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Editor's Desk

Dear Readers,

I am pleased to place before you the Vol.10, No.1, January-June, 2017 of IMR Management Speak. This 

volume covers seven research papers on emerging trends in diverse domains of business science and 

management such as 'Total Quality Management', 'Employees Perception',  'Value Chain Analysis',  

'Waste Management', 'Customer Experience', 'Corporate Social Responsibility', and Cross-National 

Differences etc.

Professor Vargas-Hernández conducted his research on total quality management and business 

performance on business in Mexico and has thrown light on the degree of effectiveness of TQM in 

SMEs in Mexico as a function of business performance. Further he has analyzed the impact of both 

variables total quality management and business performance, and suggested that entrepreneurs can 

make the necessary changes in their production line or in their employees to obtain better and greater 

positive results.

Dr. Neelam Kaushal & Mr. Naveen have investigated the impact of employees' perception on 

organization politics in banking industry of Uttrakhand region. For this study, data was collected from 

135 participants and further it has been analyzed with the help of various statistical tools like ANOVA, t-

test and regression analysis etc.

Professor Deepak Halan & Dr. Varuna Tyagi have critically reviewed the cross-national differences in 

risk associated with online shopping. Their study has practical implications for multi-national e-tailors 

since they can get a more in-depth understanding of consumer behavior while they shop online, 

especially in the context of privacy concerns and trust levels.

Professor Manesh Choubey & Yaman Ghatani conducted their research on value chain analysis of 

large cardamom in Sikkim, India. They have developed a value chain mapping model of large 

cardamom. The study shows that the chain starts with the distribution of large cardamom saplings to 

farmers by the Spices Board. And the key functions involved in value chain of large cardamom are large 

cardamom seedlings which are supplied from Nurseries, production, collection, auction centre 

(NERAMAC) and Middlemen. 

Ms. Priyanka Khati & Professor Manesh Choubey have economically analyzed the municipal solid 

waste management in Kalimpong town, West Bengal. They found that MSWM services at present 

are not up to the mark in Kalimpong town and Kalimpong of West Bengal. Municipality suffers from 

financial as well as infrastructural shortcomings. No waste management activities of any kind are 

undertaken in the town of Kalimpong at present. In this regard, they have made three valuable 

suggestions.

Mr. Rajesh Ittamalla & Dr. Daruri Venkata Srinivas Kumar have conceptually studied the factors 

that influence customer shopping experience in the context of retail stores. They have identified five  
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factors such as other customers, retail brand image, price, quality, and store atmosphere. Further, they 

have developed a proposed conceptual model for the study. As well as have made four important  

managerial suggestions that must be considered.

Mr. Ajay Manjhi & Dr. Rakesh Kumar have conducted their research on 'stakeholder perception: 

meaning of corporate social responsibility'. According to their research, there is no agreed definition 

of CSR. The result received from the respondents shows that Statuary Obligation means CSR. Some 

respondents say that Charity is the true meaning of CSR. Some says that corporate sustainability is the 

meaning of CSR. Some respondents agreed with Strategic philanthropy is the meaning of CSR. And 

some understand that the Voluntary Social work and Community Engagement is the meaning of CSR. 

Thus they concluded that Corporate Sustainability, Strategic Philanthropy, Voluntary Social Work, 

Community Engagement and Charity are uses as synonym of CSR. The term CSR includes all the term 

which is related to socio-economic causes.

With Season's Greetings, 

Dr. Hari Lal Bhaskar,

Editor 
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Abstract

The purpose of this research is to analyses the degree 

of effectiveness of TQM in SMEs in Mexico as a 

function of Business Performance, considering that 

Business Performance is related to Total Quality 

Management. This research is analytical and 

descriptive, since no statistical method is used; only 

the variables and the research problem are analyzed in 

detail and in a detailed manner and descriptive 

because tables and tables can be found to help 

facilitate understanding of these important concepts. 

This research will analyses the impact of both 

variables, and with this, the entrepreneurs can make 

the necessary changes in their production line or in 

their employees to obtain better and greater positive 

results.

Key words: Business Performance, Total Quality 

Management (TQM), SMEs, Effectiveness

INTRODUCTION

Nowadays the competitiveness in the market is very 

high. Every day companies seek to face this situation 

through the use of new techniques that increase their 

benefits and improve corporate performance (Alfalla 

Luque, 2012, pp. 64-88).It is necessary to realize that 

innovations drive the business and that they are 

considered as tools to maintain competitiveness. All 

innovation must contribute to the creation of added 

value for the client and for the company. 

The importance of this research is to find a method or 

tools that as part of daily use in organizations can have 

a presence in the market, generating new standards of 

competitiveness, and business performance. The 

hypothesis of this research is that Business 

Performance is related to Total Quality Management 

(TQM). With these data, it can be started to develop in 

a deeper way what each of these concepts consists of, 

considering that the objective is to analyses the degree 

of effectiveness of TQM in Mexican small and 

medium enterprises (SMEs) based on business 

performance.

Total Quality Management and Business Performance 
on Business in Mexico
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Among the main authors of this research are Cruz 

Álvarez and Feizollahi and Giménez Espín, considered 

experts in productivity and quality, and some 

recognized theories of the parents of the 

administration such as Frederick Taylor or Henry 

Fayol. This investigation is of analytical and 

descriptive type, because in it is the main concepts on 

the investigation, as well as the main authors and 

creators of the same, and descriptive. Also, in it are 

tables that help to explain in a simpler way for its 

correct understanding.

In view of the results and recommendations of this 

scientific research, SMEs in Mexico should implement 

more and better these tools because with them they 

can provide better services to their clients and with 

this the company's growth more.

BACKGROUND OF THE PROBLEM

Mexican SMEs are constantly looking for better and 

effective methods to ensure their persistence in the 

environment in which they develop. Since the 

demands of the markets change and become 

increasingly demanding, that is why new standards of 

competitiveness have been generated that practically 

they force companies to be better and better at what 

they do. The current business situation requires 

incorporating tools that are part of the daily use of 

organizations and promote the success of them.

The Management of the Total Quality is tied to the 

good performance of the production and the behavior 

of the client. Production performance can be achieved 

through good relationships with suppliers,  

benchmarking, quality improvement and continuous 

improvement of the process. The measurement of 

quality is the most important task, followed by 

comparative evaluation, continuous process 

improvement and relations with suppliers. In turn, the 

yield of production has a positive effect on the 

behavior of the clients, which results in a good 

corporate performance (Agus & Latifaah, 2000), 

(Feizollahi, 2013; Smith, 2014).

The performance of the organizations is reflected by 

the increase in sales, market share and the presence of 

the brand (Cruz Álvarez, 2014, pp. 127-142). The 

evaluation of performance is a periodic determination 

of the operational effectiveness of an organization, part 

of the organization and its employees by objectives, 

standards and criteria established in advance 

(Goentoro, 2016, pp. 93-96).

DELIMITATION OF THE PROBLEM

The present research is carried out to the SMEs of 

Mexico, to achieve the presence of a brand, reflect 

sales increase and achieve the level of competence. 

The focus of this research is the elements that are 

important to achieve business performance in SMEs in 

Mexico, as they are competitive performance, 

financial performance and service quality.

The main limitation is that most of the SMEs in 

Mexico do not have the knowledge of the tools or 

processes that exist to be able to carry out the good 

functioning of the company or to apply them for daily 

use to obtain great results, such as being the avant-

garden with products, achieving quality processes, and 

achieving a competitive standard that leads them to 

achieve business success. In other cases, it is known 

about these tools, but managers do not have the 

knowledge of how to apply them to achieve the results 

expected.

The current society is going through constant changes 

that require new institutions challenges and goals in 

their daily work. It is a revolution where quality, 

information and knowledge are shown as essential 

resources for the guarantee of a correct institutional 

performance. However, owning these resources is only 

a step to be in correspondence with the new demands 

of changing environments (Pérez, 2007, pp. 71-76).

A. What is the degree of effectiveness of TQM in 

SMEs in Mexico based on business 

performance?

B. What is the degree of effectiveness of TQM in 

SMEs in Mexico in terms of personnel 

management?

C. What is the level of effectiveness of TQM in 

SMEs in Mexico in terms of continuous 

improvement?

D. What is the level of effectiveness of TQM in 

SMEs in Mexico based on leadership?

JUSTIFICATION

The objective of this research is to analyze the degree 

of effectiveness that exists between Business 



Performance and Total Quality Management in SMEs 

in Mexico. Currently, companies are obliged to 

contribute new ideas, products or services to the 

market. If companies do not update their products, the 

products would become unattractive and the company 

will start to have serious problems.

It is necessary to realize that innovations drive the 

business and that they are considered as tools to 

maintain competitiveness. All innovations must 

contribute to the creation of added value for the client 
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and for the company. The importance of this research 

is to find a method or tools that as part of daily use in 

organizations can have a presence in the market, 

generating new standards of competitiveness and 

business performance

RESEARCH VARIABLES AND HYPOTHESES

A. Dependent Variable (X): Business Performance

B. Independent Variable (Y): Total Quality 

Management.

Table 1.Description of research variables, dimensions and indicators

VARIABLE
 

DESCRIPTION
 

DIMENSIONS
 

INDICATORS
 

 

 

Xo

 

Business

 

Performance

 

 

It is the quantitative and qualitative result obtained 
by the company in a given period. It can have 
positive or negative effects, since they can be 
affected by its social and environmental 

performance (Oliveira, 2013: 131-167).

 

 

Competitive 
performance

 
 

Financial 
performance

 
 

Quality in the 

service quality 

 

 

Improvement of 
processes and products 

Increase of utilities

 
 

Attracting new 
customers and retaining 

existing ones

 

 

Yo

 

Total Quality 
Management 

(TQM)

 

TQM is an integrated manufacturing system aimed 
at continuously improving and maintaining quality 
products and processes through business 
management, human resources, suppliers and 
customers in order to achieve and even exceed the 
expectations and needs of

 

customers (Hackman 
and Wageman, 1995, Powell, 1995, Cua, McKnoe 

and Schroeder, 2001: 309-349). 

 

Staff management

 
 

Continuous 
improvement

 
 

Leadership 

 
 

 

 

Participation, Training, 
Team

 

Information and 

Analysis.

 

 

Commitment

 

Source: Own elaboration.

 

A. General hypothesis

Business Performance is related to Total Quality 

Management (TQM).

B. Specific hypotheses

Competitive Performance is related to Personnel 

Management.

Financial Performance is related to Continuous 

Improvement.

The quality in the service is related to the 

Leadership.
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RESEARCH OBJECTIVES

A. General objective

 Analyze the degree of effectiveness of TQM in 

SMEs in  Mexico  based  on  Bus iness  

Performance.

B. Specific objectives

1)  Analyze the degree of effectiveness of TQM in 

SMEs in Mexico in terms of Personnel 

Management.

2)  Analyze the degree of effectiveness of TQM in 

SMEs in Mexico in terms of Continuous 

Improvement.

3)  Analyze the degree of effectiveness of TQM in 

Mexican SMEs based on Leadership.

 
  
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 Figure 1. Research construct

 Source: Own elaboration

 

X0 

Business 
performance 

X0 

X1
 

Cimpetitive 

performance
 

 

H1
 Y1

 

Personnel 

management
 

Y1  
Y0  

Total Quality 
Management 

(TQM)  

Y0  

X2 

Financial 

performance 
X2 

Y2  

Continuous 

improvement  
Y2  

X3 
Quality of service

 
X3
 

Y3  
Leadership

 
Y3

 

H2 

H3
 

Business Performance is related to Total Quality Management (TQM)

Table 2. Congruence matrix  
General question  Specific questions  General objective  Specific objective  

     

 

 

 

 

 

 
What is the degree of 
effectiveness of TQM in SMEs 
in Mexico based on Business 

Performance?

 

1. What is the degree 
of effectiveness of 
TQM in SMEs in 
Mexico in terms of 
Personnel 
Management?

 
 

2. What is the level of 
effectiveness of TQM 
in SMEs in Mexico in 
terms of Continuous 
Improvement?

 
 

3. What is the level of 
effectiveness of TQM 
in SMEs in Mexico 

based on Leadership?

 

 

 

 

 

 

 
Analyze the degree of 
effectiveness of TQM 
in Mexican SMEs 
based on Business 

Performance

 

1. Analyze the deg ree of 
effectiveness of TQM in 
Mexican SMEs in terms of 
Personnel Management.

 2. Analyze the degree of 
effectiveness of TQM in SMEs 
in Mexico in terms of 
Continuous Improvement.

 

3. Analyze the degree of 
effectiveness of TQM in 
Mexican SMEs based on 

Leadership.

 

    

Source: Own elaboration

 



C O N C E P T U A L  A N D  T H E O R E T I C A L  

FRAMEWORK

A. Conceptual framework

In order to define the variables of the research, the first 

step is to define the basic concepts that are necessary 

to better understand the research, first define the 

variable (x), according to classical authors, then 

authors of state of the art.

1) Business performance

Business performance is the quantitative and 

qualitative result obtained by the company in a given 

period. Example of a qualitative result is the 

evaluation of the performance of the organizations 

through the opinion of the clients, and in quantitative 

terms it is the evaluation of the profitability. Then 

business performance can have positive or negative 

effects, since they can be affected by their social and 

environmental performance (Lopes de Oliveira, 2013, 

pp. 131-167).Business performance is measured based 

on three dimensions: 1) economic, 2) social and 3) 

environmental (Gómez, 2013, pp. 1-35). Business 

Performance proposes to measure business 

performance through three blocks: market measures, 

measures based on accounting and measures based on 

the perception of managers, whatever their 

classification; these have a positive or negative 

influence on business performance (Orlitzky, 2003, pp. 

403-441).

2) Total Quality Management (TQM)

To learn more about the dependent variable in the first 

order, the various concepts cited by classical authors 

are presented, and secondly, the concepts cited by 

authors of the state of art are listed.

Total Quality management defines it as a collection of 

certain activities related to quality:

a) Quality becomes part of the plan of all senior 

management.

b) Quality goals are incorporated into the 

business plan.

c) T h e  e x p a n d e d  g o a l s  d e r i v e  f r o m  

benchmarking: the emphasis is on the 

consumer and the competition; there are goals 
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for the annual improvement of quality.

d) The goals of deploy to the action levels.

e) Training is carried out at all levels.

f) The measurement is made in each area.

g) Managers regularly analyze the progress with 

respect to goals.

h) The superior performance is recognized.

i) The reward system is rethought (Juran, S.f., 

s.p.).

The total quality management is defined as the 

management body is totally committed to quality: The 

client's requirements are understood and assumed 

exactly. Total: Every member of the organization is 

involved, including the client and the provider, when 

this possible (Ishikawa, 1990). Total Quality 

Management (TQM), is a very much discussed 

technique in the business world and is considered as a 

business practice that has been identified as a type of 

innovation, mainly organizational innovation that 

helps improve corporate performance (Bernardo, 2014, 

pp. 132-142; Feizollahi, 2013, page 1879; Yong Lam, 

2014, pp. 106-111).

Total Quality Management (TQM), is a business 

philosophy that has become popular internationally in 

many business areas (Kanji, 1990). All the tools and 

techniques presented are only means to achieve the 

objectives of continuous improvement through Total 

Quality Management (Khalid, 2011, p.p.).Among the 

main benefits of TQM can be found the improvement 

of quality, employee participation, teamwork, better 

working relationships, customer satisfaction, employee 

satisfaction, productivity, communication and 

participation in the market, leadership management, 

strategic planning, process management, financial 

performance and market performance (Ahmad, 2012; 

Khalid, 2011; Yong Lam, 2014).

TQM is sustained in the commitment of the entire 

organization with customer satisfaction, continuous 

improvement of products and processes, teamwork 

and assignment of responsibilities (Agus & Latifaah, 

2000). It is understood that TQM favors the 

adjustment of business activity with all the relevant 
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agents for the organization (Oakland, 2000) so that it 

improves the results and the competitive position of 

organizations in complex and dynamic environments 

such as the current ones (Samson, 1999).

B. Theoretical framework

In the first order, the theories that talk about Business 

Performance are listed, and the importance they have 

for organizations.

  Table 3. Review of business performance theories

 

 

Author

 

Principles

 

Principles of scientific 

administration 

 Frederick W. 

Taylor

 The methods of science to the problems of administration to obtain 
high industrial efficiency. The main scientific methods applicable to 
the problems of administration are observation and measurement 

(Taylor, 1973).

 

Classical Theory of 

Administration

 Henry Fayol

 

It was very important to both sell and produce, to finance themselves 
and to secure the assets of a company. In short, the organization and its 
components were considered as a large interdependent system, as 
internal customers. Fayol created favorable scenarios for 
administrative efficiency and, therefore, for the generation of profits 

for the company (Fayol, 1976).

 

The theory x and the 
theory.

 
Douglas Murray 
Mcgregor

 
Douglas Murray Mcgregor Theory X: It is based "on the old model of 
threats and the presumption of mediocrity of the masses, it is assumed 
that individuals have a natural tendency to leisure and that work is a 
form of punishment" (McGregor, 1960, p. 134-144). Theory Y: 
"Considers that their subordinates find in their employment a source of 
satisfaction and that they will always strive to achieve the best results 
for the organization, thus, companies must release the skills of their 

workers in favor of said results" (McGregor , 1960, pp. 134-144).

 

The theory of resource 

dependence

 
Aldrich y Pfeffer

 

Also, both the ability to acquire the necessary resources and the 
efficiency in the use of the resources of an organization are important 
tools of judgment for the effectiveness of the organization and 
operation. However, measuring organizational

 

performance is 
explicitly or implicitly related to what the organization achieves, its 
goals or objectives (Aldrich, 1976, pp. 79-105).

 

Source: Own elaboration.

 
 

In the second order, the theories that talk about total Quality management (TQM), and the 
principles of each of them are listed.

Theory
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Table 4. Review of theories of total quality management

Theory of the quality 
of Kaoru Ishikawa

 
Kaoru 
Ishikawa

 
1) Quality starts with education and ends with education.
2)

 

Those data that do not have scattered information 
(variability) are false.

 

3)

 

The first step towards quality is to know the needs of 
customers.

 

4)

 

The ideal state of quality control occurs when inspection is 
no longer necessary.

 

5)

 

Eliminate the root cause and not the symptoms.

 

6)

 

Quality control is the responsibility of all workers in all 
divisions.

 

7)

 

Do not confuse the means with the objectives.

 

8)

 

Put quality first and focus your eyes on long-term profits.

 

9)

 

Marketing is the entry and exit of quality.

 

10)

 

Senior management should not show anger when their 
subordinates present the facts.

 

11)

 

95% of the problems of a company can be solved with 
simple analysis tools "(Ishikawa, 1990).

 

 

 

  

General theory and 
practices of quality 
management of 
Philip B. Crosby

 Philip B. 
Crosby

 

Consequently, inspection, experimentation, supervision and other 
non-preventive techniques have no place in this process. Statistical 
levels of compliance with specific standards induce staff to fail. 
Crosby argues that there is absolutely no reason to make mistakes or 
defects in any product or service (Crosby, 1987).

