual and staff retention and exit interview focusing on
the organization and the issue causing employee turnover. An exit interview should be
typically be conducted by a Human Resource Employee or an objective person not
directly involved with the individual. This allows for objectivity, as well as the
opportunity for the individual to be able to voice their concerns without feeling awkward
anyway.
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Abstract
Present article discusses the effects of GST on developing and developed economy. This
study depicts the comparative analysis of tax reforms taken place in various developing
countries, with an objective to forecast the impact on Indian economy. Furthermore, the paper
also discussed the effect of GST on common man, economic indicators, business, and
government. The study concludes implementation of GST in other country was also not easy,
India needs to adopt advanced information and technology to encapsulate and embed systems
which are GST compliant.
Keywords: Goods and service tax, Developing Countries, Common man, Government
I.

INTRODUCTION

GST is the tax that is levied upon the manufacturing, sales and consumption of goods and
services. This will turn India into a common market. Bringing GST into practice, there would
be amalgamation of central and state taxes into a single tax payment. It is believed that it
would enhance the position of India in both domestic as well as international market. The
countries that has already implemented GST, experienced less tax burden. This step is taken
to decide how the country chooses to define the constituents of this new regime. The tax
reforms have gone significant changes over the years.
The adoption of uniform tax rates results in buoyant revenues. The implementation of GST
affects various sectors of the economy such as the media & entertainment, pharmaceuticals,
telecom, exports, financial services, automobiles, real estate, FMCG, E-Commerce, power
industry, small and medium enterprises.
The GST was established to subsume various indirect taxes levied at various levels,
reducing the red-tape, plugging leakages and paving the way for a transparent indirect tax
regime.
The following are the questions that are addressed in this study:





How implementation of GST will affect various sectors of Indian economy?
What conclusion can be drawn from the comparative study of various developing
economies?
Is GST progressive or regressive?
Does GST increase the likelihood of tax evasion?
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The main objective of this paper is to understand and analyse the above questions in detail.
II.






III.

OBJECTIVE OF THE STUDY
To forecast the impact of GST on Indian economy by comparing it with other
developing countries.
To identify the likely form of the proposed tax.
To identify benefits of GST for business, consumers and the government.
GST- a regressive or progressive tax?
Compare and analyze implementation of GST in Malaysia, New Zealand, Canada and
Australia to India.

LITERATURE REVIEW

The need to implement GST was raised to simplify the current tax structure and reduce tax
burden. This is being implemented due to the shortcomings of the current tax structure. There
are many reasons that were put forward in the implementation of GST, among them there was
a dissatisfaction towards the current tax system and tax structure.
Sim Choon Ling et al (2016) analysed the correlation between price, government subsidies
and income inequalities with the implementation of GST. GST is a self-enforcing system as
opposed to other tax system as it helps in the reduction of tax burden on export. (Soliha
Sanusi et al, 2015). Recently, Malaysia implemented GST in the year 2015 as part of their
11th Malaysia plan. They moved from sales and services tax (SST) to GST. The aim of
implementing GST in any country, especially in India, is to enhance the revenue collection
and to mitigate transfer pricing manipulation. As per Soliha Sanusi et al, 2015, this can also
affect the distribution of government allocation for the social, economic and the country‟s
development programs.
Lim Kim Hwa (2013) assessed if GST is progressive or regressive in Malaysian economy/
Households. Also, it explained about the total GST raised in household in perfect condition
versus practical circumstances. Although, setting essential items like basic food, public
transportation, education and healthcare as exempt or zero-rated items, Lim Kim Hwa
suggested that GST is a regressive tax.
Mohd Rizal Palil, Mohd Adha Ibrahim (2011), suggested that the government must have
alternate planning to reduce the burden of lower and middle-income earners such as lowering
the income tax rates or increasing exemptions for individuals. According to the research,
adoption of GST in developing countries is an essential element of modernizing tax
administration and to ease the administration and compliance in relation to other taxes as
well. The authors believed that the inflationary impact on the economy can be reduced by
introducing low rates for GST, and then gradually increase the rates over the years. For the
GST to work well among Indians, it is important that compensatory measures are to be taken
to reduce the income tax to put more money in the pockets of the households.
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In Malaysia, there was an increase in the price by 4% when GST was implemented as in the
research paper of Mohd Rizal Palil, Mohd Adha Ibrahim (2011). This also led to a situation
where the consumer started worrying about their purchasing power. This brings out a
question whether, this will be the exact situation in India when GST will be implemented.
There are three serious issues related to the implementation GST as per Kavita Rao (2008)
i.e., should there be a single rate of tax or multiple tax rates. Second, since the rates would
induce non-compliance, are there mechanisms available to ensure that the rates of GST
remain modest and yet generate the required resources? Third, would there be uniform taxes
across all states?
Tom Bolton, Brian Dollery (2005), studied comparative macroeconomic effects of GST in
Australia, Canada, New Zealand. The study shows that the anticipated effects includes the
changes in macroeconomic variables such as economic growth, general price level,
government revenue and the current account balance.
The empirical study of Jeff Pope, 2001, concluded that, the evidence of high GST burden
imposed on small businesses is well established internationally, therefore to alleviate this
burden on small businesses in India, it requires carefully considered and crafted policies.
Table 1: Process of implementation of GST in Malaysia, Canada, India.
Canada
Imposed
without
election though
appointment of
senators.

Malaysia
Government was to
implement in 2011.
But delayed to
2015.

Year
of
introduction

1991

1st April 2015

Rates

15%

6%.

Exemptions

Financial
supplies
owneroccupied
housing
$50000

Agricultural
products, essential
food
items,
exported goods.

Parliamentary
Process

Threshold
requirement for
registration

RM 500000

29

India
Administered
and
governed by GST
council, and the
union
finance
minister
as
its
chairman.
To be implemented
in July 2017.
Tax rates would be
at 4 slabs of 5%,
12%, 18% and 28%
May include grains,
coffee and processed
food, unprocessed
goods and those
consumed by poor.
GST threshold was
set at ₹10 lakhs for
the north-east and
hill states and ₹20
lakhs for other states
in the first GST
council meet Centre
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and states agreed
that assessed up
to ₹1.5 crore will be
assessed by states
and above that will
be
assessed
by
centre and states.
Reason
for
implementing
GST

To
reduce
complexities of
MST.

Impact of GST

1.The
sector
that
was
adversely
affected is the
service sector.

Problems

While
there
was
strong
rebel at the
time
of
introduction of
GST by the
then political
division
in

To eliminate its
inherent
weaknesses such as
cascading
and
compounding
effects,
transfer
pricing and value
shifting,
no
complete relief on
goods
exported,
discourage vertical
integration,
administrative
bureaucratic
red
tape, classification
issues, etc.
1.It would be a
major source of
income for the
government as the
revenue from sales
and service tax
comprised 10.6% of
the total federal tax.
2.GST
being
uncomplicated,
easy to handle
involving low cost
with unambiguous
law
and
clear
guidelines can be
an
additional
revenue for the
government.
One
of
the
challenges in the
implementation of
GST was the level
of
technological
knowledge of the
citizen especially
those
senior
30

The complex GST
model proposed in
India and the need
for a businesses to
undergo
a
transformation
to
adapt to the GST
regime, it would be
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Future
prospects

Canada,
however, GST
sustained
despite
the
opposition.
Even for the
subsistence,
the
Government of
Canada
has
been pragmatic
and
worked
towards
reducing the
GST rate a
couple of times
post
implementatio
n.
The GST was
introduced at a
time
when
Canada
was
going through
a
deep
recession. The
subsequent
consideration
of alternatives
occurred
in
still
difficult
economic
circumstances
also marked by
persistently
high
budget
deficits

citizens.
many
senior citizens in
Malaysia are not
familiar with the
technology
equipment such as
the
uses
of
computer and GST
software

quite challenging for
the
Indian
government to tackle
the ask of requiring
businesses
to
implement GST in
less than 9 months,
with 1 April 2017 as
the potential GoLive
date.

The implementation
of GST would yield
additional revenue f
ollowing the fall in
the price of oil, of
which the country
is highly dependent
on.
With a growing list
of exempted as well
as zero-rated items,
consumer
can
expect
a
price
reduction
on
selected goods and
services
For the tourism and
its
related
industries,
the
government
is
expecting growth as
tourists
can
now claim GST
when they spend in
Malaysia.

The important gains
from
the
GST
reform are that it is
expected to broaden
the tax base, reduce
distortions in the
economy through a
more comprehensive
input tax credit,
enhance
export
competitiveness by
comprehensively
relieving domestic
consumption taxes
on exports, ensure
greater
regional
equity by getting rid
of inter-state sales
tax and having a
destination-based
tax, and help create a
seamless
national
market by removing
inter-state
trade
barriers.
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IV.

IMPACT OF GST IN THE DEVELOPED ECONOMY:

After 25 years of successful implementation of GST, the Government of Canada is now in a
situation where they cannot prepare budgets without GST. People have started to understand
the importance of GST which is crucial for running a social program. This measure was
found to benefit only the higher income groups. Thus, the GST cut did not make huge
differences for the average income households but that imposed extra costs on businesses.
Though the GST package was not perfect, but it represented major improvement over the
existing federal sales tax regime. The main concern of GST is its potential impact on the
overall rate of inflation. There was an upward pressure on final consumer price because of
replacing MST with GST.






GST had an impact on inflation which was based on assumptions like, indicators of
the current economic conditions, where Canada experienced a period of slow growth
in the initial stages.
Secondly, Canada‟s high-level of import penetration, especially in the manufacturing
sector must dampen to increase prices. The manufacturers were aware that unless the
prices were competitive, they would‟ve risked losing more of their domestic markets
to imports.
Third, Canadian employers were in no position to give high wages as corporate profits
were falling drastically in industries which made markets more lenient and
bankruptcies were also increasing, finally the debt-equity ratios were also increasing.
This resulted in the companies to resist inflationary wage demands.

