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like to wholeheartedly thank all the members of the Editorial board, for  their continued thought leadership 
and support to the journal. I would also like to congratulate the members of Research & Development Cell, 
Asian Business School for their exemplary mentorship of  the journal. Our aim since the very inception of 
this journal has been to publish quality research  upholding the standards of ethical publication. We have 
been consistently working towards enhancing  the visibility, impact and the overall quality of our journal. 
Best wishes to the Research & Development Cell at Asian Business School for its unstinted efforts to 
further strengthen the quality and readership of the journal and thanks to all the authors for their 
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A REVIEW ARTICLE ON MILLENNIUM'S EXPERIENCE OF VIDEO GAMING

Arpit Sidhu* Prerana Rout**

INTRODUCTION

ABSTRACT: 

Keywords: Gaming Addiction; Mobile Gaming; PUBG; Literature Review.

The aim of this paper is to connect, by reviewing the available literature, the current status of research carried out 
on gaming addiction, PUBG, mobile gaming effects and psychological behavior. Other aims of the present study 
are to classify the previous studies into different categories, to provide an inclusive bibliography of the subject, 
and to analyze the results of the studies taken into account by different researchers. In order to analyze the 
previous studies, various sources were reviewed and 25 research papers were considered out of thousands of 
papers, forming the sample for the present analysis. The research work on this subject was found to have 
increased from 2011 to 2020, thus gaining consistently greater interest since then. This report will assist scholars, 
clinicians, potential researchers, policy makers and other relevant stakeholders in the study of current research 
work, as well as in the establishment of guidelines for future research work related to the same subject area, and 
in the use of such data in any field that can make a resourceful contribution.

*Assistant Professor, Lovely Professional University **Student, Lovely Professional University *** Student, Lovely Professional University

One of  the world 's  favori te 
recreational opportunities for 
young people is online video 
gaming. The main choice for 
smartphones is mobile phones, but 
seasoned players prefer to switch to 
larger screens with an 86 percent 
stake, an 11 percent stake for 
laptops, and 4 percent for tablets.

Research has consistently shown 
that gaming, including therapeutic, 
medical, health, cognitive, and 
academic improvements, can 
deliver many positive benefits. 
There are also other benefits, and 
some of the 'learning and growth 
benefits' may be an excellent source 
of enhancing younger children's 
early learning capacity, improving 
memory, brain speed, and attention, 
improving multi-tasking abilities, 
fostering teamwork, and building 
children's confidence. The State of 
Online Gaming 2020 research 
report highlights the latest findings 
in an ongoing series of consumer 
reports on online tastes and 
opinions. This research is based on 
responses from 4,500 clients in 
France, Germany, India, Italy, 
Japan, Singapore, South Korea, the 
United Kingdom and the United 
States, aged 18 and over, who play 
video games at least once a week. 
Respondents were asked questions 

amount of research work has been 
done on these topics during the last 
nine to ten years. Most of the 
prev ious  research  ana lyzed 
relationships (long-term and short-
term), psychological behavior 
u s i n g  r e g r e s s i o n  a n a l y s i s , 
exploratory analysis, statistical 
analysis, descriptive, reliability and 
correlation analysis, Likert 5 scale, 
independent-sample test and many 
more during the study of the current 
literature on gaming impact. The 
remainder of this paper is organized 
as follows: Section 2 and Section 3 
concentrate on Today's Online 
Gaming Has Many Ways of 
Involvement, Including: Game 
Genre and Monetization Strategies 
and research purpose. In Section 4, 
the data and methodology used in 
the present study are defined. 
Section 5 addresses the description 
and  d i scuss ion  of  p rev ious 
scientific research relating to the 
relationship between gaming 
addiction, its consequences, and 
psychological behavior. Section 6 
offers insight into the final 
conclusion on the analysis of past 
literature, and this section also 
addresses the perceived research 
gap that will  support future 
research activities.

on a number of subjects for a 
successful gaming experience to 
determine the types of games they 
play and how often, the devices 
t h e y  u s e ,  h o w  t h e y  a c c e s s 
information, and what they think is 
important.
In the past year, since the State of 
Online Gaming 2019 study, there 
have been new gaming possibilities 
and improvements in online 
gaming activity. A new category of 
online gaming included in this 
year's survey is 
Console-less Gaming Platforms 
(such as Google Stadia). In terms of 
the most influential behavior 
change, binge-gaming is on the 
increase,  with most  players 
reporting having played for more 
than four hours consecutively. 
H o w e v e r ,  g a m i n g  c a n  b e 
problematic  and potent ia l ly 
addictive, and there is no formal 
r a t ing  sys tem in  Ind ia .  No 
comprehensive study has been 
c o n d u c t e d  o n  t h e  h a r m f u l 
psychosocial impacts of Indian 
gamers and we have attempted to 
highlight a few global instances for 
awareness purposes. 
The concepts of the relationship 
between gaming addiction, its 
effects and psychological behavior 
came to the fore during the 1990s, 
but surprisingly, an unprecedented  

