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Editor's Desk

Dear Readers,
I am pleased to place before you the Vol.11, No.1, 
January-June, 2018 of IMR Management Speak. 
This volume covers six research papers on emerging 
trends in diverse domains of business science and 
management such as 'Employee Job Satisfaction 
and Engagement', 'Consumer Buying Behaviour 
& Green Products',  'IT Staffing,  'Weavers in 
Startup India', 'Non Performing Assets', and 
Temporal and Conventional Haat Bazaar etc.
Sandeep Kumar Shukla and Dr. Ruchi Singh 
have conducted their research on employee job 
satisfaction and engagement and have thrown light 
on the factors which determine job satisfaction and 
influences productivity in the organization. Further 
they have concluded that job satisfaction has impact 
on the general life of the employees and a highly 
satisfied worker has better physical and mental 
well-being. 
Hansini Premi, Dr. Monica Sharma and Dr. G. S. 
Dangayach have development of a marketing grid 
with an amalgamation of two theories namely 
4P's(product , Place ,Price and Promotion) and PLC 
(Product life cycle) for the enhancement of 
consumer buying behaviour for green products. 
According to these authors, this grid model will help 
organizations to build a strong brand recall and 
recognition of their brands among the consumers 
and will serve as a road map throughout their life 
cycle and would help them in taking corrective 
measures whenever necessary. 
Akanksha Pandey has empirically investigated the 
challenges faced by a staffing firm in the extremely 
competitive era to meet the requirements of other 
institutions and maintaining the name of staffing 
firm as a brand image in market or industry. She 
finds out that staffing firm required prompt response 
to their associate clients for their faith building and 
making brand image. The common challenge with 
most of the Staffing firm is to provide timely and 
quality candidate to their clients for different types 
of vacancies and building faith in candidates as 
well.
Pradeep Kumar has focused to understand the old 
age silk industry, weaving techniques and the role of 
weavers as a part of Startup India for Socio-
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economic development of the country. He has also 
studied the existing scenario of weaver's 
community in Varanasi to understand their 
potentials and problems.
Dr. Kumar Shivam and Prof. Rajeev Prabhakar 
have critically analysed non performing assets of 
public, private and foreign banks and identified that 
top management of Private and foreign banks are 
more professional, core competent and expertise 
than public sector banks. That is why, though the 
NPAs of public sector banks have sharp declining 
trend, still it is higher than private and foreign 
sector banks.
Shrushti Bajpai talks about the temporary and 
conventional haat bazaars which are more 
prominent during festive seasons. She discusses 
various types of traditional and conventional 
marketing patterns like haat bazaars along with the 
various features associated with it. She has also 
tried to know the various initiatives taken by the 
Government to promote rural marketing and haat 
bazaars. This is the very worthy and unique 
contribution by this author. 
We want to thank to all our authors and reviewers 
extending their support during the compilation of 
our journal IMR-Management Speak.
It was really an achievement for the editorial team 
that most of the peer reviewers submitted their 
quality reviews for IMR-Management Speak. The 
thoughtful expert comments and critiques provided 
by them improved authors' research and the 
knowledge base of the contents in this issue.

With Season's Greetings,

Dr. Hari Lal Bhaskar,
Editor 
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Employee Job Satisfaction and Engagement:
Invigorating a Changing Workforce -
Turning Engagement into Productivity
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Abstract 

This paper is based on secondary information and 
information collected from various authentic sources. 
The basic purpose of this paper is to find out the basic 
problem which are directly or indirectly influencing to 
the employee. The exploratory research design which 
has used in this paper. 
Job satisfaction is one of the important factors which 
have drawn attention of managers in the organization as 
well as academicians. Various studies have been 
conducted to find out the factors which determine job 
satisfaction and the way it influences productivity in the 
organization. Though there is no conclusive evidence 
that job satisfaction affects productivity directly since 
productivity depends on so many variables, it is still a 
prime concern for managers. Job satisfaction is the 
mental feeling of favourableness which an individual 
has about his job. It is often said that “A happy employee 
is a productive employee.” Job satisfaction is very 
important because most of the people spend a major 
portion of their life at their working place. Moreover, job 
satisfaction has its impact on the general life of the 
employees also, because a satisfied employee is a 
contented and happy human being. A highly satisfied 
worker has better physical and mental well-being.
Keywords: Job Satisfaction, Job Engagement, 
Organization, Performance, Skills, Interest.
INTRODUCTION
Employee Engagement is more than a catchphrase. It's a 
fundamental principle of good business. Surveys reveal 
that companies with higher levels of employee 
engagement are more successful. Engagement should be 
seen as two way proposition where the organizations are 
responsible for creating an environment that nurtures 
engagement and the employees have an equal 
responsibility of choosing to be engaged. 
Human resource management is a specialized functional 
area of business that attempts to develop programmes, 
policies, and activities to promote the job satisfaction of 
both individual and organizational needs, goods and 
objectives. People join organizations with certain 
motives like security of income and job, better prospects 
in future, and satisfaction of social and psychological 
needs. Every person has different sets of needs at 
different times. It is the responsibility of management to 
recognize this basic fact and provide appropriate 
opportunities and environments to people at work to 
satisfy their needs. In this chapter the researcher wants to 
explain about job satisfaction, nursing and nursing job 
satisfaction.
The world has open spun into the new millennium and 
along with, it has ushered a new era of intense 
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competition and ever changing value equations. The fact 
that organisation has been transformed from a structured 
assembly line production orientation to a focus a 
knowledge creation by each and every personnel of the 
organisation. In a competitive global business scenario, 
no organisation will survive unless it is able to match the 
duality and the cost of its competitors. Realities are 
focusing us to concentrate more upon changing the 
attitude of employees, enabling them to take up 
independent responsibilities and empowering to execute 
them by using their knowledge and skills in latest 
technologies and thus motivating them to use their 
capabilities in their respective areas of excellence. 
Emerging business environment is forcing business 
houses to find new ways to remain competitive. 
Organisations face an environment characterised by a 
number of challenges and key issues that have increased 
the importance of Human Resource Management 
considerations in business decision-making. These 
include increased level of competition, human resources
LITERATURE REVIEW
Mayank Singhal (2015), Job satisfaction & employee 
loyalty represents one of the most key challenges faced 
by the managers today when it comes to managing their 
employees. Employees are the most valuable resource 
for all organizations; the longer an employee works for a 
company the more valuable it becomes. 
Anju K J & Mr.Sona George (2011), the world has open 
spun into the new millennium and along with, it has 
ushered a new era of intense competition and ever 
changing value equations. The fact that organisation has 
been transformed from a structured assembly line 
production orientation to a focus a knowledge creation 
by each and every personnel of the organisation. In a 
competitive global business scenario, no organisation 
will survive unless it is able to match the duality and the 
cost of its competitors.
Paul E. Spector (1997), summarizes the findings 
concerning how people feel towards work, including: 
cultural and gender differences in job satisfaction and 
personal and organizational causes; and potential 
consequences of job satisfaction and dissatisfaction. He 
provides with a pithy overview of the application, 
assessment, causes and consequences of job satisfaction.
Sophie Rowan (2008) reveals how to create a happier 
work life, without changing career. She provides 
practical and realistic guidance on how one can achieve 
optimal job satisfaction and overcome the obstacles that 
make so many of us unhappy at work.
C. J. Cranny, Patricia Cain Smith, Eugène F. Stone 
(1992) reveals perceiving future opportunity can 
actually be more motivating than actually receiving a 
raise, getting promoted, or being given additional 

responsibilities.
Job Satisfaction - Meaning and Definition 
Job satisfaction refers to a person's feeling of 
satisfaction on the job which acts as a motivation to 
work. It is not the self-satisfaction, happiness or self-
contentment but the satisfaction on the job. Satisfaction 
does mean the simple feeling state accompanying the 
attainment by an impulse of its objective. Research 
workers differently described the factors contributing 
the job satisfaction and the job dissatisfaction.
Factors Relating to Job Satisfaction
Job satisfaction is derived from many interrelated 
factors. Every factor has its own importance and which 
cannot be neglected. All these factors are subject to 
change from time to time and therefore study of these 
factors is important. These factors are:
Personal Factors i. Sex: In most of the investigations on 
the subject, it is reveled that generally women are 
satisfied with their job than man. This may be because of 
multiple role of women when they take position outside 
home. It was found that, women prefer to work with 
friendly people, good social position in spite of less pay.
ii. Age: Studies have found different results in different 
groups on the relationship of age with job satisfaction. 
Some feel that age has little relationship with job 
satisfaction but this relationship has importance in some 
job situations. In some groups job satisfaction is higher 
with increasing age in other groups it is lower. 
iii. Education: In this relationship some studies show 
that there is a tendency for the more educated employees 
to be less satisfied and conversely the less educated 
employees to be more satisfied. But, other studies shows 
no relationship at all and certain variables such as; 
companies advancement policy in relation to education 
have to be considered. 
iv. Time of Job: Several studies show that job 
satisfaction is higher in first few days then falls slowly.

Factors in Job
1. Type of Work: The most important factor in the 

job is the type of job. Studies have shown that 
in job causes greater job satisfaction than the 
routine work. Other studies have shown that a 
majority of factory employees to be 
dissatisfied where as a minority of 
professionals were dissatisfied. 

2. Skill Required: Where skill exists to 
considerable degree, it tends to become the 
first source of satisfaction to the employees. 
Satisfaction in condition of work or in wages 
became prominent only where satisfaction in 
skill has materially decreased.

3. Occupational Status : Occupational status 
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shows a very high correlation with intelligence, 
income and year of education. It has been found 
that employees are more dissatisfied in the jobs 
which have less social status and prestige. 

4. Responsibility: Responsibility also plays a 
major part in an industry .Thus studies on 
responsibility among factory managers have 
been found more significance leading them to 
job satisfaction.

Factors Controlled by the Management
1. Wages: Wages are the most important factor of 

the job satisfaction. Higher the wages more the 
job satisfaction, but this is not necessarily lead 
to cover all employees satisfaction. Studies 
show that in some cases salary was rated well 
blow in job satisfaction, but security and 
opportunities for advancement by highly 
educated class of people is much higher than 
salary. ii. Working Condition: Comfortable 
working conditions are ranked an important 
factor also. Better the working condition less 
will be fatigue and more will be job 
satisfaction. 

2. Benefits: Other benefits have been ramped as 
an important factor also. Since studies show 
that highly educated employees having a good 
pay give more importance to benefits and 
facilities. 

3. Security : All the studies show that employees 
want a steady work The higher will be the job 
satisfaction when there is a job security and 
vice -versa. But studies also show that security 
is also less important to better educated 
persons.

4. Opportunity for Promotion: Studies show that 
after years in the job people will give more 
importance to advancement than pay. Job 
satisfaction is more ebullient where there are 
ample opportunities for career advancement.

RELATIONSHIPS AND PRACTICA L  
IMPLICATION
Job Satisfaction can be an important indicator of 
how employees feel about their jobs and a predictor 
of work behaviours such as organizational 
citizenship, absenteeism, and turnover. Further, job 
satisfaction can partially mediate the relationship of 
personality variables and deviant work behaviours. 
One common research finding is that job 
satisfaction is correlated with life satisfaction. This 

correlation is reciprocal, meaning people who are 
satisfied with life tend to be satisfied with their job 
and people who are satisfied with their job tend to 
be satisfied with life. However, some research has 
found that job satisfaction is not significantly 
related to life satisfaction when other variables such 
as non work satisfaction and core self-evaluations 
are taken into account.
Employee Engagement Factors

•Core Values & Purpose  (The Why? Of the 
brand)

•Authentic & Effective Communication
•Health & Wellness
•Organization Workspace & Environment
•Well defined Jobs & Roles
•Organization Culture &Work Relationships
•Employee Recognit ion,  Awards & 

Incentives
•Management Team  The Managers
•Culture for Personal Growth & Development

1. Core Values and Purpose - (the “Why? “of 
the brand)
Why a company exists?
What business company does is less important 
than the why company exists? Deploying 
employees with a sense of purpose is critical to 
creating the emotional bond between 
employees and their work, and thus boosting 
their engagement. Example of core values that 
capture and build upon “Why”:
Google 
•Focus on the user and all else will follow.
•It's best to do one thing really, really well.
•Fast is better than slow.
•Democracy on the web works.
•You don't need to be at your desk to need an 

answer.
•You can make money without doing evil.
•There's always more information out there.
•The need for information crosses all borders.
•You can be serious without a suit.
•Great just isn't good enough.
Functionally organization's culture is the sum 
total of the beliefs and behaviours that guide 
interactions between employees and key 
stakeholders, both internally and externally. 
Organizations culture manifests in observable 



A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Volume 11, No. 1, Jan – June 2018 Pg.5

things like dress code, benefits, workspace etc. 
But culture is also something less tangible  it's a 
feeling or a vibe, the mood and energy people 
bring in each day, the language they use, the 
mind-set they adopt, and the methods they use to 
solve problems. By prioritizing cultural fit, 
organizations can ensure that they maintain their 
cultural authenticity.

2. Authentic & Effective Communication
The importance of good communication can't be 
overstated. Communications processes 
sometimes overlook the emotional element 
inherent to official communications and the 
direct impact it can have on engagement level of 
the employees. The emotional component of 
communication reflects in the basic need to feel 
valued. When employees receive proper, 
positive, and constructive communication, they 
feel included and trusted
Authentic & Effective communications should:
1. Start by listening the organization's internal 

communications needs.
2. Deploy the right mix of communication 

channels.
3. Organize a scheduled meeting.
4. Collect (and use!) feedback, and engage in 

dialogue. 
5. Attempt for authenticity and transparency at 

all times. Employees smell inauthentic 
messages a mile away, so avoid deceitful 
communication. 
Communication is simply too important to 
neglect.

3. Health & Wellness
Employee health and wellness is a significant 
factor in productivity, wellbeing, and 
performance that cannot be overlooked. Health 
and wellness has to be a part of any effective 
engagement strategy.
Organizations should encourage employee 
participation in health and wellness programs, 
but always make it voluntary as employees need 
to feel that they are free to choose their level of 
engagement in these programs.

4. Organization Workspace & Environment
The best office workspaces genuinely reflect 
organization's cultural values, and are 
conducive to the types of activities that support 
the business. Extraordinary work spaces are 

both functional and inspirational. They create a 
sense of pride where employees actually want 
to spend their time.
The trend today is to make the office space as 
residential and “homey” as possible, which 
reinforces the idea that the work/life distinction 
is less meaningful than it used to be.

5. Well defined Roles
In order to be engaged, employees need to know 
that their work is valued and valuable. To 
achieve this, employees need well-defined 
roles. Defining job roles is all about connecting 
the organizational purpose with each individual 
employee's day-to-day activities. The role 
should be a clear framework for how the 
employee's efforts contribute to the company's 
growth and bottom line. Without this 
framework, employers risk confusion, 
disengagement, and burnout.
Organizations should provide employees with 
their JOB DESCRIPTION:
The job description has the potential to affect 
every stage of an employee's journey within 
your company, from the hiring process, to on 
boarding, training, and development, all the 
way to post-hire accountability and 
compensation. The roles and responsibilities in 
the description should be explicitly defined, and 
include the entire breadth and scope of the job, 
not just the main tasks.
Organizations should also determine Essential 
Performance Skills - Just as there needs to be 
clarity around the scope of a given role, there 
needs to be consensus on the skills and values 
necessary to performing the job outlined in the 
job description.
Organizations should also perform Assessment 
Testing  It is a great way to identify an 
employee's skills, strengths, and emotional 
intelligence, and determine how these skills can 
be best applied within the organization.