It was understood that higher prices charged for some goods and services post
implementation of GST did not generally accrue to the private sector, but instead will take the
form of increase in the revenue for the government.
Canadian manufacturers and retailers operates on a highly competitive marketplace. They
also face tough competition with imports and increasingly knowledgeable and demanding
customers.
It can therefore be said that the Canadian marketplace is becoming more competitive because
of trends such as explosive growth of new businesses, steady advances in technology,
growing imports, and lower Canadian tariff under Free Trade Agreement and the GATT.
Therefore, if a business tries to increase its net profit margin when the changeover in sales
taxes occur, it seems that the number of competitors should have to reduce their prices to gain
more market share.
Impact of GST in developing economy:
Like India Malaysia is a developing country which recently implemented GST to enhance the
effectiveness and efficiency of the country‟s taxation system. Earlier they had Sales and
Service Tax (SST) till the year 2014. GST was implemented in Malaysia with effect from 1st
April 2015. Like most of the countries, the main objective of implementation of GST in
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Malaysia is to enhance the revenue collection and to reduce the tax collection leakage. But
Malaysia is one of the low tax performing countries of Asia where people believe that the
government does not look after their interest and implementation of a new tax reform like
GST will mainly effect the middle and lower-class consumers which constitute major part of
the population. Therefore, Malaysia also faced many problems initially with the
implementation of GST like people were not technologically advanced to adopt GST in their
business. There were reports that people tried to commit suicide because they were not able
to adopt the latest GST reforms. Thus, the regulators should take adequate steps before
implementation of GST so that people can become familiar with the new system.
The study shows that the most countries face inflation at the beginning of the implementation
of GST but the inflation is only for a brief period. In Malaysia, personal income tax rate was
reduced after the implementation of GST this showed that there was almost no difference
before and after implementation of GST. Therefore, the inflation because of the GST was
counterbalanced by reducing personal income tax.
Under GST in Malaysia Goods and services are divided into five categories which are:






Standard rated supplies
Zero rated supplies
Deemed supplies
Disregarded supplies
Exempt supplies

Even the imported goods and services are imposed with GST with few exceptions like
Agricultural products, essential food items, exported goods.
Impact of GST on a common man:
The primary impact faced by the people of the economy is the changes in the prices of the
goods and services. It is predicted that the cost of services would be more expensive in the
initial stages and the impact on cost of goods will be a mixed bag. In the long run, once the
benefit of GST is expected to kick in in terms of higher input credits and reduction in
cascading effect, it is anticipated that the inflationary effect will come down and prices in
general, would come down and stabilize.
There are some obvious gainers and some obvious losers in terms of household budget. But,
once the law and pricing of commodities reach steady state, all consumers should gain. The
single tax regime is expected to bring down the prices of most of the household items. 81% of
these items fall within the 18% tax slab. This is expected to bring down the cost of running
most households.
The launch of GST collapsed 17 central, state and local body taxes into a single GST but the
people have complained that it has brought much confusions as they have no clarity on GST
and the rates.
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The prices of the goods and services were expected to go down and the consumers were to
get benefitted. However, that will happen only in the long-run when the benefit will start
coming back to the tax-payers through input tax credits along with the reduction and
prevention of the cascading effect altogether. But, this will happen only once the traders or
the businesses adopt the new GST tax regime completely.
Despite many hurdles, GST is likely to bring more transparency thereby preventing
corruption, in addition to improving the level of compliance it will also result in the change
of taxation system from the decade old production-based taxation system to a consumptionbased one.
Well-designed GST can boost GDP:
GST will bring a qualitative change in the tax system by redistributing the burden of taxation
equitably between manufacturing and services. The finance commission has commissioned a
study by NCAER to assess its impact on GDP growth and exports. Preliminary results
indicate that the growth in GDP can be between 2-2.5%. The increase in exports can be
between 10-14%. A 2% reduction in costs increases profits by 20%. This will attract more
investments. As tax cascading disappears, the industry will move to the lagging regions
because of lower costs and thus bring these into the growth dynamics.
As the GST will subsume all other taxes, the exemption available for manufacturers in
regards of excise duty will be taken off which will be in addition to government revenue and
it could result in an increase in GDP. The GDP has the tendency to loom on the shoulders of
revenue generated by the economy in a year. GST has the capabilities of increasing the GDP
by 2%. It will certainly improve the indirect revenues to the government. This increase in the
revenue will be redirected towards the developmental projects and urban financing.
DBS Bank noted that initially GST will lead to rise in inflation rate which will remain for a
year. But after that GST will affect positively on the economy. But GST might impact the
Real Estate business negatively as it will add up the additional 8 to 10% to the cost and
reduce the demand about 12%.
Benefits and importance of GST:
GST is considered as a more efficient tax system, neutral in its application and attractive in
its distribution. The entire process has been digitized leaving no chance of tax evasion.
Business with an annual turnover of 20 Lakhs will have to digitalise their business for
transparency in paying taxes and input credit benefits.
With exemption benefits on some goods and services it will increase production, lessen the
prices and equivalent increase the demand helping GDP growth. More imports and exports
will flow generating decent revenue.
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Due to reduced cost in FMCG, products like biscuits and toothpaste may become more
cheaper and will be manufactured in high volumes creating competition in the domestic and
international markets.
The income Tax returns cannot be filed without Aadhaar. The government has made it
compulsory to stop people using multiple PAN‟s to evade taxes.
Thought GST has many perks, it has created a confusion in the minds of the common man.
The government has estimated that Indian economy will require at least 2 years to become
stable.
The economists say that countries like New Zealand, Australia and Canada experienced a
one-time bump in the prices but soon the situation normalized. Looking at Indian situation, it
is expected that after the introduction of GST, the GDP of the country would go up by 2%.
Benefits of GST for a business:
A robust and a comprehensive IT Systems ensures that all services such as registrations,
returns, and payments would be available to the taxpayers online, which makes it easier and
transparent. It also makes the country tax-neutral for the operations of the business anywhere
in the country. The transaction costs are also reduced as a result, it would lead to improved
competitiveness. The subsuming of major Central and State taxes in
GST, complete and comprehensive set-off of input goods and services, and phasing out of
Central Sales Tax (CST) would reduce the cost of locally manufactured goods and services.
Benefits for central and state government:
GST makes it easier to administer than all other indirect taxes. Due to the seamless transfer of
input tax credit from one stage to another in the chain of value addition, there is an in-built
mechanism in the design of GST that would incentivize tax compliance by traders.GST is
expected to decrease the cost of collection of tax revenues of the Government, and will
therefore, lead to higher revenue efficiency.
Benefits for the consumer:
Single and transparent tax proportionate to the value of goods and services: Due to multiple
indirect taxes being levied by the Centre and State, with incomplete or no input tax credits
available at progressive stages of value addition, the cost of most goods and services in the
country today are laden with many hidden taxes. Under GST, there would be only one tax
from the manufacturer to the consumer, leading to transparency of taxes paid to the final
consumer. Relief in overall tax burden: Because of efficiency gains and prevention of
leakages, the overall tax burden on most commodities will come down, which will benefit
consumers.
Structure of GST:
VAT is Value Added Tax, which is considered the first step towards moving to a GST
regime. VAT is charged on the increase in value of an article at each stage of its production
or distribution. This is exactly how GST will be levied on products. However, VAT applies to
goods sold and not services, which comes under service tax. GST is applicable for both goods
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and services, and at a uniform rate. Also, a host of other indirect taxes are levied at various
levels along with VAT. When GST is introduced, all of them will go.
GST is a multi-layered, destination-based tax system. India has the highest tax rate out of all
the countries that have implemented GST. There are around 40 models of GST at present.
France was the first country to implement GST to reduce tax evasion. India has followed the
Canadian GST model, where Canada has a federal structure where the state and the central
have the powers to levy and collect tax.
The concept of GST is same all around the world. VAT becomes a substitute for GST in
some cases. There was an enormous difference in the introduction of GST due to political
division in Canada, but GST sustained despite the opposition. It can be noticed that it is not
possible to have an ideal GST. Having said that, India is in the right direction.
There are few agreed upon effects of GST i.e., it is inflationary, when the effective tax rates
are more what prevailed before. The implementation of GST in Malaysia has given us
another refresh that the businesses needs to start early with the implementation process to be
GST-ready. Malaysia also released a sector wise guidance papers on tax treatments. But the
post implementation of GST in Malaysia includes wide-spread unrest and anti-GST street
protests from the Small and Medium businesses in Kuala Lumpur.
According to a Crisil report, when implemented in many countries, GST caused a spike in
inflation with the impact lasting 10-12 months. The duration of the impact on retail sales
varied, with consumer spending growth normalising within 3 months in Japan, Australia and
China, but taking as long as a year in Singapore. Also, most countries witnessed a pre-GST
spending rush. Malaysia, which implemented it in April 2015, saw a spending rush -- but not
on big-ticket items. Sales of electronics & telecommunications equipment, departmental and
general stores, jewellery and watches, furniture, and apparel rose. This was reflected in the
rise in credit card transactions and rise in narrow money supply, which captures the
transactions demand for money. Consumer spending also surged in Australia, Japan, China
and Singapore just before GST kicked in.
Rates of GST across globe:
As per a Crisil report, except for Scandinavian countries, where the tax is levied at a
standard rate of 25%, few others have been successful in sustaining high VAT/GST rates. For
example, New Zealand introduced a tax rate of 10% on a base consisting of all goods and
services except financial services. And in Singapore, it started as low as 3% and was raised
gradually. Globally, the average rate is close to 16.4%, in Asia-Pacific 9.88%. Canada and
Nigeria have the lowest rate of 5%.
V.