 

14 points to boost 
the management of 
quality and the seven 
diseases of William 
Edwards Deming

 
William 
Edwards 
Deming

 

 
Quality does not mean luxury. Quality is a degree of uniformity and 
predictable reliability, low c ost and adapted to the market. In other 
words, quality is everything that the consumer needs and longs for. 
Since the consumer's needs and wishes are always changing, the 
way to define quality with reference to the consumer is to constantly 
redefine the requirements (Deming, 1989, p.p.).

 

Theory of quality 
Joseph M. Juran

 

Joseph M. 
Juran

 

A form of quality is income oriented, and consists of those 
characteristics of the product that satisfy consumer needs and, as a 
consequence, produce income. In this sense,

 

a better quality usually 
costs more. A second form of quality would be cost oriented and 
would consist of the absence of faults and deficiencies. In this 
sense, a better quality generally costs less "(Juran, 1990, p.p.).

 

Source: Own elaboration

Theory Author Principles
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A.

 

Empirical review of the literature

 
 

Table 5. Empirical review of Business Performance according to some authors
 

 

Authors 
(Years)

 Tittle of the 
research

 Context
 

Method and 
instrument used

 Results and findings
 

(Hochsztain, 
2015)

 

 

Success factors of 
an enterprise: An 
exploratory study 
based on Data 
Mining techniques. 

A case study is 
presented based on 
data from a survey of 
participating 
entrepreneurs 

of the program, 
applying 
classification. 

A study based on 
the data of a 
survey.  

They show that the two 
more relevant elements

 

to anticipate the success of 
an enterprise are to have 
financed and, previously, 
the employment situation 
of the entrepreneur is an 
independent worker.  

(Camisón 
Zornoza, 
2007) 

Competitive 
strategies and 
business 
performance: 
Comparative study 
of Robinson's 
models

 Pearce and miles & 
Snow in the 
Spanish hotel 
sector.

 

 

 

 

 
Hotels of Spain

 

 

Structural 
equations,  
Exploratory factor 
analysis and 
ANOVA.

 

The results achieved make 
a contribution to the state 
of affairs, characterized by 
the lack of a critical 
synthesis of theoretical 
contributions and 
controversial empirical 
results.

 

 

Source: Own elaboration.

 
 

Table 6. Empirical review of total quality management
. 

Authors 
(Year)
 Tittle of 

research
 Context

 
Method or 
instrument 
used

 

Results and findings
 

(Jesús 
Perdomo, 
2011) 

Human 
Resources 
Management 
Focused on 
Total Quality 
and 
Innovation. 

The population was 
taken from the 
Mercantile Registry 
for the Bogota 
Region and was 
constituted by 357 
companies, of which 
a response rate of 
28.29% was 
obtained, that is, 
101 questionnaires

 validated.
 

Questionnaires 
and ANOVA  

The study found equivalent and 
complementary results to those 
obtained from previous work. In the 
first place, he confirmed that the 
practices associated with the 
dimension of teamwork are directly 
associated with the best results of 
innovation. And second, it was not 
evident that the dimensions of training 
and motivation were those that 
contribute the most

 significantly to the results of 
innovation, contrary to that found in 
other investigations.

 



CONTEXTUAL FRAMEWORK

There are 4 million 15 thousand business units of 

which 99.8% are SMEs that are responsible for 

generating 52% of the Gross Domestic Product (GDP) 
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and 72% of jobs" (INEGI, 2015, page s.p.).The 

following table shows the number of companies by 

size and the share of each, highlighting that small and 

medium-sized companies have a very low percentage.

(Samat, 
2004)

 
The 
relationship 
between total 
quality 
management 

(TQM)  

Practices, 
service 
quality, 
market 
orientation, 
and  

Organizational 
performance 

 

Managers of 175 
service 
organizations in the 
northern region of 
Malaysia (Kedah,  

Perak, Penang and 
Perlis), and only 
101 were returned. 

 

Questionnaire 
using the 
SERVQUAL 
model  

They show that only empowerment of 
employees, information and 
communication, continuous 
improvement focus had a significant 
effect on the quality of service, 

employee empowerment and customer 
focus had an orientation effect. Both,  

the quality of the service and the 
orientation to the market were  
Organizational performance, however; 
The relationship between TQM 
practices and organizational 
performance did not mediate.  

Source: Own elaboration
 

Table 7. Number of companies by size
  

 

                    Size  

                              Enterprises                                             
Number                          Participation (%) 

Micro 3 952 422                                     97.6 

Small       79 367                                      2.0 

Medium        16 754                                     0.4 

Total
 

4 048 543                                  100.0
 

             
Source: Own elaboration based on data from INEGI (2015).

 

Next in Figure 2 we can see the distribution of SMEs, 

according to the main limitations of why they do not 

want their businesses to grow.

Figure 3 shows the distribution of the number of 

companies, according to the actions they implemented 

before problems presented in the production process, 

highlighting that the greatest limitation is continuous 

improvement, that is why the TQM tool must be 

implemented, improve the processes and services of 

SMEs.
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Distribution of SMEs according to the main reason why they do not 
want their businesses to growth   2015

Pay more taxes

Lack of technical 
information
Lack of knowledge and 
implementation
Satisfied with the business

Procedures more 
expensive

Figure 2. Distribution of SMEs according to the reason why they do not want to grow.

 Source: Prepared by the authors, based on data collected by INEGI (2015). 
 

 Figure 3. Distribution of the number of companies according to the actions they 
implemented before problems presented in the production process, 2015.

 

 

Source: Prepared by the authors, based on data collected by INEGI (2015).
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RESEARCH METHODS

A. Types of research

This research is analytical and descriptive, because it 

establishes the comparison of the variables and groups 

of control studies and includes the main concepts 

about the research, as well as the main authors and 

creators of the same, and descriptive because in The 

research includes tables and tables and pie charts that 

help explain the variables in a simpler way for the 

correct understanding of these concepts.
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B. Research design

Below in table 8, the variables, dimensions, indicators, 

instrument operationalization of variables and 

statistical analysis of research.

Table 8. Description of the variables, dimensions, 

indicators, instrument operationalization of variables 

and statistical analysis of research.

Variables Description Dimensions Indicators Instruments Operationalizat

ion of variables

 
Statistica

l analysis 

 

X0

 

 

Business
 

Performance
 

 

It is the quantitative 
and qualitative result 
obtained by the 
company in a given 
period. It can have 
positive or negative 
effects, since they can 
be affected by its 
social and 
environmental 
performance (Oliveira, 

2013: 131-167). 

Competitive 

performance

 

 

Financial 

Performance

 

 

Quality in 

the Service 
 

 

Quality 
Improveme
nt of 
Processes 
and 

Products
 

 

Increase of 

Utilities  

 Attracting 
new 
customers 
and 
retaining 
existing 

ones.

 

 

 

Descriptive 
and 
bibliographic

al analysis
 

Information is 
collected from 
recognized 
authors and 
databases of 
scientific 

journals,
 

to contrast with 
Total Quality 

Management.  

Tables 

figures
 

Circular 

graphs

 Y0

 

 Total Quality 
Management 

(TQM)

 

TQM is an integrated 
manufacturing system 
aimed at continuously 
improving and 
maintaining quality 
products and processes

 
through business 
management, human 
resources, suppliers 
and customers in order 
to achieve and even 
exceed the 
expectations and needs 
of customers 
(Hackman and 
Wageman, 1995, 
Powell, 1995, Cua, 
McKnoe and 
Schroeder, 2001: 309-

349).

Staff 

management

 

 Continuous 

improvement

 

 

 
Leadership

 

Participatio
n and 
developme

nt team

 

 

 
Information 
and 

analysis

 

 

Commitme
nt

 

 

 

 Descriptive 
and 
bibliographic

al analysis

 

Information is 
collected from 
recognized 
authors and 
databases of 
scientific 
journals, 

 

to contrast with 
Business 

Performance.

 

 

 

Tables

 figures

 
Circular

graphs 
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A. Research instrument

In this research we have used databases such as 

Scopus, EBSCO, INEGI and scientific journals such 

as Redalyc. Authors such as Cruz Álvarez (2014), 

Feizollahi (2013), Giménez Espín (2014), alfalla 

Luque (20129, Agus (2011, 2010), Ahmad (2012), 

Yong Lam (2014), Bernardo (2014), Camisón (20079, 

were analyzed to find the impact and relationship 

between the variables.

B. Data analysis

This research is analytical and descriptive, because it 

contains the main concepts about the research, as well 

as the main authors and creators of the same, and 

descriptive because in the research there are tables that 

help to explain in a certain way and simpler for the 

correct understanding of these concepts.

C. Limitations

This investigation has as main constraints the time, 

there was very little time to develop in a more 

profound and concrete way the research as the second 

limitation is the economic resource because it was 

limited, there was no total access to the information, 

and the sites There are very few reliable websites to 

obtain scientific articles that give sustenance to the 

research.

ANALYSIS OF RESULTS

A. Testing hypotheses and results

The hypothesis of this research is the relationship that 

business performance has with total quality 

management. The result was that they have a direct 

relationship, since successful companies implement 

these techniques and tools that contribute to better 

competitiveness and business success, the variables of 

this research goes hand in hand as TQM seeks the 

continuous improvement of products and service and 

therefore the performance in the market and thus 

achieve business success. 

In this study, data confirms that Business Performance 

is related to Total Quality Management.

B. Contrasting hypothesis

This research corroborates what Yong Lam (2014) 

finding consider that TQM is the main tool for 

business performance, so it must have solid 

foundations that, together with the other elements, 

help and complement business performance (pages 

106 -111). TQM is established as an essential tool that 

contributes to business performance to formulate a 

model of success in SMEs in Mexico.

C. Findings

The finding in this research is that TQM is a very 

important technique in international organizations, but 

it does not have the same impact in small and medium 

enterprises, due to the lack of knowledge about this 

technique and the implementation of this tool in 

SMEs. It should be considered cultural and 

institutional factors.

D. Contributions

This research provides knowledge to entrepreneurs of 

SMEs that today the business environment is very 

complex and competitive that is why large 

organizations recommend SMEs to invest in TQM 

systems since investment helps to transform into a 

market oriented

E. Implications

This research can serve entrepreneurs of SMEs in 

Mexico, so that they are guided by the techniques and 

tools that exist to be successful and competitive in the 

market that is so demanding that there is a day to day, 

the importance of each One of them in their 

companies, knowing how to implement it will achieve 

great results, and with it a great satisfaction.

F. Future research

This work is focused on entrepreneurs of SMEs who 

are unaware of the techniques and how their correct 

implementation should be, facilitating this knowledge 

through this scientific research. Providing the most 

relevant features so that they are of great use and these 

can be reflected in a positive way in their companies.

G. Research limitations

This research presents limitations such as the time 

since it was too little to be able to delve more deeply 

into the aforementioned variables, however, enough 

results were obtained to verify the hypothesis of this 

investigation, in turn, the information collection was 



lacking since the databases were in the library of the 

university and this had a limited schedule, and finally 

on the websites were consulted scientific journals but 

in them the information was limited.

CONCLUSIONS AND RECOMMENDATIONS

Within this research it is important to point out that the 

Business Performance has a direct relationship with 

Total Quality Management being this way that SMEs 

in Mexico should better train their employees so that 

they can implement these two important tools in a 

correct way and make the daily use and these can 

provide significant results, since companies nowadays 

must innovate and be competitive, and always look for 

a more efficient way to carry out their operational 

processes by implementing new strategies to obtain 

better changes.

The majority of SMEs do not implement these tools 

for several reasons, but the ones found in this research 

were the lack of information on the existence of said 

tools, the lack of knowledge on how to implement 

them. The recommendations offered by this research is 

that entrepreneurs of SMEs in Mexico, are given the 

opportunity to learn a little more about these tools that 

today is a very important technique in global 

organizations, some of the benefits of implementing 

these Tools are: better relationship with suppliers, 

improvement of quality and continuous improvement 

of processes, to achieve a good performance of 

production and its relationship with customer 

behavior, achieving business success.
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Abstract 

Organizational poli t ics is  central  part  of  

organizational life and a politically charged 

organization is dispiriting to work in. In view of this, 

the study investigated the employee's perception for 

organization politics in banking sector in uttrakhand 

region. The study draws the conclusion of result on the 

influence on job attitude and perception of 

organizational politics to organizational commitment 

which was persistent on employees only. In the current 

study data was collected from 135 participants and 

further it has been analyzed with the help of various 

statistical tools like ANOVA, t-test and regression 

analysis for the, perceptions of employees regarding 

organizational politics.

Keywords: Organizational politics, job involvement, 

turnover intentions and organizational commitment 

INTRODUCTION 

Organizational politics has become a common life 

experience in numerous corporations across the globe 

(Medison et al., 1980; Gandz & Murray, 1980). This 

view has been supported over the year by personal 

experience, hunches and circumstantial evidence 

(Ferris & Kacmar, 1992). Organizational politics is 

defined by Mintzderg (1983) and Pfeffer (1992) as a 

term used to indicate power relations and influential 

tactics in workplace. As a result of the influence it can 

yield, the concept of organizational politics has 

become a recent topic of debate in modern 

management literatures. The large number of studies 

focuses on organizational politics in relation to certain 

outcomes and the nature and characteristics of 

relationship. Apart from the effects of organizational 

politics in organizations, it is a promising field for 

further studies as it is believed to be one of the 

existing obstacles to organizational performance. 

Human resource department plays such an important 

role to make company achieve the success. It is 

responsible for the organizational management; 
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planning, such as to manage the organization, to 

manage the employees, to direct and or to control the 

organization. The effectiveness and the efficiency of 

the organizations can be developed by quality of 

human resource department. Organization must always 

realize how the organizations are developed to make 

employees in the organization become loyal and 

willing to accept the goals and value of organization. 

The employees that are attached to the organization 

will do their job efficiently, decrease their negative 

behaviours and stay with the organization as long as 

organization need. The management of personnel at 

work is an integral part of the process of management. 

A well-manage of organization must see the average 

worker as the root source of quality and gain of 

productivities. The employees who have the good 

relation to their organization will express their high 

confidence to accept the goals and value of the 

organization. Moreover, they will realize what 

usefulness that they will have capability to do for the 

organization as well. They are willing to do their best 

in order to use their all knowledge, all previous 

experiences and capability to solve the problem and to 

develop to achieve the organization goals. They are 

faithful and intend to stay with the organization 

although others company offer them much more 

benefits. When any employees feel relational to the 

organization, they like their job as well. This study 

will be focused on the outcomes of employees in the 

organization. People are the important assets of the 

organization. High productivity and performance of 

most organizations could not be incurred without the 

support of employees. Due to the fact that employees 

are mainly responsible part to achieve the goals and 

strategy of such organization. On the others hand, 

organization will focus on the outcomes of employees. 

For ·this reason, there are some main important 

variables which are influent to employee's outcomes, 

such as job attitude, organizational politics etc.

LITERATURE REVIEW  

This chapter is reviewed about the literature which is 

relevant to study. First of all, it explains in briefly 

about the topics contained in this chapter. 

Harrell-Cook, Ferris, and Dulebohn (2000) referred 

that employees who like to stay with the organization 

are engaged in the political behaviours and mostly safe 

their position in the highly political environment. 

Lowe, Schellenberg and Shannon (2003) found that 

workers who rated their work environments as 

"healthy" are reported to have higher job satisfaction, 

organizational commitment and morale and lower of 

absenteeism and intent to quit. 

Poon (2004) had found that in some of cases 

employees might be considering manipulations of the 

performance ratings as the legitimate, for example 

when the ratings are compressed in anticipation of 

evenly distributed pay increments that would preserve 

group climate or encourage of future performance. 

Robbin and Judge (2007) concluded that employees 

find their consistency in their attitudes and behaviour. 

When they find to reconcile divergent attitudes and 

align their attitudes and behaviour, they appear rational 

and consistent. When there is not inconsistency, forces 

will be initiated to return the individual to state of 

equilibrium in which the attitudes and behaviour are 

consistent.

Sowmya and Panchanatham (2011) referred that to 

politics that are so important in organization that might 

take organizational psychologists of attention and 

studied with organization in different type of 

perspective.

Marques,  J.  F.  (2010).  It  is,  indeed,  not 

always easy to figure out what the motives are 

behind  co-worker's  behavior.  There  will  be

Gull, S & Zaidi, A. A. (2012) The main objective of 

study was to establish the impact of organizational 

politics and its element on job satisfaction of the 

employees of health sector. The silent actions of the 

employees to attain the personal benefits are 

negatively related to the job satisfaction level of the 

employees in the health sector. Research also 

examined the political actions of the organization on 

the basis of their policies are negatively related to the 

job satisfaction level of the employees in the health 

sector. Research concluded the perception of 

individuals about other's self- interested behavior like 

handling of managerial policies is negatively 

connected to the work pleasure level of the employees 



in the health sector. 

Jain, R. (2013) besides causing problems for the 

individuals who work together, the end result can be 

far more devastating. Employees and managers who 

must concentrate on the political aspects of work may 

have less time to pay attention their jobs. This 

translates into financial loss, which may in turn 

translate into job loss. Research tells us that managers 

believe that an increase in office politics is one of the 

greatest sources of their stress. Office politics can also 

have an impact on innovation.  Innovation is fostered 

by new ideas that often come from employees. A 

business with a lot of office politics often means that 

employees will be scared to challenge, bring up new 

ideas or debate issues.

RESEARCH METHODOLOGY

Scope of the Study

The sample included in the study was drawn from 

different places of Uttarakhand (Roorkee, Dehradun, 

Laksar and Haridwar). Further research is conducted 

on the basis of various demographics factors to see its 

effect on perception about organisation politics. The 

current study has been undertaken to check the impact 

of organisation politics on job attitude.

Rationale of the Study

The previous chapter outlined the existing literature 

which inspired the perception of employees regarding 

Volume 10, No. 1, Jan. – June 2017

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

organisation politics. Following an analysis of the 

wider rationale in introducing organisation politics, 

individual objectives of its introduction, commonly 

found in organisations, are examined. 

 Statement of the Problem

'A study the impact of employees' perception on 

organisation politics in banking sector'.

 Research Objectives

The primary objective of the dissertation is to study 

the perception of employees regarding organisation 

politics in banking sector. To be more specific, the 

present study focused on achieving the following 

secondary objectives. These were as follows:

1. To study the employee's perception towards 

organisation politics.

2. To study the impact of organisation politics on 

job attitude.

3. To  a n a l y s e  t h e  i m p a c t  o f  v a r i o u s  

demographics on organisation politics

Hypotheses of the Study      

Based on the above mentioned research objectives 

following hypotheses has been formulated:

H : There is no significant impact of organisation 01

politics on job attitude.

H : There is no significant impact of age on 02

employees' perception towards organisation politics 

H :.There is no significant impact of level of 03

management on employees' perception towards 

organisation politics 

H :.There is no significant impact of gender on 04

employees' perception towards organisation politics 

Type of study

Survey and descriptive research designs were used in 

this study not only because of the type of data the 

study aims to collect but also because it allows for the 

cross section study of a clearly defined population. 