6. Organization Culture & Work Relationships
Nurturing a sense of community, loyalty, and 
friendships in the workplace can give the 
organization much needed competitive 
advantage & Edge. Recently, Gallup study 
found that close work friendships boost 
employee satisfaction by 50%. 
The culture of work in general has evolved in 
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the last few decades from a top-down, paternal 
model to more of a partnership model. 
Executives are more relaxed and more willing to 
let their personalities and personal interests 
shine through at work.
The shift from work-life balance to work-life 
integration means that employees are more 
comfortable exhibiting their “true selves” in the 
workplace.
As discussed earlier the engagement is 
emotional. Personal relationships help build the 
emotional bonds that inspire positive feelings 
towards the organization and mission.

7. Employee Recognition, Awards & Incentives
Income beyond a certain benchmark does not 
have a significant impact on day-to-day 
contentment. Therefore, money should be seen 
as a threshold rather than a scorecard. Some of 
the recent study demonstrated that money 
doesn't contribute to overall happiness.
That's where recognition comes in to play.
Recognition programs can be an extraordinary 
tool in creating an emotional connection 
between employees and employer. The answer 
can be found in psychology. Maslow's famous 
'hierarchy of needs' is a framework for 
understanding drive, motivation, and deepest 
human needs. Money does a poor job of 
satisfying higher level needs like esteem and our 
need to belong. Peer-to-peer recognition, on the 
other hand, does a great job of satisfying both 
needs.
Financial incentives still play a role in engaging 
employees. The key is to choose monetary 
incentives that also activate an emotional 
response. Organizations should work towards a 
culture of recognition, not just a recognition 
program. Appreciation should be ingrained in 
daily interactions.

8. Management Team  The Managers
“People don't quit jobs, they quit managers.”
Both circumstantial and scientific evidence 
suggest that it's true  the quality of management 
team is a huge factor in employee engagement 
and retention. Employees who trust their 
managers appear to have more pride in the 
organization and are more likely to feel they are 
applying their individual talents for their own 
success and that of the organization.” These 

feelings have a direct impact on your company's 
ability to engage and retain talent.
How can the power of effective management be 
harnessed to help keep and engage top talent? 
The answer is through good manager.
What makes good manager?
•Visualization
•Decisiveness and Assertiveness
•Team building skills
•Clear Accountability
•Self-Awareness
•Empathy, Emotional Intelligence, and ability 

to motivate
9. C u l t u re  f o r  P e r s o n a l  G ro w t h  &  

Development
In service and information-driven economy, 
talented people are the most precious 
commodity. Having a personal growth strategy 
for employees should be the foundational 
concept in employee engagement, and 
something can't be ignored.
Employees need to feel that they are 
continuously growing and developing, both 
personally and professionally. If they feel like 
it's stagnating in a dead-end job, they will 
check-out and look for outside opportunities.  
An atmosphere of continual growth is no longer 
just a desire, it's a necessity for organizations 
that don't want to experience high turnover.
It is thus essentially very important to educate 
leaders on the difference between human 
capital and human resources, and how it relates 
to engagement.
It's time to bring everything together what has 
been discussed above in a coherent, actionable 
engagement strategy.
Measuring Job Satisfaction: There are many 
methods for measuring job satisfaction. By far, 
the most common method for collecting data 
regarding job satisfaction is the Likert scale 
(named after Rensis Likert). Other less 
common methods of for gauging job 
satisfaction include: Yes/No questions, True / 
False questions, point systems, checklists, and 
forced choice answers. This data is typically 
collected using an Enterprise Feedback 
Management (EFM) system. 
The Job Descriptive Index (JDI), created by 
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Smith, Kendall, & Hulin (1969), is a specific 
questionnaire of job satisfaction that has been 
widely used. It measures one's satisfaction in 
five facets: pay, promotions and promotion 
opportunities, co-workers, supervision, and the 
work itself. The scale is simple, participants 
answer either yes, no, or can't decide (indicated 
by „? ?) in response to whether given statements 
accurately describe one's job.
The Job in General Index is an overall 
measurement of job satisfaction. It is an 
improvement to the Job Descriptive Index 
because the JDI focuses too much on individual 
facets and not enough on work satisfaction in 
general.

CONCLUSION 
On the basis of above deliberations, we can say that 
employee attitudes typically reflect the moral of the 
company. In areas of customer service and sales, 
happy employees are extremely important because 
they represent the company to the public. Every 
organization should develop strategies that 
strengthen the work environment and increase the 
employee's morale and employee's satisfaction to 
enhance employee performance and productivity, 
which ultimately results in high profits, customer 
satisfaction as well as customer retention.
Job satisfaction is an important issue to be addressed 
to get better result in any organisation. Different 
issues which are needed to be clarified for a research 
in job satisfaction are presented in brief in this study. 
Job satisfaction, job attitude and morale are the 
related terms clarified in detail. Job satisfaction 
affects productivity, employee turnover, 
absenteeism, safety, stress, unionisation and other 
issues. There are different measures for job 
satisfaction. They are rating scales, job descriptive 
index, Minnesota satisfaction questionnaire, critical 
incidence, interview and action tendencies.
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Abstract

Across the globe consumers are becoming more 
concerned and responsive towards the green 
environmental problems but their buying behaviour 
shows a different story altogether. Their concern is not 
reflected in their buying patterns. In this paper 
researchers have proposed a Green Marketing Grid 
which would help marketers to position themselves as 
green and would make consumers aware of the benefits 
associated with green products. Researchers have 
prepared the grid after an empirical investigation was 
carried out of factors affecting green buying behaviour. 
After the statistical validation of the framework , 
keeping in mind all the important factors a grid was 
prepared with an amalgamation of two theories namely 
4P's(product , Place ,Price and Promotion) and PLC 
(Product life cycle) making it unique in its approach. 
This grid will help organizations to build a strong brand 
recall and recognition of their brands among the 
consumers. It will serve as a road map throughout their 
life cycle and would help them in taking corrective 
measures whenever necessary. 
Key Words: Green Marketing Grid, PLC (Product Life 
Cycle), 4P's (Product, Price, Place and Promotion), 
Brand Recall, Brand Recognition.
INTRODUCTION
Over the last decade, consumer consumption of goods 
and services has increased tremendously across the 
world, leading to depletion of natural resources and 
severe damage to the environment (Chen and Chai, 
2010). Some of the serious repercussions of 
environmental damage are global warming, increased 
environmental pollution, and decline in flora and fauna 
(Chen and Chai, 2010). Various countries across the 
globe are beginning to realize this threat and have started 
working towards minimizing the harmful impact of their 
business activities on the environment. Consumers 
possess the capability to prevent or decrease 
environmental damage by purchasing green products. 
Previous research indicates that consumers have a 
positive attitude towards environmental protection 
(Arvola et al., 2008; Ellen, Webb and Mohr, 2006; Liu et 
al., 2012; Vermeir and Verbeke, 2006). Although the 
number of individuals willing to purchase green 
products has increased in the last few years, there is little 
evidence to suggest that purchase of green products has 
increased; despite environmental concern and positive 
attitude of customers towards sustainability and green 
products, market share of green products remains 
confined to just 1-3% of the entire market (Bray, Johns 
and Killburn, 2011). While exploring green purchase 
behaviour, many studies have reported a discrepancy or 
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“gap” between consumers' expressed favourable 
attitudes and actual purchasing practices (Tanner and 
Kast, 2003; Vermeir and Verbeke, 2006; Vermeir and 
Verbeke, 2008). It is thus clear that there exists a gap 
between consumers' thinking and actual actions (Chen 
and Chai, 2010; Wheale and Hinton, 2007). This 
discrepancy or gap between consumers' favourable 
attitude towards, and actual purchase behaviour of green 
products is referred to as 'green purchasing 
inconsistency' or 'green attitude-behaviour gap'.  It 
signifies that consumer positive attitude towards green 
products does not always translate into action.  It is thus 
clear that previous research has not been able to 
recognize why a positive consumer attitude fails to 
convert into a green purchase (Gupta and Ogden, 2009). 
Further, there has been no comprehensive investigation 
of the wide-range of factors and their influence on 
environmentally responsible purchasing (Memery et al., 
2005).The existing attitude-behaviour inconsistency and 
a lack of proper explanation thereof, along with an 
absence of a research addressing this issue, motivated the 
authors to review the relevant literature on attitude-
behaviour inconsistency in context of consumers' green 
purchasing behaviour and to develop a comprehensive 
framework to address the gap. 22 factors were identified 
from the literature namely Environmental Attitude, 
Environmental Knowledge, Environmental 
Concern, Environmental Awareness, Perceived 
Seriousness of Environment, Man-Nature 
Orientation, Social Value, Self-Image, Emotional 
Value, Reference Groups, Conditional Value, 
Intension to Pay, Functional Attributes, Price, 
Quality, Performance, Design, Brand Preference, 
Brand Trust, Brand Satisfaction, Advertisements, 
and Emotional Value. All these elements were carefully 
clubbed together under these heading namely Green 
Attitude, Green Personal and Social Norms, Green 
Perceived Behavioural Control, Green Intention to 
Pay, Green Functional Attribute, Green Brand 
Preference, Green Communication and Green 
Buying Behaviour as our Dependent Variable. The 
clubbing was done on the basis similarity of the 
elements. A framework to address this gap was 
developed by the authors and a nationwide survey to 
access the validity and reliability of the proposed 
framework was done.  First a reliability analysis was 
being performed. For all the constructs, the alpha value is 
quite high and hence all the elements were considered for 
further analysis, no items were deleted to improve the 
alpha values, as they were already high and meet the 
criterion of exceeding 0.7 for all the scales. The range of 
alpha value varied from .732 being least and .923 being 
the highest. After this Factor analysis was done. Running 

Factor analysis suggested 7 factors or constructs are 
adequate enough to represent the data. These 7 factors 
have Eigen value above the Kaiser's criterion of 1 and 
together explained 74.9% of the variance. After this, a 
bivariate correlation analysis between green buying 
behaviour and various factors/ constructs was 
performed and it was observed that the correlation is 
quite high and significant for all of the constructs. The 
strongest relationship is with Green Environmental 
Attitude (.881*) followed by Green Brand Preference 
(.673*) and Green Functional Attribute (.650*).  All 
correlation were found to be higher than 0.30 Except for 
Green Intention to Purchase (.285*) but it was 
significant. Researchers believe that the reason behind 
this is that in most of the studies Green Intension to 
Purchase has been studied as a Mediating Variable but in 
our study we have taken it as an Independent Variable 
and have studied its effect on Green Buying Behaviour. 
After this a regression Analysis was done to establish a 
relationship between dependent variable (Criterion) and 
one or more independent variable (Predictors) in form of 
mathematical equation. It was also used to determine the 
overall fit (variance explained) of the model and the 
relative contribution of each of the predictors to the total 
variance explained. The goodness of constructed 
multiple regression equation can be checked by 

2 2
examining the coefficient of determination (R ). R  
always lies between 0 and 1. Nearer to 1 it is better is it 

2value. The value of R  was .842, demonstrating that 
84.2% Green Buying Behaviour can be explained by the 
above 7 independent variables. The proposed model was 
acceptable as the F- statistics was found to be significant 
at 1 percent level (p<0.01). This states that the overall 
model was statistically significant and there is a positive 
relationship between Green buying behaviour and the 7 
identified independent variables. 
NEED FOR THE DEVELOPMENT OF GREEN 
MARKETING GRID FOR ENHANCING GREEN 
BUYING BEHAVIOUR IN CONSUMERS
After it was established that our entire hypothesis were 
accepted, all the identified factors namely Green 
Attitude, Green Personal and Social Norms, Green 
Perceived Behavioural Control, Green Intention to 
Pay, Green Functional Attribute, Green Brand 
Preference, Green Communication and Green 
Buying Behaviour as our Dependent Variable were 
positively influencing each other  researchers proposed/ 
developed a Green Marketing grid. The grid was 
carefully developed keeping in mind all the above 
factors. The basic idea behind the grid was that it should 
be able to guide the organization to build strong brand 
equity in the mind of the consumers. During our 
empirical Investigation it was observed that Brand recall 
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and recognition of green brands was very week as well as 
the awareness level of consumers about the the green 
products and how their consumption pattern affected the 
environment was very less which has highest impact on 
shaping the attitude of the consumers. This further 
motivated researcher to develop a marketing grid which 
would help bridge the gap. For the development of the 
Marketing Grid researchers have used two concepts as 
their basis (1) 4ps and (2) PLC. In the execution of any 
strategy, marketing mix plays a major role. It is by 
finding a perfect combination of 4ps a marketer is able to 
deliver value to its consumer. The idea behind our other 
concept that is PLC is that the grid which is being 
prepared won't be for a particular company in a particular 
stage of its life cycle, it will cater to all the organization 
with techniques they should keep in mind while in a 
particular stage of their life cycle which would help them 
to position their brands better and build brand equity. As 
per researcher's domain knowledge an amalgamation of 
these two concepts have never been taken in this form to 
build a grid. This makes the grid dynamic and new in its 
approach. In this grid researchers plan to provide 
marketers with techniques they should keep in mind 
while in a particular stage. The importance of each 
technique in a stage is denoted with a help of (*).The 
number of (*) in a stage the more important the technique 
that is if one star (*) Least important ranging from 
(*****) five star that is very Important and if X is given it 
means Not Applicable in particular stage. One 
Assumption that researchers are keeping in mind are that 
we are considering companies that are in these 4 stages of 
PLC only and these techniques are not for companies 
which are looking for rejuvenating their brands.
MARKETING STRATEGY GRID FOR ENHANCING

GREEN BUYING BEHAVIOUR

 

                       PLC 
  
      4Ps                      

Introduction  Growth  Maturity  Decline  

Product  
Brand Tracking 
Brand Pruning  

  
***** 
X 

 
**** 
* 

  
***  
***** 
   

 
** 
*** 
 
 

Price 
Pricing Strategy 
Price Elasticity of 
Demand 
 

  
** 
X 

  
*** 
**                            

 
*****    
**** 

 
**** 
*** 
 

Promotion 
Brand Association (CE) 
Brand Awareness 
Media Selection 
Sales Promotion 
Campaign Appraisal  

  
***** 
***** 
***** 
***** 
***** 

  
***** 
***** 
***** 
***** 
***** 

  
  
  
       

  
*** 
*** 
** 
** 
*** 

  
  

       
 

       
* 
* 
* 
X 
* 
 

Distribution 
Channel Support 

 
***** 

 
****   

 
****  

  
*** 

STRATEGIES AND THEIR IMPORTANCE IN 
EACH STAGE
BRAND TRACKING AND BRAND PRUNING
Introduction Stage:  In this stage Brand Tracking has 
been given maximum importance that is 5 Stars 
reason being when a new product is being launched in 
the market it becomes very crucial for an organization to 
study whether the new product will be accepted by the 
consumer or not. 