ABS International Journal of Management



2

1.  Online Gaming Today Has
Several Ways of Participation

• Channels:
▷ Via browser, apps& pre-loaded 
gadgets
▷ A device used: Consoles, PC/ 
laptops, and mobile/laptops
▷ Modes of playing: Offline& 
Online
• Game Genres
▷ Puzzle: Problem-solving skills 
(E.g.: Rush Hour)
▷ Action: Physical challenges – 
(e.g.: The Legends of Zelda: 
Breath of the Wild)
▷ Strategy: Gamer(s) decision-
making skills (e.g.: StarCraft with 
Brood War Expansion)
▷ Adventure: Story-based (e.g.: 
Harry Potter's Hogwarts Mystery)
▷ Arcade: Single-player games 
(e.g.: Space Invaders)
▷ Sports: (e.g.: EA Sports Cricket)
▷ Skill-based: Mental skills (e.g.: 
Poker)
• Monetization models
▷ In-app advertisement
▷ In-game product
▷ Incentive based advertisement
▷ Purchase/pay per download
▷ Premium/upgrades
▷ In-app purchases
▷ Subscription
R e s e a rc h  P u r p o s e :  I t  h a s 
generated alarm about the rapid 
growth of video game popularity 
among professionals, parents, 
educators, and politicians. Since 
TV's advent, an entertainment 
medium has not been subjected to 
such wildly ambivalent reactions or 
such skyrocketing revenues. Sales 
amounted to $6.3 billion in the 
United States in 1998, and 90 
percent of US households with 
children leased or owned a video or 
computer game. There is concern 
that video games can interfere with 
the development of skills needed to 
make a successful transition to a 
successful transition to adult 
hea l t h ,  pa r t i cu l a r ly  du r ing 
a d o l e s c e n c e ,  w h e n  s o c i a l 
i n t e r a c t i o n s  a n d  a c a d e m i c 
achievements lay the foundations 
for adult health. While gamers and 
non-gamers concerns about the 
lack of school duties (reading and 
homework) 

 two groups, i.e., Indian studies and 
international studies. Of the 25 
journals,  22 are focused on 
international papers, with the 
remaining 3 on the Indian market. 
The classification of empirical 
research papers on the basis of the 
year of study, the country in which 
the research was carried out, the 
sample duration taken by the 
researchers, the number of sample 
countries, the sources of papers, the 
methodology adopted and the 
results and conclusions published 
by the researchers are reported in 
various tables and figures in the 
following pages.
Methodology :-Initially, the related 
literature was checked for 9-10 
years on selected databases and  
websites on the basis of the 
keyword descriptor  'gaming 
addiction" PUBG' and 'gaming 
impact'. The quest for similar 
l i terature was based on the 
keywords in the titles, the list of 
k e y w o r d s ,  r e f e r e n c e s ,  a n d 
abstracts. Many research papers 
were produced by this quest and 
most of them were related to 
gaming effects. Yeah, but the
The selection of these 25 papers 
was specifically focused on their 
direct relationship between the 
gaming effects of the person 
concerned. To determine the proper 
categorization, the research work 
of these 25 papers was checked. 
The following different groups are 
categorized into all the research 
papers:

1.Online Gaming Today Has 
Several Ways of Participation
• Channels:
▷ Methodology in many academic 
papers used for data processing
▷ Year wise classification of study 
(from 2011 to 2020)
▷ Classification of studies 
country-wise (where research has 
been conducted)
▷ Number of years taken as a data 
set sample
▷ Number of countries used in 
different research papers as a 
sample collection
▷ Sources of papers that have 
been taken up for study.
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of gamers are justified. While video 
games have only been played by a 
small percentage of girls, our 
findings indicate that playing video 
games can have different social 
effects for girls than for boys.
Although it 
is widely acknowledged that most 
American teenagers spend a large 
amount of time playing video 
games,  the  veraci ty  of  th is 
statement has been given little 
empirical attention.
This has been remedied by the 
Kaiser Family Foundation in 19993 
and 20044 in representative studies 
of media use by 8- to 18-year-olds 
in America. On an average day in 
1999, 39 percent of young people 
were found to have played video 
games, and 41 percent did so in 
2004. This proportion, while 
sizable, is far from capturing the 
majority of American youth. In 
comparison, gamers spent an 
average of 26 minutes a day playing 
in 1999 and 32 minutes per day in 
2004, respectively.

Research Gap
Many studies have already been 
conducted on the perception of 
video games, their side effects, 
their association with stress and 
mental health in various countries 
such as the U.S., U.K, etc. But very 
few or almost none of the studies 
are linked to the positive side of 
video games or their benefits in 
some way contributing to the well-
being of a person, keeping the point 
in consideration that excessive use 
of video games is harmful, even the 
research done on this subject and 
field is limited from our country 
INDIA.