CONCLUSION

Implementation of GST is one of the best decision taken by the Indian government. The
transition would not be easy. Confusions and complexities were expected and will happen.
India, at some point, had to comply with such regime. Though the structure might not be a
perfect one but once in place, such a tax structure will make India a better economy
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favourable for foreign investments. It is also expected that implementation of GST will build
a transparent and corruption free tax administration.
The tax structure in India is different from other countries as it is payable at the final point of
consumption. Typically, the tax is collected on value-added goods and services at every point
of the supply chain. Being a union of states, India follows dual tax structure i.e. different tax
schemes for the Centre and states and this will be applied to the GST regime as well.
Also, while other countries have rates in the range of 15-20 per cent, India‟s rate is lower as
compared to other countries and ranges between 5-28 per cent.
As India prepares to adopt the new tax system, here are certain points for it to consider:










Singapore introduced the system in 1994 and saw a spike in inflation soon after the
implementation as the effective tax rate was higher than what prevailed before. This
means administrators need to keep a check on the movement of product pricing.
The Canadian government faced resistance internally over the GST law. Therefore, the
government reduced the rate twice after implementation. This means the GST rate has to
be realistic which should not burden the common man and need not required alteration
frequently.
Businesses in Malaysia showed harsh resentment even when the government gave them
18 months to prepare themselves for the new tax regime. Looking at the complexity of the
Indian GST, businesses need to start early to be GST-ready at the time of implementation.
As the Central government has asked businesses to go live with the new GST within nine
months of implementation, it is going to be a challenging task for all the stakeholders.
Meanwhile, Malaysia also came out with a handbook on tax practices for each business
segment to make the entire system easy to understand. Indian legislative bodies should
also think about similar publication.
Since the GST is applicable on every transaction, India needs to adopt advanced
information technology infrastructure to encapsulate and embed systems which are GST
compliant.
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Abstract
Mentoring is an age old practice that is used in organizations to improve morale and help in
employee retention. It is also known to improve superior subordinate relationships and
enhance the overall quality of interpersonal interactions. However, with the changing times,
the traditional mentoring of subordinate by superior has given way to several
multidirectional mentoring relationships. Of these new mentoring formats, reverse mentoring
has gained momentum. This paper examines the feasibility of the process of reverse
mentoring of superior by the subordinate in the Indian Corporate milieu. The various
generational cohorts that exist in the Indian workplace along with their characteristics have
been examined. The contrasting characteristics have been tabulated to identify the areas for
reverse mentoring. Finally, to establish the proof of the pudding, several instances of reverse
mentoring introduced by corporates in India and their perceived benefits have been stated.
Keywords: Mentoring, Reverse Mentoring, Boomers & Gen X, Millennial.
I.

INTRODUCTION

Mentoring is a process founded on social interactions where one employee (mentor)
handholds another (mentee) in order to assist, train or aid that other employee. Mentoring has
benefits not just for the mentee but is shown to have had benefits for the mentor and
organization (Dutton & Ragins, 2007) as well.
The following benefits have been observed:
 Mentoring provides orientaton to new employees about work processes, organization
values and culture (Swap, Leonard, Shields, & Abrams, 2001)
 It promotes career success of mentees through professional and psycho- social support
(Kram, 1985)
 Improved learningfor the mentee (Lankau & Scandura, 2002). Learning of three types
– cognitive, skill based and affective, has been recorded (Wanberg, Welsh, and
Hezlett, 2003)
 Increased Job satisfaction for the mentor (Ensher, Thomas, & Murphy, 2001)
 Improvements in job position (Scandura, 1992) and salary(Chao, Walz, & Gardner,
1992
 Enhanced organizational commitment (Ragins, Cotton, & Miller, 2000)
There are established benefits to mentor also like increased loyalty and support, better
visibility and learning as well (Allen & Eby, 2003)(Ragins & Scandura, 1999).
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Mentoring has assumed several formats over the years and is equally useful in all formats.
Some of the mentoring formats that have been adopted to develop Human resources are as
follows:

Table 1: Table Showing Types Of Mentoring Used At The Workplace
Type
Brief Description
Traditional
Older generation mentor and younger, less experienced
mentoring
mentee
Peer mentoring
Mentor and mentee belong to same hierarchical position
in the organization, mentoring is generally informal
Reverse mentoring
Younger and junior employee is partnered with an senior
employee who has something to learn from his junior
Group mentoring
One mentor with many mentees. Mentees are similar in
terms of organizational roles and hierarchical positions.
Team mentoring
Multiple mentors work with a single mentee.
Mentoring circles
A group of people learning from and with each other with
no fixed mentor and mentee positions
Distance mentoring
Mentor and mentee separated by physical distance.
( e mentoring)
Mentoring through technological aids
Situational
Short term, issue specific mentoring
mentoringSource: Compiled from PERCSS core Curriculum, Washington University in St. Louis &
Wake Forest University
However, this paper focuses only on „Reverse Mentoring‟ which is a form of one to one
mentoring that is growing in popularity in the workplace.
II.

OBJECTIVES OF THIS PAPER
1. To understand the concept of reverse mentoring and its relevance in the Indian milieu
2. To understand the predominant generational cohorts at the Indian workplace and their
characteristics.
3. To establish suitability of reverse mentoring in Indian companies identify areas for
reverse mentoring based on generational differences
4. To summarise the instances of reverse mentoring programmes established in Indian
organizations and identify the perceived benefits.

III.

RESEARCH METHODOLOGY

This study is based only on secondary data. It seeks to examine, organize and interpret
existing information and data from published reports, articles and research papers to throw
light on the research objectives.
IV.

REVERSE MENTORING – CONCEPT AND RELEVANCE IN INDIA

This form of inverted mentoring comprises of a junior employee helping an experienced
senior gain newer knowledge. The mentor is usually younger than the protégé (Finkelstein,
Allen, & Rhoton, 2003). The origin of reverse mentoring has been credited to Jack Welch,
Former CEO, General Electric. In 1999, he required 500 top executives in his company to
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pair up with junior members of the workforce to learn how to use the internet. Of the various
mentoring formats, reverse mentoring is fairly recent in origin (1999) and has gained
popularity among corporates due to its relevance in the current business scenario.
In India, it is of particular relevance owing to the fact that India is a young country. India will
become the youngest country by 2021, with 64% of its population in the working age group
of 20-35(Economic Survey, 2013-14) and while the average age of Indians at the workplace
in 2020 will be 29 (IRIS Knowledge Foundation , 2012). Hence companies need to remain
relevant to this generation.

Figure : Age wise predicted population
Source: UN World Population Prospects, 2008
Also give the fact that India is a young nation in the face of a graying world, young Indians
have several opportunities for mobility. Hence retention is a challenge. 765 Indians believe
they would have left their organizations before 2020 (Deloitte Millennial Survey, 2016).
Reverse mentoring is a powerful tool for attracting and retaining the talent pool, providing
job satisfaction, enhancing the levels of employee engagement and also for advocating
workplace diversity (Deshwal, 2015).
It is useful to bridge the large generation gap existing in Indian organizations by facilitating
cross generational relationships (Soumya M & Gupta, 2018 ) and shared
expertise(Greengard, 2002)
Predominant Generations At The Indian Workplace
Workforces across the world comprise multiple generational cohorts. The term “Generations”
in social science means "people within a delineated population who experience the same
significant events within a given period of time" (Adams SJ. 2000). A generation is an
identifiable group ( given a name) which shares birth dates that belong to same time period
and have experienced the same Life events at developmental years - early childhood into
young adulthood (Kupperschmidt, 2000).
Generations can be different from each other due to
 Life cycle effects – depending on age of individual
 Period effects. Major events (wars; social movements; economic downturns; medical,
scientific or technological breakthroughs)
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Cohort effects. Period events and trends that leave an impact

Hence each generation has a set of historical, political, social and economic experiences that
develops their personality - characteristics and behaviours. This influences the personality
and feelings of the cohorts towards authority, their values and beliefs about organizations,
their approach towards their profession, professional goals & life aspirations (Smola and
Sutton, 2002), feelings toward work and what they desire from work (Jurkievicz and Brown,
1998; Kupperschmidt, 2000).
Also as organizations and their workforces are become increasing multinational, these
cohorts have to be understood in a global perspective. i.e. in the context of world history.
There are several generally accepted categorizations of generational cohorts




Veterans (1925-1944), Baby Boomers (1945-1964), Gen X (1965-1981), and Gen Y
or Millennials (1982-2000) (Tolbize, 2008).
Passionate Advocates, Enthusiastic Followers, Under-rewarded Supporters, The
Disenchanted, Unrealized Potentials, The Detractors (Marusarz, 2009)
The Depression Era, World War II Era, Post War, Leading-Edge Boomer, TrailingEdge Boomer, Gen-Xer and N-Gen (Morgan & Kunkel, 2011)

The above mentioned categorizations are more relevant in an American context. In India
studies have divided generations into



Pre-Independence Generation, Independence Generation, and Pre-Liberalization and
Post Liberalization generations.( Darbha & Rao, 2016)
Veterans (1920-45), Free-Gens (1945 – 1960),Gen Xs (1961 – 1970), E-Gen‟s (1971
– 80),Gen Y‟s(1981 – 90) ( Rajesh and Ekamabaram,2014 )

In India the average age of retirement ranges between 60-65 years and entry into the work
force is between 18- 23years. Hence it is most appropriate to discuss only two generational
cohorts in the context of reverse mentoring –
1. Mentees – Boomers & Gen X
2. Mentors – Millennial
Boomers & Gen X
Boomers refers to those who were born between 1946 – 1964, (only those born after 1953 are
in the workforce presently) and are currently aged between 53 – 64 years and Gen X refers to
people born between 1965 -1981 and presently aged between 37- 53 years.
The key issues and events (Period and cohort effects) that shaped this generation and resulted
in employee attributes were



Indo Pak war ( 1971) and Emergency ( 1975) at the beginning of their careers
resulted in lack of opportunity frugality, labour unrest
At the beginning of their careers they saw a stagnant economy, 5 years plans,
governmental control in Business
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Subsequently the Socialism to liberalization transition took place in 1991. Hence they
are well acclamatised to vagaries of economy
Generation that initiated „brain drain‟
Beginning of dual career households
While the economy was predominantly agrarian, Government jobs were considered
desirable and Engineering and medicine – most lucrative careers
Introduction of Personal computers.