•Whether it is catering to their needs or not and 
providing them value for money. 

•It helps in giving information regarding how the 
response from the trade is and if there is any 
probability of new competitors coming up in the 
market. 

•Consumer's feedback about the product. 
Brand Pruning has no role to play in the Introductory 
Stage and so it has been given an X. 

Growth Stage: In this stage Brand tracking has been 
given 4 stars. In this stage depending upon the 
information collected an organization decides whether 
to go for

•Brand Extension/ Expansion (if product is well 
accepted by the consumers).

•Alteration or Change in any particular attribute 
of the product (if any complain is received).

•Pruning of the product from the market 
(Complete Rejection of the product). 

Brand Pruning in this stage also does not have any 
major role to play unless a company decides to with 
draw its product offering from the market. Hence 
researchers have given it 1 star. 

Maturity Stage: In this stage a little less importance has 
been given to Brand Tracking as compared to the first 
two stages. Researchers have given it 3 Stars. 

•It helps in tracking the health of the brand.

•Provides information regarding the competitors 
and their strategies in the market.

•Information regarding any changes needed in 
the product. 

Here Brand Pruning has been given Maximum 
Importance that is 5 stars. As the firm grows it 
accumulates more and more brands in its product basket 
and end up with a large portfolio. At some point it may 
recognize that it has become difficult to handle it and so 
it decides to prune its portfolio.

•It helps a company to concentrate and focus on 
its core brands which typically earns those 
profits.
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•It helps in identifying its weak brands; which it 
may try to retrieve back with proper positioning 
or drop them from its portfolio.

•It enables a company to formulate future 
strategies for more effective brand management.  

Decline Stage: In this stage not much of importance 
has been given to these strategies as the product 
is in its decline or dying stage. Researchers have 
given Brand tracking 2 Stars as this is a 
necessary continuous process of tracking the 
health of the brand. As for Brand Pruning 
researchers have given it 3 Stars as company 
would still want to add or prune products from 
its portfolio depending on its objective. 

PRICE AND PRICE ELASTICITY OF DEMAND 
 When talking about pricing a company basically have 
two strategies while launching a new product in the 
market the price route or the non- price route 
(Differentiation). In our case our product is already 
differentiated as it is a green product. Interestingly, 
whether the firm chooses the price or the non- price route 
it is an essential decision making area for the company. 
During the empirical investigation researchers found out 
that consumer had an impression that costly brands 
perform better and were a status symbol. They were 
ready to pay 15 to 20 percent more for a product.  Pricing 
basically depends on companies pricing objective. If it 
wants to make its product a status symbol product it will 
go for Skimming Pricing and if it plans to capture the 
market it will go for Penetration Pricing.
Introduction Stage: In this stage Researchers have 
given pricing not much importance that is 2 stars as it 
does not require much of brainstorming. Depending 
upon the pricing objective of the company it may go for 
Skimming or Penetration Pricing. Researchers here 
suggest Skimming Pricing as a strategy because it will 
help in positioning the green product as a premium brand 
delivering high value and joining with status symbol in 
the minds of the consumer. Price Elasticity of Demand 
has no role to Play in the first stage of the Life Cycle and 
so we have given it an X. 
Growth Stage: In this stage researchers have given 
price relatively more importance that is 3 Stars as an 
organization might want to change its strategy depending 
upon it objective. It might want to shift from Skimming 
to Penetration Pricing.

•To gain Market Share 

•To earn profits

•To make its product offering more reachable and 
visible to the consumers in new geographic locations.
Price Elasticity of Demand is being Introduced in this 
stage as a company might want to see that how much it 
can reduce or increase its pricing (depending on the 

objective) and still maintain its status symbol product in 
the mind of the consumers and so researchers have given 
it  2 Stars. It will help in bringing synchronization 
between customer response and pricing objective. 
Maturity Stage:  In this stage maximum importance 
that is 5 Stars has been given to price.  

•It will be used as a corrective measure in this 
stage and to gain a competitive advantage over 
other marketers. Organizations will be at a Price 
war with other, they will try to stretch 
(depending on the  objective) their prices and 
will try to give best value to its consumers to 
maintain or gain a strong position in the market. 
A good pricing strategy would be to add value to 
brand and increase price. (Premiumness is 
maintained).

Price Elasticity of Demand in simple words it can be 
understood as how significantly the sales of the products 
are affected when price is changed. Maximum 
importance to this is also given in maturity  stage that is 
4 Stars because once the brand has been established a 
marketer may want to test  that how much more extra 
price it can increase of its product and are consumers 
accepting the change or not and vice versa. 
Decline Stage: In this stage not maximum but relatively 
low  importance that is 4 stars have been given to price 
as the brand is in its dying or declining stage but it would 
still use price as one of its major factors to survive the 
competition  in the market, hence, researchers consider 
it to be important. Similarly Price Elasticity of 
Demand will also play it part in guiding the marketers of 
how much maximum or minimum they can charge a 
consumer for its product offering to survive the market. 
Researchers have given it 3 Stars. 
B R A N D  A S S O C I AT I O N S  ( C E L E B R I T Y 
ENDORSEMENT), BRAND AWARNESS, MEDIA 
SELECTION, SALES PROMOTION AND 
ADVERTISING CAMPAIGN APPRAISALS   
Introduction Stage:  Brand Association is anything 
which is deep seated in customers mind about a brand.

• They are a set of remembered qualities that help 
communicate information to the customers. 

•These are positive feelings and attributes 
associated with a brand which provide a reason 
to buy a brand over the other. 
In the literature as well as in our Empirical 
Investigation it was observed that consumers 
lack a positive association with green brands. 
With this keeping in mind researchers suggest 
that companies should go for Celebrity 
Endorsement. 

•It would help consumers to build a connect with 
the brand (Mass Appeal). 
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•Bring credibility to brand. 

•Awareness about the brand. 

•Ensure regular use of the brand. 
For e.g. BIG B is the most sought after presenter in 
Indian Ad Scene. He embodies a mix of qualities like 
heritage, refinement, charisma, power and achievement 
which people of all ages are able to relate too. Green 
companies should also try and bring in a source with 
which consumers can relate and can bring audience 
persuasion. Brand Association has been given 
maximum importance that is 5 Stars in the 
Introduction Stage. 
Brand Awareness: It is the extent to which consumers 
are familiar with the qualities or image of a particular 
brand of goods and services. It has been given 
Maximum importance that is 5 stars in Introduction 
stage as it is important for consumers to know what value 
they will derive out of the product being offered. 
Though Brand Association and Brand Awareness are a 
part of Integrated Marketing Communication, 
researchers still believe that they are indirectly related to 
promotion and fit well here with other strategies. 
Media Selection : This also has been given Maximum 
Importance (5 Stars) in the Introduction Stage as 
through what medium the message about a product is 
being conveyed matters a lot. It can influence their 
buying decision a lot. Organizations can decide to go for 
Print Media or Electronic Media depending upon their 
objective. In this tools like advertising can be used to 
create awareness about the brand and tools like door to 
door selling can be used to generate immediate sales 
depending upon the marketing objective. 
Sales Promotion: It prompts the consumer to buy a 
particular product in a given time frame. It gets people to 
talk about the brand. When we talk of Sales Promotion 
here we talk in terms of consumers which would help in 
building consumers interest in the product hence, 
marketers have given it maximum importance in 
Introduction stage that is 5 Stars. 

•It would help generate traffic at the retail points 
and would motivate them to try the product. 

•Build awareness about the product

•It would help in communicating Value. 
Campaign Appraisals are a very important part of 
promotion. It is an organized course of action to promote 
a product or service. It is through this that a company 
tries to convey its message to its consumers in the 
introductory stage. 

•What a company stands for

•What are the benefits a consumer will derive out 
of the product offering?

•It helps in building awareness about the brand  

Hence it has also been given maximum Importance (5 
stars) in the Introduction stage. 
Growth stage: Equal level of importance (maximum 5 
stars) has been give to all the techniques as the 
organizations would be 

•Expanding their product lines, 

•Entering new markets 

•Evaluate on how well the campaign has worked, 
have consumers comprehended their message 
and if not what changes are required. 

These activities constitute of continuous evaluation in 
all stages of PLC accept for Decline 
Maturity Stage:  In this stage Brand Association, 
Brand Awareness and Campaign Appraisals have 
been given 3 Stars by the researchers as these are a 
continues process are required at every step 

•To maintain association and awareness about 
the brand

•To maintain the consumer base

•Continuous evaluation of the value its 
providing to its consumers and how they 
perceive it 
Besides these Sales Promotion and Media 
Selection requires a little less brainstorming at 
this stage so Media Selection has been given (2 
Stars) and Sales Promotion (2 Star) because 
sometimes during price war it can be used as a 
aggressive strategy to bring sales. 

Decline Stage: In this stage all the activities have been 
given least importance (1 Star) as the product is in its 
dying stage but still needed to sustain in the market. 
Sales Promotion has been given an X as it cannot help 
in generating sales or awareness at this stage. 
CHANNEL SUPPORT
Channels help complete the tasks commenced by the 
distribution logistics. 

•Once the product offering has been created, it is 
through channels that the firm offers much of 
the remaining part of its planned value to the 
customers. 

•While distribution logistics deliver by 
facilitating the physical flow of the product, the 
channel delivers value by actually delivering 
the product and then supporting services to the 
consumers.

•It takes care of various flows in between like 
information flow (Customers needs and wants 
likes and dislikes), payment flows and 
promotion flow etc. 

Hence, it is considered to be important (5 Stars) in all 
stages (Introduction, Growth and Maturity) except 
for Decline. Relatively low Importance (3 Stars) has 
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been given to it as the product is in its dying stage. 
FEATURES

•Researchers have prepared/ proposed the 
strategies in the form of a grid. 

•The base of the Grid has been prepared with the 
amalgamation of two concepts that is PLC and 
4ps which makes it dynamic in nature and is new 
in literature.

•It is a flexible Grid, meaning more of techniques 
can be added as per the need in the later stage for 
the development of the Grid. 

•In this grid researchers suggest marketers with 
techniques to be followed in each stage of PLC 
in combination which would help in gaining 
competitive advantage in the market as well as 
in positioning their product in the mind of the 
consumers.

•It will help marketers in understanding the 
mindset of the consumers and also help in 
increasing the recall and recognition of their 
brands. 

CONCLUDING REMARK
In this paper researchers have proposed Green 
Marketing Grid to enhance green buying behaviour in 
consumers. This marketing grid will serve as a roadmap 
for marketers and organizations to understand the 
consumers mind set in the Indian market and position 
their products respectively. These strategies will not only 
guide companies who are in their introductory stage but 
will guide them throughout their life cycle and will help 
them to build strong brand equity with the consumers. 
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Abstract

In many ways, recruiting is a sales function. Not only 
does your message is relevant, your timing have to be 
perfect, but you have to make use of every possible 
communication medium from that you can source the 
perfect talent. The foremost concern of staffing agencies 
leaders is allocating the marketing budget not just to 
create the brand awareness, also attract the best talent 
faster than a competition.
2017 changes the marketing landscape of staffing 
agencies in various ways  big data, IoT, analytics, 
mobile technology social platforms and other 
disruptive tools. Therefore, a successful marketing 
strategy must be a combination of various efforts as a 
part of the cohesive approach.
Purpose: - The main objective of this study is to find out 
the different challenges faced by a staffing firm in the 
cutting edge competition to meet the requirements of 
other institutions and maintaining the name of staffing 
firm as a brand image in market or industry.
Methodology: - For collection and analysis of research 
data several procedure are used. For data collection 
about the Staffing Firm, questionnaire is filled by 15 
associate Clients on the basis of simple random 
sampling. Further the use of mean and standard 
deviation for finding out the average and impact of 
deviations in the results.
 Findings: - Staffing Firm required prompt response to 
their associate clients for their faith building and making 
brand image. It shows that the quality work (hiring of 
candidates) also a kinds of marketing strategies to 
promote their brand name in market. The common 
challenge with most of the Staffing Firm is to provide 
timely and quality candidate to their clients for different 
types of vacancies and building faith in candidates also a 
very important for staffing firm. 
Research Implications: - Finding will assist to 
understand the different types of challenges across the 
staffing industry with respect to their clients as well as 
candidates. 
Scope of the Study: - Further the scope of the study will 
categorize the hiring on the basic of domestic and 
international Staffing Firms.
Keyword: - Staffing Firm, Competitions, Marketing 
Strategies, Recruitment, Ethical Hiring.
INTRODUCTION
Why marketing is necessary for any business? And how 
did it become backbone of any business? Answer is very 
simple - due to continuous growing competition and a 
healthy competitor is mandatory to provide best product 
or services to potential customer or target market. 
Government also takes part to maintain such healthy 

, 
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competition in the market to introduce different laws & 
policies and always try to delete monopoly. For this 
government also works and opens Kaushal Vikas 
Kendra; kind of institutions for searching the new and 
talented fresher for jobs. How important is the role of 
marketing in recruitment? In order to compete in 
business today organizations must strive to access high-
performing and highly skilled talent whilst maintaining 
the nimbleness to instantly adapt to fluctuating markets. 
Recruitment is an ever evolving environment and it is 
crucial to have specialized consultants who truly 
understand your needs and can change as you change. 
Every day each staffing firm assist their clients and 
candidates to have an innovative and effective presence 
in the “job market” and it is their collaborative approach 
which results in better placements and better service.
Marketing is a critical function that is absolutely 
necessary to build a strong brand, regardless of the size 
of the company. Whether you are an MNC or a start up, 
having a compelling brand keeps you top of mind among 
your clients, candidates and even potential employees, 
especially when you are operating in such a competitive 
industry. Without a strong marketing strategy to develop 
your brand, even if you have clients and candidates, you 
might find it challenging to find the right talent who 
would want to work for you  which in turn will impede 
your company growth.
Before you decide to take the plunge, it is advisable for 
entrepreneurs to understand the market and find out what 
they are up against.
Recruitment marketing is a discipline that has been 
introduced as a consequence of the current situation in 
the human resource market. Its main goal is to follow the 
latest trends in the market, and offer solutions to the 
companies that best overcome these new challenges.
Companies that first adopt these new recruiting best 
practices will be more likely to attract new talent. As 
attracting talent has become the biggest HR challenge, in 
the near future I see all recruiters diving into the 
recruitment marketing discipline.
Recruiting strategies; today are much different than they 
used to be few years back. As a consequence, there new 
terms, strategies and technologies have emerged. Some 
HR Professionals have to be believed in these just 
buzzwords. Others however believe that these are must-
have recruiting strategies. 
This is study is basically aim to find out and study the 
different challenges faced by a staffing firm in the cutting 
edge competition to meet the requirements of other 
institutions and maintaining the name of staffing firm as 
a brand image in market or industry.
INDUSTRY PROFILE
A Staffing Firm is an entity that has employees that can 