Data and Methodology
4.1 Data
The purpose of this section is to 
organize past research studies on 
the relationship between gaming 
addiction, PUBG, psychological 
activity, and mobile gaming effects. 
For this reason, 25 research papers
 did not differ in the amount of time 
they spent interacting with family 
and friends, from 2011 to 2020, 
conference proceedings and 
working papers. First, the research 
papers were split into
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Figure 1.1   The fig describes about the no. of countries used in the study

Literature review
The (fig 1.1) data is been shown regarding the no. of countries' author's research paper has been reviewed for the 
current research paper. As described Turkey (3), Hong Kong (1), China (4), Philippines (1), Netherlands (3), 
Saudi Arabia (1), United States (2), Germany (2), India (3), United Kingdom (2), Pakistan (1), Norway (1). As it 
can be clearly seen that the highest number of research papers referred is from China.
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The next (fig 1.2) shows that the total research papers reviewed where 25 and how many of them are from India 
and how many of them are International, it clearly states that (12%) is 

Chart Title

12%

88%

NO. OF INDIAN

NO. OF INTERNATIONAL

India and The International

Fig 1.2 Describes the no. of research paper, Indian and International remaining (88%)
is International.

As described below (fig 1.3) the various number of journals in which the referred research papers are 
been published, so according to it International Journal of Mental Health and Addiction and Frontiers in 
psychology Journal is been referred 2 times among the rest of the journal.
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JOURNAL

Journal of Surgical Education

Dove Press Journal

International Journal of Technology Enhanced Learning

International Conference on Engineering Psychology and Cognitive Ergonomics

Akademin For Halsa Och Arbetsliv

Journal of behavioral addictions

Conference: 12th International Symposium Communication in the Millennium

The Scientific World Journal

Int J Ment Health Addiction

IRCHE

International Journal of Educational Technology in Higher Education

Addictive Behaviour Journals

Universal Journal of Educational Research

IOP Publishing Ltd

Indian Journal of Social Psychiatry

Archives of Neuropsychiatry

International Journal of Management, IT & Engineering

International Journal of Mental Health and Addiction

BMJ Journals

Frontiers in public health journal

Frontiers in psychology Journal

Asian Journal of Social Sciences and Management Studies

International Research Journal of Modernization in Engineering Technology and Science
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In (fig 1.4) the sample size is been segmented from the range of 0-1000 and above,
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No. of Sample

0-100

101-200

201-300

301-400

401-500

501-600

601-700

701-800

above 1000

S.No.

1

2

3

4

5

6

7

8

9

8

6

2

3

0

2

0

1

3

Sample Range

12%

32%

24%8%

12%

8%

0%

0%

4%

1 0- 100 2 101-200 3 201-300 4 301-400 5 401 -500 6 501-600 7 601-700 8 701-800 9 above 1000

No. of Sample

Fig 1.4 Describes the sample size used in the research papers

In (fig 1.5) as described below we can clearly see the year wise distribution and from which year the maximum

number of research paper is been referred.

2011

2012

2013

2014

2015

2017

2018

2019

2020

1

2

2

3

1

4

3

5

4

Here, year 2019 is referred maximum no. of times, i.e., 5(20%).
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Author, Country
 Year of Study

S.No.

1

2.

3.

Journal Sample size
Tools adopted for
Data Analysis

Findings and
Conclusion

Kennedy, A. M.,

Ireland in 2011

Daria J. Kuss and

Mark D. Griffiths,

United States in

2012

Birgit Schmitz,

RolandKlemke,

Marcus Specht, 

Netherlands in 

2012

Journal of

Surgical

Education

Dove Press

Journal

International

Journal of

Technology

Enhanced

Learning

38 respondents

252

respondents

56 cases

ProMIS laparoscopic

surgical simulator,

cube and arrow test,

statistical analysis

Virtual ethnography,

ludology principles

Secondary Data

The purpose of this study was to

examine whether experience

playing video games on a

laparoscopic simulator predicts

psychomotor competence or

ratings for visuospatial and

perceptual skill tests and, if any, to

examine the relationship between

these inherent abilities.

The purpose of this review was to 

identify all research studies to date

that have used neuroimaging

techniques to shed light on the

emerging problem of Internet

mental well-being and gaming 

addiction from a neuroscientific

perspective. Neuroadaptation and 

physiological changes occurring

as a result of prolonged elevated 

activity in addiction-related brain

regions have led to Internet and

gaming addiction at the level of 

neural networks. In certain ways

these findings offer clear proof of

the parallels between different 

types of addiction, in particular

substance-related addiction, and

internet and gaming addiction.

We have summarized the results of

our study of realistic research papers

on the effects of mobile learning

games in this article. With respect to

t h e  s t a t i s t i c a l  b a s e

(dependent/independent variables)

and the research methodology they

applied, the diverse studies had

different settings as they discussed

different research interests. This

shows that mobile learning games

have the ability to deliver both

affective and cognitive learning

outcomes.
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4.