This generation is characterized by a desire to make a mark on the institutions they work for.
They value individuality, independence and self-sufficiency (Hart, 2006). Great believers of
lifetime employment and company loyalty (McGuire, Todnem, & Hutchings, 2007).While
they value job security and lifelong employment they may be open to other options for a
higher salary, or improved benefits (Hays, 1999; Loomis, 2000). Technology had just made
way into their lives. While they are weary of technology, being at the end of their careers
they view adaptation to technology as a means to flexible work options, nearing retirement or
post retirement. They are known to have steepest learning curve in terms of technology and
economic adaptability
Millennials
Born between 1982-2000 and presently aged between 18- 36 years, this generational cohort
are also known as Slackers, GenY, Trophy Kids,Echo Boomers, Nexters, Digital Natives, and
Net Gen. The period and cohort effects witnessed by them include







The liberalization and privatisation reforms were taken for granted and not even
remembered by a majority of them (Weiner, Varshney & Almond, 2004)
The economic reforms enabled new economy industries like IT/ITeS and opened the
sectors like Banking, Telecom to private and foreign investments.
Several Jobs were created in new economy Industries (IT /ITES, banking and
telecom) However magnitude of jobs created were not in line with workforce growth.
Highly evolved modes of communication like e mails & social media etc
Many banking reforms. Banks created a Spend economy with digital money and loans
Economic prosperity, opportunity, and progress (Leschinsky & Michael, 2004)

The millennials are characterized by 24 X7 connectivity and high levels of comfort with
technology. They have phenomenal access to information, technology and social media. They
have a desire to be involved and make an impact. More than six in ten Millennials (63
percent) feel their leadership skills are not being fully developed in their present employment.
They are highly social creatures. They are extremely impatient and want instant success or
fast quicker way to money. It‟s either the money or individual freedom that drives this
generation. 59% millennials seek scope for rapid growth in a company, while 41% look for
compensation (survey by Avtar Career Creators and Flexi Careers India conducted in
Chennai, Mumbai, Delhi, Pune, Hyderabad and Kolkata).This generation tends to spend on
“wants” more than the “needs. They seek a good work/life balance.

Contrasting characteristics and emergence of avenues for reverse mentoring
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A careful study of the characteristics of the two groups of generational cohorts makes out a
strong case in support of reverse mentoring. The contrasting characteristics and the resultant
avenues for reverse mentoring have been tabulated below:
Table 2: Table Showing differences in Characteristics of Boomers/Gen X and
Millennials and consequent areas for Reverse mentoring

V.

Boomers & Gen X

Millennials

Technology is a big issue and
they don‟t necessarily like
computers (Gursoy et al.,
2008)
Workaholics
having
the
„living to work‟ attitude
(Callanan & Greenhaus,
2008).

Technology integral part of
personal and work life (Chip
Espinoza,Mick Ukleja,Craig
Rusch, 2010)
Place a higher value on leisure
time and extrinsic rewards
(Twenge et al., 2010)

High importance learning
new things (Jurkewicz,2000)
and
upgrade and acquire
new skills
(ArmstrongStassen & Ursel, 2009).
Crave mentors (Jurkiewicz &
Brown, 1998).

Value having responsibility
and
having input
into
decisions and actions (Mc
Crindle and Hooper,
2006). Craving of leadership.

Value social relationship at
work (Kooij et al., 2011;
Shacklock,
2006).
But
sometimes can be cynical,
pessimistic and individualistic
(Kupperschmidt, 2000; Smola
and Sutton, 2002)

Enjoy collective action and
being highly socialized (Hart,
2006; Smola and Sutton,
2002; Tulgan and Martin,
2001) Tolerant of all forms of
diversity (Buckley, Beau,
Novicevic, & Sigerstad, 2001

Areas for
reverse
mentoring
Technology
Adaptation

Work
balance

life

Change
management –
by making the
millenials
„leaders
of
change‟ they can
be
better
retained.
Work
place
diversity
and
tolerance

REVERSE MENTORING IN INDIAN ORGANIZATIONS

Reverse mentoring has been successfully adopted by several organizations in India. Some of
the programmes of reverse mentoring and the benefits as observed by the top brass in these
companies is documented below:
Table 3: Table showing Reverse Mentoring Programmes prevelant in Indian Industry
Organization

Mentoring Areas

Benefits

Accenture

Technology adoption and
creating familiarity with wikis

Organic ripple effect of
improved
top
down
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Bharati Airtel

GSK Consumer
Healthcare

Hindustan
Unilever
Jubilant
Foodworks
(Master franchisee
– Dominos and
Dunkin Donuts)
Lenskart

Microsoft

Mindtree

Nokia

Pepsi Co

Price Waterhouse
Coopers

and blogs
Rock
On
–
training
programme on use of gadgets,
internet usage, dining options.
Mentoring takes place in
informal settings
Launched in November 2016
to share understanding of new
media and technology as well
as the needs of the millennial
consumer
Training in social media from
junior
Multiple forums for formal
and
informal
mentoring
including monthly luncheon
meets

relationships
Relook
at
business
strategies. Use of Blogs and
social media as a tool to get
customer feedback

Veterans take the help of
youngsters to understand
technology, social media and
the fast changing market place

More caring, informal work
culture and better ideation.
Many flexible benefits
introduced for childcare
needs.
Performance
management
system
revamped
Results in evolution of
employees, managers and
organization as a whole

Elevate – a forum to leverage
the power of generational
diversity. A platform for
millennials to share ideas,
thought s and perspectives
with leaders
Reverse mentoring is part of
on boarding of campus
recruits. CEO and seniors
spend time interacting when
new recruits join
Domain specialists used to
coach senior executives
YCom - A parallel board
comprising
millennials.
Mentored
the
executive
committee
on
digital
technologies
like
online
productivity tools
Frequent formal and informal
interactions are planned.
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Senior
leaders
can
understand
trends
and
employees feel connected
and invested with the
company
Low cost training of mid
level managers
30,000 business ideas from
millennial employees

2400 employees have been
part of process and helps
understanding
millennial
expectation
Revamp of Nokia Music
Store‟s search engine based
on youth preferred model
Gen y has a say in shaping
the company‟s future

Breaks hierarchical and
rigid work structures and
cost effective way to up
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Starbucks

Tata Consulatancy
services

Vodafone

Young employees used to
identify and understand the
changing needs of youth
The
senior
brigade
is
mentored in
the areas of IOT, Digital
technologies, Virtualization,
Cloud computing,
Analytics,
Artificial
Intelligence etc.
Digital Ninja – a programme
wherein senior leadership and
the
executive
committee
receive training in digital tools

skill managers
Customization of offerings
for Indian Market
Knowledge
smooth

transfer

is

Two way exchange –
insights into millennial
thinking and opportunity to
rub shoulders with top brass

It is pertinent to note that the areas of reverse mentoring tabulated above correspond to the
findings of this paper( Table 2) . Hence it is possible to conclude that due to the differences in
cross generational characteristics in India, all organisations must adopt Reverse Mentoring as
a part of their Training and Development Activities
VI.

CONCLUSION

It is evident that reverse mentoring has come to stay. The benefits perceived by the various
Indian CEOs and Managers stand testimony to the healthiness of this practice. However the
process must be introduced only after sufficient orientation and training to both generations.
Barriers of status, power and hierarchy must be removed in the minds of the top management.
Junior workforce must also be sounded on the possible learning opportunities for them. That
stated, the two way street of reverse mentoring is powerful tool in the hands of HR
professionals and practitioners to harness the power of youth and build social relationships at
the workplace.
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ABSTRACT
As per the World Bank report, 30% (179.6 million) of the population live below the
international poverty line. It highlights that the people below the national poverty line in the
year 2014 was around 224 million (World Bank report - Poverty and Shared Prosperity,
2016). During 2014, Dr.Rangarajan, Former RBI governor, in his report on poverty, redrew
the data of poverty segment. The income of the people if less than Rs.1407 in urban and
Rs.972 in rural areas would be categorized as poor. The people below poverty line in India
got reduced from 29.8% in 2009 to 12.4% in the year 2015 (Rangarajan Committee, 2014).
The eleventh five year plan aimed at rapid and inclusive growth and to reduce poverty line in
India. A survey under the “financial inclusion insights program” has stated that only 47% of
Indian‟s hold bank accounts. This has led to emergence of financial inclusion in India. There
was lack of access to finance for farmers and weaker sections of the society which is a
serious threat to economic progress. So the government initiated schemes like Pradhan
Mantri Jan-Dhan Yojana (PMJDY) to offer cheaper credit to weaker sections of the society.
The main objective of PMJDY is to ensure access to various financial services to
economically deprived income groups. During the year 2014, around 1.5 crore beneficiaries
have enrolled for this scheme. Currently this hyped to 29.43 crore. During the year 2014, 2.5
million Rupay cards have been issued. As on August 2017, this has increased to 22.68 crores.
This paper would explore on the usage preference and effectiveness of Rupay cards by the
rural consumers in and around Coimbatore.
KEYWORDS: Below the poverty line, financial inclusion, Jandhan, Rupay cards, Kisan
Card
I. INTRODUCTION
Government of India is stepping ahead with Flagship projects like Make in India and Digital
India. Make in India focuses on Production self sufficiency.
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digitalising the transactions to enable more transparency. About 70 percent of Indian
Population live in Rural India who has access to low or no technology. More than 363 million
people are below the poverty line. For them to have bank account could be dream. To
overcome the issue, Jandhan bank account were promoted by Government. To support the
Bank transactions RUPAY cards was introduced by National Payments Corporation of India
(NPCI). This card is an Indian Domestic card which will help the rural people to get their
direct benefit transfer from the government and enables easy and quick bank transactions.
RUPAY is considered to be Indian Substitution for Foreign cards like VISA &
MASTERCARD. Since March 2012, the year of its entry until August 2014, 35 million cards
were issued. Furthermore as part of expansion, more than 230 million customers started using
it. The transactions through RUPAY contribute to 20 percent of total transactions in the
country. Currently, out of 750 million debit cards users, there are 300 million Rupay card
users accounting to 40 percent of the users. More than 4.6 million RUPAY and Debit card
transactions happen every day amounting to Rs.710 crores a day. (Source: The Hindu
Business line, March 27, 2017). Rupay cards have been added as one of the payment option
in over 10,000 e-commerce sites. The card has a lower debit card interchange rate, compared
to international service providers, who roughly charge between 0.65 percent to 1percent on
every transaction.
New Innovations
RUPAY has come with Add-ons like Platinum and Rupay International to serve the Diners‟
Club and facilitate other Financial Services. Among the various Public Sector banks Eight of
them namely Andhra Bank, Canara Bank, Corporation Bank, Central Bank, IDBI, Punjab
National Bank, Union Bank and Vijaya Bank; HDFC, one of the private sector bank and
Punjab and Maharashtra Cooperative Bank one of the cooperative bank issues these cards.
Economic Growth was the major intention behind the Cashless transaction. The outcomes
seemed to be very positive as Cash Withdrawals per card got reduced and only slight
marginal increase in ATMs. Public started adopting the digital transactions supported by
huge in Point of Sales (PoS).
Mode
ATM machines

October 2016
2,19,578

July 2017
2,22,653

Increase
Marginal

POS machines

2,22,653

28,40,113

Zoomed very Huge
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NO. OF TRANSACTIONS IN BILLIONS
Credit cards
Debit cards
No. of transactions in billions
Credit cards
Debit cards

October 2016
88.86
140.59
October 2016
299.42
219.41

July 2017
110.76
254.46
July 2017
339.3
345.58

Source :The Hindu Business Line

Kisan card is add-on of Rupay cards issued by the banks across the countries under Kisan
Credit Card. This is to empower farmers to transact business on ATMs and PoS
terminals. The real push for Rupay cards had been due to the Pradhan Manthri Jan Dhan
Yojana (PMJDY) activation. Rupay had 178 million card users until March 2016.
Jandhan account got more vibrancy,

due to demonetisation a reform which made the

accounts highly active. 24 percent of the Jandhan accounts remained idle before
demonetisation. Demonetisation effect made 86% of these accounts to be hyper active.