This is concerned with the entire research plan that 

was used in carrying out this study. It represents a 

comprehensive data plan whose purpose is to answer 

research questions and analyse the outcome not only in 

Proposed model  

 

 

 

 

 

 

 

 

Perception of employees 

towards Organisation 

politics

 

Job attitude
Cognitive
Affective
Behaviour

Demographic factors

 

·

 

Age

 

·

 

Gender

 

·

 

Levels of 

management

 



 

N

 

Mean

 

SD

 There is a group of people in my department who always get 
things in their way because of no one wants to challenge them.

 

135

 

2.16

 

1.378

 People in our organisation are attempting to build themselves up 
by tearing others down.

 

135
 

2.87
 

1.343
 

I work under a lot of tension.
 

135
 

2.95
 

1.357
 I am certainly understanding about my job duties and 

responsibilities.
 

135
 

3.27
 

1.488
 

I have no intentions of quitting my job.
 

135
 

3.01
 

1.461
 

Work objectives in my organization are clearly communicated t o 
employees.  

135 3.31 1.504 

I never plan to look for another job.  135 2.82 1.414 
There is a steady environment in my workplace 135 3.03 1.332 

Rewards come only to those who work hard in those organization. 135 2.93 1.449 

Promotion go to the top performers. 135 3.29 1.414
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statistical way but also in a descriptive way.

Population:

Infinite employees from three different levels were 

taken for the study like middle level and operating 

level employees.

Sampling Method:

Probability sampling method was used. Banks were 

chosen from each zone and further the branches were 

selected by using the non-probability sampling 

technique as convenient sampling technique method 

was used for it. The views of respondents from 

uttarakhand have been taken. In this way, attempts 

were made to make the sample more representative, 

more purposeful and in accordance with the objectives 

of the study. A sincere effort was made to avoid 

biasness in the selection of respondents.

Sampling Unit

The study involved the sampling unit of employees 

working in public as well private banks that involve 

SBI, Bank of Baroda, HDFC Bank, ICICI Bank on the 

basis of ranking of net profit.

Sample Population & Size

The study population comprises of employees of 

different management cadre. A questionnaire was 

distributed to an approximate sample of 200 but due to 

some issues only one hundred thirty-five (135) 

employees were taken into account.

Data Collection Technique

Due to the nature of data required for this study, 

primary data was collected through the adaptive 

version of standardized questionnaires was used to 

elicit information through google docs. The 

questionnaires were used to collect information from 

the employees of banks from Uttarakhand region.

Reliability Scale

The reliability of the scale was assessed by computing 

the cronbach's alpha for every construct used in the 

study, thus measuring the internal consistency. To call 

a scale as reliable, it has also been argued to have a 

scales' coefficient alpha above 0.7. Thus the reliability 

test is showing a good consistency.

This chapter is geared towards the analysis of the data 

obtained from the study of investigating the impact of 

perception of employee towards organisation politics 

across different selected Banks in Uttarakhand region. 

Meanings and interpretations inferred from the results 

were presented in tabular form. These results were 

generated through frequency distribution and 

percentage. 

Reliability Statistics

Cronbach's Alpha
 

N of Items

.743

 
27

Objective 1: To study perception of employees towards organisation politics in banking industry.
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Interpretation:

It has been depicted from the above table that 

perception of employees regarding the organization 

politics for above statements is showing the mixed 

responses. Some of the employees have given their 

positive response that organization politics is not there. 

But some employees said that it is there in the 

organization. As the mean value in above table falls 

between 2, 3 and 4. But still as the deviation for all the 

responses is less. So we can say that most of the 

employees are satisfied that organization politics is not 

there.

Objective 2:- To study the impact of organisation 

politics on job attitude

Hypotheses H0: There is no significant impact of 

organisation politics on job attitude.

In our organization, it is clear that employees are expected to be 
rewarded and their high performance is to be considered. 

135 2.78 1.449 

I am fairly rewarded for the work that I have done well. 135 3.24 1.294 

My boss gives a promotion to my co-worker who deserve it. 135 3.04 1.463 

My supervisor is fair.  135 3.23 1.360 

My job opportunity are more challenging.  135 3.29 1.387 

My boss provides me the opportunity for growth to higher level 
task.

 135
 

2.77
 

1.310
 

The organization gives employees the opportunity to learn new 
skills through formal training.

 135
 

3.32
 

1.380
 

I like my job.
 

135
 

3.27
 

1.379
 

I like my supervisor.

 

135

 

3.38

 

1.392

 

I feel appreciated for my work performance.

 

135

 

3.17

 

1.479

 

I will recommend the organization to family and friends.

 

135

 

3.10

 

1.378

 

I feel that I contribute to the overall success of the organization.

 

135

 

3.07

 

1.454

 

I feel the organization provides adequate resources to complete 
your work.

 

135

 

3.21

 

1.340

 

I have often praised about my supervisor to any one who would 
listen.

 

135

 

2.96

 

1.298

 

I am working with full capability about my job opportunity.

 

135

 

3.40

 

1.441

 

I experience ongoing interest in my job/task.

 

135

 

3.19

 

1.361

 

I feel a sense of achievement success for my work efforts.

 

135

 

3.30

 

1.399

 

 

 
Table 2.1 Model Summary 

Model  R  R Square  Adjusted R Square Std. Error of the Estimate 
1  .668a

 .447  .443 .45513 
a. Predictors: (Constant), organisation politics 

 
Table 2.2 ANOVA a

 

Model  Sum of Squares  df Mean Square F Sig. 

 

1  

Regression  22.248  1 22.248 107.401 .000b 

Residual  27.550  133 .207   

Total  49.798  134    

a. Dependent Variable: job  attitude  

a.  Predictors: (Constant), organisation  politics  



Interpretation 

By using linear regression for checking the degree of 

impact of organisation politics on job attitude. In the 

view of organisation politics variable, the coefficient 

value is .668. The value of R- square for the 

organisation politics is .447, depicting 44.7 percent 

variance in the job attitude.

Where job attitude is the criterion variable 

organisation politics is predictor; a is constant and is 

value that job attitude is predicted to have when the 

organisation politics equal to zero; b is coefficients of 

correlation.

The regression equation is Job attitude = 0.618+ 

(0.862) organisation politics

2Since R =0.447, 44.7 % of the variance in job attitude 
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can be explained by organisation politics.  Compared 
2 2to R , adjusted R  provides a less biased estimate 

(44.3%) of the extent of the relationship between the 

variables in the population.

Verification of Hypothesis

It can have projected from the literature review and 

theoretical framework of this study that hypothesis is 

been verified. There is positive relation between job 

attitude and organisation politics and proves 

alternative hypothesis and thus reject null hypothesis.

Objective 3: to analyse impact of various 

demographics factors on organisation politics

(a) Hypothesis H0: There is no significant impact 

of levels of management on organisation 

politics.

Table 2.3 Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1  
(Constant) .618 .250  2.469 .015 

Organisation politics .862 .083 .668 10.363 .000 

a. Dependent Variable: job attitude 

 

 N Mean SD 
Top/administrative level  48 2.9045 .45546 
Middle/executive level  44 2.9015 .42805 

Lower/supervisory/operativ
e level  

43 3.1182 .51055 
Total

 
135

 
2.9716

 
.47263

 

ANOVA
 Table 3.1.2
 

 
F

 
Sig.

 Organisation 
politics

 

3.133
 

.047
 

Multiple Comparisons
 Table 3.1.3 Dependent Variable: organisationpolitics

 (I) Level of Management 
in Current Organization

 

(J) Level of Management 
in Current Organization

 

Mean 
Difference (I-

J)

 

Std. Error

 

Sig.

 

Top/administrative level

 

Middle/executive level

 

.00300

 

.09711

 

.999

 Lower/supervisory/operativ
e level

 

-.21370

 

.09770

 

.077

 
Middle/executive level

 

Top/administrative level

 

-.00300

 

.09711

 

.999

 
Lower/supervisory/operativ

e level

 

-.21670

 

.09977

 

.080

 Lower/supervisory/operativ
e level

 

Top/administrative level

 

.21370

 

.09770

 

.077

 
Middle/executive level

 

.21670

 

.09977

 

.080
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Interpretation 

The mean difference is significant at the 0.04 level

From the above table, it was found that the significant-

value for different industries (.04) was less than 0.05. 

This indicates that there is significant difference of the 

mean scores of organizational politics among different 

levels of management. Table no 3.1.1, indicates the 

different levels: top level (mean score 2.90) with lowest 

mean score, middle level (mean score 2.90) and lower 

level (mean score 3.11) as the highest mean score.

Hence, p-value (.01) < 0.05, so null hypothesis is 

rejected and alternative hypothesis is accepted that 

means that there is significant impact of levels of 

management on organisation politics.

(a) Hypothesis H0: There is no significant impact 

of age of employees on organisation politics

Descriptive
 Table 3.2.1 organisation politics

 

 
N

 
Mean

 
SD

 
21-30

 
33
 

3.0202
 

.40453
 

31-40
 

34
 

2.9657
 

.45510
 

41-50 32 2.8307 .37893 
More than 50 36 3.0579 .59589 

Total 135 2.9716 .47263 

Anova 
Table 3.2.2 

 F Sig. 

Organisation politics 1.481 .223 

Multiple Comparisons 

Table 3.2.3 Dependent Variable: organisation politics 

(I) Age group (in years) (J) Age group (in years) Mean 
Difference (I-

J)
 

Std. Error Sig. 

21-30
 

31-40
 

.05452
 

.11488
 

.965
 

41-50
 

.18947
 

.11663
 

.368
 

More than
 

50
 

-.03767
 

.11329
 

.987
 

31-40
 21-30

 
-.05452

 
.11488

 
.965

 

41-50
 

.13496
 

.11578
 

.650
 

More than
 

50
 

-.09218
 

.11242
 

.845
 

41-50

 21-30
 

-.18947
 

.11663
 

.368
 

31-40

 

-.13496

 

.11578

 

.650

 

More than

 

50

 

-.22714

 

.11421

 

.198

 

More than

 

50

 21-30

 

.03767

 

.11329

 

.987

 

31-40

 

.09218

 

.11242

 

.845

 

41-50

 

.22714

 

.11421

 

.198

 

 



Interpretation

The mean difference is significant at the 0.223 level

From the above table, it was found that the significant-

value for different industries (.223) was more than 

0.05. This indicates that there is no significant 

difference of the mean scores of organizational politics 

among different age group of employees. Table no 

3.2.1, indicates the different age groups: 21-30 (mean 

score 3.02), 31-40 (mean score 2.96), 41-50 (mean 

score 2.83) and above 50 (mean sure 3.05).
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Hence, p-value (.01) > 0.05, so null hypothesis is 

accepted and alternative hypothesis is rejected that 

means that there is no significant impact of age groups 

of employees on organisation politics.

(a) H0: There is no significant impact of gender 

on perception of employees towards 

organisation

Table 3.3.1 Group Statistics 

 Gender N Mean SD Std. Error Mean 

Mean stats MALE 68 2.9498 .43412 .05265 

FEMALE 67 2.9938 .51110 .06244 

 
Table 3.3.2 Independent Samples Test 

 

Levene's 
Test for 

Equality of 
Variances t-test for Equality of Means 

F Sig. t df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

Mean stats Equal variances 
assumed 

2.875 .092 -.540 133 .590 -.04403 .08157 

Equal variances not 
assumed 

  
-.539 128.981 .591 -.04403 .08167 

 
Interpretation

To achieve the objective, independent t-test is applied.

Above table shows that significance value of 

organisation politics is .092, which is greater than 0.05 

and the mean score of male and female is 2.94 and 

2.99 respectively, which indicates that null hypotheses 

is accepted which shows that there is no significance 

difference between the mean scores of organisation 

politics in respect to gender

CONCLUSION AND DISCUSSION

Here study has been concluded on the basis of various 

objectives and hypothesis. Given bellow are the major 

findings of the conclusion: 

Objective 1 showed that all banks in which 

questionnaires have been circulated, employees 

perceived that politics is prevailing in their 

organisation.

Hypothesis 2: It was concluded that there is impact of 

organisation politics on job attitude.

Hypothesis 3: It was identified that some 

demographic factors do affect the perception about 

organisation politics. Gender and age put no impact on 

perception about organisation politics while levels of 

management have shown its inclination towards the 

politics

RECOMMENDATIONS

This study is focussed to identify if employees' job 

attitude and perception of organizational politics has 

any influence on organization. 

This study tested how the variables of job attitude, 

lead to job dissatisfaction and how perception of 

organizational politics influence the dependent 
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variable of job attitude. The independent variable has 

influenced the dependent variable. So, organization 

should try to take of this concern to improve employee 

satisfaction.

This is identified that if the organization wants to 

increase organizational commitment level of 

employees, they should concern about the job attitude 

as first priority and try to find out the satisfaction level 

of employees. Supervisor is also responsible for 

maintain job attitude which is related to employees' 

feelings, beliefs and actions. In this study we found 

that it is most important to satisfy employees in regard 

to the organization. 

At the same time, the employees' satisfaction level 

needs to be studied for improving & achieving the 

employees' job satisfaction. The employee satisfaction 

with their job attitude will result in commitment to 

their organization.

Organization should focus on the perception of 

organizational politics to find out the satisfaction of 

employees as a second priority. To reduce the 

organizational uncertainty cost and loss of benefits 

occurred due to which employees quit their jobs and 

replacement by personnel, administration of cost and 

others with re-organization of adjustment etc. 

Organization should do management, planning, 

developing and motivating in order to achieve success 

in organization such as staffing management, 

directing, controlling, human training, the personnel 

required for staff. These are all various things in order 

to set the goals, targets that executes the ways to use 

any resources in such organization in order to gain the 

highest efficiency. This will help to achieve the 

organization goals. So it is important to make goals of 

organization successful and efficient.
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Abstract

Perceived risk is known to impact overall likelihood to 

online purchase, however do these perceptions vary 

across the globe? If yes, then e-tailors need to be 

armed with knowledge so that they can take initiatives 

to reduce these. An extensive literature review was 

carried out using relevant keywords to select 

appropriate research papers mostly from eminent 

academic databases. In all, 62 research papers were 

studied, amongst these, there were about 10 papers 

which covered perceived risk linked to B2C e-

commerce and its variation by country or culture and 

were mostly based on empirical studies. These papers 

analyzed the perceived risk in two or more countries 

and literature review showed that perceived consumer 

risk associated with online shopping varied from 

country to country. The study has practical 

implications for multi-national e-tailors since they can 

get a more in-depth understanding of consumer 

behavior while they shop online, especially in the 

context of privacy concerns and trust levels. Reducing 

barriers is even more important given the new India e-

commerce policy which prohibits huge discounts and 

makes customer experience, more vital. In future, a 

more extensive critical review can be carried out by 

including multiple research papers covering perceived 

risk associated with online shopping in a given 

country and this could also be followed by empirical 

research. 

Keywords: Online Shopping, Perceived Risk, Trust, 

Culture, Cross-NationalINTRODUCTION

As per the literature related to psychology, perceived 

risk has been described as “consisting of a set of 

possibly interrelated components: financial, 

performance, physical, psychological, social, and time 

and convenience, providing a separate measure of 

overall perceived risk”, Jacoby and Kaplan (1972). 

Trust while shopping online is dissimilar and more 

multifaceted and it is complex to make out the 
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elements that really form it, argue Wang and Emurian 

(2003). It is different from off-line trust in many ways 

– such as: a physical distance between the shopper and 

seller, there are no salespersons and the shopper is not 

able to touch or see the product suggests Yoon (2002). 

Also, there is no direct interfacing between the 

shopper and retailer Nohria and Eccles (1992) and 

finally time and space are unusual in an on-line setting 

- Mukherjee and Nath (2007). Mahmood, Bagchi & 

Ford (2004) argued that till present, the major hurdle 

to online shopping has been the bigger risk it carries 

vis-à-vis offline purchases. Mostly this risk is the risk 

that consumers associate with key credit card 

information and this perceived risk adds an extra cost 

to the transaction. Claudia, et al., (2012) investigated 

the potential inhibitors that prevent Internet users from 

shopping online. They found that perceived risk, 

generally associated with financial data security and 

personal data privacy was reported as a key hurdle in 

adopting e-commerce. Buyers were apprehensive that 

giving out sensitive data such as the number of the 

credit card and the CVV code could perhaps lead to 

theft if their data was intercepted and illegally used. 

There was also the fear that the e-tailer could sell their 

contact information as data to third parties. 

While perceived risk is known to impact how likely 

the customer is to buy, Wood and Scheer (1996), do 

these perceptions vary across the globe? If yes, then e-

tailers need to be armed with this knowledge so that 

they can take initiatives to reduce these perceived 

risks. This will drive online shoppers to overcome 

barriers and purchase more. National culture is defined 

as “trends of thinking, feeling and acting rooted in 

common values and traditions of a society” - Nakata 

and Sivakumar (2001). Hofstede (1991) in his study of 

empirical models of cultural differences revealed five 

dimensions – power distance, uncertainty avoidance, 

individualism – collectivism, masculinity – femininity 

and long-term versus short-term orientation. National 

culture can be anticipated to impact the way shoppers 

perceive risk. Kuhlmeier and Knight (2005) suggested 

online behaviour models are impacted by the 

economic and technological status and hence differ 

from nation to nation. Hence the perceived risk also 

varies by country and impacts the intention to buy or 

buy again, differently. For example in Greece, 
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consumers feel significantly vulnerable to ambiguity 

and hence online trust is of considerable importance in 

the Greek case. Greeks are associated with high 

'uncertainty avoidance' and hence customers there are 

repelled by doubtful circumstances favoring only 

known conditions, Broutsou and Fitsilis (2012). Saudi 

Arabia being a country with collectivist culture 

inculcates a higher level of perceived risk behavior 

vis-à-vis the U.S, Brosdahl and Almousa (2013). 

Consumers in Taiwan reported more negative past 

experiences with online shopping and perceive the risk 

in online shopping to be considerably higher vis-a-vis 

consumers in the U.S, Changchit, et al., (2014). These 

insights imply that multi-national e-tailers need to take 

this into account when selling online in different 

countries more so as consumers are concerned about 

the security of online payments and reliability and 

privacy policy of the online store, Bansal & Gefen 

(2015). 

This critical review explores and integrates the 

available literature on risk involved in online buying 

behavior to have a holistic view about this discipline. 

The study has practical implications for the e-tailers in 

terms of getting a deeper understanding of privacy 

concerns and trust levels while consumers shop online. 

The findings may help the e-tailers target the risk 

related issues of consumers more effectively and gain 

an advantageous position versus their rivals. 

REVIEW OF LITERATURE

An extensive secondary research was carried out using 

relevant keywords to select appropriate research 

papers mostly from eminent academic databases. This 

yielded 62 research papers which were studied. 

Amongst these, there were about 10 papers which 

covered variations in perceived risk associated with 

online shopping based on cross-country differences. 

Most of these papers were based on empirical studies 

and were published in reputed journals. These were 

content analysed with a fine comb. U.S, Spain, France, 

U.K., Sweden, Saudi Arabia, Israel, Hong Kong, India, 

Taiwan, Japan, Australia and Russia were some of the 

countries that were analysed in this cross-country 

study. 