5.

6.

7.

8.

FL Lin, TY Hsu,

TS Wu, CL

Chang, Taiwan

in 2013

Lujiaozi Wang,

Siyu Zhu, the

United States in

2013

Geir Scott

Brunborg, Rune

Aune Mentzoni,

and Lars Roar

Frøyland, Norway

in 2014

International 

Conference 

on Engineering 

Psychology 

and Cognitive 

Ergonomics

Akademin

For

HalsaOch

-Arbetsliv

Journal of

behavioral

-addictions

Conference:

12th

International

Symposium 

Communic

-ation

in the

Millennium

The

Scientific

World

Journal

36 

respondents

4 respondents

1928

respondents

741

respondents

503

respondents

Descriptive, Statistical 

analysis

Philosophy

 Philosophy

Philosophy

Philosophy of

Science,Design 

and Data-gathering, 

qualitative research

First-differencing

( A Regression

method)

Screening model,

crosstabs technique, 

factor analysis

Descriptive Analysis, 

Likert scale

The purpose of the research proved

that online games could be the 

reason why college students stay

up so frequently all night.

The study was aimed at studying 

the effect of online game addiction

on both Swedish and Chinese 

undergraduate students at the

University of Gävle, Sweden. The

effect  of  online games on 

undergraduate students at Gävle 

University, Sweden, is also being 

investigated.

In the analysis, the relationships

between the use of video games

and adverse consequences are

discussed, and the relationships

between the use of video games

and adverse effects are discussed.

The study shows that habits of 

social networking networks, such

as friendly placement, taking more 

responsibilities, and emphasizing

social life, need to be allowed to 

reduce game addiction.

This pilot study examined the trends

of video and internet gaming habits

and the prevalence and correlations

of gaming addiction in adolescents 

in Hong Kong.The average time

spent gaming per week, the

frequency of  spending money on

gaming, the length of spending

money on gaming, perceived family

disharmony, and having more close

friends were significantly associated

with gaming addiction.

SelahattinÇavuş,

BünyaminAyhan,

Turkey in 2014

Chong-Wen Wang,

Cecilia L. W. Chan,

Kwok-Kei Mak,

Sai-Yin Ho, 

Paul W. C. Wong,

and

Rainbow T. H. Ho,

Hong Kong in

2014
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9.

10.

11.

Charlotte

ThoresenWittek

& TuriReiten 

Finserås &

StålePallesen &

Rune Aune

Mentzoni &

Daniel

Hanss3 & Mark 

D. Griffiths & 

Helge Molde, 

China in 2015

Dennis O. Dumrique,

Jennifer G. Castillo, 

the Philippines in

2017

Dimitrios

Vlachopoulos & 

AgoritsaMakri, the 

Netherlands in 2017

Int J Ment

Health

Addiction

IRCHE

International

Journal of

Educational 

Technology

in Higher 

Education

10081 

respondents

126

respondents

305 cases

Mini-IPIP,

Descriptive

statistics

Purposive sampling,

descriptive-

correlation

Qualitative content

analysis technique,

secondary data

This study analyzed the prevalence

rates and rates of video game 

addiction predictors (N=3389) in a 

group of gamers randomly selected 

from the National Population Registry 

of Norway. These factors offer insight 

into the field of video game addiction 

and may help inform how to classify

individuals who are at risk of

becoming addicted gamers. Video

gaming has become a popular leisure 

activity in many areas of the world, 

and an increasing number of scientific 

studies are researching the tiny 

minority  that  appears  to  be 

developing issues as a result of 

excessive gaming.

This study was conducted at the

Laboratory High School of the 

Polytechnic University of the

Philippines to assess and determine

the impact of online gaming on the

academic  performance and social

activity of students. The research

revealed that boys are more of a

player compared to girls who often

play games that need to mention three

or more teams, such as League of 

Legends, Clash of Clans, Crossfire,

and many more.

As the area of digital games and

simulations was still maturing, this 

paper proved to systematically review

literature related to games and 

simulation pedagogy in higher

education. The main objective was

to research the impact of games

and simulations on the achievement

of clear learning goals. On balance,

the findings show that games and/or 

simulations have had a positive 

influence on learning goals.
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12.

13.

14.

NazmusSaquib,

JuliannSaquib,

AbdulWarisWahid,

Abdulrahman

Akmal Ahmed,

Hamad Emad

Dhuhayr ,

Mohamed 

SaddikZaghloul,

Mohammed

Ewid,

Abdulrahman 

Al-Mazrou,

Saudi Arab in

2017

İbrahim Taş,

Turkey in 2017

Zhuqing Xu,

Ming Xiang, and 

Lijun Pang, China 

Addictive

Behaviour

Journals

Universal

Journal of

Educational

Research

IOP 

Publishing

Ltd

276

respondents

365

respondents

163 

respondents

Chi-square test,

Descriptive 

Multiple regression

analysis

Descriptive, Analysis

of reliability and 

correlation, Likert 5 

scale,Independent

-sample t test,

Regression analysis

The goal of the paper was to show

that the number of students with

psychological distress was high.