No. of Rupay cards issued ( As
on Aug 23, 2017) in Rs. Crores
18.6
3.58
0.89

Type of Banks
Public Sector banks
Regional Rural banks
Private Sector banks

TOTAL NUMBER OF RUPAY CARDS IN USE WITH RESPECT TO JANDHAN

Period

Total No. of
PMJDY
A/C’S
( in crores)

Aadhar
seeded (in
crores)

Aadhar
linked
PMJDY
A/C’s(in %)

No. of
Rupay
cards( in cr)

Rupay
cards to total
PMJDY
A/C’s(in
%)

ACCOUNT

Nov 25,2015

19.34

8.19

42.34

16.6

85.82

Aug 31,2016

24.1

12.23

50.76

19

78.83

Nov 9,2016

25.51

13.68

53.65

19.43

76.18

Jan 11,2017

26.68

15.36

57.58

21

78.71

Source :PMJDY portal
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II. REVIEW OF LITERATURE
The Government of India along with the Reserve Bank have implemented and initiated
various schemes to promote the financial inclusion in India mainly focused in the rural areas.
Government took stern efforts of opening new banks accounts to unbanked customers as part
and boost to the financial inclusion through cooperative banks, self help groups, priority
sector lending, regional rural banks and rural correspondents. According to ASSOCHAM,
ERNST& YOUNG (2017), 19 percent of population are still unbanked. In spite of all
facilities provided people still remain unbanked due to lack of last mile connectivity.
Financial inclusion was a concept introduced to uplift the underprivileged ones of the
society. It aims at providing financial products and services to theses segment which
accounts to about 170 million. 2.5 million People in India do not have bank accounts and
thereby declined of financial services (World Bank survey, 2017). Other studies have
reported Similar results, mentioning that 1.22 billion people do not have bank accounts, 65
percent of adults excluded from formal financial system (Sonu Gargl, Dr. Parul Agarwal
,2014). Out of 350-450 million rural populations, 75-80 million families are illiterate. Only
36 percent of the rural population had bank accounts and used the banking facilities (Sinha
and Subramaniam, 2007).

A pilot study of financial inclusion under the able leadership of K. C. Chakraborty,
Chairman of Indian Bank was implemented in Mangalam village, Pondicherry based on
Khan Commission recommendation during 2005-06.

The idea of Pradhan Manthri Jan Dhan Yojana (PMJDY) scheme evoked from the base
Financial Inclusion. The main intention of introducing the PMJDY was to bring the unbanked
segment to have bank accounts and improve their savings. As part of further enhancement of
the scheme, Rupay card was launched.

135 banks have participated in the Rupay card initiative and more than 60 lakh cards were
issued to rural mass. This has increased to 1.4 crore by 2014 and 18.17 crores during 2015
which scaled up to 28 crore in the recent years (Business World, 2015). Rupay cards paved
way to get easy access to financial services like savings, loans, loan repayments and
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withdrawals to the weaker sections of the society. Banking technologies were supporting
these services. These efforts helped to improve the bank users to a larger extent. 98 percent of
household use bank accounts and financial services like MUDRA and Gold monetisation
schemes. The importance of holding the bank accounts was much felt during Demonetisation.
89 million people do not have credit card facilities (NSSO). 20000 beneficiaries have been
benefited from the SWABIMAAN scheme which covered the rural areas by providing all the
basic facilities in banking service. No frills account has been promoted and bank
branches were also increased to control financial inclusion.

Studies highlighted that lack of information and awareness had been the core reasons for non
usage of plastic cards (Jaspreet Kaur & Dr. Nidhiwalia 2016) and they were used to cash
based transactions. The added advantage of the financial inclusion is that provided
employment opportunities to many (Dr.Ramsundar Bairagya & Shubhabrata Sarkar).

The usage of plastic cards increased vitally after demonetisation. More importance for
digitalisation was given in order to track the financial transaction easily. It helped in
widening the tax base (Business line).During demonetization period Private Banks also
issued Rupay cards intensively, and the Rupay cards usage spiked to 96.17 percent. Public
sectors were key to promote PMJDY schemes. Around 20.23% of PMJDY accounts were
opened during the year which was a no frill accounts (Dr. C. Paramasivan & R. Kamaraj,
2013). The benefits enjoyed by rural India, later got extended to urban India too.

A study on the Internet users, conducted by Internet and Mobile Association of India
(IAMAI) during the year 2011, found that about 23% of the online users prefer internet
banking and 53% of them preferred ATM as their banking channel. The major reasons were
they were much concerned about the security concerns in online banking services. In
general, people denied using online, due to security concerns, preference for face-to-face
transactions, lack of knowledge, l a c k of user friendliness and lack of the facility in the
current bank. The number of internet banking in the rural areas of India is estimated to be 420
million in June 2017.
Against this context, the usage preference of plastic cards in current situation has to be
explored and the following objectives had been drafted.
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III.

OBJECTIVES OF THE STUDY
1. To study the demographic, socio economic factors of rural consumers.
2. To study the mode of spending by the rural consumers.
3. To study the usage preference of Rupay cards over other plastic cards.
4.

To analyze the advantages and challenges faced by the rural consumers in
utilization of plastic cards.

IV.

SCOPE OF THE STUDY
According to this study the scope is extended to know the transactions made

through electronic mode, particularly in rural areas. It also helps to know the
Consumers‟ preference and awareness towards Jan Dhan scheme. This study gives a brief
explanation on the mode of spending of the rural people in Coimbatore district. It gives a
clear picture on the barriers faced by the rural people on usage of Rupay cards.

V.

LIMITATIONS OF THE STUDY
1. The study is limited only to Coimbatore city.
3. The study is restricted to 202 respondents only.

VI.

RESEARCH METHODOLODY

The aim of this study is to assess the usage behaviour of Rupay cards by rural customers
and to analyse the advantages and challenges faced by the rural consumers in utilization of
plastic cards. This study is a descriptive study as clearly it describes Plastic card usage
behaviour by rural customers.
SOURCES OF DATA
All the data required for this research work is obtained from primary data as well as
from secondary source (research scholar papers, business line)
Primary Data The study is based on the primary data, collected from the respondents
in Coimbatore city (North Taluk). The data is collected through structured questionnaire
consisting of 25 questions covering the occupation, type of account, card they prefer,
difficulties in using Rupay cards, difficulties of net banking and purchasing mode.
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Secondary Data: Data was collected from different sources like magazine, newspapers
like Business line, Business Standard and Economic times between the time period 2016- 17 ,
journals, research paper etc; namely International Journal of Business Quantitative
Economics and Applied Management Research, SSRN, Research hub- International
Multidisciplinary Research Journal, Business Line, Economic Times, Times of India, RBI
website, PMJDY website

SAMPLE DESIGN
The study is conducted in the northern part of Coimbatore, as it covers the most deprived
sections of society at large. The total population of North Coimbatore is 6,41,021.
SAMPLING METHODS AND TECHNIQUES
Purposive sampling technique is used to study, as it needs to explore the utility of plastic
cards with economically deprived community in rural areas.
PROPOSED TOOLS
Percentage analysis, cross tabs and weighted moving average method, had been used to
analyse the data
VII.

DATA ANALYSIS AND INTERPRETATION

PERCENTAGE ANALYSIS
OBJECTIVE 1: To study the demographic, socio economic factors of rural consumers.
Table 7.1 Table showing the percentage analysis of demographic, socio economic factors

Criteria
Age
Marital Status
Education qualification
Occupation
Annual Income
Number of family members
Number of educated members in the
family
54

Profile of the respondents
Above 40 years (32.7%) &
20-30 years (32.2%)
Married (64.9%)
Secondary schooling (63.4%)
Agriculture (60.4%)
Small traders (24.3%)
Between Rs.2-3 lakhs (41.6 %)
Between Rs.1-2 lakhs (22.3 %)
4 members (35.6%)
3 members (31.2%)
2 members (58.4%)
1 member (31.2%)
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INTERPRETATION:
Majority of the respondents are middle aged people (above 40 years) and they (63.4%)
pursued secondary schooling. Many of the respondents had four members in their family and
two among them were educated. Many of them were agriculturist with an annual income of
Rs.2 to 3 lakhs.
CROSS TAB ANALYSIS
Objective 1: To study the demographic, socio economic factors of rural consumers.
Table 7.2 Table showing cross tab analysis of demographic, socio economic factors

Criteria
Occupation and age
Age and educated members in family
Occupation and type of account

Profile of the respondents
Agriculture,
Above 40 (21.8%)
20 to 30 (19.8%)
20 to 30 (20.3%) 2 members
30 to 40 (15.8%)
Savings a/c (24.8%) &
Current a/c (22.8%) maintained
by Small traders

INTERPRETATION:
From the above table it is found that 22%(approx) of the respondents are above 40 years and
20% of 20 – 30 years age category are agriculturist and in most of the respondents family two
members are educated. 25% of the respondents who prefer savings account are small traders.
Objective 2: To study the mode of spending by the rural consumers.
Table 7.3 Table showing the cross tab analysis to study the mode of spending

Criteria
Type of card and purchase
Card preferred and type of bank
Bank account and type of account
Type of account and cards used for their
business
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Profile of the respondents
Debit card (27%)
Credit card (18.3%)
Debit card, nationalised bank (29.2%)
Credit card, nationalised bank
(16.8%)
Commercial bank savings a/c (45%)
Current account (30.7%)
Commercial bank savings a/c
(20.3%) debit card
Current account (10.9%) debit card
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INTERPRETATION:
Majority of the respondents prefer commercial banks savings account in nationalised banks
and they mostly use debit cards for their financial transactions.
WEIGHTED AVERAGE
Objective 3: To study the usage preference of Rupay cards over other plastic cards.
Table 7.4 Table showing the weighted average analysis to study the usage preference over plastic cards

5

4

3

2

1

Total

Weighted
Average

Rank

Loan

106

4

44

42

6

768

3.8

1

Net banking

46

5

48

62

41

559

2.77

5

Interest

34

4

85

32

47

584

2.89

3

Minimum balance

35

5

96

34

32

583

2.89

3

Level of satisfaction

43 36 70 52
1
674
3.34
ATM
5- Highly satisfied; 4- Satisfied; 3- Moderate; 2- Dissatisfied; 1-Highly dissatisfied

2

INTERPRETATION:
The respondents are satisfied with Rupay cards helping in getting loan services and ease of
withdrawals of Cash through ATMs. Interest payments through Rupay cards and minimum
balance maintained are next level priorities to them. They are not very much comfortable
with Net banking as they are not tech savvy coupled with lack of computer facilities and
internet connection.