be hired out form temporary or long term work. A 
Staffing Firm is also referred to as an employment 
agency. It provides temporary workers. Some agencies 
are industry focused or specialized. 
Over the past decade, the demand for quality IT 
Candidates had grown tremendously as technology has 
emerged as a fundamental components to a business's 
success. Due to the fast  paced and highly technical 
nature of the field, IT Staffing Firm poses many unique 
challenges in their working across the different 
companies.
Whether placing a single contract consultant, filling a 
full  time / permanent position, or providing a company 
with a sizable team of contingent IT Professionals for 
lint  term project, and IT Staffing Firm meets the long or 
short term objectives for the projects and client 
environments to deploy the ideal solutions. IT Staffing 
Services eliminate the burden on many HR Departments 
to face in finding and vetting hundreds of applicants.
The best relationships between an organization and IT 
staffing company stem from a dedicated partnership and 
mutual commitment to placing and hiring talent for both 
technical and cultural fit in the workplace.
STATEMENT OF PROBLEM
It is seen from last many years that there are lots of 
challenges arises for a staffing firm in fulfillment of 
associate companies and industries. This was seen that 
many times timely response and quality candidate leads 
to suppress their brand image and faith. So in this study 
basically to understand where the lacking area is in the 
present competitive ear when there is cut throat 
competition.
OBJECTIVE OF STUDY
There is two main objective of the study, first is to 
provide best quality service faster than their competitors 
to clients and second is to find the most important 
challenges of Staffing Firm for building their brand 
image in the opinion of their associates industries and 
the market. 
This study is to investigate and find the challenges from 
other staffing firm to their associated companies and 
industries in Best Infosystems Ltd.
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A survey of 33,000 employers from 23 countries found 
that 40% of them had difficulty finding and hiring the 
desired talent (Manpower Inc., 2006), and 
approximately 90% of nearly 7,000 manager indicated 
talent acquisition and retention were becoming more 
difficult (Axelrod, Handfield  Jones, & Welsh, 2001).
These Challenges might lead one to think that 
organizational decision makers recognize staffing as a 
key strategic opportunity for enhancing competitive 
advantage. Because talent is rare, valuable, difficult to 
imitate, and hard to substitute, organizations that better 
attract, select and retain this talent should out performs 
those that do not (Barney & Wright, 1998).
Several people such as Falcone (2009), Coutu (2007) and 
Smith-Buhler (2009) claim that nowadays employers 
and management face ethical dilemmas with regard to 
whether to do an online background search on social 
media sites or not.
Collins and Han (2004) conducted a similar study but 
examined between  organization differences in early 
recruiting practices, employer advertising, and firm 
reputation. They found these practices and information 
positively influenced applicant quality and quantity, 
demonstrating recruiting practices and organizational 
information can have organizational  level 
consequences. Advertising was the most important 
determinant of multiple measures of quality and 
quantity.
Lievens and Highhouse (2003) took the marketing 
perspective a step further and introduced the 
instrumental  symbolic framework to recruiting. 
Instrumental attributes tend to represent objective job 
and organizational attributes (e.g., pay, location), 
whereas symbolic attributes represent the subjectives 
meaning and inferences that people ascribe to the job and 
organization.

Time is of the essence in the e-recruiting world. 
According to a study by Recruitsoft.com, “The Life 
Expectancy Of A Hot Resume Now Is 72 Hours” 
(McCool, 2000). The potential speed of getting an 
employee on board can have a significant effect on a 
company's bottom line, by minimizing the productivity 
loss related to an unfilled position. An iLogos study 
found that using the Web takes 20 days off the hiring 
cycle on average. Cisco systems cut their time to fill a 
job opening by over half, from 113 days three years ago 
to 45 days (Useem, 1999).
According to a press release dated May 14, 2001, 
Monster.com, still the largest job board, claims to lead 
the industry with a 53% market share in terms of site 
visits (Goodridge, 2001), has over 10 million resumés in 
its resumé bank, and lists over 450,000 positions. Its 
clients include 90 of the Fortune 100, and 480 of the 
Fortune 500 companies (Richardson, 2000). In April 
2001 Monster.com had 5.7 million unique visitors to its 
Web site (up 63% from the previous year) and they 
stayed an average of 36 minutes at the site, while 
clicking on an average of 28 pages per visit (White, 
2001). It was estimated that 6.6% of the total Internet 
population accessed Monster.com in the month of April 
2001 (Monster.com, 2001).
RESEARCH METHODOLOGY
This study is conducted to investigate the challenges of 
Staffing Firm by their associates.
There is two main objective of the study, first is to 
provide best quality service faster than their competitors 
to clients and second is to find the most important 
challenges of Staffing Firm for building their brand 
image in the opinion of their associates industries and 
the market. 
RESEARCH DESIGN
In this study, I used Empirical Research Design to 
collect the fill the questionnaire.
Empirical Research Design is based on observed and 
measured phenomena and derives knowledge from 
actual experience rather than theories.
SAMPLE POPULATION
As per the data existing firm, total number of associated 
firm is 60. The figure changes as per the day to day 
collaborations and associations. 
SAMPLE SIZE
10 associates were selected for research study as a 
sample size.
SAMPLE DESIGN
Simple Random Sampling sample design was used in 
the research to select the respondent for the purpose of 
collecting the data of research.
MEASURING SCALE
I had divided the values received from the questionnaire 
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in four categories. The categories are given below:-
i. 0% - 25%
ii. 25% - 50%
iii. 50% - 75%
iv. 75% - 100%

SOURCE OF DATA COLLECTION
Primary Data: - Primary data is collected through 
filling up the questionnaire by the different associated 
companies. 
Secondary Data: - This data was collected from various 
course books, journals, articles, magazines and websites.
PRE TESTING
Initially, I put my designed questionnaire to our top three 
associate firms, and check out the integrity of 
questionnaire for study. It was done before the time of 
data collection process. 
METHOD OF CALCULATION
In this study, I used Tabulated Column, Percentage 
Method, PIE Chart etc.
DATA INTERPRETATION
The interpretation of data is as below:-

Question: - 1

Question:- 2

Question: - 3

Question:- 4

Question: - 5

Question: - 6

Question: - 7

Question: - 8
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Question: - 9

Question: - 10

FINDINGS FROM DATA INTERPRETATION

In the current competitive era, Staffing Firms are playing 
a very vital role to become a hiring partner of so many 
industries and companies. The faith and quality of 
service is also very important factor comes from the 
study, which have to be build by each staffing firm. It was 
finding from the data interpretation that there are two 
major challenges for staffing firm from their associating 
industries and companies. The timeliness and the supply 
of adequate quantity of man power is mandatory. That is 
the biggest factor in this current era.

i. 40% associates found that 50% - 70% uses of 
Staffing Firm in recruitment.

ii. 40% associates found that 25% - 50% of Staffing 
Firm are able to provide man power in given 
time.

iii. 50% associates found that 50% - 75% of man 
power is appropriate for that vacancy.

iv. 50% associates found that 50% - 75% of man 
power is experienced candidate for the 
requirement.

v. In 30% associates found that 0% - 25% of man 
power is not provided in time.

vi. 60% associates found that 50% - 75% of Staffing 
Firm required there promotion to attract 
industries.

vii. 40% associates found that 25% - 50% of 
industries and companies go for the third party 
recruitment.

viii.40% associates found in both the case i.e. 50% - 
75% & 75% - 100% quick and prompt response / 
services at single point of time for recruitment.

ix. 30% associates found in all the case i.e. 25% - 

50%, 50% - 75% & 75% - 100% of having tie  up 
or association with any staffing firm is 
beneficiary in large amount of hiring.

x. 50% associates found that 75% - 100% cases the 
branding of staffing firm is best promotional 
tool for its brand image and faith building. 

CONCLUSION FROM THE FINDINGS
It is clearly shown that in the present competitive era 
staffing firm also required punctual working and service 
of its firm is mandatory for making faith in their 
associates firms and companies.
From the above study we can easily show that the firms 
now days go with the third party recruitment for cost 
effective.
From the above study it is also conclude that most of the 
time associates give all the load of requirements of man 
power so in that case staffing firm fails to fulfill their 
requirements and it leads to lose faith and brand building 
on them.
As per the competition in present era, timeliness is also 
the biggest factor for filling up the vacancy by staffing 
firm. There are so many staffing firm in the market so as 
the fastest work done give the fastest image in the market 
in the mind of both the parties i.e. candidate as well as 
organization.
Hence it is proven that if the staffing firm starts focusing 
in their punctuality and dedication to complete work 
fulfillment provide a good competitive position in 
extremely competitive market.
SCOPE OF THE STUDY
The scope of the study can be categorized as 
International Staffing Firm with International 
Associated Industry & Companies for International 
Candidates. This also gives a understanding about the 
different challenges in Extreme Competitive 
International Market.
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Abstract

Historically, Weaving as an art and Weavers, were 
considered in high regard as skilled craftsman and 
artisans. Typically a weaver's entire family is involved in 
the occupation. It is a part of intangible heritage which 
covers majority of the rural areas and rapidly spreading 
its wings in urban areas. The numbers of handloom 

rdweavers are more than 43 lakhs (as per 3  Handloom 
Census), thus it is a huge number which provides 
livelihood options for numerous families and plays an 
important role in development of the country. This 
abstract focuses on old age silk industry, weaving 
techniques and the role of Weavers as a part of Startup 
India for Socio-economic development of the country.  
Over the past decade, the situation of most weaver's has 
deteriorated into a pitiful state, as weavers face 
increased poverty, hunger, health issues and inability to 
provide for their families. Government is working 
towards the upliftment of the handicrafts and handlooms 
industry focusing predominantly on Weavers throughout 
the country. They have launched several schemes and 
programmes namely IHCDS, HRIDAY, USTTAD, 
NULM, NRLM, etc for the betterment of their 
deteriorating conditions. These schemes provides a 
number of platform to weavers with the help of 
entrepreneurs for Startup through making them self 
sustainable by providing them financial assistance, 
providing new looms and accessories, skill upgradation, 
marketing opportunities and for construction of work 
sheds, exhibitions areas. In the age of globalization, 
intervention of technology becomes utmost important, it 
not only connects with global customers but also provide 
exposures.
Keywords: Weaving, potentials, schemes, programmes, 
development.
BACKGROUND OF THE STUDY
Weaver and Weaving: Weaver is a person who weaves 
fabric. They are most productive in the 18-45 age 
groups. Productivity depends on health conditions and 
eye sight. Weaving is a method of textile production in 
which two distinct sets of yarns or threads are interlaced 
at right angles to form a fabric or cloth. The longitudinal 
threads are called the warp and the lateral threads are the 
weft or filling. 

Fig 1: Weaving: Warp and Weft Fig 2: Weaver weaving at his handloom
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There is a decline in number of handloom weavers by 
about 33% to 43.3 lakhs from 65 lakhs in 15 years from 
2nd handloom census (1995) to 3rd handloom census 
(2010) due to migration of workers to urban areas. Also 
this being a household industry in which almost all the 
family members are involved in it, the current number of 
weavers is multiplied by 5 times, so the current scenario 
would be around 5 lakhs in Varanasi (As per PVCHR 
Survey 2016).
The case of Varanasi in Uttar Pradesh has been taken to 
understand the present scenario of Weavers. Recently 
the first phase of Trade and Facilitation Centre, Bada 
Lalpur in Varanasi was inaugurated. It will provide 
exhibition areas and stalls for displaying the products 
which acts as a direct platform for the artisans to sell 
their products.

rd
Table 1: Statistics as per 3  Handloom Census
(2010) updated as on June 2016 

INTRODUCTION: VARANASI 
Varanasi is located in the Indian state of Uttar Pradesh, 
and is a historic center of Indian cultural and religious 
tradition. Resting on the banks of the sacred Ganges 
River, Varanasi is regarded as a holy city by Hindus, 
Buddhist and Jains alike, and more than one million 
religious pilgrims visit the city every year. Generally 
believed to be at least 3,000 years old, Varanasi is also 
one of the world's oldest existing cities.

Fig 3: Map of India showing Uttar Pradesh

Fig 4: Map showing Varanasi in UP 

Fig 5: Map of Varanasi 

 Population (2011 Census): 14, 35, 113 

Density: 380/ Sq. m 

Official Language: Hindi 

Literacy (2011 Census): 80.12% 

Sex ratio (2011 Census): 926/1000  

(Sources: Maps of India, 

http://varanasi.nic.in/)  
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AIM AND OBJECTIVES OF THE STUDY 
• To understand the old age silk industry, weaving 

techniques and the role of Weavers as a part of 
Startup India for Socio-economic development 
of the country.

• To study the existing scenario of Weavers 
Community in Varanasi to understand their 
potentials and problems.

• To Study the different policies and schemes 
related to weavers upliftment

• To understand the development process through 
inferences in respect to Weavers and 
Government agencies.

METHODOLOGY
The secondary data relating to weavers and handloom 
industry were collected from the recorded reports from 
the office of the handloom and textiles, published and 
unpublished literature and also internet source has been 
referred to. The collected data were analyzed properly in 
accordance with the objectives of the present study.
VARANASI AND THE WEAVING INDUSTRY: 
POTENTIALS
One of Varanasi's longest running traditions is the 
creation of the world-famous Banarasi sari, a traditional 
Indian women's dress. The sari weaving tradition is 
almost 800 years old, and saris have been a popular 
fashion across India for centuries.
Considered amongst the finest in India, Banarasi saris 
are made of finely woven silk and decorated with 
elaborate embroidery and engravings. The quality of 
these designs, aided by a local climate conducive to silk 
handloom weaving, has put Varanasi at the helm of 
India's silk weaving industry. The Varanasi weaving 
industry also stands as a symbol of synergetic and 
composite culture, merging Hindu and Muslim patterns 
in its sari designs.
The Banarasi Sari is predominantly woven on hand 
looms by highly skilled weavers. This ancient practice 
has experienced little innovation or change over the 
years. However, in the past few decades, an increased 
share of weaving has been done on power looms.
The Banarasi Sari is produced in a few specific area of 
Varanasi  Madanpura, Jaitpura, Lohta, Bazardiha, 
Sarai Mohana, Lallapura, Saraiya, Adampura, Peeli 
Kothi, Bagwanala and Badi Bazar. Most of these areas 
are predominantly Muslim, reflecting the prevalence of 
weavers from two disadvantaged groups: poor Muslims 
and dalits.

Fig 6: Varanasi map showing weavers dominant
areas- Map NTS  (Source: Google map)

Role of the Varanasi Weavers
Historically, weavers were considered in high regard as 
skilled craftsman and artisans. While they have always 
labored hard, their skills and unique products placed 
them in relative prosperity within their communities. 
Typically a weaver's entire family is involved in the 
occupation. 
Weavers are typically dependent on traders for their 
livelihoods. The traders purchase saris in bulk from 
weavers and sell them in markets. Weavers typically 
earn only 300 to 400 rupees per sari, which may take 15 
days to complete (Source: PVCHR Survey). Weavers are 
only paid by traders when the sari is actually sold in the 
market. Weavers often work 10 hours a day for 10 to 12 
days to complete one sari. During this period, a weaver 
might be helped by his family in the creation of intricate 
designs and stitching. Usually female members of the 
household help with this task, essentially serving as 
unpaid workers. 
Condition of the Varanasi Weaving Industry
Demand for the Banarasi sari has stagnated in the face of 
increased competition from cheaper alternatives, 
shifting consumer taste, disruptions to the supply and 
manufacturing process, and trade policies that have 
exacerbated the price gap between Banarasi saris and 
imports. The Banarasi sari now competes with cheaper 
power loom, import silk and synthetic saris. There are 
even many consumers who prefer the synthetic or 
imported saris due to a perception of similar quality and 
smoother texture. Chronic local power shortages have 
also occasionally crippled production and distribution, 
further benefiting the value and perception of stable 
imported substitutes. Recent broader Indian economic 
success had started contributing to what some perceived 
as a revival of the Varanasi weaving market. Over the last 
three years, local traders have reported a growth in 
exports as the Banarasi sari remained in demand for 
weddings and was popularized in mainstream culture, 
including several Hindi films.
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The industry is also fresh with new worries about 
upcoming declines in demand due to the global 
economic slowdown. As the slowdown begins, some 
traders have already noted cuts in export orders, and the 
perception of the Banarasi sari as a luxury wedding dress 
may hurt its demand when the national economy 
declines. (Source: "Banarasi Silk industry Loses Sheen", 
Saubhadro Chatterji).Whatever the condition of the 
overall market, Varanasi weavers appear to benefit less 
from successes than they suffer from declines. During 
the industry's decline, the number of families dependent 
on the trade has only increased (Source: PVCHR 
estimates). At the same time, a small number of traders 
have retained their overall control of the local market. 
Under this feudal structure, most weavers remain 
without direct access to the market, while middle-men 
continue to earn significant profits. 