Trust levels in the website increase as feelings of 

insecurity dip and gaps between expected and 
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delivered service go down. Given the absence of 

physical interaction, trust while shopping online 

commands considerable weight age and is a common 

thread that runs and influences customer satisfaction 

before, during, and after the purchase as well. In the 

context of online shopping, trust manifests itself 

chiefly in terms of security of the transaction and the 

reputation of the online company. Fundamentally, 

security related issues in e-commerce can be 

segregated as aspects related to user verification and 

aspects regarding information and transaction security, 

Rowley (1996); Ratnasingham (1998). Privacy 

concerns have emerged as a considerable parameter 

for customers to trust or not trust e-commerce - 

Hoffman et al., (1999). “These concerns include 

receiving spam mails, being tracked for their Internet 

usage history and preference through cookies, having 

their confidential information accessed by third parties 

through malicious programs, and being at the mercy of 

companies with the prerogative on how to use 

customers' personal data”  - Wang, Lee, & Wang 

(1998). Consumers are concerned about the security of 

payments made over the Internet, reliability, and 

privacy policy of the online store, Bansal & Gefen 

(2015). Therefore security becomes a paramount factor 

in acquiring new customers as well as retaining 

existing ones. Other than impacting consumers' 

evaluation of the general information service, 

reinforcing that security levels are high, also plays a 

key role in trust development by plummeting 

transaction information susceptibility and consumers' 

issues regarding misuse of their personal data - 

Jarvenpaa and Todd (1997) ; Ratnashingham (998). 

Consumers require elaborate systems and information 

that tells them how their personal and transaction data 

are risk free, Elliot and Fowell (2000). As per earlier 

research Szymanski and Hise, (2000), when there is a 

drop in security risk perception, satisfaction with the 

information service of online stores is likely to go up. 

Most online shopping sites offer personal information 

privacy protection policy and guarantee for transaction 

security, however they do not provide full information 

on modus operandi of transaction and personal 

security (Elliot and Fowell, 2000). Customers 

shopping online for the first time, are more 

apprehensive about online transactions security as 

compared to the more experienced customers - 

Koufaris & Hampton-Sosa (2004). Privacy and 

security form a part of imperative criteria in the 

assessment in evaluation of the trustworthiness of an 

online firm, Aiken & Bousch (2006). In one of the 

studies, Lauer & Deng (2007), it is found that the 

introduction of tougher privacy policies in a 

company's website result in a higher perception of the 

company's trustworthiness. Quite a few studies - 

Jensen, Potts, & Jensen (2005) ; Arcand, Nantel, Arles-

Dufour, & Vincent (2007) ; Vu et al.,(2007), on the 

other hand reveal that most online consumers do not 

have the patience to refer to or read the privacy 

statements before sharing their private information, 

required for transacting on the Internet. Pan and 

Zinkhan (2006) conducted an experiment and 

suggested that simply having a privacy policy is 

enough to convince online users that a non brick & 

mortar firm is trustworthy and is expected to value and 

protect their personal data. When both motivation and 

the power to process messages and controversy go 

down, physical evidence, such as the existence of a 

privacy statement on a website, become considerable 

factors w.r.t persuasion, Petty & Cacioppo (1986), 

specifically the factors of the trustworthiness of an 

online organization. Transaction security impacts 

online trust considerably – Yoon (2002). This insight is 

pointed out in the research conducted by Belanger, 

Hiller, and Smith (2002), which points out that 

“respondents ranked security features as more 

important than privacy statements, security seals and 

privacy seals”. Chang & Chen (2009) found that the 

perceived security is positively associated with 

customer satisfaction and switching cost, these 

aspects, in turn impact loyalty. Park & Kim (2003) put 

forward that quality of service data and the 

conceptualization of the risks involved were found to 

impact the expectation level w.r.t information. Khalifa 

& Liu (2007) also suggest that though the effect of 

security, convenience and cost savings are relatively 

small it is significant. 

Mahmood, Bagchi & Ford (2004) suggested that 

demographics and lifestyle characteristics do play a 

significant role in customer buying habits. However 

the impact of cultural variables is even more important 

given the large differences between the on-line 



shopping behavior of customers in developed 

countries and developing countries. It is important for 

e-commerce companies to globalize their operations to 

gain from the benefits of economies of scale and since 

a global virtual presence is more practical and 

economical than a brick & mortar one. Jarvenpaa & 

Saarinen, L. (1999) argued that the universal nature of 

the Internet gives rise to queries about the validity of 

impact of trust across cultures and perhaps online 

shoppers in different cultures might also have varying 

expectations of what makes an Internet store 

trustworthy. Therefore it becomes important to 

understand the impact of culture on e-commerce 

adoption across geographies. 

Mahrous (2011) leveraged the TPB model to 

comprehend the role of privacy concerns in online 

shopping behavior. Since online shopping has higher 

perceived risk attached with it, in a bid to reduce this 

risk, a shopper is likely to communicate with others to 

get touchstone counseling. Therefore, social standards 

can perhaps explain the greater sense of security 

amongst reference groups in the Internet adopters 

segment - Hansen et al., (2004). Also in countries with 

collectivistic cultures such as Egypt (Hofstede, 1991), 

social factors are expected to have a greater significant  

impact on behavior, as compared to countries such as 

the US and UK, that are known to have a more 

individualistic culture – Hofstede (1991); Shih and 

Venkatesh (2003). Collectivism implies a society in 

which people are synergized into robust, cohesive in-

groups wherein all their lives they remain fiercely 

loyal and get protection in return. 

Roca et al., (2009) suggested that the intensity of 

uncertainty and risk concern is greater in case of a 

transaction between a buyer and a foreign online 

retailer vis-à-vis a transaction between a buyer and an 

indigenous online retailer.

Bianchi & Andrews (2012) suggested that in 

developed countries, such as the U.S. and the Western 

European countries, e-tailers revenue continue to rise 

annually, Von Abrams (2010). On the other hand, in 

Latin America the upkeep of e-commerce is not as fast 

paced as in the developed nations - Nasco et al., 

(2008). Some cultures that are known to be more 

collectivist and are more risk avoiding, are known to 
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have higher trust levels, Gong (2009); Tan and 

Sutherland (2004). Mental representation of online 

shopping in Latin America is impacted by its low-risk 

culture.

The image associated with the COO (country of 

origin) is the picture, the reputation, the stereotype that 

businessmen and consumers relate with the offerings 

of a particular country. While Nagashima (1970) 

suggests that image associated with the COO is 

formed on basis  of  emblematic  products ,  

distinguishing aspects of the country, political and 

economic heritage, history and customs, Maheswaran 

(1994) debates that customers are impacted by the 

sensed country of origin while evaluating the quality 

of products. Safari (2012) found that trust is 

significantly impacted by, country to which the retailer 

belongs, the site of the retailer and the retail company 

as a whole; however it was the third parties that were 

most influential. Political instability also impacted the 

level of trust bestowed upon a certain country. The 

findings also suggest if the site was perceived to be 

professional, provided all key information such as that 

related to - delivery, payment alternatives, term & 

conditions etc  then trust levels were higher as the e-

tailer was perceived to be serious and effort making.

RESEARCH DESIGN & METHODS

This review paper is based on analytical methodology. 

An extensive desk research was conducted using 

various keywords such as “online shopping”, “e-

commerce”, “perceived risk”, “trust”, “culture”, 

“cross-national” etc to retrieve relevant research 

papers from journals and conference Proceedings from 

well known academic databases such as Elsevier, 

EBESCOhost, ProQuest, Emerald and also from 

Google and Google Scholar. Amongst these, one of the 

main criteria for further short listing was that the focus 

should be largely on studying cross-national 

differences in perceived risk associated with online 

shopping – from the consumer's perspective.

This yielded 62 research papers (mentioned under 

'References' towards the end of this paper) which were 

studied. Amongst these, there were about 10 papers 

which covered cross-national variations in perceived 

risk associated with shopping over the Internet. These 

were content analysed with a fine comb. 
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RESULTS & ANALYSIS

Impact of National Culture on Perceived Risk and 

Trust

Hoover, et al., (1978), found that in similar purchase 

settings, respondents from Mexico perceived a greater 

sense of security vis-a-vis U.S. respondents. 

Poumadere (1995) reported cross-national variations 

with the U.S. respondents perceiving lower risk than 

the French respondents, keeping the same service 

setting. Weber and Hsee (1999), shortlisted a few 

universities in the U.S., China, Germany and Poland. 

They studied students pursuing a program in Business 

and noted a cross-cultural divergence in perceptions 

w.r.t risk as well as risk predisposition. They argued 

that the respondents from China felt the risk was the 

least and hence were at one end, the Americans were at 

the other end while respondents from Germany and 

Poland lay in between the two.  

Viklund (2003) conducted a study of Western Europe 

and suggested that trust was an appreciable predictor 

of perceived risk in various countries, however the 

intensity of the association differed. It was weak in 

Spain and France and moderate in United Kingdom 

and Sweden. It was found that, the respondents from 

Spain and France who had highest trust levels, sensed 

a higher risk than the Swedes and the English were 

somewhere in between in terms of magnitude of risk 

perception. Fusilier and Durlabhji (2005) found that 

social aspects like social pressure and social 

expectations can have a significant impact on use of 

the Internet and behavior during usage. Countries such 

as the U.S. which are known for cultures that are high 

in individualism, masculinity and uncertainty 

avoidance but low in power distance and long term 

orientation have shoppers that are more comfortable 

with and have higher trust levels with impersonal 

activities such as online shopping vis-a-vis those from 

cultures which are quite the reverse such as India. 

Research was carried out on online shoppers in the 

U.S. and Israel on the variations in the power of 

methods used for trust creation, by Gefen and Heart 

(2006). They concluded that the U.S. is a more 

individualistic and lower uncertainty avoidance culture 

vis-à-vis Israel where people expect others to behave 

in harmony with community norms and hence 

perceive a higher level of risk vis-à-vis the U.S. It was 

found that the Israelis were influenced more by 

'familiarity with an e-tailer vis-a-vis the Americans, 

when it came to trust related behavioral intentions. 

However, interestingly, predictability i.e. the ability to 

forecast the e-tailer's conduct impacted trust more 

amongst the Americans.

Greenberg, et al., (2010) studied online shoppers in the 

U.S. and Hong Kong and found that privacy and 

security was a bigger issue for Hong Kong 

respondents. While they perceived a greater risk of 

breach of the security standard, the U.S. shoppers on 

the other hand, perceived a greater risk of violation of 

the privacy standard. Also, as compared to U.S. 

buyers, those in Hong Kong attached less value to 

assurance seals for privacy and security and displayed 

a greater penchant for bodies appointed by the 

government when it came to providing a seal of 

guarantee. Generally, Hong Kong shoppers, came 

across as more risk averse than U.S. shoppers. More 

experience with the Internet results in less trust and 

bigger risk in a given merchant, Jarvenpaa, et al., 

(1999). Gupta et al., (2010) concluded there are 

considerable differences between perception amongst 

Indian and the U.S. consumers as to what personal 

information is risk prone and suggested that greater 

experience with the web is linked to lower trust. India 

has a more collectivist culture and it is expected that 

customers are likely to have a higher level of 

acceptance to expand and conserve their affiliation 

with a vendor since it is looked at, in a way, as being 

part of the same large family. Thus, their longing to 

maintain the rapport is manifested by confiding in with 

private data. On the other hand, U.S. customers are 

known to be more individualistic and are not likely to 

care as much, about sustainability of the relationship 

unless their self-interest was involved. U.S. consumers 

showed a higher level of understanding in the sense 

that those who revealed their email id had a higher 

level of awareness of the requirement to adopt on the 

go defense such as furnishing bogus data, repeated 

opt-outs from mailing groups, and regular deletion of 

cookies from their device. On the other hand, 

consumers in India, who are keen to divulge their 

personal details, adopt more of passive protective. In 

India, online shopping is relatively at a more nascent 



stage and only a small population is using it. Most 

Indian shoppers have probably not yet gone through 

unfavorable experiences, as a result of revealing too 
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much personal information. Hence perhaps perceived 

risk is lower in India vis-a-vis U.S. readiness to 

divulge personal information is higher. 

Table I: Key Insights from Cross National Research on Perceived Risk and Trust in Online Shopping

Greenberg, 
et al., 
(2010)

 

214 undergraduate students in 
Hong Kong and 217 
undergraduate students enrolled 
in

 
the

 
U.S. were covered. The 

sample in the 2 countries was 
matched demographically.  

 
Exploratory Factor  Analysis 
and ANOVA tests were 
conducted

U.S. and  Hong Kong
 

Privacy and security was a 
bigger issue for Hong Kong 
respondents. While they 
perceived a greater risk of 
breach of the security standard, 
the U.S. shoppers on the other 
hand, perceived a greater risk 
of violation of the privacy 
standard

Author & 
Year

 

Methodology 

 

Countries studied

 

Key Findings 

 Viklund 
(2003) 

 

The sample size was 1,000 in 
U.K and Spain, 1,350 in France 
and 2,050 in Sweden. 

 
 

Correlation analysis was 
conducted

 

Spain, France, U.K. and 
Sweden

 

Trust emerged as an 
appreciable predictor of 
perceived risk in various 
countries, however the 
intensity of the association 
differed. It was weak in Spain 
and France and moderate in 
U.K. and Sweden. 

 
Fusilier and 
Durlabhji 
(2005)

 

Data were collected from 269 
college students using the 
questionnaire methodology. 

 
 

Hierarchical multiple 
regression analysis was 
conducted

 
 

U.S. and  India

 

Shoppers belonging to cultures 
high in individualism, 
masculinity, and uncertainty 
avoidance indices and low in 
power distance and long term 
orientation indices such as the 
U.S. are more comfortable 
with and have higher trust 
levels with impersonal 
activities such as online 
shopping vis -a-vis those from 
cultures which are quite the 
reverse such as India. 

 Gefen and 
Heart 
(2006)

 

-Data was collected from 162 
Israeli and 217 U.S. students. 
Their discipline, gender, 
education etc were matched.

 -CFA was used and comparison 
of the path coefficients in both 
samples was made

 

U.S. and Israel
 

The U.S. is a more 
individualistic and lower 
uncertainty avoidance culture 
vis-à-vis Israel where people 
expect others to behave in 
harmony with community 
norms and hence perceive a 
higher level of risk vis -à-vis 
the U.S

 

 



  
Gupta et al., 
(2010)  

A pilot study was conducted in 
India and U.S. and thereafter a 
sample of 267 students, faculty 
& staff was covered in the U.S. 
and a sample of 542 in India. 
Correlation and Regression 
analysis was used  

U.S. and  India In India, online shopping is 
relatively at a more nascent 
stage and only a small 
population is using it. Most 
Indian shoppers have probably 
not yet gone through 
unfavorable experiences, as a 
result of revealing too much 
personal information. Hence 
perhaps perceived risk is lower 
in India vis -a-vis U.S. and 
readiness to divulge personal 
information is higher.  

Martín et 
al., (2011)  

The sample design consisted of 
228 Spanish online shoppers 
and 158 Japanese online 
shoppers. Multi-group analysis 
was conducted for studying the 
moderating effect of country.

 

Spain and Japan In Japan the impact of risk on 
purchase intention is distinctly 
more as compared to than in 
Spain 

Safari, A. 
(2012)

 
15 depth interviews  were  done 
as an exp loratory study, 
followed by a focus group 
discussion

 

Sweden, Australia and 
Russia.

 
Sweden came up as the 
country from which the 
shoppers preferred to buy 
online the most since the 
information given in Swedish 
was easier to comprehend and 
problems related t o customs, 
delivery processes and 
consumer rights were the least.

 
 

Brosdahl & 
Almousa 
(2013)

 

The sample was achieved from 
two large universities, one in 
Saudi Arabia (n=300) and the 
other in the U.S. (n=245). 

 

Descriptive statistics were used 
to analyze respondent’s 
demographic and behavioral

 

Responses and One way 
ANOVA was used to test for 
differences w.r.t online 
shopping between U.S. and 
Saudi Arabia. 

 

U.S. and  Saudi Arabia
 

Saudi Arabia being a country 
with collectivist culture 
inculcates a higher level of 
perceived risk behavior vis -à-
vis the U.S

 

Changchit, 
et al., 
(2014) 

 
A sample of 372 and 326 was 
covered in Taiwan and U.S. 
respectively. 

 

Factor analysis and Statistical t-
tests were conducted 

 

U.S. and  Taiwan

 
Consumers in Taiwan reported
more negative past experiences 
with online shopping and 
perceive the risk in online 
shopping to be considerably 
higher vis -a-vis consumers in 
the U.S.  

Source: Content analysis of Literature Review  
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Martín et al., (2011) debated that the growth of new 

technologies and the diffusion of e-commerce in the 

Japanese market is much more vis-a-vis the market in 

Spain. This implies that the expansion of e-commerce 

has been fashioned by aspects related to Internet 

access - such as, price, available bandwidth, speed etc. 

and also by cultural factors. Online risk has a 

multidimensional structure since it encompasses of 

channel, social and transaction risk. As channel risk 

increases, so do social and transaction risks. In Japan, 

purchase intention is impacted by perceived risk, more 

distinctly, as compared to than in Spain. Safari, A. 

(2012) conducted a pre-study in which it emerged that 

few shoppers trusted retailers belonging to the US, 

Norway, Denmark, and the UK, while on the other 

hand, they did not trust retailers wherein the COO was 

- Russia, Poland, Middle Eastern countries, and 

African countries. Sweden came up as the country 
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from which the shoppers preferred to buy online the 

most since the information given in Swedish was 

easier to comprehend and problems related to customs, 

delivery processes and consumer rights were the least. 

Also it emerged that the country had effective laws to 

safeguard customers against fraud.  Changchit et al., 

(2014) suggested that consumers in Taiwan perceive 

the risk in online shopping to be considerably higher 

vis-a-vis consumers in the U.S.

As evident from Table 1 - majority of the shortlisted 

papers compared the U.S. with another country. 

Amongst the six studies that directly compared 

perceived risk associated with online shopping in the 

U.S. with India, Saudi Arabia, Israel, Honk Kong and 

Taiwan, only one study (one of the two studies 

comparing India), as illustrated in Figure 1 concluded 

that the perceived risk was higher in the U.S. 

Figure 1: Majority of the studies concluded that perceived risk was lower in the U.S 
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CONCLUSION 

The new e-commerce policy formulated by the 

government of India, shifts the emphasis to improving 

customer experience, rather than huge discounts, to 

achieve higher levels of loyalty. This makes it all the 

more important for e-tailers to bring down barriers 

associated with online shopping. Perceived risk is 

known to impact overall likelihood to online purchase, 

The literature review and content analysis of empirical 

research which covered 'cross-national differences in 

perceived risk associated with online shopping' 

showed that perceived consumer risk associated with 

online shopping varied from country to country. E-

tailers need to be equipped with such insights so that 

they can take initiatives to reduce these perceived 

risks. The study has practical implications - especially 

for multi-national e-tailers in terms of gaining an 

enhanced perspective of the online shopper behaviour 

in terms of privacy concerns and trust levels.