Other possible correlates of

depression, such as personal traits,

family relationships, and academic

performance, should be examined

in future research.

This study explored the correlation

of internet addiction and gaming

addiction with school engagement 

and  the  e ffec t  on  schoo l 

engagement of internet addiction 

and gaming addiction. The research

was conducted with 365 students

studying at an Anatolian high

school in Gaziantep province

(140, 38.4 percent, males; 225,

61.6 percent, females).

The study aimed to show that the

influence on game loyalty of game

design and social experience has

some intermediary effect on trust.

The results show that the user's 

social experience and the operator's

game design also encourage their 

loyalty. Gender also plays an

important role in the relationship

between confidence and loyalty,

i.e. the more trust women have in

teammates and game operators,

the greater their loyalty to the game.
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15.

16.

17.

18.

Janardhana

Navaneetham, 

Juna Chandran, 

India in 2018

GülşahBaşol and

Abdullah Bedir

Kaya, Turkey in

2018

Aswathy.V &

Devika.E, Girish.S, 

India in 2019

Mark D. Griffiths 

& Halley M. Pontes

,England in 2019

Indian

Journal of

Social

Psychiatry

Archives of

Neuropsy-

chiatry

International

Journal of

Managem

-ent, IT &

Engineering

International

Journal of

Mental 

Health and

Addiction

200

respondents

327

respondents

200

respondents

5 cases

Descriptive

Exploratory

analysis, 

Statistical analysis

Descriptive

Secondary Data

The paper showed that playing
video and internet games is a
common practice among young
children, and a large proportion of
their time is spent on this activity,
impacting their connection and the
time spent on learning.

In this study, expected factors such
as "Belonging to a group" and 
"success" and "Economic profits" did
not seem to be closely related to the
online gaming habits of adolescents.
Our findings showed that some of the
items did not appear at their expected
sub-scales; for example "I gave up
my sleep for an online group facility,"
were expected to be an item at the
Belonging sub-scale, "My friendships"

The study aimed to show that the 
advanced model for infotainment
relies on social media and online
gaming. The advancement in this
generation of the mobile industry and
network industry has contributed to
the development of the online gaming
industry. Some people perceive online
gaming as a form of entertainment.
People become addicted to it due to
the heavy use of online gaming,
causing many health problems such
as vision problems, headache, and
neck pain, etc., and behavioral issues
that often lead to many gaming
disorders.

This study studied the timely 
establishment of a good level of
cooperation between video game
operators and researchers, provided 
that GD has been identified by the
WHO as a mental health condition.
Therefore, if the video game industry 
is to take social responsibility 
activities seriously and incorporate
them in their mission and dedication
to player safety and harm minim-
ization, achieving this collaboration
phase is paramount.
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19.

20.

21.

22.

Qianjin Wang,

Honghong Ren,

Jiang Long,

Yueheng Liu,

Tieqiao Liu, 

China in 2019

Jin-Liang Wang,

Jia-Rong Sheng

and Hai-Zhen 

Wang, China in

2019

Juliane M. von der

Heiden,

Beate Braun,

Kai W. Müller,

and Boris Egloff,

Germany in 2019

Mamun, 

Mohammed A. 

and 

Mark D. Griffiths,

U.K in 2020

BMJ

Journals

Frontiers

in public

health

journal

Frontiers in

psychology

Journal

International

Journal of

Mental

Health

and

Addiction

6 cases

578

respondents

2734

respondents

7 cases

Secondary Data

Mobile Game

Addiction Scale,

Depression Scale,

Child Loneliness

Scale, Child Social

Anxiety Scale

5-point Likert-type

scale, co-relation &

regression analysis

Secondary Data

The study showed that this article

attempts to explain the context,

epidemiology, etiology, diagnosis,

treatment, and prevention of gaming

disorder as a contribution to the

future conceptualization of gaming

d i s o r d e r .

There are already conflicts within

the research community about

public health problems associated

with gaming disorder at present.

The study found that because of its

potential detrimental effects on

mental health problems, mobile

game  addiction  has  drawn

researchers' attention as a new form

of addictive behaviour and is distinct

from conventional internet game 

addiction on desktop computers.

The study found that potentially 

problematic video gaming was 

associated with positive effects 

and social interactions while playing,

but also psychological symptoms, 

maladaptive coping mechanisms,

negative affectivity, low self-esteem,

a propensity for isolation and poor

school results.

The study aims to examine the fact

that online video gaming among

young people has become one of

the most popular leisure-time

activities in the world. Battle Royale,

a team game inspired by the 

Japanese film, is one of the most

popular games at the time of writing.