PERCENTAGE ANALYSIS
OBJECTIVE- 4: To analyze the advantages and challenges faced by the rural consumers
in utilization of plastic cards.
Table 7.5 Table showing the percentage analysis to analyze the advantage and challenges faced by rural
consumers

Difficulties
banking

Criteria
in using

net

Difficulties in using Rupay

Profile of the respondents
Mobile number Mismatch (48.5%)
Lack of technology knowledge (32.2%)
Only a small amount could be withdrawn
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card

Advantages of Rupay card

(38.1%)
Limited Withdrawal frequencies (29.7%)
Quick cash withdrawal (65.3%)
Transfer of funds between accounts within
same banks (22.3%)

INTERPRETATION:
Respondents are much happy about ease of transfer of funds within the same bank‟s
branches. But Net banking had become cumbersome for most of them as the respondents
forget or have changed the number given to the bank at the time to opening an account.
ATMs doesn‟t support smaller cash withdrawals as well multiple withdrawals had become
costly.
VIII. CONCLUSION

About 70 percent of the people live in rural India and 363 million people are below the
poverty line, who have low or no access towards banks. As a panacea to this issue, Jan Dhan
Yojana was introduced which not only solved the issue of no bank accounts, but helped the
banks to mobilise small savings. This study aimed at exploring the effectiveness of usage of
Rupay cards by rural customers. The study states that many respondents had their secondary
schooling only, which could be reasons for lack of technology awareness. More over as
many were agriculturist whose income levels were between Rs.2- 3 lakhs, do not prefer to
afford to the high end mobile phones/ technology.

The awareness towards using Rupay cards becomes essential as they were not used to it
earlier. People doing small or petty business in rural area maintain savings account as well
current account in the rural area in general. In recent times many have started using debit card
in ATMs for their financial transactions and not internet banking. But adding challenge to it,
the ATM withdrawals have become costlier for multiple transactions. ATMs doesn‟t support
smaller cash withdrawals as well multiple withdrawals had become costly which is of great
disadvantage. Though Jandhan have created an impact, still more practical issues are to be
weeded out especially in rural India to make this programme most successful one.
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Abstract
This study has been carried out to understand the level of employee engagement among the
faculty members working in private self-financing colleges in India and the driving forces of
engagement. The data have been collected using structured questionnaire administered
among the faculty members working in self-financing colleges across Tamilnadu using
Google Forms. The instrument developed by Dr. Tracy Maylett and Dr. Paul Warner
measuring employee engagement had been used to collect data. Four constructs were
identified such as, My Job, My Team, My Boss and My Organization to measure the
employee engagement with 46 statements. Judgmental sampling method was followed to
collect data. The sample size is 274. The data had been analyzed using percentage analysis,
descriptive analysis and regression analysis. The study contributes insights to the
management of private self-financing colleges in re-designing the job of faculty members and
re-defining the relationships between faculty members and HODs/institutions for the
betterment of the betterment of higher education in India.
Key Words: Employee Engagement, Job characteristics, Job design, Teams, Boss and
Engagement
I.

INTRODUCTION

The higher education in India is facing drastic changes in the last two decades. After LPG
policy changes, the share of private institutions in Education Sector in India had remarkably
increased. Presently, there are 191 Private Universities, 19,930 private colleges and 9,541
diploma awarding institutions are operating in India which enrolls 58.9% of the total
students‟ enrollments in higher education in India (British Council Report, 2014). But the
critics say that even though the numbers increased radically, the quality of higher education
had gone down drastically, and the private engineering college graduates lack the key
technical skills for performing the job. Even though there are multiple reasons such as
outdated curriculum, poor infrastructure, lack of industry-institute collaboration,
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commercialization of education, etc. are affecting the quality of higher education, the main
critics are on the faculty members and their level of engagement towards transforming the
students to be industry ready. The engagement of faculty members depends on many factors
such as the job characteristics, the relationship between co-faculty members, relationship
with the Head of the institute and the alignment between the individual faculty and
organization in terms of vision, mission, goals, objectives, values, etc. To be engaged,
faculty members require adequate support from all of them (co-faculty members, HODs,
Institution) but, in reality, it is not so. On this background, this study is initiated to understand
the level of employee engagement among the faculty members working in private selffinancing colleges in India and the various factors affecting their engagement levels. The
study contributes insights to the management of private self-financing colleges in redesigning the job of faculty members and re-defining the relationships between faculty
members and HODs/institutions for the betterment of the betterment of higher education in
India.
II.

LITERATURE REVIEW

The literature on Employee Engagement is voluminous. The gists of selectively reviewed
articles are presented here. Kahn (1990) defines employee engagement as “the harnessing of
organizational employees‟ selves to their work roles; in engagement, people employ and
express themselves physically, cognitively and emotionally during their role performances”.
Schaufeli et.al.,(2002) defined engagement as “a positive, fulfilling, work-related state of
mind that is characterized by vigor, dedication, and absorption”. The levels of engagement
can be classified as engaged, not engaged and actively disengaged employees based on the
attributes they display.
Manimegalai Santhosh and Dr. Rupashree Baral (2015) argue that engaged employees are
passionate towards their work. They have a profound connection to their company. They
drive to contribute to innovation and move their organization forward. The employees, who
are not engaged, are not passionate and they are checked out. They spend a lot of time, but
they do not utilize their energy for a definite purpose and the actively disengaged employees
are those who are busy acting out their happiness. They discourage the accomplishment of
their coworkers (Smith and Markwich, 2009).
Amanda Shantz, et. al., (2013) studied the role of employee engagement as a potential
mediator of job design and performance relationship in UK and the results revealed that the
employees working in jobs that offer high levels of autonomy, task significance, task variety
and feedback are highly engaged and, in-turn, reflects high performance and high
organizational citizenship behaviours.
Srivalli and Kota Neela Mani Kanta (2016) found that team spirit, cooperation between
departments also contribute for employee engagement.
III.

OPERATIONAL DEFINITION OF SELF-FINANCING COLLEGE

A self-financed college in India is one which does not receive any financial aid from the
Central Govt. of India or from the State Govt. where it is located. They also do not get any
financial grants from the University Grants Commission (UGC) nor do they get any benefits
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from UGC. Such an institute finances itself through the fees paid by the students who enroll
for the courses and may get private financing from other sources, such as a corporate house.
Walsh (2012) argues that to create actively engaged workforce, organizations must focus on
certain core principles to develop their leaders who in turn develop the workforce. Khuong
and Yen (2014) investigated the effect of leadership styles on employee Engagement. The
findings indicated that ethical leadership and visionary leadership approach was positively
correlated to employee engagement. Salanova et al (2011) found a positive relationship
between transformational leadership and work engagement. Zhang et al (2014) suggest that
direct supervisors should be encouraged to use visionary and/or organic leadership wherever
possible to drive employee engagement. Wells (2013) reported that employees felt less
engaged when leaders were adopting hands-off leadership style i.e. the laissez faire style of
leadership. Anu Singh Lather and V.K. Jain, (2015) says that leaders play a vital role in the
development of engagement by role-modeling the morals and characteristics that are linked
with engagement drivers, such as being supportive, and providing a vision to the employees.
In fact, leadership and engagement are considered to be the two sides of a coin (Blessing
White, 2013). Bouffard (2012) argued that the key to engaging the employees is to
understand how they feel about the company, culture and business practices. For building a
culture of engagement, organizations can have clear business goals, two-way communication,
and set of metrics for tracking the important steps in creating an engagement culture.
(Blessing White, 2013). In a recent study by Srivalli and Kota Neela Mani Kanta (2016)
investigated the relationship between the organizational support and the employee
engagement among the private engineering college faculty members working in Rayalaseema
region of Andhra Pradesh, South India. The study could not able to establish a relationship
between organizational support and the employee engagement because they found that the
faculty members are engaged even without adequate organizational support and hence they
have insisted for organizational support for increasing the level of engagement of teachers.
IV.

OBJECTIVES OF THE STUDY

The main objective of the study is to find-out the level of employee engagement among the
faculty members working in self-financing colleges in India. In addition to the main
objective, the study also focuses on the various drivers affecting the engagement level of
faculty members working in self-financing colleges in India.
V.