Fig 7: Weaver weaving at his handloom

Fig 8: Dilapidated conditions at 'Karkhana'

Problems of Varanasi Weavers
Over the past decade, the situation of most weaver's has 
deteriorated into a pitiful state, as weavers face increased 
poverty, hunger, health issues and inability to provide for 
their families. It is estimated that over 50 percent of 
weavers' children are malnourished (Source: PVCHR / 
Aid Group Estimate). In addition, many weavers cannot 
even afford basic medical care for their children, much 
less themselves. Weavers have started supplementing 
their meager traditional income with laboring work, 
such as driving cycle rickshaws. Some weavers have 
become as despondent to take their own lives. Since 
2002, 175 weavers have committed suicide (Source: 
PVCHR). Weavers typically earn only 300 to 400 rupees 
per sari, which may take 10-12 days to complete. Work 
10 hours a day. Monthly income = Rs. 2500-3000 
(Source: PVCHR Survey). This informal sector has 
traditionally had little public voice. With no culture of 
Unions, they have rarely fought together for their 
common interest. The Muslim sections of the 
community have employed community councils, but 
these mainly focused on settling their social problems.
Health issues  Occupational hazards
Weavers and their families suffer from a range of health 
problems. Many develop respiratory ailments related to 
breathing in fibers and dust from the fabrics they work 
with. There is a high level of tuberculosis, particularly 
Multi Drug Resistance Tuberculosis (MDTRB), which 
can be induced from exposure to silk and cotton fibers. 
The consultation found that weavers and other 
disadvantaged community members lack personal and 
institutional resources to prevent and treat the disease. 
Weaver children face significant health issues, 
particularly malnutrition. This problem is exacerbated in 
isolated weaver communities that depend on often 
delayed government-subsidized food distribution. Few 
weavers have access to health services to treat their 
health problems.
National Indian law mandates that all citizens - including 
informal sector workers are covered by the public health 
system. Indeed, some health coverage is guaranteed to 
holders of Antodaya Anna Yojana (AAY) cards, which 
are increasingly distributed to the weaver community. 
However, in Varanasi, few weavers or other laborers 
receive proper benefits, which are often only guaranteed 
if they have political contacts or are willing to give bribes 
to gain access to government hospitals.
Underpaid: Women and Children
Women and children are frequently exploited in the 
Varanasi weaving industry. They are an important part of 
household production units, but their informal role 
largely remains invisible and unpaid. 
Women play a significant and unrecognized role in all 
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stages of sari preparation. Women often spin and cut 
thread and perform other important tasks that are labeled 
as secondary or menial. Performing these tasks is highly 
repetitive and taxing. It involves sitting and working in 
uncomfortable positions for as long as six to seven hours 
at once. They are not allowed to sit and work on the 
actual looms as the general perception is that women 
cannot weave saris. Women are generally not paid 
directly for their work. Children also often help family 
members make saris, having to work for long hours in 
very tiring conditions while suffering from 
malnourishment. Children are usually employed for 
pattern making and other small jobs, helping to speed up 
the whole production process. Children sometimes will 
work different jobs to pay for their own meals or to help 
repay family loans.

Fig 9: Family members involved in the weaving

Structure of the Banarasi Saree Industry
The sari industry is a household industry spread over the 
entire Varanasi district. Since the beginning of the 
industry, saris were woven on handlooms. In recent 
times power looms have also been inducted in the 
industry. 
The saris produced on handlooms are different from 
those produced on power looms. The yarn, the designs as 
also the production processes are different. Both types of 
saris have their separate market niche. The looms are 
installed within the houses but separated from the living 
areas and are being run mostly by family labor and partly 
by hired labor. The designs are developed by skilled 
designers/weavers who are engaged in the trading or 
employed by the traders. The designs are sent to 
specialized shops that translate the design into a series of 
punch cards. These punch cards are given to the 
handlooms owners where the woman members sew the 
punch cards into the specified series and then these cards 
are installed on the Jacard device placed atop the loom.
There are two types of loom owners. One is an 
independent producer who buys the raw material and 

sells finished saris. The other type is one who is attached 
to a particular trader who provides design and raw 
material to loom owner. The payment in the case of the 
former is on the basis of price negotiation while in the 
case of latter it is a fixed conversion charge (piece rate). 
Many traders are also owners but they contract out their 
looms to weavers. Sari weaving has been followed as an 
occupation in most of the areas during the last 30-40 
years. It was observed in one of the areas (Baghava Nala) 
that the earlier generation of weavers used to go to the 
loom installed at the master's or Gaddidar's house. Even 
now, some weavers go there and their earning is about 80 
per cent to that earned by a weaver if the work is done at 
their own houses. It may be noted that getting the work to 
homes is in the interest of the weavers, as the entire 
family can be roped in - the women and the girl children 
at nari hharai and the male children at dharki phenkna at 
the looms.
The raw material suppliers and the finished sari buyers 
are middlemen/traders/ cooperatives. The industry used 
Indian silk as also silk imported from China. The power 
looms use imported silk or other fibers while the 
handlooms require mostly Indian silk, which comes 
mostly from Karnataka.
Market chain of Banarasi Saree Work
In the market chain of Banarasi Saree work, there are 
multiple and complicated stages that the raw material 
undergoes, before it comes out as a finished Banarasi 
Saree. The process is long, and the end product reaches 
the Gaddidar / Grahastha, who have the overall control 
on the process. The workers are usually at the mercy of 
the Gaddidar / Grahastha, as they decide the returns that 
the weavers and other artisans get at the end of their 
work, and are firmly under the grip of the Gaddidar / 
Grahastha.
After the arrival of the raw material from Surat, China or 
Bangalore, it reaches the handloom owner, individual 
weaver or power loom owner through the silk 
cooperatives / silk wholesaler. Subsequent to that the 
raw material undergoes various value addition stages, 
after which the weaver weaves the saree. Each value 
addition stage from the taaniwala to the dyeing process  
is handled by artisans, who are experts in their trade. 
Finally the woven saree goes back to the handloom 
owner / powerloom owner, in case the raw material was 
taken from them (depicted by thick arrows). The finished 
saree reaches the market via the Gaddidar / grahastha / 
kothedar. The finishing of the saree is done at the level of 
the Gaddidar / grahastha / kothedar (small 2 sided arrows 
depict this exchange of finished products).
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Case of Weavers in Madanpura-Varanasi

10: Varanasi map showing showing Madanpura
(Source: Google Earth)

The winding narrow lanes in Madanpura were once a 
hub of handloom. Thousands of looms that spun 
quintessentially Banarsi sarees are now down to a 
handful. The dwindling number of looms, as well as the 
weavers, is attributed to many factors. The daily wage of 
a weaver ranges between Rs 150-200. This paltry sum is 
insufficient to make one's ends meet. These weavers 
work for a strenuous 10-14 hours a day. The work that 
they do, can't be compared to that of an ordinary laborer 
who has to put in brute physical effort. But these weavers 
need to think a lot on the job.These weavers are highly 
skilled and dedicated craftsmen who sit on these 
handlooms and keep track of the microscopic silk thread 
spun in intricate patterns making exquisite saree designs. 
But, at the end of the day, they hardly make half the 
amount a rickshaw puller makes in a day in Varanasi.
Most of the weavers have now switched to power looms. 
Normally, it takes 7-10 days to manufacture a saree on a 
handloom. A power loom can do that in less than a day. 
The booming textile industry in Surat and Gujarat has 
also hit the Banarasi Saree business. Patterns and designs 
are copied by traders and sent to Surat for mass 
production. Automated looms, with the availability of 
round-the-clock power and cheap labor, makes it 
possible for Surat to produce five times the volume that 
Varanasi can and that too at one-fourth of the cost.
Although the intricate and exclusive work of handlooms 
can't be matched by that of a power or automated loom, 
the products of the same design from Surat come at a 
cheaper price. That is why they have got many takers. 
The technology has arrived in Varanasi as well. Weaving 
on power looms is carried out in many parts of the city 
such as Bajardeeha, Lallapura, Alaipura, Kotwa, Lohta 
and Shivala. There have been efforts by the government 
to revive the weaving industry.
On the lines of "Kisan credit card" for farmers, "Bunker 
credit cards" have been issued to support the weavers 
through loans up to Rs 2 lakh. Electricity and spare parts 
have been subsidized for weaver families with power 
looms. On the lines of "Kisan credit card" for farmers, 
"Bunker credit cards" have been issued to support the 
weavers through loans up to Rs 2 lakh.
Even in the presence of such schemes, the benefit is not 

reaching these poor weavers who are on the verge of 
giving up on their traditional profession. Large number 
of weavers has migrated to places like Surat, Delhi, 
Bangalore and Punjab for better opportunities. The rest 
blame the apathy of the government and ignorance of the 
traders for their pitiable condition.
Out of all odds, the weavers are hopeful that the change 
in regime would bring good days for the community. 
They have the onus to preserve the sartorial elegance 
which has been Varanasi's USP for centuries. We have 
the responsibility to protect the dying art and the weavers 
who have kept it alive.

Fig 11: Weavers working at their 'Karkhana'

LINKING WITH GOVERNMENT SCHEMES
AND POLICIES
Although government schemes for weavers have, in the 
past, favored mechanization and power looms, there are 
various funds available that handloom weavers can 
access.
The Integrated Handlooms Cluster Development 
Scheme: Provides need based inputs to clusters of 300  
500 handlooms or Groups of 10  100 weavers for making 
them self sustainable by providing them financial 
assistance for margin money, new looms and 
accessories, skill upgradation, marketing opportunities 
and for construction of work sheds etc. 
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Figure 12: 20 Handloom Clusters in India under 
Integrated Handloom Cluster Development Scheme 
(IHCDS) as on March 2014  
Source: Office of the Development Commissioner 
(Handlooms), Ministry of Textiles, Govt. of India
The Handloom Weavers' Comprehensive Welfare 
Scheme. This scheme comprises:

•A Health Insurance Scheme that provides 
cashless treatment (up to 15000 rupees in total) 
at health centers and hospitals for 4 members in 
each family. Scheme was drawn back by 
government in November, 2012. 

•The Mahatama Gandhi Bunkar Bima Yojana 
life insurance scheme that covers weavers for 
accidental death, natural death, total disability 
and partial disability. The scheme was 
withdrawn in March, 2013. 

A Handloom weavers' Credit Card. This allows weavers 
access to credit through the Credit Guarantee Trust Fund 
for Micro and Small Enterprises. Each weaver can 
borrow between 25000 and 200000 rupees and has to pay 
it back within 3 years.
The Government of India's Handloom Package. Under 
this Package 3884 crores are available, aimed at the 
revival of 15000 Weaver Cooperatives Societies (WSC) 
and 3 lakh Handloom Weavers
 'Varanasi Weavers Project' in 2006: Upasana, a design 
firm in Aurovile partnered with Bestseller Foundation a 
not for profit organization from Denmark.
The project has led to the empowerment of the weaving 
community in Varanasi, enhanced their skills, updated 
their products and generated awareness about their 
plight.
USTTAD 
(Upgrading Skills and Training in Traditional Arts/Crafts
for Development):

Fig 13: USTTAD - A Central Govt. Schem
The Scheme aims at upgrading Skills and Training of 
minority communities by preservation of traditional 
ancestral Arts and Crafts. It also envisages boosting the 
skill of craftsmen, weavers and artisans who are already 
engagedThe Scheme aims at upgrading Skills and 
Training of minority communities by preservation of 
traditional ancestral Arts and Crafts. It also envisages 
boosting the skill of craftsmen, weavers and artisans 
who are already engaged in the traditional ancestral 
work. Under the scheme, assistance will be provided to 
traditional artisans to sell their products in order to make 
them more compatible with modern markets. It is fully 
funded by Union Government and Union Ministry of 
Minority Affairs is nodal agency in implementing it.
MILL GATE PRICE SCHEME
This scheme makes available all types of yarn at mill 
gate price to the eligible handloom agencies to facilitate 
regular supply of basic raw material to the handloom 
weavers and to optimize their employment potential. 
Under the scheme, the Government of India reimburses 
the transportation expenses involved in the supply of 
yarn from mill to godown of the user agencies. In 
addition, a new component of 10% price subsidy on hank 
yarn has been added to the scheme since January 2012 
for supply of cotton and silk yarn to handloom weavers 
and their cooperative societies. 
DIVERSIFIED HANDLOOM DEVELOPMENT 
SCHEME
This scheme provides assistance for technological  and 
skill-upgradation of weavers for design and product 
development through 25 Weavers' Service Centres and 
05 Indian Institutes of Handloom Technology all over 
the country to improve the productivity and earnings of 
the handloom weavers. 
HRIDAY: Heritage City Development and 
Augmentation Yojana, 2015

• HRIDAY was launched on 21 January 2015 
with the aim of bringing together urban 
planning, economic growth and heritage 
conservation in an inclusive manner to preserve 
the heritage character of each Heritage City.
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• It is a central sector scheme, where 100% 
funding will be provided by Government of 
India. With a duration of 27 months (completing 
in March 2018) and a total outlay of ?500 crore.
Scheme Statement 
“Preserve and revitalize soul of the heritage 
city to reflect the city's unique character by 
encouraging aesthetically appealing, accessible, 
informative & secured environment. To 
undertake strategic and planned development of 
heritage cities aiming at improvement in overall 
quality of life with specific focus on sanitation, 
security, tourism, heritage revitalization and 
livelihoods retaining the city's cultural identity.” 

Figure 14: Cities under HRIDAY Scheme
Objectives:

• Planning, development and implementation of 
heritage-sensitive infrastructure •S e r v i c e  
Delivery and infrastructure provisioning in the 
core areas of the historic city 

• Preserve and revitalize heritage wherein tourists 
can connect directly with city's unique character 

• Develop and document a heritage asset 
inventory of cities  natural, cultural, living and 
built heritage as a basis for urban planning, 
growth, service provision and delivery

• Implementation and enhancement of basic 
services delivery with focus on sanitation 
services like public conveniences, toilets, water 
taps, street lights, with use of latest technologies 
in improving tourist facilities/amenities. 