23.

Maria Waris

Nawaz, Tooba

Nadeem, Tahira

Fatima, Sana Rao,

Pakistan in 2020

Asian
Journal of
Social
Sciences
and
Management
Studies

160

respondents

Correlational

analysis

The study showed that the resources
included the Online Game Addiction
Scale's Narcissistic Personality
Inventory (Raskin& Hall, 1981) and 
Social  Isolation Interventions
(Zavaleta, Samuel, & Mills, 2017)
(Kim, Namkoong, Ku, & Kim, 2008)
to test the hypothesis.
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24.

25.

S. Lokesh Kumar,

Ms. M. Lakshmi

Priya,

India in 2020

Lucio Gros,

Nicolas Debue,

Jonathan Lete

and Cécile van de

Leemput,

Belgium

& Netherlands in 

2020

International

Research

Journal of

Modernization

in Engineering

Technology

and

Science

Frontiers in

psychology

Journal

Frontiers in

psychology

Journal

158

respondents

61

respondents

Statistical

tools

Descriptive,

Statistical 

Analysis

The study will learn about PUBG 

addiction and its health problems

among young people in the city of

Erode. The study focuses on PUBG

game addiction and its health

problems among young people in 

the city of Erode. I have been doing 

an online survey study questionnaire 

with the help of a Google form, where 

I find out how many young people

play PUBG games, how much they

spend their time playing PUBG games

This study studied that Internet

gaming disorder is characterized by

a substantial decrease in gaming

control, resulting in increasing gaming

time and leading to adverse effects

on several aspects of individual life:

intimate, family, social, occupational

and other related functioning areas

(World Health Organization).The

magnitude  of  this  problem (an

approximate prevalence of between

1.7%  and  10%  of  the  general

population) has prompted the Association

to include gaming disorders in the list

of mental health conditions (2018).

No. of Sample

Fig 1.5 Describes the years, research paper

is published in.

2011 2012 2013 2014

2015 2017 2018 2019 2020
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PERCEIVED NOTIONS OF MICRO SMALL AND MEDIUM ENTERPRISE 
MANAGEMENT ON FDI IN RETAIL - AN EMPIRICAL OUTLOOK

Shruti Maheshwari* Ratish C. Gupta**

INTRODUCTION

ABSTRACT: 

Keywords:  FDI, Economy, Developing Nations, MSME

Foreign Direct Investment (FDI) has become a force to be reckoned with after the Second World War and it has 
obtained an essential part in the worldwide economy. Developing Nations like India, China and couple of nations 
in Southeast Asia have been pulling in tremendous FDI inflows amid the most recent a quarter century. India has 
been a late participant to the FDI situation when contrasted with different nations. The Indian economy has been 
reinforced by outside speculation throughout the years. A few nations offer different motivating forces or 
conspires keeping in mind the end goal to pull in the remote direct speculation (FDI) and make a great situation 
for venture. The prerequisite for FDI is reliant on sparing and venture rate in any nation. This paper endeavours to 
assess the Impact of FDI on the national economy, with reference to Micro, Small & Medium Enterprises after 
long years of financial changes, furthermore break down the effect of FDI on the developing worldwide 
economy. The paper additionally tries to deliver to the pivotal arrangement suggestions alongside the different 
parts of deciphering FDI related data in India.

Foreign Direct Investment (FDI) 
has been viewed as one of the 
essential wellsprings of getting new 
innovation and learning to the less 
created nations. In any case, 
alongside the FDI, proficient 
administrative skill is required for 
bringing different sorts of ventures 
inside of the nation. On occasion if 
there should be an occurrence of 
creating countries, the abroad 
portfolio venture could add to era of 
capital yet the measure of capital 
through such sources is frequently 
constrained. This sort of situation 
does not offer the vital innovation 
upgrades required to contend in the 
worldwide markets. Subsequently,

 FDI couldn't just affix the pace of 
development however it  can 
likewise give new occupation 
oppor tuni t ies ,  encourage in 
crossing over any barrier in the 
middle of sparing and speculation 
through learning payment, ability 
and aptitudes in the creating 
countries. 

The State of Online Gaming 2020 
Also, the vicinity of prevalent 
remote firm having propelled 
specialized

learning and know-how of the host 
nation's economy can offer ascent 
to sound rivalry amongst the 
organiza t ions  ins ide  of  the 
business. This thusly will be great 
as the household firms 

will likewise hope to put resources 
into request to stay ahead in the 
opposition. The opposition among 
the local firms in innovative work 
with their own capital could propel 
the outside firms to pick and 
execute propelled innovation and 
information in the host nation. The 
host nation is additionally at a 
worthwhile position as it can make 
utilization of the abundance 
incomes produced through the FDI.