METHODOLOGY

The study is descriptive in nature. The data have been collected using structured
questionnaire administered among the faculty members working in self-financing colleges
across Tamilnadu using Google Forms. The questionnaire is designed as two parts and the
first part is about the short profile of respondents limited to the respondents‟ designation,
experience, course handling and type of college. The second part of the questionnaire is the
instrument
developed
by
Dr. Tracy Maylett and Dr. Paul Warner measuring employee engagement. Four constructs
were identified such as, My Job, My Team, My Boss and My Organization to measure the
employee engagement with 46 statements. Judgmental sampling method was followed to
collect data. The questionnaire link had been sent through group mails and faculty forums in
the month of June 2016. Total of 290 responses were collected and after eliminating 16
incomplete responses, the sample size became 274. The data had been analyzed using IBM61
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SPSS (Version 20) Package and percentage analysis, descriptive analysis and regression
analysis had been carried out to analyze the data. The demographic profile of the respondents
is given below:
VI. DATA ANALYSIS
Table 1: Demographic Profile of the respondents
S.
No
1

Profile

Frequency

Educational Qualification
Post Graduates
67
M.Phil
55
Ph.D
152
Total
274
2
Teaching Experience
Less than 5 years
30
6 to 10 years
85
11 to 15 years
70
16 to 20 years
70
More than 20 years
19
Total
274
Classes Handling for
3
Under Graduation
33
Post Graduation
130
Both UG & PG
111
Total
274
4
College Working in
Engineering College
104
Arts and Science College
44
Medical College
11
Others
115
Total
274
Source: Primary Data

Percentage

24
20
56
100
10
31
26
26
7
100
12
47
41
100
38
16
4
42
100

The above table gives the details of the profile of respondents. Among the 274 respondents,
56 percent of respondents are doctorates, 20 percent are M. Phil holders and 24 percent are
post-graduates. As for as the teaching experience is concerned, 7 percent of the respondents
are having more than 20 years of teaching experience, 26 percent are having 16 to 20 years of
experience, another 26 percent having 11 to 15 years of experience, 31 percent are having 6
to 10 years of teaching experience and 10 percent are having less than 5 percent of teaching
experience.
Among the 274 faculty members responded, 47 percent are handling classes for post
graduation, 12 percent are handling classes for only under graduation and 41 percent are
handling classes for both UG & PGs. In the total respondents, 38% are from engineering
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colleges, 16 percent are from arts and science colleges, 4 percent are from medical colleges
and 42 percent are from other disciplines such as management, etc.
VII.

RELIABILITY ANALYSIS

The reliability test was using the Cronbach‟s alpha formula for each factor of
engagement. Reliability is obtained and the same is given in following table:
Table:2 Cronbach’s alpha, reliability test for various constructs
Cronbach’s
alpha
0.918

No of survey
items
14

Team

0.912

8

3

Boss

0.963

9

4

Organization

0.946

15

S.
No
1

Engagement Factors / Drivers
Job

2

A questionnaire was employed to measure the primary constructs of engagement. The
constructs measured in the questionnaire were My Job, My Team, My Boss and My
Organizaiton. Each construct consist of 14, 8, 9, and 15 questions respectively. The scale
had a high level of internal consistency, as determined by a Cronbach‟s alpha of 0.918, 0.912,
0.963 and 0.946, respectively.
VIII.

RESULTS AND DISCUSSION

Based on the analysis of primary data the following results are exhibited. The table no 3 to 6
indicates the mean value of each statements measuring employee engagement and the overall
mean value of each construct. Table no 7 represents the results of regression analysis
performed between the Engagement Factors and Engagement Level of Faculty Members
working in Self-Financing Colleges in India and table no 8 indicates the overall Employee
Engagement Levels of faculty members working in self-financing colleges in India.
Table 3: Job (Driver-1)
S.
No
1
2
3
4
5
6
7
8

Job – Statements
I have the tools and resources I need to do my job well
I have received the training I need to do my job well
The amount of work I am expected to do is
Most days, I feel like I am making progress on important work
projects or initiatives
I find enjoyment in the job that I perform
My job provides me with a sense of meaning and purpose
I have the freedom to choose how to best perform my job
I feel challenged and stretched in my job in a way that results in
personal growth
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Mean
Value
3.8
3.7
3.5
3.4
3.8
4.0
3.6
3.4

SYNDICATE - The Journal of Management
Volume 18, March 2018, ISSN 2278-8247

9
10
11
12
13
14

I feel that I can share my ideas and opinions without fear of
negative consequences
The level of stress in my job is manageable
It is easy to become absorbed in my job
Most days, I look forward to coming to work
My work is valued by this organization
Overall, I love my job
Overall Mean

3.1
3.6
3.7
3.6
3.4
4.0
3.6

The above table indicates the mean values of the fourteen statements under the construct „My
Job‟. Among the fourteen statements, the statement „my job provides me with a sense of
meaning and purpose‟ and „overall, I love my job‟ are the two statements having the
maximum mean value of 4.0, which clearly indicates that the faculty members working in
self-financing colleges in India are highly satisfied about their job and they perceive that they
are doing a meaningful work. On the other hand, the statement, „I feel that I can share my
ideas and opinions without fear of negative consequence‟ is having the least mean value of
3.1, which indicates that faculty members are not given enough freedom to share their ideas
and opinions and they are afraid of the negative consequence, which is not good for the
organizations and for the nation.
Table 4: Team (Driver-2)
S.
No
1
2
3
4
5
6
7
8

Team – Statements
There are people here who care about me
The people I work with treat me with respect
The people on my team collaborates and help each other
The people I work with take accountability for results
We listen to and value each others' thoughts and opinions
The people I work with openly share innovative and creative ideas
with each other
I am empowered to make improvements within our team
I enjoy working with the people in my work group
Overall mean

Mean
Value
3.5
3.7
3.6
3.4
3.6
3.4
3.5
3.8
3.6

Table 4 indicates the mean value of the statements coming under the construct „My Team‟.
Among the eight statements, the statement, „I enjoy working with the people in my work
group‟ got the maximum mean value of 3.8 which means that the relationship between the
team members among the faculty working in self-financing colleges is good. On the other
hand, the statement „The people I work with openly share innovative and creative ideas with
each other‟ got the lowest mean score of 3.4. Perhaps, this is due to the competition among
the faculty members and may be because of lack of mutual trust and faith.
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Table 5: Boss (Driver-3)
S.
No
1
2
3
4
5
6
7
8
9

Boss – Statements
My boss creates a positive and energizing
My boss treats people with fairness and respect
My boss communicates important information to the team
My boss is approachable and easy to talk to
I clearly understand what my boss expects of me
My boss supports my efforts to develop and grow
My boss regularly recognizes my efforts and contributions
My boss gives me ongoing feedback about my performance
My boss looks out for our team's best interest
Overall mean

Mean
Value
3.3
3.2
3.5
3.6
3.5
3.4
3.1
3.3
3.3
3.3

The above table indicates the mean value of the various statements under the construct „My
Boss‟. It is interesting to see that the statement „My boss is approachable and easy to talk to‟
got the highest score of 3.6 and on the other hand, the statements „My boss treats people with
fairness and respect‟ and „My boss regularly recognizes my efforts and contributions‟ got the
least scores of 3.2 and 3.1 which indicates that, by and large, the supervisors (bosses) are not
treating faculty members with fairness and respect and they are not recognizing the faculty
members efforts and performance. One more important point to be noted here is that,
compare to the other constructs, the above construct, „My Boss‟ is having the least overall
mean value of 3.3, which indicates that compare to other factors, the faculty members
working in self-financing colleges are not happy with their boss.
Table 6: Organization (Driver-4)
S.
No
1
2
3
4
5
6
7
8
9
10
11
12
13

Organization – Statements
We work effectively across departments and functions
I understand the vision and goals of this organization
The vision and goals of this organization are important to me
personally
I can see how the work I do makes a difference
I feel like I belong here
I am satisfied with the opportunities for my own professional
growth in this organization
Senior leaders know what is going on in the organization
This organization communicates well with all employees about
what is going on
This organization values employee input, feedback, and
suggestions
This organization is responsive to ideas and suggestions for
improvement
Innovative ideas are encouraged at this organization
This organization cares about employees
I would choose to remain with this organization, even if a job with
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Mean
Value
3.7
4.0
3.9
3.9
3.6
3.4
3.6
3.3
3.2
3.4
3.4
3.1
3.3
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14
15

similar pay and benefits were available elsewhere
I am confident that this organization has a successful future
I would recommend this organization as a great
Overall mean

3.4
3.4
3.5

The above table exhibits the mean values of the fifteen statements under the construct „My
Organization‟. Among the fifteen statements, the second statement, „I understand the vision
and goals of this organization‟ got the maximum mean value of 4.0 which indicates that there
is a good understanding of the vision and goals of the organizations by the faculty members
of self-financing institutions in India. On the other side, the faculty members strongly
perceive that the organization is not valuing the employees‟ input, feedback and suggestion
and the organization is not caring about the employees, which is evident from the mean
values of statements 9 and 12 (3.2 and 3.1 respectively).
Table 7: Regression between the Engagement Factors and Engagement Level of Faculty
Members working in Self-Financing Colleges
Model Summary
Model
R
R
Adjusted Std. Error
Change Statistics
Square R Square
of the R Square
F
df1 df2 Sig. F
Estimate Change Change
Change
a
1
.873
.763
.749
.33096
.763
55.418
4 69
.000
a. Predictors: (Constant), MyOrgn, MyTeam, MyJob, MyBoss
ANOVAa
df
Mean Square
4
6.070
69
.110
73

Model

Sum of Squares
Regression
24.280
1
Residual
7.558
Total
31.838
a. Dependent Variable: Engagement
b. Predictors: (Constant), OrgnTeam, Job, Boss

Model

Coefficientsa
Unstandardized Coefficients
B

(Constant)
.451
My Job
.212
1
My Team
.192
My Boss
.230
My Orgn
.136
a. Dependent Variable: Engagement
Source: Primary Data

Std. Error
.219
.078
.071
.056
.076
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F
55.418

Standardized
Coefficients
Beta
.239
.241
.364
.172

Sig.
.000b

t

2.057
2.707
2.697
4.096
1.791

Sig.

.043
.009
.009
.000
.078
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Regression analysis is performed to measure the relationship between the mean value of
Employee Engagement and corresponding values of the factors affecting employee
engagement such as my job, my team, my boss and my organization. The model summary
indicates the R value of .873 and the Anova table shows the significance 0.000 which infers
that there is a strong relationship between the factors tested. The Regression analysis
indicates that the construct „My Organization‟ is not significant (as the P-value is .078). This
result is coinciding with the study conducted by Srivalli and Kota Neela Mani Kanta (2016).
The other factors such as My Job, My Team, and My Boss are significant and among the
three factors, My Boss is having high impact in determining the employee engagement since
the „B‟ value is 0.230.
Table 8: Overall Employee Engagement Levels
S.
No.
1
2
3
4

Engagement Levels

Fully Engaged
Engaged
Not Engaged
Highly Disengaged
Total
Source: Primary Data

Frequency

Percentage

137
111
26
0
274

50
40
10
0
100

Based on the overall scores of the respondents, it was found that 50% of the faculty members
working in private self-financing colleges in India are fully engaged in their job. Another
40% of the faculty members are also having engagement and regarded as contributors. Only
10 percent of faculty members are coming under the category of not engaged and if they are
really motivated, they can be engaged. It was amazing to see that no faculty members have
come under the category of Highly Disengaged Group and it is very good news for the
country because the future of the country is in the hands of young population and the young
population is in the safe hands.
IX.