• Local capacity enhancement for inclusive 
heritage-based industry 

National Urban Livelihoods Mission (NULM), 2013
• Launched on 23rd September, 2013 replacing 

the existing Swarna Jayanti Shahari Rozgar 
Yojana (SJSRY). In the 12th Five Year Plan, 
NULM will be implemented in all District 
Headquarter Towns and all other cities with a 
population of 100,000 or more as per 2011 
Census. At present 790 cities are under NULM. 
However, other towns may be allowed in 
exceptional cases on request of the States. 

NULM Mission
To reduce poverty and vulnerability of the urban poor 
households by enabling them to access gainful self-
employment and skilled wage employment 
opportunities, resulting in an appreciable improvement 
in their livelihoods on a sustainable basis, through 
building strong grassroots level institutions of the poor.

STRATEGY 
§Building capacity of the urban poor, their 

institutions and the machinery involved in 
the implementation of livelihoods 
development and poverty alleviation 
programmes.

§Enhancing and expanding existing 
livelihoods options of the urban poor;

§Building skills to enable access to growing 
market-based job opportunities offered by 
emerging urban economies; 

§Training for  and support  to  the 
establishment of micro-enterprises by the 
urban poor  self and group; 

§Ensure availability and access for the urban 
homeless population to permanent 24-hour 
shelters including the basic infrastructural 
facilities like water supply, sanitation, 
safety and security; 

§Cater to the needs of especially vulnerable 
segments of the urban homeless like the 
dependent children, aged, disabled, 
mentally ill, and recovering patients 

§To establish strong rights-based linkages 
with other programmes which cover the 
right of the urban homeless to food, 
healthcare, education, 

§To address livelihood concerns of the urban 
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street vendors by facilitating access to 
suitable spaces, institutional credit, social 
security and skills 

1. SWOT Analysis
Strength

•Strong and diverse raw material base
•Strong presence in the textile value chain
•Diverse design and strong entrepreneurial 

base
•Use of locally available resources, 

providing employment at the local level
Weakness

•Large fragmentation in the sector structure.
•Existence of huge skill deficit in the 

workforce.
•Outdated weaving technology
•Scale disadvantages in comparison with 

global competitors
•Lack of infrastructure facilities such as 

electricity and transportation
Opportunities

•Large potent ia l  of  domest ic  and 
international markets

•Increase in the disposable income and 
purchasing power of Indian customers

•Demands for Indian weaving products is 
increasing globally due to its attractiveness 
in design and quality
Threats

•The sector is suffering shortage of skilled 
workers

•The slow pace of development of 
infrastructure facilities

•Neighboring countries provide stiff 
competition

•Financial health of cooperatives is declining
•Recession in world economy affect exports 

2. Inferences:
The following inferences provide the different 
segments of weavers through which different 
feasible options can be carried out as part of Startup 
India for the socio-economic development of the 
country.
STEPS TO BE TAKEN BY WEAVERS

•Product Diversification and Innovation 
required, instead they are sticking to 
traditional methods 

•Most of the weavers are not aware about at 
what cost the sarees and shawls are finally 
sold in market. 

•Exposure to fairs and Haat is very low. 
•Training on marketing and Promotional 

strategies: 
•Quality in handloom products and Finishing 

of the product 
•Availability of cheaper alternative options 

and competition 
•Focus should be also given to Health and 

Hygiene since work related illness is more 
prone to weavers. 

•Intellectual Property and Copyright: These 
rights provide opportunities in several 
ways, as they regulate ownership, add value 
and facilitate trade in cultural goods and 
services, thus benefitting individual 
creators as well as creative communities. 

•Use of environment-friendly technologies 
in production

•Creation of Co-operative and Self Help 
Groups for better functioning of Weavers 
Communities. 

•Need to reduce Exploitation by stake-
holders and traders 

•Involvement of weavers in production and 
marketing strategies 

Steps to be taken by Government to enhance the 
role of Weavers in development process: 

•Most of the weavers population are not 
aware of Central and State government 
schemes. 

•More efforts required from Government to 
increase the awareness and satisfactory 
usage of the schemes to improve the 
livelihood and enhance income of the 
weavers. 

•Slow process of release of funds by the 
G o v e r n m e n t  b r i n g i n g  d o w n  t h e  
belief/satisfaction towards the scheme. 

•More financing mode required. 
•Strong governance structure to provide 

equal benefits to all segments of the weavers 
•Market linkages to provide year-round 

gainful employment to the weavers 
•Realistic Mapping of Local Assets: Detailed 



Volume 11, No. 1, Jan – June 2018

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.30

and case-by-case basis the structure and 
functioning of the local economy along with 
all the sources of the increasing-returns 
required. 

•Role of Entrepreneurs, Traders, Agents, 
Intermediaries and Institutions becomes 
important

•Linking through e commerce to generate 
awareness 
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Abstract

Bankers are the custodians and distributors of the liquid 
capital of the country. Therefore most important function 
of the banking system is to mobilize the savings of the 
people by accepting deposits from the public.  On the eve 
of economic reform in the year 1991, it was recognized 
that the banks were burdened with problem of mounting 
NPAs, which were not revealed in balance sheet. The 
advancing loan in banks becomes liberal due to which 
number of defaulter increasing time to time. So, it 
becomes important to study how to manage and 
minimize the mounting value NPAs. The paper define 
concept of nonperforming assets and its trend from the 
period 2008-09 to 2012-13 for Public Sector Banks, 
Private Sector Banks and Foreign Banks.. The paper is 
analytical in nature and used comparative analysis from 
year 2008-09 to 2012-13 of PSBs, Private Banks and 
Foreign Banks.
Keywords: Non Performing Assets & Classification, 
GNPAs, NNPAs
INTRODUCTION 
The economic development of a country is accelerated 
by the efficient flow and allocation of financial 
resources, from surplus units to deficit units. The 
financial intermediation is necessary to shift funds for 
development activities. Many empirical studies have 
emphasized the importance of financial service sector 
development for the overall development of the 
economy (Koivu, 2002; Levine, 1997; Amaral and 
Quintin, 2007). Beck, T (2005), observed that financial 
sector development fosters economic growth and 
reduces poverty by widening and broadening the access 
to finance and allocating the society's savings more 
efficiently. The health of the financial sector is a matter 
of policy concern especially in developing countries 
where the failure of financial intermediation can 
critically disrupt the development process. Commercial 
banks are major constituents in the financial service 
sector. The policy makers who comprise the Reserve 
Bank of India (RBI), Ministry of Finance and related 
government and financial sector regulatory entities have 
made several notable efforts to improve regulation of 
banking sector which compares favorably with growth 
and profitability. However NPAs remain a cause for 
worry till now. This paper evaluates and compares the 
NPA of public and private sector banks during the recent 
five years and makes some suggestions for NPA 
management. These features have left the Indian 
banking sector with number of strengths and 
weaknesses. A big challenge facing Indian banks is how 
to attain operational efficiency suitable for modern 
financial intermediation under the current ownership 
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structure. After the merger of New Bank of India with 
Punjab National Bank during the era of Financial Sector 
Reforms, the number of Public Sector Banks (PSBs) 
became 27. This is reflected in the market valuation. 
While the bonus for this change lies mainly with bank 
managements, an enabling policy and regulatory 
framework will also be critical to their success. 
Comparisons of bank performance based on financial 
ratios suffers from the limitation that ratios might 
overstate performance because of inaccurate reporting 
of NPAs or because NPAs trend to be lower in the initial 
years in the case of newly established banks. The NPAs 
are considered to be an important parameter to judge the 
performance and financial health of banks. The level of 
NPA is one of the drivers of financial stability and growth 
of the banking sector. This research paper adopts an 
empirical approach to the analysis of NPAs of public and 
private banks in India.
Review of Literature
There are numerous empirical studies conducted on the 
issue of Non-performing Assets of commercial banks in 
India as well as abroad. This part encapsulates the major 
conclusions and propositions of previous research 
studies on NPA. Some relevant Studies are as under:
Vradi & Nagarjuna (2006) in their study on 
measurement of efficiency of banks in India concluded 
that in the modern world, performance of banking is very 
important to stabilize the economy. In order to see the 
efficiency of Indian banks, they examined the force 
indicator profitability, productivity, assets quality and 
financial management for all banks in India for the 
period 19992003. For measuring efficiency of banks 
they adopted Development Envelopment Analysis and 
found that public sector banks are more efficient than 
other banks in India.
Kaur, A. (2012) studied the income and expenditure 
pattern, profitability performance and NPAs position of 
public sector commercial banks in India for a period of 
2000-01 to 2009-10 respectively. Growth rate, 
compound growth rate, coefficient correlation, ratio 
analysis and median test have been used for the analysis. 
The author concluded that the PSCBs have shown 
downward trends of NPAs for the period under study. 
They succeed in recovery of loans.
Vohra and Dhamu (2012) emphatically point out that 
the NPAs have a direct impact on profitability, liquidity 
and equity of the banks. The authors observe that NPA of 
Indian banks are relatively very high by global 
standards. Thus, they recommend restricting of lending 
operations only to secured advances with adequate 
collateral securities. They also list a few common 
reasons for an asset turning NPA, considering economy, 
industry, borrower and lender sides separately.

Siraj, K, K. & Pillai, P, S. (2012) examined the 
performance of NPA in Indian banking during post-
millennium period. To achieve its stated objectives, the 
authors utilized bank-group wise performance statistics 
during post-millennium period up to the period ended 

st31  December 2011. Using various statistical tools such 
as AAG rate, correlation and regression study, the study 
recognized that NPA remains a major threat and the 
incremental component explained through additions to 
NPA poses a great question mark on the efficiency of 
credit risk management practices of banks in India.
Mohnail and Deshmukh (2013) have suggested that 
past reform era changed the whole structure of banking 
industry in India. The emerging competition has resulted 
in new challenges for the Indian banks. Hence, 
parameters for evaluating the performance of banks have 
also changed. This paper provides an empirical approach 
to the analysis of profitability indicators with a focal 
point on NPAs of public and private sector banks.
OBJECTIVE OF STUDY
There are following objective of research paper:

1. To study the theoretical approach of NPA in 
banking sector.

2. To study Gross NPAs Ratio of Public, Private 
and Foreign banks.

3. To study Net NPAs ratios of Public, Private and 
Foreign banks.

4. Comparative analysis of NPAs ratios of Public 
Sector, Private Sector and Foreign Banks.

5. To suggest some measures in NPAs 
Management of Indian Banking Sector.

HYPOTHESIS
Following hypothesis developed for research:
H0 1: There is no significance difference in Gross 

NPAs ratio of Public Sector, Private Sector and 
Foreign Banks.

HA 1: There is significance difference in gross NPAs 
ratio of Public Sector, Private Sector and 
Foreign Banks.

H0 2: There is no significance difference in Net NPAs 
ratio of Public Sector, Private Sector and 
Foreign Banks.

HA 2: There is significance difference in Net NPAs 
ratio of Public Sector, Private Sector and 
Foreign Banks.

RESEARCH METHODOLOGY
The study has been conducted with the help of secondary 
data. The relevant data have been collected from the RBI 
publications like “Annual Report on Trends and 
Progress of Banking in India”, 'Annual Report of RBI', 
various publications of RBI like RBI bulletin, IBA 
bulletin, websites and magazines. The study is based on 
time-series data for all banks in India for a period of 15 
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years from the year March ended 1999 to March ended 
2013. Ratio analysis has been used for analyzing the 
trend of NPAs of all banks in India. Four ratios used are; 
Gross NPAs to Gross Advances (%), Gross NPAs to 
Total Assets (%), Net NPAs to Net Advances (%), Net 
NPAs to Total Assets (%).
NON-PERFORMING ASSETS A THEORETICAL 
PERSPECTIVE
According to Reserve Bank of India, an asset, including 
a leased asset, becomes non-performing when it ceases 
to generate income for the bank. In other words, NPA 
refers to a debt obligation where the borrower has not 
paid any previously agreed upon interest and principal 
repayments to the designated lender for an extended 
period of time.
In July 1969, 14 banks each with a deposit base of Rs.50 
crores or more were nationalized. Again in the year 1980, 
six more private banks were nationalized bringing up the 
total number to twenty. These Banks were: Bank of 
Baroda, Punjab National Bank, Bank of India, Canara 
Bank, Central Bank of India, Indian Bank, Indian 
Overseas Bank, Syndicate Bank, UCO Bank, Allahabad 
Bank, United Bank of India, Oriental Bank of 
Commerce, Corporation Bank, Vijaya Bank, Dena Bank, 
Bank of Maharashtra, Andhra Bank, Punjab & Sind 
Bank and, State Bank of India with its subsidiaries.
Public sector banks are the ones in which the government 
has a major holding. They are divided into two groups: 
nationalized banks and State Bank of India and its 
associates. Among them, there are 19 nationalized banks 
and 8 State Bank of India associates. Public Sector Banks 
dominate commercial banking in India.
Private sector banks came into existence to supplement 
the functions of public sector banks and serve the needs 
of the economy better. As the public sector banks were 
merely in the hands of the government without any 
incentive to make profits and improve the financial 
health. The main difference is that public sector banks 
follow the RBI rules strictly but Private sector banks 
could have some changes, after the approval by the RBI. 
Private sector banks are the banks which are controlled 
by the private lenders with the approval from the RBI, 
their interest rates being marginally higher than the rates 
in public sector banks
Non-Performing Assets (NPAs)
According to RBI in simple, Performing assets are 
those assets whose interest or installments are correctly 
paid by a customer within stipulated time. Non-
performing assets are those assets on which interest or 
installments have been due for a period of more than 180 
days.
Classification of NPAs
Non-performing Asset is called so because it is an 

“Asset” which does not bring substantial income to its 
owner and is just dormant. Basically, it has something 
that should work but which does not. The RBI has issued 
guidelines to banks for classification of assets into four 
categories. Out of these four, the following three are 
considered as NPAs: (a) Sub-standard Assets, (b) 
Doubtful Assets and (c) Loss Assets.

Fig: Classification of Assets in Banking Sector

The fourth category of loan accounts, which is not 
included in NPA category, is Standard Assets (one 
which does not pose any problems and which does not 
carry normal risk attached to the business).
Originally a sub-standard asset was one, which was 
classified as NPA for a period not exceeding two years. 
With effect from 31 March 2001, a sub-standard asset 
was one, which remained NPA for a period not 
exceeding 18 months. With effect from 31 March 2005 
the norms have been further tightened and a sub-
standard asset is one, which has remained NPA for a 
period not exceeding 12 months.
Initially a doubtful asset was one, which remained NPA 
for a period exceeding two years. With effect from 31 
March 2001, an asset is to be classified as doubtful, if it 
had remained NPA for a period exceeding 18 months. 
With effect from March 31, 2005, the norms have been 
further tightened, and an asset would be classified as 
doubtful if it remained in the sub-standard category for 
12 months.
A loss asset is one where loss has been identified by the 
bank or internal or external auditors or the RBI 
inspection but the amount has not been written off 
wholly. In other words, such an asset is considered 
uncollectible and of such little value that its continuance 
as a bankable asset is not warranted although there may 
be some salvage or recovery value.
Gross NPAs and Net NPAs
Gross NPA is the amount outstanding in the borrowers' 
account, in books of the bank other than the interest 
which has been recorded and not debited to the 
borrowers' account. Net NPA is the amount of gross 
NPAs less (1) interest debited to borrowers' and not 
recovered and not recognized as income and kept in 
interest suspense, (2) amount of provisions held in 
respect of NPAs and (3) amount of claim received and 
not appropriated.