LIMITATIONS AND FUTURE RESEARCH 

POSSIBILITIES

The study is subject to some limitations. Being an 

exploratory study, the research design is relatively 

simple. A more extensive critical review can be carried 

out by including multiple research studies covering 

perceived risk associated with online shopping in a 

given country. A good mix of 10-15 countries could be 

covered by selecting countries based on various 

considerations such as internet penetration, credit card 

penetration, proportion of organized retail etc. An 

empirical study could be covered to verify the key 

insights. There is considerable scope of research in this 

area.
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Abstract 

Large cardamom (Amomum Subulatum Roxb.) is one 

of the major cash crop cultivated in Sikkim with a total 

area of 17.02 (000'Ha) as per 2014-15. It is one of the 

major export items from the state of Sikkim and is also 

used for various Indian, Nepalese, Chinese and 

Vietnamese culinary. Objective of this paper is to 

examine the value chain of large cardamom cultivation 

in India and Sikkim. A sample of 120 large cardamom 

growers was selected for the study out of which 60 

from Hee Block of West Sikkim and 60 from Regu 

Block of East Sikkim.  The key functions involved in 

the value chain of large cardamom are large 

cardamom seedlings which are supplied from 

Nurseries, production, collection, and   auction at 

auction centre. The chain starts with the distribution of 

large cardamom saplings to farmers by the Spices 

Board. After which the labourers are employed in land 

preparation, planting, manuring, Weeding, Harvesting 

and processing with per day charge of Rs.300 then it is 

taken to the auction centre (NERAMAC) or the 

middlemen. From the auction centre (NERAMAC) or 

the middlemen it is taken to the Siliguri market which 

is a major location for delivering the large cardamom 

of Sikkim to the exporters of Guwahati, Kolkata, 

Mumbai and Cochin. From these cities exporters 

further export to other countries like Pakistan, Middle 

East and U.S.A 

Keywords: Value Chain; Large Cardamom; Sikkim

INTRODUCTION 

Assisting rural smallholders to participate in the 

market is increasingly seen as a sustainable approach 

to tackling poverty and a lack of economic 

development in remote areas.  The involvement in 

integrated supply chains provides diverse 

opportunities for small- holders in rural areas, enabling 

them to be part of the market and thus generate income 

(Francesconi , 2009). 
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The use of value chain approaches and analyses has 

been gaining in popularity since 1985, when Michael 

Porter introduced a generic value chain model in his 

book, Competitive Advantage. Porter defines and 

maps  five broad categories of value chain activities - 

inbound logistics; operations; outbound logistics; 

marketing and sales; and, services – and then outlines 

ways in which the model can be used to define a firm's 

competitive advantage in two categories: cost 

advantage; and, differentiation. Porter further 

identifies ten 'cost drivers' for value chain activities: 

economies of scale; learning; capacity utilisation; 

linkages among activities; interrelationships among 

business units; degree of vertical integration; timing of 

market entry; firm's policy of cost or differentiation; 

geographical location; and, institutional factors 

(regulation, union activities, taxation (Porter, 1985). 

The value chain denotes the diverse actors involved in 

various productions to consumption activities, and 

their dynamic relationships for establishing value 

creation and market linkages (Ayele et al, 2012). 

Value chains provide the framework used to analyze 

the activities and processes involved at situation-

specific geographical scales from harvest, production, 

transformation, processing to consumers (Kaplinsky 

and Morris 2000). Value chain analysis can be used to 

assess potentials to support pro-poor sustainable 

development (Lecup 2006).

This value chain evolution is partly characterized by 

transformation of agri- food systems linked to trends 

such as shifting demographics, increased incomes, and 

changing dietary patterns and consumer preferences, 

which offer opportunities but also pose threats to the  

integration of smallholders into remunerative local, 

regional and global markets (McCullough et al, 2008; 

Webber and Labaste, 2010). It is argued that 

smallholders capture minimal benefits from 

production-oriented interventions at farm level that 

have a limited focus on market integration and do not 

contemplate the broader value chain in which 

smallholders are embedded or from which they are 

excluded (Hounkonnou et al, 2012).

Large cardamom (Amomum subulatum Roxb.), a 

member of Zingiberaceae family under the order 

Scitaminae is a perennial soft-stemmed plant. The 

large cardamom plant is 1.5 to 2.5 m tall (Bisht et al 

2011). It grows in the vicinity of mountain streams in 

swampy, cool, and humid areas in the shade of forest 

trees, of which nitrogenfixing trees are the more 

suitable shade trees. The Himalayan alder (Alnus 

nepalensis) is often used as a shade tree (Chempakam 

and Sindhu 2008; Sharma et al 2008). 

Large cardamom (Amomum Subulatum Roxb.) is one 

of the major cash crop cultivated in Sikkim with a total 

area of 17.02 (000'Ha) as per 2014-15. It is one of the 

major export items from the state of Sikkim and is also 

used for various Indian, Nepalese, Chinese and 

Vietnamese culinary. With its increasing demand, both 

domestically and internationally have lead to a rising 

interest among farmers in cultivating this cash crop. 

The cultivation of this cash crop is largely organic 

because of which most of the farmers residing in the 

remote villages of Sikkim making optimum use of the 

local resources are producing it with much needed 

enthusiasm and gusto providing livelihood to a 

number of village residing farmers. It is grown within 

a period of 3 to 5 years wherein the initial planting is 

done in the first year and harvesting done on the third 

or the fifth year which is finally processed and 

packaged. As a whole large cardamom can be one of 

the best value chains to work on providing generous 

benefits to its actors as well as the local and national 

economy. Objective of this paper is to examine the 

value chain of large cardamom cultivation in India and 

Sikkim. 

METHODOLOGY 

Sikkim was chosen for the study purpose. The primary 

reason behind selecting Sikkim was the lack of 

academic research in the field of economics of large 

cardamom and secondly the large cardamom is the 

most important source of livelihood for a large section 

of farmers and unemployed youth. Sikkim is a state 

where thousands of cultivators cultivate large 

cardamom in all the four regions of Sikkim but for the 

study we have chosen East and West Sikkim. To 

collect detailed information on the major areas of large 

cardamom growers in Sikkim the researcher has 

collected preliminary information from the North 

Eastern Regional Agricultural Corporation Limited 

(NERAMAC), Spices Board and State Horticulture 



Department, Government of Sikkim which was 

followed by a pilot visit to some areas. On the basis of 

pilot visit to Dentham, Hee bazaar, Hee kangbari, Hee 

yangthang, Hee Patal, Hee Pechrek from West Sikkim  

Lungchok,Pamgaon,Reulat, Rongli and Talkharga 

from East Sikkim on basis of clusters large cardamom 

growers. To understand the ground reality of large 

cardamom cultivation in Sikkim, the researcher visited 

the cultivators for personal interview to collect 

required information with a structured questionnaire. A 

sample of 120 large cardamom growers was selected 

for the study out of which 60 from Hee Block of West 
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Sikkim and 60 from Regu Block of East Sikkim.  

Collected data were used for different forms of 

estimation to justify the objective of  study. In this 

study we have used the tables, figures and mean to get 

an average value of estimation from mean, median and 

Standard deviation etc (descriptive analysis) and other 

techniques which were relevant for study to get proper 

inferences. 

RESULTS AND DISCUSSIONS 

Value chain mapping of large cardamom

Figure 1: Functions of value chain of large cardamom

Figure 1: Functions of value chain of large cardamom 
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Figure 1 illustrates the value chain map of the functions 

of large cardamom in the West and East District of 

Sikkim. The map presents the various functions of the 

value chain of large cardamom wherein initially 

seedlings are supplied from Nurseries, which is put up 
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involved in the value chain of large cardamom are large 
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Middlemen

Figure 2 : Mapping of Nursery function of large cardamom 
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Figure 2 illustrates the nursery function of large 

cardamom as an initial function of large cardamom 

cultivation wherein the Spices Board provides the 

farmers with large cardamom saplings which is to be 

raised in the Nurseries as set-up by the farmers 

cultivating large cardamom. The farmers use the inputs 

such as Organic manure which is available as a local 

resource which are plant waste and animal waste, 

Vermicompost, Krishi Churna (lime),Copper-Oxi-

Chloride which is a certified organic fertilizer and 

water source. The farmers mix the organic manure, 

Vermicompost, Krishi Churna (lime) and Copper-Oxi-

Chloride with the soil and cultivate the large 

cardamom saplings accompanying it with plenty of 

water. This is one of the major initial functions of large 

cardamom cultivation for limiting the attack of pests 

and diseases of large cardamom for a better harvest of 

the cash crop.

 Figure 3 shows us the map of the rotational cropping 

of large cardamom with Corn. In the first year the 

large cardamom is planted, in the second year 

continuous monitoring of the large cardamom is done 

and in the third year the harvesting of large cardamom 

is done. This is usually the normal cycle that is 

followed in the large cardamom cultivation of Sikkim. 

But, in the recent times there has been a value addition 

in the form of rotational cropping with Corn that is 

normally cultivated after the third year of harvesting 

the large cardamom. Corn is grown in the same area 

where the large cardamom has been currently 

harvested after a span of three years. This rotational 

cropping is done by the farmers with a view to retain 

the soil fertility and also to reduce the risk of diseases. 

Thus, the addition Corn as a rotation crop has helped 

the farmer's to produce large cardamom in a 

sustainable manner.

Figure 3: Mapping of Rotation Cropping of large cardamom
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Figure 4:  Value Chain Map of actors 
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The figure 5 illustrates the value chain map of the 

actors involved in the large cardamom value chain in 

Sikkim. The chain starts with the distribution of large 

cardamom saplings to farmers by the Spices Board. 

After which the labourers are employed in land 

preparation, planting, manuring, Weeding, Harvesting 

and processing with per day charge of Rs.300 then it is 

taken to the auction centre (NERAMAC) or the 

middlemen. From the auction centre (NERAMAC) or 

the middlemen it is taken to the Siliguri market which 

is a major location for delivering the large cardamom 

of Sikkim to the exporters of Guwahati, Kolkata, 

Mumbai and Cochin. From these cities exporters 

further export to other countries like Pakistan, Middle 

East and U.S.A 

Actors in value chain of large cardamom in Sikkim

Input Suppliers: The farmers of Sikkim who practice 

large cardamom cultivation nursery are the major input 

suppliers of large cardamom saplings selling them at 

Rs.2 to Rs. 5 per sapling to the Spices Board, State 

Horticulture Board of Sikkim and a majority of other 

farmers and also to other States like Nagaland, 

Arunachal Pradesh, and Darjeeling Hills of West 

Bengal. On the other hand these institutions like the 

Spices Board and State Horticulture Board are also 

involved in the distribution of these saplings that get it 

from farmers of Sikkim.

Enablers and Facilitators 

The enablers and facilitators involved in the value 

chain are the North Eastern Regional Agricultural 

Marketing Corporation Limited (NERAMAC), Spices 

Board – Gangtok Region and the State Horticulture 

Board, Government of Sikkim.

Enablers in Auction of large cardamom

The North Eastern Regional Agricultural Corporation 

(NERAMAC) along with the Spices Board of India 

conducts auctions for the sale of large cardamom to 

provide remunerative prices to the farmers. It plays a 

very important role in the value chain of large 

cardamom as it has increased competition curtailing 

the role of middlemen to some extent. Today, the price 

of large cardamom ranges from Rs.1200/Kg to 

Rs.1700/kg in the Gangtok market where the auction 

takes place which has been helpful in fetching a higher 

price for the produce in the recent times mostly due to 

the intervention of NERAMAC (North Eastern 

Regional Agricultural Marketing Cooperation limited) 

along with the help of Spices Board of India- Gangtok. 

Earlier, the absence of these institutions had left the 

marketing of large cardamom solely at the hands of the 

middlemen of the region who had control over the 

prices of large cardamom and were exploiting the hard 

work of the illiterate cardamom cultivators by buying 

the produce at a much cheaper rate for which the 

farmers due to need of cash at hand were compelled to 

sell their produce.

Table 1: Year wise auction details of large cardamom by NERAMAC  

Year  No of 
Auctions  
Conducted  

Qty. Sold 
(Kg)  

Value of 
Sold Qty. 
(in Rs.)  

Commissio
n Earned  

Exp. Per 
Auction 
(Rs.)  

Maximum 
Price 
Offered in 
Rs.  

Minimum 
Price 
Offered in 
Rs.  

2010-11  7  3,592.93  3,336,045  33,360.45  47,908.00  1,220  750  

2011-12 5  9,141.70  6,984,969  69,849.69  28,567.00  935  625  

2012-13 5  7,439.10  5,405,376  54,053.76  17,976.00  900  560  

2013-14 6  8,861.31  8,472,352  102,626.73  17,906.00  1,215  800  

2014-15 5  12,401.6  20,552,051  205,520.51  5,737.00  1,740  1,645  

Total  28  41436.64  44750793  465411.14  118094           -               -  

 



The above Table 16 reveals that since 2010-11 to 

2014-15 a total of 28 auctions have been held selling a 

total quantity of 41437 kg of large cardamom. The 

total value of the quantity sold is Rs. 44750793 out of 

which the NERAMAC earns commission of 1 % per 
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auction which makes it to Rs.465411. The expenditure 

for conducting the auction has been a total of 

Rs.118094. The maximum price ranges from Rs.1220 

to 1740 per kg and minimum prices ranges from 

Rs.750 to 1645 per kg.

Fig.5: The large cardamom auction Value Chain

The above Fig.5 gives us a brief idea of the Value 

Chain Analysis of large cardamom .In the first step the 

farmers get their produce to NERAMAC. The 

NERAMAC then registers the farmers and the amount 

of the produce and stores in the warehouses and take 

the sample registered in the farmers name along with 

the quantity to the auction centre in this case the 

Spices Board at Singtam, East Sikkim. After all these 

procedure the Auction takes place on a fixed date 

decided by the Spices Board in the presence of the 

officials of the State Horticulture Development Board, 

NERAMAC, Spices Board, buyers and sellers. The 

sellers (farmers) can withdraw and accept the price 

decided by the auction.

CONCLUSIONS AND RECOMMENDATIONS 

Large cardamom (Amomum Subulatum Roxb.) is one 

of the major cash crop cultivated in Sikkim with a total 

area of 17.02 (000'Ha) as per 2014-15. It is one of the 

major export items from the state of Sikkim and is also 

used for various Indian, Nepalese, Chinese and 

Vietnamese culinary. The key functions involved in the 

value chain of large cardamom are large cardamom 

seedlings which are supplied from Nurseries, 

production, collection, auction centre (NERAMAC) 

and Middlemen. The chain starts with the distribution 

of large cardamom saplings to farmers by the Spices 

Board. After which the labourers are employed in land 

preparation, planting, manuring, Weeding, Harvesting 

and processing with per day charge of Rs.300 then it is 

taken to the auction centre (NERAMAC) or the 

middlemen. From the auction centre (NERAMAC) or 

the middlemen it is taken to the Siliguri market which 

is a major location for delivering the large cardamom 

of Sikkim to the exporters of Guwahati, Kolkata, 

Mumbai and Cochin. From these cities exporters 

further export to other countries like Pakistan, Middle 

East and U.S.A 
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Abstract

Waste is no longer treated as a burden but a resource 

with many countries converting its waste into energy, 

raw materials and composts. This study is an attempt 

to estimate the economic prospects of the municipal 

solid waste management in Kalimpong Town. A 

random sampling technique was used to select 170 

households from the 23 wards under the Kalimpong 

Municipality. With the aid of structured questionnaire 

information on level of public awareness and 

participation for solid waste management was 

obtained. Simple descriptive statistics like mean and 

percentage was used to analyze the obtained data. The 

findings of the study suggests that waste management 

can be used to generate revenues in the study area 

with compost worth estimated Rs 3 Lakhs being 

generated and almost 153 new jobs being created.

Keywords: Solid Waste Management; Economic 

Analysis; Kalimpong Municipality; West Bengal

INTRODUCTION

Rapid growth in developing countries and increase in 

population in recent times has led to acceleration in 

the pace of urbanization . Increasing quality of life and 

high rates of urbanization has had an unintended and 

negative impact on the urban environment, one of 

which is generation of wastes far beyond the handling 

capacities of urban government and agencies , leading 

to insufficient or improper waste management. 

Moreover the problem of waste management is more 

aggravated in developing countries where the 

conditions, issues and problems of waste management 

are different to that of the developed countries. Even 

though the volume of waste generated by the 

developed countries are much larger in comparison to 

the developing countries, most of the developed 

countries have developed or are in the process of 

developing adequate facilities, infrastructures, 

competent government institutions and bureaucracies 

to manage their wastes. Developing countries on the 
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other hand are still in the transition towards better 

waste management and therefore have insufficient and 

improper waste management system .

Solid wastes maybe sub-divided into five categories 

based on the source of their generation as follows:

i) Household waste or Municipal waste which 

consists  of  waste generated as  a  

consequence of household activities.

ii) Biomedical waste or Hospital waste which 

includes pathological, anatomical and 

infectious wastes, which are produced from 

health care facilities and medical labs. 

iii) Hazardous waste or Industrial waste, 

include those from industrial processes, 

mining extraction; from pesticide based 

agricultural practices etc. 

iv) Agricultural waste which is composed of 

organic wastes (animal excreta in the form 

of slurries and farmyard manures, spent 

mushroom compost, soiled water and silage 

effluent) and waste such as plastic, scrap 

machinery, fencing, pesticides, waste oils 

and veterinary medicines. 

v) Radioactive waste which mainly arises 

from nuclear power plants, nuclear testing 

labs, industrial establishment etc. 

This study shall particularly deal with MSW of 

Kalimpong town and the issues surrounding its 

management, since off lately the town has been facing 

the brunt of the growing volumes of MSW. The World 

Bank has expressed alarm over the growing piles of 

municipal garbage across cities of the world and the 

problems related to its disposal . In definition as per 

the Indian Municipal Solid Waste Management and 

Handling Rule 2000, MSW is defined as waste which 

includes commercial and residential wastes generated 

in municipal or notified areas in either solid or semi-

solid form, excluding industrial hazardous wastes but 

including treated bio-medical wastes. According to 

(USEPA ,2013), MSW consists of everyday items we 

use and then throw away, such as product packaging, 

grass clippings, furniture, clothing, bottles, food 

scraps, newspapers, appliances which comes from our 

home.

Though the term MSW is universal, it has different 

concern depending upon the location and living 

standard of the people . In case of developing 

countries like India biodegradable waste takes up the 

higher share of the total MSW generated. As per the 

NSWAI 51 per cent of the total MSW generated in 

India consists of bio degradable waste, whereas in 

developed countries like the United States of America 

the non bio degradable take up the larger share (65 per 

cent) according to (USEPA, 2013).

Figure 1below shows the composition of MSW 

according to the National Income of a country. From 

the figure it can be seen that, more a country moves 

towards higher National Income or in other words 

more economic growth, lesser is the percentage of 

organic waste and higher the share of inorganic waste 

in the MSW composition.