FINDINGS AND CONCLUSION

The study has been carried out to find out the level of employee engagement among the
faculty members working in self-financing colleges in India. There were four factors taken
for measuring the engagement level of faculty members such as job, team, boss and other
organizational factors. From the analysis, it was found that majority of the faculty members
(90%) are highly engaged and only 10% of the faculty members are not engaged. It is, in fact,
a good sign, and the engagement level of remaining 10% can be easily improved by
motivating them.
Among the four constructs, it was found from regression analysis that the construct „My
Boss‟ is a major determinant of the engagement level of employees compared to other
constructs. On the other hand, it was found, from the overall mean scores, that the faculty
members are not satisfied towards‟ their bosses.
The main reasons for dissatisfaction are that most of the bosses are not treating faculty
members with fairness, respect and they do not recognize the faculty members‟ efforts and
performances without any bias. In addition to that, the faculty members should be given
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enough
freedom
to
share
their
ideas
and
opinions.
Team-building should be done to create an environment where the faculty members can
openly share innovative and creative ideas with each other, and the organization should value
the employee‟s inputs, feedback, and suggestions for improving the quality of higher
education.
There are a lot of scopes to do further research in this area. Research aimed at comparing the
engagement level of government college faculty members and private college faculty
members and engagement level of faculty members working in universities will bring a lot of
new insights which in-turn will become instrumental in improving the engagement level of
faculty members working in higher-educational institutions in Tamil Nadu.
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Abstract
The financial market is a broad term describing any market place where trading of securities
including equities, bonds, currencies and derivatives occurs.The stock market is a part of the
financial market that enables investors to buy and sell shares of publicly traded companies.
There are two fundamental factors that primarily determine stock prices. They are earnings
per share and P/E ratio.Apart from the fundamental factors there are certain technical factors
which are a mix of external conditions that alter the supply and demand of a company‟s
stock. Effective market regulation is one of these.If the stock markets run in a transparent
manner with effective regulation then the investors would feel confident to invest. But when
regulation is ineffective and if scams occur, investors lose confidence and stock prices
crash.In the recent times the state run commercial bank , Punjab National Bank (PNB)was
involved in a scam to the tune of Rs. 11,400 crs. Against this background ,the present paper
attempts to study the trend in the share prices of the banking sector.The study shows that
there has been a fall in the price of the shares of PNB,SBI and ICICI banks during the study
period.
Key Words – Financial markets,Scam, stock, regulation.
I.

INTRODUCTION

The financial market is a broad term describing any market place where trading of securities
including equities, bonds, currencies and derivatives occurs. Financial markets can be found
in nearly every nation of the world. Some are very small with only a few participants while
some others like the New York stock exchange trade in trillions of dollars daily.
The stock market is a part of the financial market that enables investors to buy and sell shares
of publicly traded companies. New issues of stocks through the IPO happen in the primary
market. Any subsequent trading of stocks and securities occur in the secondary market. The
stock market works by buyers and sellers who bid on shares of stocks. Stock prices usually
reflect investor‟s opinion of what the company‟s earnings will be.
II.

DETERMINANTS OF STOCK PRICES

There are two fundamental factors that primarily determine stock prices. They are an earnings
base such as earnings per share (EPS) which is the owner‟s return on his or her investment.
The second is the valuation multiple which is a P/E ratio which represents the discounted
present value of the anticipated future earnings stream.
Apart from the fundamental factors there are certain technical factors which are a mix of
external conditions that alter the supply and demand of a company‟s stock. Some of these
indirectly affect the fundamentals. The technical factors include inflation, bank rate, dividend
announcements, managementprofile, political factors, industrial relations, returns offered by
other markets and effective regulation.
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If the stock markets run in a transparent manner with effective regulation then the investors
would feel confident to invest. But when regulation is ineffective and if scams occur,
investors lose confidence and stock prices crash.
In the recent times the state run commercial bank , Punjab National Bank (PNB)was involved
in a scam to the tune of Rs. 11,400 crs. It was caused mostly through fraudulent guarantees
based on letters of undertaking issued by bank employees to two jewellery groups.
Against this background ,the present paper attempts to study the trend in the share prices of
the banking sector.
III. OBJECTIVES OF THE STUDY
1. To examine the trend in the share price of PNB for a period of 16 days i.e. from 7th
February to 1st March.
2. To compare the trend in the share price of I state run commercial bank namely State Bank
of India (SBI) and 1 private sector bank ICICI in the light of the PNB scam.
3. To study the trend in the movement of the Nifty BankIndex in the wake of the scam.
4. To analyse the relative significance of the share price of PNB, SBI and ICICI in
influencing the Nifty Bank Index.
IV.

METHODOLOGY OF THE STUDY

The study makes use of secondary data obtained from the official website of the National
Stock Exchange. The with respect to the share prices of PNB, SBI and ICICI have been
collected for a period of 16 days i.e. from 7th February to 1st March. This time period has
been chosen as it includes one week before and after the scam. Simple percentages have been
used to make the analysis meaningful.
A Multiple Regression Model has been fit to the data treating the Nifty Bank Index as the
dependent variable and the share prices of PNB,SBI, ICICI as independent variables.
V. REVIEW OF LITERATURE
Varma (2009) in his study opined that India faced a severe liquidity crisis after the Lehman
bankruptcy. The crisis was a wakeup call to the Indian banks for better managing their
liquidity and credit risks.
Dawar and Goyal (2013 ) studied the impact of corporate scams on the share prices of 8
companies which had undergone scam in the last 8 years. Event study methodology has been
used.the study concluded that the market was very efficient to absorb all the information
regarding the event.
PoojaSharma(2016) , stated that a number of provisions and regulations were made to
prevent frauds but yet there are some loopholes which cause the fraud. The study attempts to
determine the effect of securities and financial scams on the regulatory framework.
VI.

ANALYSIS AND INTERPRETATION OF DATA

Table 1.1
Share prices of PNB, ICICI & SBI (in Rs.) & NIFTY Bank Index
Dates
Nifty Bank
PNB
ICICI
Index
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7.02.2018

25818

164.5

333.15

294

8.02.2018

25881

159.05

334

300

9.02.2018

25484

156.6

325.05

297.8

12.02.2018

25621

160.2

328.6

288.7

14.02.2018

25511

151.8

321.9

282.6

15.02.2018

25455

132.4

325.7

278.2

16.02.2018

25350

124.4

326.4

275.6

19.02.2018

25075

118.5

322.6

264.17

20.02.2018

24993

114.7

320.2

269.35

21.02.2018

24897

117.5

317.6

270.65

22.02.2018

24884

115.2

316.5

271.37

23.02.2018

25153

114.6

321

275.02

26.02.2018

25551

112.5

325.4

277

27.02.2018

25539

101.4

324

270.9

28.02.2018

25067

97.2

314

265.6

01.03.2018

25040

101.2

309.15

265.6

Source:--NSE
It can be observed from Table 1.1 that the price of PNB stocks has declined from Rs. 164.50
to Rs. 101.20. i.e. a 38% fall which may be attributed to the unearthing of the scam. There
has been a significant 12% fall in the price of PNB scrips between 12th and 15th of February.
It was on the 12th of February that PNB disclosed 1.8bill $ fraud.

The table also shows that parallelly the shares of the public sector bank SBI and the private
sector bank ICICI have also had a hit. There has been a 9.6% fall in the price of SBI shares
and a 7.2% fall in the price of ICICI shares. There has been a 3% fall in the NIFTY Bank
index over the study period as there has been a gloomy investor sentiment over the banking
sector in general in the aftermath of the PNB scam.

The results of the Multiple Regression analysis which has been fit to the data in Table 1 has
been shown in Table 2.
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Table 1.2
Results of the Multiple Regression Analysis
SUMMARY OUTPUT
Regression Statistics
Multiple R 0.894835
R Square
0.80073
Adjusted R 0.750912
Square
Standard Error
159.9651
Observations
16
ANOVA
df
Regression
Residual
Total

SS
MS
F Significance F
3 1233886 411295.3 16.07322 0.000167
12 307066.2 25588.85
15 1540952

Coefficients
Standard Errort Stat
Intercept 11670.51 3009.855 3.877434
PNB
-3.98661 4.35267 -0.9159
ICICI
29.39465 10.2205 2.876047
SBI
16.84442 9.175383 1.835828

P-value Lower 95%Upper 95%
Lower 95.0%
Upper 95.0%
0.002198 5112.604 18228.43 5112.604 18228.43
0.377757 -13.4703 5.497039 -13.4703 5.497039
0.013932 7.126084 51.66321 7.126084 51.66321
0.091272 -3.14702 36.83586 -3.14702 36.83586

The table shows R square value equal to 0.80. This indicates that there is 80% association
between the dependent and independent variables. It implies that 80% of the variation in the
dependent variable is accounted for by the independent variables chosen in the study.
The ANOVA table with F value equal to 16.07322 with 0.00 significance shows that the
model is a good fit to the data.
An observation of the p values of the 3 independent variables reveals that the share prices of
ICICI bank is statistically significant at 5% level in influencing the dependent variable the
Nifty Bank Index. The share prices of PNB and SBI are not statistically significant.
VII. FINDINGS OF THE STUDY
1. There has been a fall in the price of the shares of PNB,SBI and ICICI banks during the
study period.
2. The fall in the price of the shares is more significant after the disclosure of the irregularity.
3. The share price of ICICI bank significantly influences the Nifty Bank Index while that of
SBI and PNB do not.
VIII. CONCLUSION
Irregularities in the financial markets in the form of scam, frauds and misappropriation of
funds shakes investor confidence and affects share prices. However, given India‟s current
socio-economic condition, privatization is not the answer. There is need to improve
governance, quality of bank boards and the skill set of executive and middle level
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management. The Reserve Bank of India has already taken steps in this direction. This would
help to boost investor trust and repose their faith in the shaken equity stock.
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