Net NPA = Gross NPA  (Balance in Interest 
Suspense account + DICGC/ECGC claims 
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received and held pending adjustment + Part 
payment received and kept in suspense account 
+ Total provisions held)
Gross NPA Ratio = (Gross NPA / Gross 

Advances) x 100 
Net NPA Ratio = (Net NPA / Net Advances) x 

100
The ideal value of net NPA is 0 and for practical purpose 
a benchmark is taken as 1 per cent. Thus, the values of net 
NPA which are less than one may be considered as 
satisfactory and the values exceeding 1 percent indicate a 
situation calling for improvement by reducing the NPA.
Trend of NPAs in Indian Commercial Banks
Gross and net NPA of Indian banks for the five year 
period 2008-2013. The relevant figures are given in table 
form and also displayed diagrammatically.
Gross NPAs Ratio to Total Assets
Overall ratio of Public sector banks has been increased 
from 1.2% in 2008-06 to 1.9% in 2012 and further 
increased to 2.2% in 2013.This ratio for old and new 
private sector banks is varying. In case of old private 
sector banks, it has a declining trend but in case of new 
private sector banks, it has varying trend. It was 1.7% in 
2008-09 and afterwards has declining trend. Variation in 
this ratio is more in case of new private sector banks as 
compared to old private sector banks, due to which no 
definite trend could be traced out in this ratio in case of 
private sector banks.

Table 1. Gross NPAs Ratio to Total Assets of Public,
Private and foreign Banks

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 1.2 1.3 1.4 1.9 2.2 

Old Private Sector 

Banks 

1.3 1.3 1.2 1.1 1.2 

New Private Sector 

banks 

1.7 1.6 1.3 1.1 1.0 

Foreign Banks 1.5 1.6 1.0 1.1 1.3 

 
Source: Reserve Bank of India Bulletin, 2015

Fig: Gross NPAs to Total Assets of Commercial Banks

In case of foreign sector banks, this ratio has fluctuating 
trend. The ratio has been increasing in early two years 
from 1.5% to 1.6% and then decrease in next year's 1.0 in 

2010-11 and afterwards increased in next two years 
2011-12 and 2012-13.
Gross NPAs to Gross Advances
This ratio depicts the proportion of gross nonperforming 
advances whose recovery is doubtful and generating no 
return/Income to total advances. The Gross Non 
Performing Assets to Gross Advances ratio for the year 
2008-09 to 2012-13 have been presented in the Table 1.2. 
Table reveals that this ratio has been increasing over a 
period of time in case of public sector banks from 2.0% 
in 2008-09 to 3.8% in 2013. It has continuous increasing 
trend over a period of 5 years. There is a large variation in 
this ratio in case of old and new private sector banks. 
This ratio has been decreased continuously from 2.4% in 
2008-09 to 1.9% in 2012-13. This ratio is 1.9% in 2013. 
In case of new private sector banks this ratio has 
fluctuating trend. It was 3.1 % in 2008-09 decreased 
continuously till to 1.9 % in 2012-13. Due to these 
variations in this ratio in case of new private sector 
banks, no definite trend could be traced out in this ratio in 
case of private sector banks. In case of foreign sector 
bank, this ratio has fluctuating trends. This ratio has 
continuous increasing trend from 3.8% in 2008-09 to 
4.3% in 2009-10 and afterwards decreased to 2.5% in 
2010-11 and again slightly increased 2.6% in 2011-12 
and thereafter increased 3.0% in 2012-13.
So, overall trend of this ratio reveal that it is increasing 
in case of public sector banks, decreasing in case of 
private sector banks. No definite trend in new private 
sector banks and little variations in case of foreign 
sector banks. So, the performance of old private sector 
banks in recovery of advances, which has become non-
performing, is far better than Public Sector Banks, 
New Private Sector Banks and foreign banks.

Table 2. Gross NPAs to Gross Advances of Public,
Private and foreign Banks

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 2.0 2.2 2.4 3.3 3.8 

Old Private Sector 

Banks 

2.4 2.3 1.9 1.8 1.9 

New Private Sector 

banks 

3.1 2.9 2.7 2.2 1.9 

Foreign Banks 3.8 4.3 2.5 2.6 3.0 

 Source: Trend and Progress of Banking in India,
RBI Bulletin.2015
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Fig: Gross NPAs to Gross Advances of Commercial Banks

The figures revealed that magnitude of this ratio is higher 
in case of public sector banks than other sector banks in 
the years 2008-09 and 2012-13. So there should be 
relevant steps taken by financial institutions and RBI to 
manage NPAs more efficiently.
Net NPAs to Total Assets Ratio
This ratio depicts the proportion of non-performing 
assets, net of all provisions made by banks for their non 
recovery as a percentage of total assets. The less the ratio, 
better it is. The Net Non Performing Assets to Total 
Assets ratio for the year 2008-09 to 2012-13 have been 
presented in the Table 4.

Table 3. Net NPAs to Total Assets Ratio of Public,
Private and foreign Banks

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 0.6 0.7 0.7 1.0 1.2 

Old Private Sector 0.5 0.5 0.3 0.4 0.4 

New Private Sector Banks 0.8 0.6 0.3 0.2 0.2 

Foreign Banks 0.7 0.7 0.3 0.2 0.4 

 Source: RBI Bulletin 2015 
Table 1.3 reveals that there is a increasing trend in this 
ratio in case of public sector banks that has been 
increased from 0.6% in 2008-09 to 1.2% in 2012-13 In 
case of old and new private sector banks, this ratio 
continuously in decreasing trend from 2008-09 to 2012-
13. 

Fig: Net NPAs to Total Assets Ratios of Commercial Banks
Due to these declining in this ratio in case of old and new 
private sector banks, can say definite trend traced out in 
this ratio in case of private sector banks. In case of 
foreign sector banks, this ratio has again continuously 

decreasing from 0.7% in 2008-09 to 0.4% in 2012-13. 
So, foreign bank doing better than Public Sector banks in 
particular.
Net NPAs to Total Advances Ratio
This ratio depicts the proportion of Net Non- Performing 
advances, the recovery of which is doubtful, as 
percentage of total advances; however provisions have 
already made for non recovery of non income generating 
advances and is already deducted so as to show total 
proportion of non recoverable advances included in the 
advances in the Balance Sheet. The less the ratio, better it 
is. The Net Non Performing Assets to Total Advances 
ratio for the year 2008-09 to 2012-13 have been 
presented in the Table 1.4. Table reveals that this ratio 
has a increasing trend in case of public sector banks from 
0.9% in 2008-09 to 1.8% in 2012-13. It again rises to 
1.1% in 2009-10 and afterwards increased till the year 
2012-13 to 1.8% respectively.
Table 4. Net NPAs to Total Advances Ratio of Public,
Private and foreign Banksx

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 0.9 1.1 1.2 1.7 1.8 

Old Private Sector 0.9 0.8 0.5 0.6 0.7 

New Private Sector Banks 1.4 1.1 0.6 0.5 0.4 

Foreign Banks 1.8 1.8 0.6 0.6 1.0 

 Source: Reserve Bank of India Bulletin, 2015
This ratio has fluctuating trend in case of old and new 
private sector banks. It was 0.9% in 2008-09 and 
decreased to 0.7% in 201213. It has continuous declining 
trend over a period of time. But in case of new private 
sector banks it has fluctuating trend. It was 1.4% in the 
year 2008-09 decreased to 0.4% in 2012-13.

Due to large variations in this ratio in case of old and new 
private sector banks, no definite trend could be found out 
in case of private sector banks. In case of foreign sector 
banks for this ratio from table 5 it was 1.8% in the year 
2008-09, 1.8%, again in 2009-10 and 0.6% in the year 
2010-11 and 2011-12 respectively. Afterwards it 
increased 1.0% in 2012-13.
Sub Standard Assets
Growth rate of substandard account holder in PSBs from 
the year 2008-09 to 2012-13 is 0.93, 1.1, 1.1, 1.7 and 
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1.89. The value shows in table 1.5 that substandard 
account holders in PSBs are increasing continuously. 
Table 5. Sub Standard Assets Ratio of Public, Private

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 0.93 1.1 1.1 1.7 1.89 

Private Sector Banks 2.02 1.48 0.6 0.58 0.56 

 Source: RBI Bulletin 2015 

Fig: Showing Growth Rate of Substandard accounts

If we see in private sector banks in the table shows the 
value decreasing continuously from 2008-09 to 2012-13. 
Means loner does not paying installment money due date 
is higher in PSBs as compare to private sector banks.
Doubtful Assets
The table 1.6 shows doubtful account holders in both 
PSBs and Private sector banks are increasing 
continuously if we compare fine there is no much more 
difference if both type of banks.
Table 6. Doubtful Assets Ratio of Public, Private 

Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 0.99 0.98 1.04 1.33 1.81 

Private Sector Banks 0.96 1.12 1.46 1.17 1.06 

 Source: RBI Bulletin 2015
These percentage are those account holder who cross the 
due date period of substandard account defined in RBI 
guideline

Loss Assets
The table 1.7 showing loss assets growth rate in public 
and private sector banks. Lose assets accounts are those 
who not recovered by banks at end and shifted in loss 
accounts in their balance sheet. In the table shows growth 
rate of loss accounts in 

Table 7. Loss Assets Ratio of Public, Private 

Table 7. Loss Assets Ratio of Public, Private
Banks 2008-09 2009-10 2010-11 2011-12 2012-13 

Public Sector Banks 0.18 0.20 0.18 0.14 0.14 

Private Sector Banks 0.26 0.37 0.39 0.33 0.29 

 Source: RBI Bulletin 2015 

PSBs increased 2008-09 to 2009-10 then decreased
continuously 2010-11 to 2012-13.

Fig: Growth Rate of Loss Accounts in Banks

Growth rate of Loss accounts in private sector banks is 
higher than PSBs shows in table 0.26 in 2008-09, 0.37 in 
2009-10 and 0.39 in 2010-11. In year 2011-12 and 2012-
13 decreased 0.33 and 0.29.
Comparative analysis
A comparative analysis of the above ratio can be find out 
for the period of five years with the help of tables to show 
the clear picture of trends of NPAs. The above tables' 
reveals an interesting picture of overall trend of NPAs 
over a period of five years from 2008-09 to 2012-13 for 
all public, old and new private sectors and foreign banks 
in India. The overall trend of this ratio states that the Net 
NPAs/ Net Advances have been declining in case of 
private sector banks, having variations in case of public 
sector banks and wavering variations in case of foreign 
sector banks. So, the picture reveals that the private 
sector banks are performing well on recovery front than 
public and foreign sector banks the magnitude of this 
ratio is still higher in year 2008-09 and 2011-13 
respectively in public sector banks as compared to other 
sector banks. So the performances to minimize the 
mounting of NPAs in private sector banks are much 
better than public and foreign. 
FINDINGS
There are following findings of paper
1. The NPA (both gross and net) of public sector banks 

shows a marked rising trend during the 5 year 
period 2008-09 to 2012-13. Clearly, this is an 
undesirable and disturbing aspect. In contrast, the 
other three sectors (old and new private banks, 
foreign banks) display a falling trend, indicating a 
concerted effort by these banks to reduce the NPA.

2. The private sector banks particularly those which 
are now have the NPA often less than one percent, 
which points to their efficiency of NPA 
management.

3. On pooling the figures, the GNPA for commercial 
banks shows a steadily rising trend with an 
exception for the year 2010-11; when it was 
marginally lower than that in the previous year

4. The group-wise sub-standard loan assets of the 
banks show an upward trend for public sector banks. 
The trend is reverse for the private sector banks, a 
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feature in keeping with the contrasting positions 
regarding NPAs.

5. The group-wise doubtful loan assets have recorded 
an increasing trend in the case of public sector banks 
as a group. In the case of private sector banks, the 
trend has been upward for the first three years 
followed by a welcome falling trend. Also it is 
noteworthy that the public sector banks showed a 
better position than the private sector until the year 
2011-12, when the latter gained the ground to be 
below the public sector banks.

6. Finally, with reference to group-wise loss assets, the 
public sector stands more favorably than the private 
sector (whose curve is entirely above that of the 
former). Individually, each of the two sectors 
displays a wavering trend.

NPAs pose a serious danger to the banking industry. A 
recent assessment (The Hindu, July 2014) of the gross 
NPAs for public sector banks puts the total figure at a 
whopping Rs.2,04,000 crores. In Karnataka state alone, 
there are more than 180 defaulters, each with dues 
exceeding Rupees One crore. NPAs deserve utmost 
attention, since bad loans ultimately affect the economy 
of the country
SUGGESTION
For better management of NPAs, it is useful to first assess 
the causative factors for NPAs so that the corrective 
actions can be taken accordingly. The following steps 
may help for a better NPA management.
1. A clear discrimination is warranted while 

formulating any strategy in addressing the problem 
of genuine and willful defaulters. There should be a 
real crackdown on willful defaulters and their assets. 

2. Improving the recovery management-Sound 
functioning of banks depends on timely recovery of 
credit, hence, banks should develop suitable 
recovery programs for assessing and classifying the 
over dues, monitoring accounts ,keeping regular 
contact with borrowers ,fixing recovery targets, 
arranging recovery camps, training the personnel 
and linking marketing of produce and recovery.

3. Upgrading Technology
4. Effective legal system 
5. When the RBI grants new banking license, there 

should be a condition that for the first 10 years there 
cannot be any loan write-offs. Later, write-off 
amounts must be borne by the shareholders, which is 
to be certified by external auditors.

6. Monitoring the assets continuously and making 
serious efforts for recovery of NPAs

7. Putting in place a rigorous screening process before 
granting credit.

8. Public sector banks may emulate some of the 

effective steps taken by their private sector 
counterparts in this regard.