Fig. 1: Composition of MSW (in percentage) by National Income

  Source:    http://www.unep.org/greeneconomy/Portals/88/documents/ger/8.0_Waste.pdf  



The volume of MSW generated in a region is largely 

determined by factors such as population in any given 

area, rate of urbanization and Goss Domestic Product 

per capita. Populationis undoubtedly the most 

important factor as people are the major creators of 

waste, especially MSW. According to a report 

published by the UN, between now and 2025, the 

world population will increase by 20 per cent to reach 

8 billion inhabitants (from 6.5 billion) out of which 97 

per cent of the growth will happen in Asia and Africa 

which includes some of the poorest countries who are 

not equipped to deal with the problems of population 

explosion one of which is increase in waste generation 

. This figure has at present increased to about 3 billion 

residents generating 1.2 per kg of MSW per person per 

day i.e., 1.3 billion tonnes a year (UNEP, 2011).  In a 

little over a decade, the global MSW generation is 

projected to further increase by 70 per cent from the 

current 1.3 billion tonnes per year to 2.2 billion tonnes 

in 2025 (UNEP,2011).

Besides overpopulation and urbanization, a remarkable 

increase in GDP/c especially in developing countries 

has been an important factor leading to generation of 

large volumes of waste. A correlation between the 

amount of municipal waste and the GDP of the 

country has been found to exist. Higher the GDP of a 

country, higher is the quantity of waste produced. 

Using the macroeconomic data from 30 OECD 

countries it has been estimated that a 1 per cent 

increase in National Income leads to a 0.69 per cent 

increase in MSW amount . In 2025, world production 

will have doubled in relation to the present times and 

by 2050 the world production may again have doubled 

compared to 2025. The global average GDP/c around 

2025 will be more or less one and a half times the 

current one  meaning that waste generation will also 

increase more than the current times.

In India too, with a population of over 1.21 billion 

(Census of India, 2011) waste management has 

become a matter of great concernto most Municipal 

Corporations. Besides increase in population, a 

remarkable increase in GDP has further led to 

increased waste problems . Over the decades, the 

socioeconomic conditions in India have been 

increasing. For example,  per capita income of India 
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has increased from US$ 17.22 to US$ 1165.00 and 

Gross Domestic Product from US$ 9382.67 million to 

US$ 1876.8 billion during 1971–2014 . Studies have 

indicated that for every ruppess 1000 increase in 

income the solid waste generation increases by one 

kilogram per month. .

There are various negative impacts that are caused due 

to improper waste management. It leads to various 

environmental and health problems and also adversely 

affects the economy of a nation. Each year an 

estimated 11.2 billion tonnes of MSW are collected 

worldwide of which the organic fraction of the 

municipal waste contributes to about 5 per cent of the 

total GHG's emissions, known to be responsible for 

climate change (UNEP, 2011). The non biodegradable 

substances present in the MSW like polythene bags, 

block drain pipes as well as contaminate the water 

supply . Unsanitary landfills also contaminate ground 

and surface resources when the leachate percolates to 

the water table or is washed as runoff during rains .

Management of solid waste also poses economic 

problems as it requires users to make choices and to 

resolve conflicts of interests. Further it can lead to 

depreciation of the value of property nearer to 

dumping sites or incinerators, as no one wants to live 

near a landfill . As regions urbanize, it becomes more 

difficult to find land that is suitable for dumping and 

amenable to the surrounding population . It means that 

pollution is a problem of scarcity in terms of waste 

disposal capacity. The main problem of choice is how 

to utilize the scarce resources in relation to society's 

needs. This problem is solved through the market 

forces which can act as a helpful tool in determining 

the value of these scarce resources in the most rational 

manner. All these above stated factors make proper, 

efficient and immediate management of MSW a major 

issue both in the developing and developed nations as 

it is essential not only for the economy of a nation, but 

for its ecology and environment as well as well-being 

of its population.

and agencies , leading to insufficient or improper 

waste management. For example per capita income of 

India has changed from US$ 17.22 to US$ 1165.00 

and GDP from US$ 9382.67 million to US$ 1876.8 

billion during 1971–2014 . Studies have indicated that 
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for every Rs 1000 increase in income the solid waste 

generation increases by one kilogram per month. . In 

most of the developing countries like India practices of 

waste management are mostly non prevalent and open 

dumping or burning of waste are the most common 

practices followed. Collection rates are lower than 70 

per cent, with more than 50 per cent of the collected 

waste disposed through uncontrolled land filling and 

about 15 per cent processed through unsafe and 

informal recycling (UNEP, 2011). Very limited funds  

being provided to the SWM sector by the government. 

Lack of financial resources and infrastructure to deal 

with waste creates a vicious cycle of waste 

mismanagement. 

Financing waste management programs bears burden 

to the municipalities or the urban local bodies as waste 

management still at large is a non market activity. 

There is an estimated global shortfall of US$ 40 

billion in financing for the MSW sector . Lack of 

proper waste management leads to loss of value, the 

world market for municipal waste from collection to 

recycling is worth an estimated US$ 410 billion a year, 

but however only a quarter of the total municipal 

waste produced worldwide each year are recovered 

and recycled (UNEP, 2011).

 Proper waste management can act as a source of 

revenue for the people, local governments and the 

country as a whole. Thus it is imperative that countries 

start treating waste as a resource and tapping in on its 

value.  In countries like the United States of America, 

waste management is a $43 billion industry employing 

202,937 Americans (Delta Institute, 2014). However 

in India, it still at large  a non market activity with 

problems arising from collection of refuse, as 

household waste is thrown indiscriminately in the 

opento its disposal. 

Public participation at large is crucial for effective 

working of a waste magement system. However 

intensive public participation and involvement would 

only be made possible if the households were aware of 

the underlying concerns on proper SWM . Absence of 

segregation at the source in Indian households makes 

it very hard to recycle the collected waste and gain 

value from it. At present mixed waste composting is 

done in India which generates only 6 to 7 per cent of 

compost form the total materials with the remaining 

percent again land filled . Indian loses a total of 9.6 

Million Tonnes i.e., approximately Rs 48,000 

millionof compost generation due to lack of source 

segregation and 6.7 Million Tonnes per year of 

recyclable material which could have been used as 

secondary raw materials and used to earn revenue . 

It should be noted here that the composition of waste 

in India is such that the organic share is higher than the 

inorganic and therefore has a great potential of being 

converted into compost. Various projects are being 

undertaken all around the world to recover value from 

waste, like SEMASS, a waste-to-energy facility in 

Massachusetts, in the US, which uses 1 million tonnes 

of MSW to generate 600 million kilowatt-hours of 

electricity every year and recycles 40,000 tonnes of 

metals (Kaushal 2012). Likewise in India too many 

compost plants which have been set-up but have 

encountered initial failures leading to various plants 

being shut down. Ten aerobic composting (MBT) 

projects in 1970s, a Waste to energy project in 1980s, a 

large scale biomethanation project, and two RDF 

projects in 2003 have failed. Aerobic composting is 

the most widely employed SWM technology in India 

as Anaerobic digestion of MSW on a large scale does 

not work in India due to the absence of source 

separation of waste. It is estimated that up to 6% of 

MSW collected is composted in various MBT 

facilities. Even though composting of mixed wastes is 

a better solution compared to landfilling or openly 

burning those wastes, compost obtained from such 

MBT facilities was found to be of low quality and to 

contain toxic heavy metals (Annepu, 2012)

Thus a comprehensive approach is required for 
undertaking a sustainable SWM policy or program 
which undertakes all these factors that is leading to the 
failure of SWM at the current system. SWM has many 
benefits some of which are environmental, 
economical, and land use related. Proper waste 
management can help control the problems of 
environmental hazards. Recycling allows post-
consumption materials to replace virgin resources in 
manufacturing, thus reducing the need for more trees 
or oil needed to produce paper products and plastics. 
Recycling and composting also provides a more 
environmentally friendly alternative to dumping of 



yard leading to reduction in landfill space consumed. 
Scarcity of lands for landfills is one of the major 
problems for many municipalities and waste disposing 
authorities around the world as with the ever growing 
population in the world; demand for lands is steadily 
increasing . 

Economic benefits ranges from consuming the 
recycled materials which may lead to reduction of 
production costs, depending on the reuse of the 
materials as well as creation of a sustainable supply of 
raw materials .  It leads to increase in capital formation 
as reuse and recycling leads to revenue generation 
since, value is generated form products otherwise 
considered to have no value. Employment generation 
is another benefit that can be generated form waste 
management. Also when waste management becomes 
a market activity and is seen as a profit generating 
option, it will start attracting various investors who 
can take the pressure of waste management from the 
local governments and invest the needed capital for 
waste management activities.

METHODOLOGY

The study, which provided the basis for this paper, 
covered Kalimpong town located at an in the Northern 
region of the state of West Bengal with an area of 8.6 
Sq. Km comprising of 23 municipal wards and a 
population of 46138 (Census of India 2011). The 
rationale behind the selection was due to the fact that 
MSWM has emerged as one of the major problems in 
the town of Kalimpong for the past few years. 

Data were collected using both the primary and 
secondary source. A total of 170 households from the 
selected 10 wards out of the total 23 wards under the 
Kalimpong Municipality were randomly selected for 
the household survey. The information regarding the 
amount of organic and inorganic waste generated, 
revenue generated and operational cost incurred for 
waste management by the Kalimpong Municipality 
was obtained from the Kalimpong Municipality 
Annual Report 2013. Primary data was collected by 
conducting interviews with the waste pickers and 
scavengers by visiting various scrap dealers in the 
town of Kalimpong. The principle component of this 
study is to understand the monetary benefits that can 
be generated from waste management activities that 
could be undertaken in the study area. Simple 
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descriptive statistics like mean and percentage was 
used.  

AN OVERVIEW OF THE STUDY AREA

Introduction of the Study Area

Kalimpong town is located at an elevation of 4,091 ft 
(1,350m) along the ridge of one of the foot hills of the 
Himalayan Range, in the Northern region of the state 
of West Bengal.The main town or bazaar is situated at 
3,933 feet above sea level flanked on either side by 
higher grounds, on the south by the hill of Durpin, 
about 4,500 feet above mean sea level and on the 
north-east by Deolo Mountain 5,590 feet above mean 
sea level . The hill range is surrounded by Teesta River 
on the West and by River Relli on the South-Eastern 
side. It is home to the ethnic Nepalese, indigenous 
ethnic group and non-native migrants from other parts 
of India. The town also is a religious centre of 
Buddhism . Fig.2 below, shows the location of 
Kalimpong Town on the Indian map.

Fig.2: Location Map of Kalimpong Town  

Source:http://commons.wikimedia.org/wiki/File:Kalim
thponglocation.png     (accessed on  24  of May 2014).

Kalimpong town is the Sub divisional Headquarters of 
Kalimpong Subdivision of Darjeeling District and 
covers an area of 8.6 Sq. Km comprising of 23 
municipal wards. The wards are further sub-divided 
into four zones namely zone A, B, C and D 
(Kalimpong Municipality Annual Report, 2013). Fig. 3 
below, shows the map of Kalimpong town along with 
its 23 municipal wards.
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Kalimpong Municipality – Composition, Powers 

and Functions 

Kalimpong Municipality was established in 1945 

which extended over the Development Area, the 

bazaar and the Mission Compound covering 3.35 sq. 

miles or 8.68 sq. km. The Municipality comprised of 

10 municipal wards at that time which was raised to 15 

during 1954 (. Later in the year 1999 due to de-

limitation the number of wards was increased to 23 

and remains so till date though the area under the 

municipal limits remained unchanged (Kalimpong 

Municipality Annual Report, 2013).

Under The West Bengal Municipal Act (1993), the 

authorities charged with municipal area administration 

are as follows: 

a) The Municipality,

b) The Chairman-in-council, 

c) The Chairman, 

d) The Vice Chairman.

Overview of Kalimpong Town's Municipality Solid 

Waste Management   

MSWM has been one of the major problems in the 

town of Kalimpong for the past few years resulting in 

piles of unsightly and decaying waste being littered all 

over the town from streets, market centers, to 

residential areas. Waste management remains a 

Fig. 3: Map of Kalimpong town along with its 23 wards under the Kalimpong Municipality

Source: Kalimpong Municipality



massive task for the Kalimpong Municipality as it has 

not been able to deal with waste problem at the current 

level of its generation. Therefore MSWM is one of the 

crucial civic services required at present in this town. 

In the wake of fast growing environment 

consciousness and increasing public health problems, 

the concern of inefficient MSWM is being realized. 

Furthermoreif these wastes are not stored, collected, 

hauled and disposed off safely and timely, the same 

causes aesthetic problems and severe impact upon the 

public health, plus air and soil pollution, and natural 

water contamination.

Kalimpong town has not had a proper waste 

management system till date. The system of open 

dumping without further treatment of waste has been 

the practice followed by the municipality till date. The 

disposal site was located at a distance of 0.5 km from 

the main town in a place known as Bhalukhop. The 

system of collecting waste and dumping it on open 

landfills was being followed until the forced closure of 

the old dump yard at Bhalukhop on June 5, 2008. 

People living in and around Bhalukhop stopped the 

civic body from using the dump yard after landslides 

had started taking place rather too frequently in the 
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area. The Bhalukhop protests sent the civic body 

looking for an alternative suitable dumping ground .

Kalimpong Municipality got permission from the army 

to use a plot of land in Durpin, 2km from Kalimpong 

town. But there too, the residents of two adjacent 

villages of Chalisay and Chibo Busty protested and the 

municipality had to stop dumping at the site in 

December, 2008 even though the army had granted 
st

permission for use of the site till 31  January, 

2009.The municipality since then had been storing the 

waste at a vacant garage space under the municipality 

building due to lack of dumping area (Ravidas, 2010). 

With no solution for the problem the municipality had 

to take the desperate measure of loading the waste into 

trucks and dumping it in the Teesta River causing great 

environmental problems to the people living in and 

around the banks of the river. Kalimpong Municipality 

has since then been struggling to find a suitable place 

to dump the trash generated in the town. Thus the 

absence of a proper dumping site has led to 

accumulation of huge piles of waste all over the town, 

with small vacant area along the roadsides serving as 

the dumpsites.

Fig. 4 Wastes being dumped in River Teesta

Source: Chinlop Fudong Lepcha
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At present waste is disposed of in an uncontrolled 

procedure by open dumping at places wherever low 

lands are available, turning the whole town into a 

dumping yard with waste piles being found in every 

open space. Garbage collection by the municipality 

came to a standstill due to lack of proper dumping 

areas. House-to-house collection of waste though 

prevalent some years back has become almost non-

existent at present. The method of garbage collection 

and disposal that was being followed was found to be 

extremely inadequate and containing critical 

deficiencies. The methods consisted of street 

sweeping, collection of road side garbage heaps using 

wheel barrows from which it is transferred into bigger 

garbage vats. At present there are 15 vats in and 

around the major market place. The garbage was then 

manually transferred into bamboo baskets and loaded 

into conservancy trucks. None of the municipality 

conservancy workers were given protective clothing 

and footwear. Such method of waste disposal imposes 

a great health risk to the workers and public at large. 

More than 90 per cent of the collected solid wastes 

were being disposed by filling up low lands scattered 

within the municipal areas in uncontrolled, haphazard 

and un-sanitary manner. 

  Fig. 5: Waste dumped indiscriminately in lanes and roads

Source: Primary Source                              
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Fig. 6: Waste littered in different parts of Kalimpong Town

Source: Chinlop Fudong Lepcha
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Whatever little sorting of recyclable materials is done 

is done manually by the informal sector consisting of 

waste pickers (kabadiwalas) and scavengers. The 

informal sector is indirectly playing an extremely 

important role for their own monetary benefits by 

helping the town of Kalimpong curb at least a part of 

the problem. They go around collecting waste from 

households and other dumping sites and sell it to the 

scrap dealers for some amount of money. The scrap 

largely consists of plastic items, cardboard paper, iron 

goods, old electronic goods, papers and bottles. There 

is a total of 10 scrap dealers in the Kalimpong town 

and around 50-60 waste pickers and around 50 

scavengers. Approximately 20 quintals of plastic, 20 

quintals of card board paper and 20 quintals of iron 

goods are brought in by the waste pickers and the 

scavengers on a daily basis. The iron materials are 

bought by the waste pickers at Rs 14 per kg, plastics at 

Rs. 10.00, Rs.6 .00 and Rs.5.00 per kg depending on 

the quality of the plastic and paper and cardboard at 

around Rs 6.00 to Rs 7.00 per kg. The waste pickers 

are mostly migratory labourers and mostly come from 

the neighboring states of West Bengal. The scrap 

dealers then pack the waste and transport the packages 

to Siliguri by truck to resell the collected material to a 

handful of recycling companies in Siliguri. 

Therefore proper waste management in Kalimpong 

town in the recent years has become a necessity for the 

betterment of the town as well as for maintenance of 

environmental quality. The municipality as well as the 

people should play active part to overcome this 

problem and to maintain the ecological, environmental 

and aesthetic value of the town

RESULTS AND DISCUSSIONS 

Level of Public Awareness and Participation for 

Solid Waste Management 

Public participation and awareness regarding waste 

management is one of the most pivotal elements in 

determining successful working of a MSWM program. 

In the conducted survey, questions which helped in 

understanding the level of public participation and 

awareness regarding waste generation and 

management were asked to the respondents. 

Table 1, shows the distribution of participating 

households on the basis of their level of awareness that 

they have about the current waste disposal practices 
thundertaken by Kalimpong Municipality. Around 1/4 of 

the respondents were aware of the waste disposal 

practices undertaken by Kalimpong Municipality 

while 3/4th of the respondents surveyed had no idea.

Table 1: Distribution of respondents on the level of awareness about waste disposal practices undertaken 

by Kalimpong Municipality

Particulars  Number  of  

Households  

Percentage   

Aware  about  the  current  waste  disposal  practices  
undertaken

 
by

 
the

 
Kalimpong

 
municipality

  

35  20.59  

Having
 
no

 
idea

 
regarding

  
waste

 
disposal

 
practices

 
undertaken

 
by

 
the

 
Kalimpong

 
Municipality

 

 
135

 

 
79.41

 
Source: Survey Data

Fig. 1 a, b below représents the distribution of 

respondents on the basis of their knowledge and 

practice of waste segregation. Segregation means 

simply the process of separating waste into bio-

degradable and non-bio degradable. Questions 

regarding segregation were made in order to 

understand the awareness of people about the basic 

tools of waste management like segregation. Also 

while interviewing the Kalimpong Municipality 

officials; they informed that waste segregation at 

source would solve almost 75 per cent of the waste 

management problem which the town was facing. 

Segregation would automatically reduce waste 

generation as the organic waste could be composted 

and the dry inorganic waste could be given up for 

recycling.



The figures above represent the distribution of the 

respondents on the basis of their knowledge and 

practice of segregation. On conducting the survey it 

was found that 41.77 per cent of the surveyed 

respondents knew the meaning of segregation while 

58.23 per cent of the respondents had no idea or had 

never heard about segregation before. Twenty percent 

of the total interviewed respondents practiced 

segregation at their houses. It was found that even 

respondents who knew the concept of household waste 

segregation did not practice it. Out of 71 households 

who knew about segregation only 49.30 per cent 

practiced it. Each household surveyed had proper 
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sanitation at their homes and each owned at least one 

dustbin. Average number of dustbins per household 

was calculated to be approximately 2. 