There are three types of foreign 
d i rec t  inves tments .  F i rs t  i s 
h o r i z o n t a l  f o r e i g n  d i r e c t 
investment, in which the company 
duplicates the activities. Second is a 
Vertical foreign direct investment, 
in which company shifts upward or 
downward streams in value adding 
activities. and platform foreign 
direct  investments.  Third is 
Platform direct investments where 
one country goes into destination 
country for exporting to some other 
country.

Foreign direct flows came up from 
a loss in recent years from US dollar 
233 billion in 2004 almost reached 
to US dollar  253 bi l l ion in 
developing countries. Foreign 
direct investment benefits more to 
developing countries. There are 
four major developing countries 
which are India, China, Brazil and 
Russia. In India there is need for 
employment opportunity, through 
FDI the local population can get 
employment opportunities, there 
can be development of soft skills by 
training and creation of jobs. India 
is entitled as "growth" economy 
and many contemplate to invest in 
particularly in the changing and 
growing retail sector. Foreign 
Direct Investment (FDI) plays a 
vital role for any developing nation 
such as India itself. Today India is 
dealing with problems such a 
unemployment, inflation. To battle 
against this, FDI would act as a life 
saver for the Indian economy 
(Ghoshal, 2014). 

Until the year 2011, Foreign Direct 
I n v e s t m e n t  ( F D I )  w a s  n o t 
permitted in multi brand retailing. 
The single brand retailing was 
allowed up till 51% ownership. In 
the start of the year 2012, India 
allowed
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100% FDI in single retail along 
with a requirement that 30% of the 
goods should be from India. At the 
end of the year 2012, government 
allowed 51% FDI in multi brand 
r e t a i l i n g .  M a n y  p o l i t i c a l 
controversies came up along with 
t h i s  d e c i s i o n  i n  t h e  U PA 
government. (NA, 2014)

In the year  2014,  the Modi 
Government continued with the 
initiative of UPA Government of 
FDI in multi brand retailing. 
(Mehra, 2014)

The  Ind ian  pr ime min is te r, 
Narendra Modi announced about 
the campaign "Make in India" 
w h i c h  e m p h a s i s e s  o n 
manufacturing the products in the 
country. The Small and Medium 
Scale Enterprises will have great 
benefits with this campaign. 
(Narasimhan, 2015). Now, SMEs 
will have an edge in the market with 
FDI in retail.

M i c r o ,  S m a l l  a n d  M e d i u m 
Enterprises (MSME) sector has 
emerged as a highly vibrant and 
dynamic sector of the Indian 
economy over the last five decades. 
MSMEs not only play crucial role 
in providing large employment 
opportunities at comparatively 
lower capital cost than large 
indus t r i e s  bu t  a l so  he lp  in 
industr ia l izat ion of  rural  & 
backward areas, thereby, reducing 
regional imbalances, assuring more 
equitable distribution of national 
income and wealth. MSMEs are 
complementary to large industries 
as ancillary units and this sector 
contributes enormously to the 
socio-economic development of 
the country.

Investment from abroad has its 
multiplier effects in terms of 
employability, demand, growth, 
income, etc. The study aims at 
finding the perception of senior 
management of MSME on FDI in 
retail sector.

Shaha and Shinde
(2013)
critically analysed the impact of 
FDI in Indian Retail sector on 
various other sectors and also the 
structure of the retail industry of the 
country. The article contained 
suggestions regarding the survival 
of small scale enterprises in the 
market. The study observed that 
FDI can have a positive effect on 
these small scale enterprises if 
handled effectively. The article 
does not give a view on the positive 
side of the impact FDI in retailing 
on Small and Medium Scale 
Enterprises.

Kulkarni and Kulkarni (2012) 
examine about implications of FDI 
in retail sector which includes the 
single brand as well as the multi 
brand retail sector. The paper 
contained the rationale behind the 
FDI in retail sector saying that is 
"healthy" for a growing country 
like India. The paper does not show 
the negative aspects of the impact 
over the SMEs of the country. Also, 
it does not give the suggestions as to 
what can these SMEs to if FDI is 
done in the retail sector.

Devi (2014) analyses the role of 
FDI in retail sector and its overall 
impact over the economy of the 
country. FDI has always been a 
critical attribute of globalisation. 
Retailing in India has been the core 
of economy contributing 14 - 15% 
of the GDP. The paper tells about 
pros and cons of FDI in retailing 
and also the problems faced by the 
retail sector. The paper does not 
show the primary research, data 
analysis or the suggestions and 
solutions which can be given to the 
SMEs to overcome the problems 
faced by them

Hasan (2013) examines the future 
opportunities for FDI in retail in 
India enabling an increase in the 
economic growth rate of the 
country. The paper says that the 
retail sector

LITERATURE REVIEW should be treated independently 
and separately. There should be 
regular checks on big retail chains 
whether they are influencing SMEs 
by any unfair means.  The research 
paper includes the general impacts 
of FDI in retail on consumers and 
also the positive and negative 
effects of the FDI policy. However, 
the research paper does not include 
the tools of data collection.