SCOPE OF STUDY
The problem of NPA has far reaching implications for 
the banking sector and hence to the economy of the 
country. Further studies may examine bank-wise norms 
and practices to manage NPA. In particular the focus 
may be on a critical comparison between public and 
private sector banks in this respect. This may throw up 
some latent factors that can help to tackle the NPA 
problem more effectively. In the conceptual platform, 
the inter relation between NPAs and Capital Adequacy 
Ratio may be closely examined the check whether the 
latter can be a lever to the former.
CONCLUSION
The most critical condition for bringing about an 
improvement in the profitability of banks is reduction in 
the level of NPAs. In fact, it is a precondition for the 
stability of the financial system. Although level of NPAs 
in banks has declined trend over a period of study, but 
mounting value of NPAs in PSBs are still higher than 
private and foreign banks. The top management of 
Private and foreign banks are more professional, core 
competent and expertise than public sector banks. That is 
why, though the NPAs of public sector banks have sharp 
declining trend, still it is higher than private and foreign 
sector banks. Further various steps have been taken by 
the government to recover and reduce NPAs. Say, one 
time settlement / compromise scheme, Lok Adalats, 
Debt Recovery Tribunals, Securitization and 
reconstruction of financial assets and enforcement of 
Security Interest Act 2002, Corporate Reconstruction 
Companies, Credit information on defaulters and role of 
credit information bureaus etc. With the recent ruling by 
Supreme Court (upholding the Securitization and 
Reconstruction of Financial Assets and Enforcement of 
Security Interest (SARFAESI) Act, 2002), banks are 
now confident of a faster recovery of dues. What are the 
strategies for making this possible to NPas recovery? 
First policy level the problem of NPA should be 
addressed by strict enforcement of prudential norms and 
requirement of transparency.  Secondly, the most 
important policy contribute in this area is the need for 
legislation, which will make recovery process smoother 
and legal action quicker. Thirdly banks are being 
provided with menu of alternative as DRT, Lok-Adalat 
and RAC etc. RBI has provided in directive guidelines 
for compromise settlement of chronic. This alternative 
will no doubt require the enabling the environment 
created by appropriate legal reform which are being 
addressed by RBI and Govt. of India.
LIMITATIONS OF STUDY
The research paper considers data in four groups of 
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banks collectively individual banks are not considered. 
The study is totally based on secondary data taken from 
reputed sources. The paper takes only five years data 
from 2008-09 to 2009-10.
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Abstract

When the concept of marketing comes in mind, it 
generally presupposes the demand of the consumers 
which stands to be supplied by the manufacturer's trade 
chain or supply chain, there are whole sellers then there 
are district stockiest and retailers etc. These days the 
concept of e-marketing is also gearing up to grab a 
sizeable share of the market. But still, the conventional 
method of selling and purchasing is still quiet prevalent 
considering that a large part is of lower middle class 
people who still feel a sense of comfort in purchasing 
from shops and stalls etc. This paper talks about the 
temporary and conventional haat bazaars which are 
more prominent during festive seasons. The main 
objective of this paper is to discuss various types of 
traditional and conventional marketing patterns like haat 
bazaars along with the various features associated with it 
and to know the various initiatives taken by the 
Government to promote rural marketing and haat 
bazaars.
Keywords: Haat Bazaar, Marketing, Consumers, 
Products
INTRODUCTION
In a highly populated society like ours where the middle 
class is a very potential market, there are regular nature 
of usable products besides monthly, annual or lifetime 
big buys for which the conventional pattern of existing 
market system is already there to cater the needs of the 
consumers.  Besides the regular producers,  
manufacturers and suppliers the emphasis is added for 
new entrepreneurs who look struggling for considerable 
period to make a place of their product in the windows of 
the retailers shop. Advertising through newspapers and 
social sites is also very popular.  
Those off factors are sometimes wisely met by 
entrepreneurs or new entrants in business by way of 
handbills and leaflets or pamphlets managed and 
delivered through the news papers. Pamphlets, leaflets 
and other propaganda material are also possible to be 
distributed by employing temporary workers. The 
products could also be put to show through temporary 
stalls even branded company's products are also 
displayed like that for example, we have seen the two 
wheelers and water purifiers and sim card selling in the 
stalls on road sides.
A new trend is also seen in cities where the Master of 
Business Administration students with mostly 
specializing in marketing are engaged to market 
products of various new companies as well as branded 
companies to go to sell their products at the doorstep of 
the consumers and spread the canvas of the products. 
This way the students learn the marketing strategies and 
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overcome their inhibitions to become more responsible 
by learning the time and tide. Besides there are little 
literate women who are also engaged by whole sellers to 
sell the products of branded companies or new 
entrepreneurs alike. This can be called as a social 
marketing since it helps the needy women to earn and 
contribute to raise their living standard. This supports the 
policy of making women independent. These doorstep 
marketing has much price cutting and subsidized to 
popularize the product by saving, otherwise, high, media 
advertisement cost. 
However, a very vital and comparatively better 
marketing projection is possible through festival, fairs, 
exhibitions, like platform which are seasonal and 
conventional in nature. Recently, I have been to Armapur 
Durgapuja where I found that in addition to and as part of 
the campus having puja pandal and also cultural events, 
plus well identified marketing cluster in shape of 
innumerable stalls ranging from books to garments to 
handicraft products to scented sticks to decorative items. 
It looked quite impressive and promising that the new 
enterprises may get a chance to show their products and 
designer skills which might be beyond the stereotypes 
mechanical products.
This reminds me that in Navratri celebrations of the 
temples there are shops of toys, utensils, wooden and 
iron products, clay products, bangles and other cosmetic 
stuff directly being brought by the manufacturers from 
distant places mostly villages and being sold in such 
fairs. It is also worth mentioning here that during festive 
season it has become a regular feature to have such 
shopping marts of daily usable products which might not 
be available in shopping malls and big markets. During 
Holi mela and Makar Sankranti also the river side 
shopping stalls of like nature of products can be seen in 
abundance. 
That might have been a thing when such scenario should 
have been patronized like Pragati Maidan etc. More and 
more monetary transactions are getting momentum to 
enrich life of common men in our country, more and 
more emphasis is added for such celebrations on all 
possible venues everywhere because such marketing 
style brings benefits to all concerned people and sectors 
right from the manufacturers to distributors to retailers to 
consumers etc.
The Kumbh occurring every 12 years at 4 places and 6 
and a half Kumbh 6 yearly have a longer spell of such 
sort of marketing paraphernalia. It is in this background 
that many new entrepreneurs can seek opportunity of 
gaining profit. It is like a readymade available city where 
all daily needs are to be catered with many folded 
transactions per day. 
In our country around most of the religious points of 

interest, we can see that the silver line for those engaged 
in business of marketing is traceable only in an open 
mind with inquisitiveness to get the money drawn from 
the pockets of the customers (which is the toughest job). 
Of course, such odd selling venues may not call for 
“sahab” culture. The convincing art of dialects in local 
language may be more beneficial.  
Exhibitions like handicrafts, leather expo or woolen 
Tibetan and Kashmiri market, Khadi market and 
agricultural expo, they all add not only to our knowledge 
but also the know of the worldly trends of demand in 
such finer products. 
Most of the trades covered therein are of sub small level 
for which there is no Government policy. These seasonal 
and conventional venues are beyond the purview of 
heavy infrastructural or superior level of industries. May 
be there is no proper scope for financial banking and 
insurance products since they are very un-affluent level 
of marketers and mostly contended with their limited 
performance. Another feature of haat bazaar is that there 
is little scope for consumer grievance solution and most 
of the venues and stalls are not fixed in nature and are not 
organized and non permanent. Bargaining in haat bazaar 
is possible and not in mall.
Since the rustic markets flow from the roots of agri-
economy, hence, their products do not go to variations of 
rates because of volatile nature of stock market or trends 
of value of rupee.
The customers of seasonal and festival religious 
temporary markets feel cozier, comfortable and blessed 
in guise of the better prospects of fortune by purchasing 
from the footsteps of temples or shrines or church 
markets. This way these markets are patronized more as 
compared to purchases of pheri walas.
FEATURES OF A HAAT BAZAAR

1. The haat bazaars are the best example of 
interaction between the farmers or the villagers 
and consumers 

2. These haats are held once or twice in a week or 
may be during festive season and some other 
special occasion

3. They lack modern infrastructural amenities like 
which is present in malls and big shopping 
complexes

4. People also visit these haats just to have a taste 
of local culture, they may or may not purchase 
anything but they visit only to socialize and get a 
feel of local atmosphere

5. Another feature of a haat bazaar is that the prices 
of the products are low as compared to any other 
shop selling the same product and it also leads to 
bargaining which is totally absent in mall 
culture.
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6. There are some mouth watering stalls present in 
rural markets or haat bazaars. If tired of 
shopping, one can get a taste of food stalls also.

7. One very important feature of a haat bazaar is 
that it is a great place for learning. It can be taken 
as a place for understanding the local markets, 
the overall rural economy and the lifestyle of the 
natives.

8 .The village haats are not permanent in nature. 
They are temporary in the sense that they might 
be for a day or a week or may be a month.

9. Haat bazaars provide a support to rural 
marketers to sell their product in urban setting. 
In other words, these markets provide a great 
trading opportunity to rural people.

10. It will not be otherwise to say that these rural 
markets are the nerve centers of the various 
economic activities of the rural life of the nation.

11. In a broad sense, a haat bazaar consists of trading 
in all those products which are produced locally.

12. The locals in haat bazaar face a tough 
competition from online shopping sites like 
amazon, flipkart, ebay etc. and apart from e-
marketing, the competition is also from big 
shopping malls and urban culture which 
provides various discounts and lucrative offers 
to the end consumers.

PROBLEMS FACED BY RURAL MARKETS
Few of the problems faced by rural markets are:

• The geographically scattered nature of rural 
markets

• Small size of markets
• Remoteness and poor connectivity
• Tremendous heterogeneity
• Low levels of literacy
• Too many languages and dialects along with 

diversities in culture
• Inadequate banking facilities
• Spurious products plus seasonal demand
• Low per capita disposable income
• Low levels of promotion 
• Changing nature of consumers taste and 

preferences
• Competition from organized sector
• No infrastructural facilities, permanent roofing, 

drinking water and parking etc.
MARKETING STRATEGY FOR PROMOTING 
THE HAAT BAZAARS
The country's rural side is blessed to have so much of 
cultural diversity. There are various products and 
experiences of rural richness which need to be promoted. 
For instance, there is handmade embroidery from 
Kutchh, Gujarat, silk weaving from Banaras, Chicken 

embroidery from the city of nawabs, Lucknow, 
pashmina work from Jammu and Kashmir, bangles from 
Ferozabad, crockery from Chinhat, madhubani painting 
from Bihar, furniture from Saharanpur and the list is 
endless. The Government of India has taken certain 
initiatives to promote the Haat Bazaar. They are:

• To promote women entrepreneurs from village 
areas, the government has launched Mahila e-
haat , an online portal, where women can sell 
their products directly. 

• The National Bank for Agriculture and Rural 
Development (NABARD) plans to provide 
around 200,000 point-of-sale (PoS) machines in 
100,000 villages and distribute RuPay cards to 
over 34 million farmers across India, to enable 
farmers to undertake cashless transactions.

• The Government of India is looking to install 
Wi-Fi hotspots at more than 1,000 gram 
panchayats across India, under its ambitious 
project called Digital Village, in order to provide 
internet connectivity for mass use, as well as to 
enable delivery of services like health and 
education in far-flung areas.

• In the Union Budget 2017-18, the Government 
of India mentioned that it is on course to achieve 
100 per cent village electrification by May 1, 
2018.

• The Government of India has sought 
Parliament's approval for an additional 
expenditure of Rs 59,978.29 crore (US$ 8.9 
billion), which will be used to support the 
government's rural jobs scheme, building rural 
infrastructure, urban development and farm 
insurance.

• The Government has introduced various 
reforms in the Union Budget 2017-18 to uplift 
the rural markets. One of the key highlights of 
the Budget was Rs 187,223 crore (US$ 28.08 
billion) has been allocated towards rural, 
agriculture and allied sectors.

• As of August 2018, the Government of India has 
increased the basic custom duty to 20 per cent 
from 10 per cent on 501 textile products, to 
boost Make in India and indigenous production.

• Market Development Assistance (MDA) Grant 
and Market Access Initiative (MAI) Assistance 
f o r  p a r t i c i p a t i o n  i n  F a i r s  &  
Exhibitions/Reverse/Buyer-Seller Meets in 
India & abroad.

• Assistance provided by the Government for 
marketing study, branding/International 
publicity, participation in Fairs & Exhibitions, 
Buyer-Seller Meet in India & abroad etc. 
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through Marketing and other Schemes.
• Thematic display and live demonstration of 

crafts by Master Craftsperson's in exhibitions 
abroad.

• Brand image promotion of Indian handicrafts 
abroad through seminars and publicity as well as 
awareness programs in India.

• Organizing Indian Handicrafts & Gifts Fair 
twice a year besides product-specific shows.

• Display of new design through exporters for 
creating awareness and marketing.

• To provide technological support to wooden 
crafts, a Technological Upgradation centre has 
been set up in Saharanpur.

• To facilitate manufactures/ exporters for 
developing new design and finishing products, 
Common Facility Centres have been setup in 
Jodhpur and Saharanpur.

• International Lace Trade Centre has been 
sanctioned in Crafts Cluster of Lace & 
Crocheted crafts at Narasapur, Andhra Pradesh.

• Moradabad Resource Centre setup at 
Moradabad to facilitate information  relating to 
business development.

• Setting up of Mega Clusters in Bhadohi-
Mirzapur & Srinagar for  increasing 
manufacturing and exports of carpets.

• Providing Skill Development Training for 
Carpets weaving.

• Providing financial assistance for running 
Carpet Weaving Training Centers in Bhadohi-
Varanasi-Mirzapur areas for creating new 
Artisans/ Weavers with stipend.

• The Excise & Customs Duties paid for 
importing inputs are refunded through Duty 
Drawback channel.

• Setting up of Indian Institute of Carpet 
Technology (IICT) at Bhadohi.

• Interest subvention and grant of MUDRA loan 
schemes to the handicrafts  artisans so as to 
compete with machine-made products

• The Ministry of Rural Development has 
launched SARAS fair at Delhi to promote rural 
products.

• The Ministry had also organized the Ajeevika 
Mela at India Trade Promotion Organization 
(ITPO) which showcased various stalls that 
included art and craft products by rural women.  
The products ranges from handlooms, 
handicrafts, artifacts and heritage products, 
tribal ornaments, decorative items, metallic 
products, earthen utensils, paintings, organic 
food items, spices, processed food products, soft 

toys, utility items, brass and wrought iron 
products.

CONCLUSION
The above cited some of the marketing styles can be 
taken to mean the representation of the holistic 
delivery of the hand made products and also the 
branded products plus the scope for training to the 
youth as to how challenging is the marketing 
business, and also the mediocre level of ladies get 
chance to do something good for their own self. 
Overall, such activities are appreciable as they tend 
to help increase the standard of living of our society 
specially the poor classes, the lower middle class 
and the middle class. Indian handicrafts have an 
extremely prominent place in the economy of the 
nation. In the present competitive society, it is the 
call of the hour to compete with excellence. It is very 
much needed for the handicraft sector as well as for 
the Haat Bazaars. It can be said that these haat 
bazaars involve aspects of price combined with 
utility and fancy full decorative presentations. The 
Government is trying hard to help out and strengthen 
by more scientific approach to uplift the level of 
handicrafts and artisans and alike sectors. Skill India 
and Make in India along with Startup India like 
schemes have a considerable role to play for adding 
life line to these unattended and ignored sectors. The 
digitalization is also planned to help out these 
sectors as the internet will soon be expanded to cover 
all the villages. The social banking is also trying to 
cover up the areas left so far aloof and unattended. 
The insurance sector may also help boost the 
projects of the aforementioned nature. The group of 
villages may emerge to have their own co-operative 
Mandi venues. This seems that the speed of gearing 
up all these sectors will improve very highly in near 
future. The prospects of marketing on these scores 
are infinite and that too, for the welfare of one and 
all, connected to all these streams. The main 
competitor China can be outwitted by improving the 
quality of marketable products in our country. India 
can emerge as a role model for many under 
developed and developing countries of Asia, Africa 
and South America on these pretexts. 
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