Methods of Solid Waste Disposal

Household solid waste disposal methods were also 

examined as shown in the Table 2  Questions 

regarding waste disposal methods were asked to the 

respondents in order to understand the waste disposal 

methods respondents were practicing in absence of 

house-to-house collection or ward wise collection of 

waste by Kalimpong Municipality. 

Source:

 

Primary

 

Data

 

Fig.

 

5.4

 

a

                                                                 

Fig.

 

5.4

 

b
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Table 2, shows that open burning of waste is the most 

common practice with 52.94 per cent of the surveyed 

households following this method of waste disposal. 

The method of open burning causes great 

environmental pollution due to emission of harmful 

gases which causes health problems to people living in 

and around the area. The second most common 

practice followed by the répondants was open 

dumping with 42.35 per cent using this method of 

disposal. Some of the répondants used both open 

burning and open dumping as the waste disposal 

method. Composting of their organic waste was 

followed by 17.65 per cent of the total surveyed 

households. Composting was done by these 

households on their own personal initiative and 

interest. No support was provided till date by 

Kalimpong Municipality for urging the people to 

practice composting as a method for organic waste 

disposal and hence a large share of the interviewed 

households remained unacquainted rather than 

ignorant about this alternative method of waste 

disposal. 

Respondents were surveyed on the basis of the areas 

or places they used to dispose their waste as shown in 

Table 3. 

Table 2: Distribution of participating households by the waste disposal methods 

they follow they followed 

Waste Disposal Practices Number of Households Percentage 

Composting 30 17.65 

Open Burning 94 52.94 

Throwing in dumpsite, Municipal 
Vats  

30 17.67 

Open dumping 72 42.35 

Total  226  

Source: Survey, 2014 

Table  3:  Distribution  of  households  by  the  waste  disposal  sites   

Mediums   used  for  Waste  

Disposal  

Number  Households  Percentage  

Municipality  Vats  21  12.35  

Roadside
 

52
 

30.59
 

Nearby
 
lane

 
24

 
14.12

 

Inside
 
their

 
own

 
premises

 
45

 
26.47

 
Jhora

 
25

 
14.71

 
Barren

 
lands

 
or

 
forest

 
area

 
36

 
21.18

 
Source:

 
Survey

 
Data.

 



The primary area that the surveyed households used to 

dump their waste was the roadside with 30.59 per cent 

out of the total interviewed households following this 

method. On further questioning about the reasons 

behind roadside dumping it was found that they had no 

alternative to this method. Roadside dumping was 

more prevalent in wards which were the main market 

area as there was no barren land or other secluded 

area, where they could dispose off their waste. The 

second most common method followed was burning or 

dumping the waste inside their own premises with 

26.47 per cent (45) disposing their waste in such 

fashion. Dumping of waste in barren lands or forest 

area where there was not much human habitation was 

carried on by 21.18 per cent (36) of the surveyed 

households. Though this method kept the vicinity 

clean, it had an externality effect as the dumped waste 

caused environmental pollution in the forests area 

disturbing the natural habitats of many birds and 

animals as well as leading to loss of aesthetic appeal of 

the forests. Disposing waste on barren lands leads to 

loss of the lands productivity as the chemicals secreted 

form the waste leads to soil pollution, thus rendering 

the soil unproductive for further use. 

Revenue Earned and Cost Incurred By Kalimpong 

M u n i c i p a l i t y  f o r  Wa s t e  M a n a g e m e n t

Kalimpong Municipality of lately has been facing the 

burden of the ever growing population and 

urbanization as it has not been able to provide the 

waste collection and disposal facility they had been 

providing during the past years due to insufficient 

funds. The indiscriminate dumping of waste with no 

post handling has led to the overuse of landfills which 

have run out of its capacity leading to landslides and 

air pollution thus leading to public protests. The lack 

of funds available for post handling of waste has been 

the reason for the situation. Even if the Kalimpong 

Municipality wants to it cannot set up a proper waste 

disposal facility because proper disposal of waste 

requires huge amount of investment, which the 

municipality lacks.

Kalimpong Municipality is responsible for funding 

waste management in each ward from its revenue 

source. Revenue is collected through levying various 

taxes and other service charges as shown in 

Table1below. Kalimpong Municipality generated 
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approximately Rs 26 lakhs as revenue from various 

sources for the year 2013. On interviewing the Vice 

Chairman of Kalimpong Municipality he pointed out 

that revenue collection was extremely difficult, low 

and insufficient as the people at large did not pay the 

specified amount on time and also the payment was 

prone to fluctuation on a year to year basis. They also 

highlighted the fact that insufficient revenue collection 

is what has stopped the municipality form initiating 

any proper waste management program. The rates at 

which the municipality charged the taxes were found 

to be very low as it had yet to be upgraded from the 

rates that were fixed during 1990's, i.e., almost more 

than two decades ago resulting in low volume of 

revenue collection.    

*Death Certificates, Residential Certificate, Birth 
Certificate, Drivers License etc.
                              

   

Table  4:  Revenue  earned  from  various  sources  by  Kalimpong

Municipality   

Revenue
 

Sources
 

Revenue
 

generated

per
 

year
 

(Rs.)

Different

 
Forms*

 
100920

 
Building

 

Application

 

Forms

 

57000

 
Rent

 

of

 

Municipal

 

Buildings

 

575898

 Levy

 

Fees

 

602436

 Development

 

Fees

 

576120

 
Mutation

 

36000

 
Site

 

Plan

 

Fees

 

90906

 

Integrated

 

Housing

 

and

 

Slum

 

Development

 

Program.

 

466200

 Meat

 

and

 

Fish

 

Shop

 

owned

 

by

 

the

 

Municipality

 

92700

 
Total 2598180

Source: Kalimpong Municipality, 2013
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Providing any kind of service requires the provider to 
incur some form of cost, and the benefactor in turn to 
pay some amount for acquiring those services. In case 
of environmental good too there is some cost that 
needs to be incurred be it in monetary terms, 
environmental quality or loss of aesthetic value; 
likewise there is a cost that needs to be incurred for 
providing SWM in an area. SWM is considered by the 
public at large as the duty of their respective 
municipalities and therefore little or no cost is incurred 
by the service getter. The cost for SWM makes up the 
largest share in any Indian Municipality budget, of 
which the collection services alone makes up 60 to 70 
per cent of the total budget allocated for SWM, 20 to 
30 per cent being spent on transportation leading to 
little or no finance for scientific or proper disposal of 
waste which is the most important aspect of proper 
waste management (Annepu, 2012). Likewise in case 
of Kalimpong Municipality too SWM services makes 
up the largest portion of the municipality budget, with 
collection and transportation of waste saturating the 

entire budget allocated for waste management leaving 
no budget for scientific or proper waste disposal. 
SWM is the single largest item of expenditure in the 
municipal budget in Kalimpong and this service 
suffers from critical deficiencies (Kalimpong 
Municipality Annual Report, 2013).

Table 5 below, shows the operational cost that the 
Kalimpong Municipality is going to incur for 
providing waste collection services from ward 1-12 
wards which is covered under the first phase of the 
Kalimpong Municipalities waste management 
program. The monthly operational charge is calculated 
to be at Rs 6, 04,500 and comprises of the working 
staffs salary, telephone charges of the same, vehicle 
charges which include the petrol cost and the driver's 
salary and other miscellaneous expenses. The total 
operational cost for 23 municipal wards was calculated 
to be Rs 11,58,625  per month or Rs1,39,03,500  per 
year with an average cost for 1 ward being calculated 
at Rs 50375 per month and each household cost 
coming at Rs 111.78 i.e., around  00.96 per cent of the 
total cost.

Table 5: Operational Cost undertaken by Kalimpong Municipality  

Particulars N Per month* 
(Rs) 

Cost for 1 ward 
(Rs) 

Cost for 23 
wards (Rs) per 
month 

Labour  wages 61 244000 20333.33 467666.67 

Supervisor 15 75000 6250 143750 

Senior Super Visor 2 14000 1166.67 26833.33 

Co-ordinator 1 12000 1000 23000 

Executive Director 1 30000 2500 57500 

Telephone Charges  4500 375 8625 

Vehicle  Charges  200000 16666.67 383333.3 

Other Expenses  80000 6666.67 153333.3 

Total  604500 54958.34 1264042  

Source: Kalimpong Municipality, 2014 

*of 12 wards 



Comparing the per year operational cost to the revenue 

earned per year by the municipality, we can calculate 

the total profit earned or loss incurred using the 

formula:

Profit or Deficit    = Revenue – Cost

                             =2598180 - 15168504 

Revenue   Deficit  = -12570324

The above calculation shows that at the present 

amount of revenue that is collected, the revenue deficit 

is calculated to be more than 80 per cent of the total 

amount needed to finance only the operational cost for 

providing waste collection services in the town, due to 

which the Kalimpong Municipality is not being able to 

initiate any waste management program. To overcome 

this situation a well defined structure for collection of 

revenue should be planned by the Kalimpong 

Municipality in order to overcome such deficiencies 

and also the rates at which the taxes and other service 

fees are being charged needs to be increased taking 

into account the inflation rate of the past 2 decades and 

current value of the money. 

From the Table 5 we can see that no fee is charged for 

SWM services solely, leading to overuse and over 

exploitation of the resource as people consider it free 

and have no sense of responsibility. The municipality 

must implement user charges for the services in order 

to reduce the gap between the revenue earned and cost 

incurred, also it must charge each households, 

commercial centers, market places, shops and hotels 
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accordingly so that these charges can at least cover the 

operational cost and hence the municipality can use 

their revenue source for proper disposal of waste 

rather than using it up just for waste collection.

Economic Prospects Of Waste Management 

Activities 

Waste is no longer treated as a burden but a resource. 

There are tremendous economic values that can be 

extracted from different waste management activities 

be it in the form of public participation to make 

financial contribution for proper waste management or 

activities like composting that helps in revenue 

generation as well as employment generation.

Composting can act as a source of revenue that the 

municipality can use.  Lots of developed countries are 

turning towards recycling and in case of developing 

countries where the organic fraction in the total MSW 

generated is more composting; bio gas plant to extract 

methane is seen as a viable option. In case of 

Kalimpong Town too biodegradable waste accounts 

for more than 50 per cent of the total waste generated. 

Various methods are being adopted according to the 

waste type and composition, all around the world, to 

divert waste from being dumped in landfills. In case of 

Kalimpong Town with more than 50 per cent of the 

waste being bio degradable composting of waste 

comes as the most feasible solution to divert it from 

being land filled. The compost generated can be used 

as a source of revenue by the Kalimpong Municipality 

through selling the compost.

Generation Points Total(  in 
Kg) 

         Quantity of Waste (in Kg) 

                     Waste Type  

Bio-degradable Non-biodegradable 

Domestic 11535 6921 4614 

Daily and Wholesale 
Market 

20900 16720 4180 

Hotels 499 200 299 

Agricultural/ Garden 825 825 0 

Sub-Total  33759 24666 9093 
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Table represents the amount of biodegradable waste 
generated in Kalimpong Town and the estimated 
figures of compost generation and revenue generation 
from the compost. It is estimated that for every 100 
tonnes of MSW around 20 tonnes of compost is 
generated i.e., 20 per cent of the total intake and sold 

at approximately Rs 5 per kg  this study will be using 
the above given figure for estimating the compost 
production and revenue generation in Kalimpong 
town.

Table .  Estimated Value of revenue generation through 
composting in Kalimpong Kalimpong Town

Commercial Centers 2000  2000 

Bus Stand 50  50 

Sub-Total  2050  2050 

Street Sweepings 300  300 

Drain Cleanings 200  200 

Sub-Total  500  500 

Cess pool 300 300  

Clinical 660  660 

Total  37268 24966 12303 

 

Bio degradable 
waste generated 
(Metrric Tonnes) 

Total Compost 
Generation ( 20 per 
cent) (tonnes) 

Selling Price 
(Rs) 

Total revenue 
generated 
(Rs) 

Per Year  

24.97 5 5 per kg 25000 300000 

Source: SurveyData 

Kalimpong Municipality can therefore generate an 
estimated revenue of at least Rs 3 lakhs per annum 
from its biodegradable waste that was otherwise being 
dumped and generating no value, leading to 
environment degradation. Composting also has other 
benefits as it diverts a large volume of waste from 
being land filled and hence reducing the pressure from 
the lands and thus the need for Kalimpong 
Municipality to spend their funds on purchasing land 
for landfills. Since the municipality does not have 
many funds for setting up large waste management 
projects, aerobic composting can be considered as the 
best way to manage waste in the area. Anaerobic 
pertains to organisms, such as bacteria, that can live in 
the absence of atmospheric oxygen. Anaerobic 
composting" is terminology often used to refer to such 
organisms living in a compost bin and influencing the 

quality of its decomposition; it also refers to the 
conditions under which such organisms thrive in the 

bin .

There is also no problem regarding finding a market 
for the generated compost as it has a ready market in 
Kalimpong with flower nurseries, vegetable growers 
and other agricultural groups and nearby tea gardens. 
Lastly community participation can play a key role is 
this aspect as waste segregation is absolutely crucial in 
order to generate a quality compost that can be sold at 
a higher price (compost are sold in different prices 
according to the quality, different priced compost are 
available according to the quality in Kalimpong). 
Kalimpong town can produce quality compost which 
will be an added advantage over other compost 
producers as in India a large share of compost that is 



produced from mixed waste which does not produce 
quality compost and has little or no value.Also the 
recent trends of organic farming and organic products 
becoming more popular and consumers demanding 
items free of chemical fertilizers and pesticides, the 
use of compost has become increasingly important and 
the demand for it has risen. For waste to safely and 
completely compost, it must be organic. Unless the 
waste is thoroughly sorted at its source, workers at the 
compost site would be required to do this, much of it 
by hand (CMAP, 2008). The key to success of 
generation of good quality compost is segregation of 
waste at the source of the generation i.e., the 
household.

Whatever little sorting of recyclable materials is done 
is done manually by the informal sector consisting of 
waste pickers (kabadiwalas) and scavengers. The 
informal sector is indirectly playing an extremely 
important role for their own monetary benefits by 
helping the town of Kalimpong curb at least a part of 
the problem. They go around collecting waste from 
households and other dumping sites and sell it to the 
scrap dealers for some amount of money. The scrap 
largely consists of plastic items, cardboard paper, iron 
goods, old electronic goods, papers and bottles. There 
is a total of 10 scrap dealers in the Kalimpong town 
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and around 50-60 waste pickers and around 50 
scavengers. Approximately 20 quintals of plastic, 20 
quintals of card board paper and 20 quintals of iron 
goods are brought in by the waste pickers and the 
scavengers on a daily basis. The iron materials are 
bought by the waste pickers at Rs 14 per kg, plastics at 
Rs. 10.00, Rs.6 .00 and Rs.5.00 per kg depending on 
the quality of the plastic and paper and cardboard at 
around Rs 6.00 to Rs 7.00 per kg. The waste pickers 
are mostly migratory labourers and mostly come from 
the neighboring states of West Bengal. The scrap 
dealers then pack the waste and transport the packages 
to Siliguri by truck to resell the collected material to a 
handful of recycling companies in Siliguri. 

The total quantity of different waste products procured 
by the waste pickers in a day was estimated after doing 
interviews with them and visiting different scrap 
dealer's form that information an approximate value 
was obtained. Considering primary data that was 
collected regarding amount of waste that is being 
procured by the informal sector and the amount at 
which it is bought from the households, Table 8 below, 
shows the total estimated value in rupees terms of 
waste that is generated on a daily basis, on a monthly 
and yearly basis.

Table 8: Quantity of waste procured by the waste pickers and the estimated rates at which they are bought

Materials  Quantity 
(Quintals)  

Rs/Kg  
Revenue  

Revenue 
Generated** (in 
Rs.) 

Per 
month*** 

Per year 

Plastics  20  10,6,5*  6853 205590 2467080 

Cardboards  20  6-7  6853 205590 2467080 

Iron Products  20  14  13706 411180 4934160 

Total   27412 822360 9868320 

Source: Primary Data,  
*Depending on the quality of the plastic, **Taking an approximate figure of Rs 7 for 1 
and 2, *** considering 30 days in each month 

From the Table 5 above, it can be seen that there is 

almost a market of worth Rs 1crore per annum in the 

small town of Kalimpong given the fact that much of 

the waste is indiscriminately dumped by the people 

and only a very small share of waste is being procured 

by the informal sector. Thus the Kalimpong 

Municipality as well as the public at large should 

understand that waste can be a source of revenue 

generation if managed properly rather than treating it 

as a burden.
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Another important and positive impact of undertaking 

a waste management program is the creation of 

employment opportunities. Waste management 

requires employment of labourers in order to get the 

task done thus creating employment opportunities for 

the local people.  Estimated employment generation 

from the waste management program going to be 

undertaken by the Kalimpong Municipality is shown 

in Table 6. The data obtained from Kalimpong 

Municipality, regarding the number of officials and 

labourers needed for waste management activities in 

the 12 wards was used to estimate the employment 

that would be generated in the total 23 wards.

Table 9 : Estimated employment generation from the 

waste management program going to be undertaken by 

the Kalimpong Municipality.

From Table 9 it can be seen that a total of 80 new 

employments are going to be generated when the 

municipality will start the first phase of its waste 

management program going to be undertaken by the 

Kalimpong Municipality for the 12 wards. Using this 

data obtained from the municipality to estimate the 

employment generation in the whole of the 23 wards. 

The estimated figures give us a total of 153 new 

employment opportunities that would be generated 

from the waste management activity in the town of 

Kalimpong.

CONCLUSION AND RECOMMENDATIONS

It may be concluded from the present study that 

MSWM services at present are not up to the mark in 

Kalimpong town and Kalimpong. Municipality suffers 

from financial as well as infrastructural shortcomings. 

No waste management activities of any kind is 

undertaken in the town of Kalimpong at present. The 

share of bio degradable waste was larger in total waste 

generated. Therefore composting of waste was a viable 

option for the municipality to manage its waste as well 

as earn revenue from selling the compost. The public 

at large were unaware of the waste management 

activities undertaken by the Kalimpong Municipality. 

Segregation was practiced by very few households.

Firstly, Kalimpong Municipality must start treating 

waste as a source of resource and start tapping in on its 

value rather than treating it as a burden. Secondly, 

Kalimpong Municipality must develop a strong 

administrative set up and a waste management system 

taking into consideration the various factors 

specifically unique to this region. Lastly an intensive 

education program for the public at large, regarding 

waste management practice and methods should be 

undertaken by the municipality to promote SWM 

practices in the town
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Abstract

This study explored the factors that influence customer 

shopping experience. This research has identified five 

factors such as other customers, retail brand image, 

price, quality, and store atmosphere. These five factors 

are derived from previous marketing literature. The 

study had identified 38 research papers that are 

effective for the research. And all these papers are 

selected based on the high impact factor. Further, the 

study has attempted to develop a conceptual model. 

Based on the literature support, the causal paths are 

established in the conceptual model. Finally, the study 

had discussed the theoretical and managerial 

contributions. 

Keywords: experience; other customer; hedonics; 

retailing; service atmospherics.

INTRODUCTION 

Today customer experience has become the most 

important factor for the success of any business . The 

last two decades, service quality proved to be the most 

influencing factor for customer satisfaction . But, the 

holistic nature of experience grabbed the researchers to 

understand the concept in a better way to improve the 

overall satisfaction of customers . Customer 

experience defined as “subjective mental status felt by 

the customers during the consumption of service” . 

Thus, it is imperative to understand the experience of a 

customers to improve their consumption satisfaction.

Retailing is one of the most researched areas in the 

marketing literature. With the introduction of online 

retailing, the majority of the customers are buying 

products in the online stores. Today, the biggest 

challenge for offline retailers is 'how to sustain their 

businesses?'. Thus, the customer experience is the 

newly emerging idea that retailers are focusing on 

attracting the customers towards their shopping malls. 

The goal of any retail store is to increase profits. This 
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is possible only when customers revisit their mall. 

Previous studies have proved that satisfaction directly 

linked with loyalty. The increase in satisfaction 

enhance the intentions to revisit the store . Hence, 

satisfaction and loyalty are important factors that 

could increase the profits of retailers.

Based on the previous discussions, this study aims 1) 

to discuss the concept of customer experience in the 

context of retail, 2) what are the factors that influence 

customers to experience in retail? 3) What could be the 

outcomes of customer experience in retail? To fulfill 

the objectives of the study the next sections deals with 

literature review in which the paper discussed the 

concept of experience from various perspectives and 

developed conceptual modes furthers the study 

discusses managerial implications.

LITERATURE REVIEW   

Customer experience refers to “a set of interactions 

between a customer and product, a company, or part of 

its organization, which provoke a reaction. This 

experience is strictly personal and implies the 
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customer's involvement at different levels (rational, 

emotional, sensorial, physical, and spiritual” . Further 

“customer experience is the internal and subjective 

response customer has to any direct or indirect contact 

with a company. Direct contact occurs in the course of 

purchase, use, and service and is usually initiated by 

the customer. Indirect contact most often involves 

unplanned encounters with representatives of a 

company's products, service or brands and takes the 

form of word-of-mouth recommendations or 

criticisms, advertising, news reports, reviews and so 

forth”. Summarising these definitions  defined the 

concept of customer experience in the retailing context 

as “customer experience construct is holistic and 

involves the customer's cognitive, affective, emotional, 

social and physical responses to the retailer. This 

experience is created not only by those elements   

which the service provider can control (e.g., service 

interface, service atmosphere, assortment, price) but 

also by elements that are outside of the service 

providers control (e.g., interactions among and 

between customers and employee, the purpose of 

shopping)”.

 

 

 

  

 

 

Other customer  

Retail brand image  

Price 
 

Quality 

 

Store atmosphere 

 

Overall Customer 

Experience 
 

Figure 1: proposed conceptual model for the study

In the marketing literature, various studies have 

discussed the factors that influence the consumer 

behavior (Grewal, Levy, & Kumar, 2009; Puccinelli et 

al., 2009; Verhoef et al., 2009). This study explored the 

literature, identified and grouped various factors that 

influence customer experience in the retail context. 

The conceptual model is shown in figure 1.  

Other customer 

Retail consumption mostly takes place in the public 

environments (Baker, 1986; Verhoef et al., 2009). 

Various people simultaneously attend the store to 

consume the retailer service (Baker, Parasuraman, 

Grewal, & Voss, 2002). There is a high possibility that 

other customer can have an impact on one’s 
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consumption of service. For example, standing very 

near, smoking, etc. Other customer perceptions can 

influence one’s experience. The good dressing style 

impresses the people (Ittamalla, 2017). Physical 

appearance is one of the important factors that have to 

be considered by retailers (Sundstrom & Altman, 

1989). Another factor like similarity can have a very 

good influence on one’s emotions (Brocato, Voorhees, 

& Baker, 2012; Hwang, Han, & Hyun, 2016). For 

example, when someone feel that other customers are 

belong to their background or same like him in style, 

they feel happy and comfortable to approach them and 

share their feelings. In contrast, if the customers in the 

store dresses poorly and smells bad, there is a chance 

that customers avoid the store. Also, behaviors of the 

customers is a major influencing factor in the retail 

atmosphere (Martin, 1996). For example, when 

another customer speaks loud, stares at someone and 

crossing the queues at billing point. Therefore, social 

element is a crucial factor that has to be considered to 

understand overall experience of the customer. 

Brand image of the store

Brand image refers to “the general impression of a 

product held by real or potential consumers”(Park, 

Jaworski, & Maclnnis, 1986). The role of brand image 

is very important in the marketing industry (Dobni & 

Zinkhan, 1990). People buy products based on the 

image of the product that they have in their mind 

(Roth, 1995). For example, customer buy iphone even 

though the same features are available with other 

phones. Selection of brand increases the image of the 

customer in the society (Faircloth, Capella, & Alford, 

2001; Hyun & Han, 2015). People buy rich products to 

see themselves with a rich community. Moreover, the 

brand is a prestigious thing in Asian countries (Alden, 

Steenkamp, & Batra, 1999). So, people buy products 

that increase their value in the society (Graeff, 1997). 

Hence, it is imperative to understand the role of brand 

image in creating customer experiences in retail 

context.

Price

Most of the product consumption relies on its price 

(Bei & Chiao, 2001). Customer value described as the 

difference between the benefit and sacrifices (Martín-

Consuegra, Molina, & Esteban, 2007). The customer 

always looks for best value with fewer sacrifices. 

Indian customers are very particular about their 

spending. Today customers are very much aware of the 

products prices. For example, a customer wants to buy 

a TV, he looks for the price in the online shopping 

channels and compares with offline prices.  Customer 

may buy the product where he can get it for a lesser 

price. Hence the importance of pricing strategies is 

crucial in the digital marketing era (Matzler, Würtele, 

& Renzl, 2006). Various studies have discussed the 

types of pricing strategies such as penetration pricing, 

economy pricing, price skimming, psychological 

pricing, product line pricing, value pricing, 

geographical pricing (Herrmann, Xia, Monroe, & 

Huber, 2007; Johnson, Gustafsson, Andreassen, 

Lervik, & Cha, 2001). The retailers have to carefully 

develop their strategies to attract the customers. Thus, 

customers evaluate their experiences based on the 

value they derived from product or service.

Quality 

Quality refers to the gap between expectations and 

performance (Parasuraman, Zeithaml, & Berry, 1985). 

Service quality is a major aspect of the retail store. 

Majority of the studies discussed the significance of 

quality in the retailing environments (Bishop Gagliano 

& Hathcote, 1994; Dabholkar, Thorpe, & Rentz, 

1996). Various researchers identified the relationship 

between quality and satisfaction (Spreng & Mackoy, 

1996). Quality improves the satisfaction. A pioneering 

study (Parasuraman et al., 1985) identified five 

dimensions of service quality, reliability, assurance, 

tangibility, empathy, and responsiveness. Another 

study (Oh, 1999; Sivadas & Baker-Prewitt, 2000) 

empirically evidenced that each dimension of the 

quality significantly influences customer satisfaction 

and loyalty. Quality experiences increase the brand 

image and revisit intentions of the customers. Hence, it 

is necessary to understand the quality of the retail 

services to enhance the total experience of the 

customer. 

Store atmosphere 

The s tore  atmosphere refers  to  “physical  

characteristics of a retail store used to create an image 

to attract customers” (Robert & John, 1982). 

Consumption environment is the critical factor that 



influences the service experience of the customer 

(Donovan, Rossiter, Marcoolyn, & Nesdale, 1994; 

Tasci & Milman, 2017). Specifically, in the retail 

context, the customer comes to store to have product. 

The ambiance of the store is the first thing that 

customers evaluate (Spies, Hesse, & Loesch, 1997). 

Store atmospherics include lighting, music, the design 

of the store, smell, space in the store and colorful 

paints or labels on the walls (Eroglu, Machleit, & 

Davis, 2003). Service atmospherics increases the 

hedonic consumption of the customer (Cheng, Wu, & 

Yen, 2009). Hedonics are more related to experience. 

Thus, it is imperative to maintain the proper 

atmosphere in the store to create a memorable 

experience for the customers. 

T H E O R E T I C A L A N D  M A N A G E R I A L 

IMPLICATIONS 

Regarding the theoretical contribution, this study 

identified five factors that influence the store 

experience of the customer. These five factors are 

identified based on the previous studies in the retailing 

research. This study also attempted to develop a 

conceptual model. The links are established based on 

the literature available in the marketing research. 

Hence, the future studies can utilize this conceptual 

model to empirically test and find the hierarchy of the 

importance of each factor of customer experience in 

the retail sector. 

Regarding managerial implications, managers need to 

consider these five factors such as another customer, 

retail brand image, price, quality, and store atmosphere 

in their customer satisfaction evaluations. Other 

customer perceptions should be seriously considered 

to avoid the negative brand image of the store. 

Managers should sell the products which with good 

quality. Store atmosphere should be maintained 

properly. If possible store managers can make their 

retail store as entertainments spots by making 

available different kind of gaming zones, events 

specifically to the children.  
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Abstract:

Corporate social responsibility (CSR) receives 

increased attention by all stakeholders of any business. 

CSR means corporate commitments towards different 

stakeholders for sustainable development by the way 

of spending of certain amount of profit on 

stakeholders. This study explores the perception of 

stakeholders regarding different meanings/concepts of 

CSR. For this primary data collection method were 

used. 405 respondents are taken as a sample. The 

finding shows that respondents perceived the term of 

CSR as Corporate Sustainability, Strategic 

Philanthropy, Voluntary Social Work, Community 

Engagement and Charity. 

Keywords: Corporate social responsibility, 

Stakeholder perception, Corporate Sustainability, 

Strategic Philanthropy, Voluntary Social Work, 

Community Engagement and Charity.

INTRODUCTION

A single globally accepted definition of CSR does not 

exist, as the concept is still evolving. Votaw (1973) 

said that “corporate social responsibility means 

something, but not always the same thing to 

everybody”. Corporate Social Responsibility is the 

ongoing commitment by business to behave morally, 

ethically and contribute to economic development 

while improving the quality of life of the workforce 

and their families as well as of the local community 

and society at large (Holme & Watts, 1988). The 

present study is based on to understand perception 

regarding the concept of Corporate Social 

Responsibility among stakeholder. There are 405 

stakeholders are selected for the study. Stakeholders 

are related to Insurance Companies. Corporate Social 

Responsibility is the continuing commitment by 

business to behave ethically and contribute to 

economic development while improving the quality of 

life of the workforce and their families as well as of 

the local community and society at large (Lord Holme 
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and Richard Watts).

LITERATURE REVIEW

Statutory Obligation

Today CSR links with many areas of law including 

international law and European law, corporate law and 

corporate governance, tort law and contract law, 

procedural law, labour and environmental law, and 

criminal law. All of these areas contribute importantly 

to the development of CSR (Lambooy, Tineke 2014). 

And the budding concept of CSR requires the 

company to act beyond its legal obligations and to 

integrated social, environmental and ethical concerns 

into company's business process (India CSR, 2010). 

Another reason may be that India has become the first 

country in the world to regulate CSR through Section 

135 of the Indian Companies Act 2013 (The 

Conversation, 2017).

Corporate Sustainability (CS)

Hopkins, Michael (2003) considered the definition of 

CS which was given by PriceWaterhouseCoopers as 

“Corporate Sustainability can be defined as meeting 

society's expectation that companies add social, 

environmental and economic value from their 

operations, products and services.” However, the real 

distinction between the term CSR and CS is given by 

Montiel, Ivan (2008) that “management literature uses 

both Corporate Social Responsibility and Corporate 

Sustainability refer to social and environmental 

management issues, but there is no clear distinction 

between the two terms.” Keizers (2002) and Schwartz 

et al. (2009), suggested that CSR and CS as two sides 

of a coin, CSR relates to transparency, stakeholder 

dialogue and sustainability reporting, while CS 

focuses on value creation, environmental management, 

environmental friendly production systems, human 

capital management and so forth, but now days many 

consider CS and CSR as synonyms. 

Strategic Philanthropy (SP)

Strategic Philanthropy means the practice of 

companies by which they target their respective 

charitable and philanthropic activities around a 

specific issue or cause that will in turn support their 

own business objectives (Frechette, Henry 2010). 

Strategic Philanthropy may be called Corporate Social 

Investment (CSI) this is a South African term, which 

actually means corporate social or community 

relations (Idowu & Filho 2009) in which charity 

activities integrate into the business goal, based on the 

strengths and expertise of the company, and link the 

work with wider social issues (BSR 2010). And CSR 

can be said to be creative admixture of Corporate 

Philanthropy and Strategic Philanthropy, where the 

aim of donations is linked with the core business goal 

of the company (Chakrabarty, Bidyut 2011). CSR is 

regarded as Strategic Philanthropy when philanthropy 

activities related to the success of the business (Aras & 

Crowther 2010). 

Voluntary Social Work 

Voluntariness is a common facet in the definition of 

CSR given by Commission of the European 

Communities (2011), World Business Council for 

Sustainable Development (1999), Commission of 

European Communities (2001), Business for Social 

Responsibility (2000), Hopkins (1998), Jones (1980), 

Hopkins (2003). Therefore, we can say that Voluntary 

Social Work and CSR both are taken as the same 

meaning. 

Community Engagement 

Community engagement is a planned process with the 

specific purpose of working with identified groups of 

people, whether they are connected by geographic 

location, special interest, or affiliation or identify to 

address issues affecting their well-being (QDES 2001). 

Charity

According to Oxford dictionary (2016) charity refers 

to an organisation set up to provide help and raise 

money for those in need or the body of organization 

viewed collectively as the object of fundraising and 

donations. Charity and CSR have some basic 

differences. Charity can be performed by an individual 

or a corporation, but CSR can be exclusively done by 

organisation or company. Performing Charity work 

required no follow up or accountability, whereas CSR 

required both accountability and responsibility.  In 

addition along with responsibility it is required to 

monitoring the progress of where the funds/goods are 

invested. It is also an organizational duty to aware 

about the outcome of these activities (Toh.com 2016). 



In other words Charity is a purely social voluntary 

activity whereas CSR is a responsible and accountable 

activity (Companies Act 2013 section 135). According 

to Murlidhar (2015), CSR activities are designed to 

benefit a community pertaining to a specific cause 

(health/education/ women). A CSR activity cannot be 

created to help out an individual (charity on the other 

hand can be an act of giving to benefit an individual).

Research gap

The above literature is based on activities which 

follow in Social Responsibility. CSR possessed all the 

characteristics such as Corporate Sustainability, 

Strategic Philanthropy, Voluntary Social Work, 

Community Engagement and Charity. But many 

researcher defines these terms in different ways. The 

available literature surveys not find that exact meaning 

of CSR and what the stakeholder perceived with 

meaning of CSR.

OBJECTIVE OF THE STUDY

� To understand perception regarding the 

meaning of Corporate Social Responsibility 

among stakeholder.
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RESEARCH METHODOLOGY

In this study we have employed Descriptive Research 

Design. Since in the present work we are confining 

ourselves to a limited period therefore, we have 

adopted  Cross-sectional Design rather than 

longitudinal design. In this study we have used 

Primary methods of data collection. Primary Data 

Collection Methods include Close-Ended Structured 

Questionnaire Survey is used to collect primary data. 

Population was stakeholders of Insurance Companies 

who lived in State of Uttar Pradesh, India; such as 

Policy holder of Insurance Company, Shareholder of 

Insurance Company, Employees of Insurance 

Company and Public who have some interest in 

Insurance Company. In this study Convenience 

Sampling (which is the type of Non-Probability 

Sampling) is used. Stakeholders namely Policy 

Holders, Shareholders, Employees and Public of State 

Uttar Pradesh are the Sampling Unit. The data 

collection for the purpose of Primary data was done in 

Lucknow District of State Uttar Pradesh, wherein 405 

questionnaires were personally distributed to 

stakeholders of Insurance Companies.

Data Analysis and Interpretation  

Meaning of CSR understand by Stakeholders  

 

 
Frequency

 
Percent

 
Valid 

Percent
 

Cumulative 
Percent

Valid

 

Voluntary Social Work

 

43

 

10.6

 

10.6

 

10.6

Charity

 

71

 

17.5

 

17.5

 

28.1

Moral Obligation

 

61

 

15.1

 

15.1

 

43.2

Statuary Obligation

 

97

 

24.0

 

24.0

 

67.2

Corporate 

Sustainability

 

64

 

15.8

 

15.8

 

83.0

Strategic philanthropy

 

48

 

11.9

 

11.9

 

94.8

Community 

Engagement

 

21

 

5.2

 

5.2

 

100.0

Total

 

405

 

100.0

 

100.0

  Table 1: Meaning of CSR understand by Stakeholders  
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The above table and Chart shows that respondents 

understand that Statuary Obligation is the meaning of 

CSR, whereas 71 respondents understand that charity, 

64 respondents  understand that  Corporate  

Sustainability, 48 respondents understand that 

Strategic philanthropy, 43 are understand that 

Voluntary Social work and 21 respondents understand 

Community Engagement is the perfect term for CSR. 

The highest numbers of respondents are in Statuary 

Obligation.

FINDING & DISCUSSION

We know that there is no agreed definition of CSR 

(Crowther & Aras, 2008). It is defined by various 

r e s e a r c h e r s  l e a d i n g  t o  v a g u e n e s s  a n d  

misunderstanding. And this vagueness pertaining is 

largely in the area of its social understanding than in 

its definition (Dahlsrud, A, 2008). In the Data Analysis 

and Interpretation we can see that the highest numbers 

of respondents understand that Statuary Obligation 

mean CSR. While next highest numbers of 

respondents understand that Charity is the true 

meaning of CSR. But according to available literature 

CSR and Charity both are different terms. The third 

highest numbers of respondents are those who 

understand Corporate Sustainability is the meaning of 

CSR. The next respondents are who understand that 

Strategic philanthropy is the meaning of CSR. The 

second last and last numbers of respondents are those 

who understand Voluntary Social work and 

Community Engagement is the meaning of CSR.

CONCLUSION AND SUGGESTIONS

There is no universal accepted definition of CSR. 

Many researchers used the term CSR as many ways. 

The author finds from literature survey that 

Stakeholder perception, Corporate Sustainability, 

Strategic Philanthropy, Voluntary Social Work, 

Community Engagement and Charity terms are used 

as synonym of CSR. The present study finding shows 

that different people understand different meaning of 

CSR. Stakeholders perceived CSR and Corporate 

Sustainability, Strategic Philanthropy, Voluntary Social 

Work, Community Engagement and Charity are all 

related terms. We find in literature that CSR has 

playing win-win situation for companies & 

stakeholders and our this study concluded that 

Corporate Sustainability, Strategic Philanthropy, 

Voluntary Social Work, Community Engagement and 

Charity are uses as synonym of CSR. The term CSR 

includes all the term which is related to socio-

economic causes.   

LIMITATIONS 

This paper has a limitations that it used the perception 

of concept of CSR only while many concepts are 

untouched by author like CSR driving force, 

communication pattern, CSR and Profitability 

relationship, role of NGOs in CSR etc.    

Chart No. 1: Meaning of CSR understand by stakeholders
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