Gupta (2013) examines about the 
inflow of FDI in India after the year 
1 9 9 1  a n d  g e n e r a t i o n  o f 
employment opportunities in terms 
of both skilled and unskilled. The 
paper deals with the positive and 
the negative aspects of FDI, the 
criticism of FDI approval.

Vaidehi and Alekhya (2012) 
analyse the current trends of retail 
industry and to study the impact of 
FDI in retail. The paper also 
reviews the advantages and 
disadvantages of FDI in retailing. 
However, the paper does not 
discuss about the suggestions or 
methods which can be opted by the 
sectors getting affected such as the 
SMEs. Nevertheless, the paper 
suggests that the government 
should encourage FDI on ongoing 
and steady basis. And to avoid any 
harmful effect on SMEs, the 
government should redesign its 
framework.

Sudhakar, Kumar & Sreenivas 
(2013) critically analysed about the 
pros and cons of FDI in retail and 
the effect of it on Small and 
Medium Scale Enterprises. To 
understand this, a survey was 
conducted on the general people as 
well as the local traders. The article 
gives a view of the long term 
implications of FDI in retail. The 
limitations of the survey conducted 
was that it was confined to common 
people and local traders only so the 
implications made were on the 
i n f o r m a t i o n  g a t h e r e d  a s 
information is not accessible.
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Chari and Raghavan 
(2011) explores the opportunities 
and challenges for FDI in retail 
sector. The paper discusses about 
the current situation of the retail 
sector and the forecast in the 
growth of this sector. FDI in retail 
would help in reducing inflation 
and improving the supply chain 
management of the country. FDI in 
retail would also have a positive 
effect on the distribution and 
warehousing which ultimately 
affects the exports. The paper did 
not include any primary research 
which could support the arguments.

Vadde (2014) evaluate the impact 
of FDI in retailing on the farmers 
and the consumers in the country. 
The paper describes the reforms of 
FDI in the country and the retail 
sector. There is a lot of scope for the 
foreign players in a country like 
India to invest their money. The 
article describes that the farmers 
will have an increase in revenue 
due to FDI. The middleman will be 
eliminated in this process which 
would solely benefit the farmers. 
However, the paper only gives an 
overall view without any argument 
of what should be done.

Singla (2014) examines and 
evaluates the benefits and losses of 
FDI in retail in India. The paper 
suggests that FDI in retail has more 
of positive effects than the negative 
effects over the economy as it 
would help in organising the retail 
sector, help in eliminating the 
middlemen, increasing the supply 
chain efficiencies, the consumers 
will be provided with better 
services choose from, etc. Though, 
the article lacks about providing 
proof in terms of primary research 
which could support the argument

Research Methodology

Research Objective
1. To analyse the impact of FDI 
(in retail) on SMEs in Indore
2 . To determine whether FDI in 
retail is a threat or an opportunity 
for SMEs.

3 . To scrutinize the perception 
abou t  impac t  o f  change  in 
government policy on the growth of 
SMEs.

Research Hypothesis
1) H1.1: The perception of SME's 
operating in Indore with reference 
of FDI in retail Sector do 
not vary across 
people in different age groups.
2)  H1.2: Annual turnover of the 
SME do not
influence the perception
a b o u t  F D I  i n  r e t a i l S e c t o r.
3)  H1.3: The impact of FDI on 
Indore's SMEs across factors like 
sales, size of business, new orders, 
qualitative improvement, supply 
chain efficiencies, employment, 
inventory management, e-retailing, 
exports and sourcing is perceived to 
be same across people in 
d i f f e r e n t  a g e  b r a c k e t s .
4) H1.4: The impact of FDI on 
Indore's SMEs across factors like 
sales, size of business, new orders, 
qualitative improvement, supply 
chain efficiencies, employment, 
inventory management,
e-retailing, exports and  sourcing is 
perceived to be same for SMEs 
with varied annual turnover.
5) H1.5: The perception about 
change in government FDI policy 
for retail sector on SME's operating 
in Indore  do not  vary across
people in different age groups
6) H1.6: The perception about 
change in government FDI policy 
for Infrastructure sector
on SME's operating in Indore is 
same for SMEs with varied annual 
turnover.  The sampling unit 
includes individuals who hold any 
senior management position in 
small scale enterprise, trade groups 
and businessmen operating in retail 
sector at Indore. The demographic 
profile of participant required that 
the individual must be working, 
owing or dealing with small scale 
enterprise based at Indore and must 
be above 18 years of age.

Sample Design
As the population was too large and 
heterogeneous Non probabilistic

Sampling technique was used. 
Judgmental and Convenience 
sampling method was used to 
identify appropriate samples.

Sample Size
The sample size for the present 
study was 100. The sample size was 
chosen to be small considering the 
specification required in the 
par t i c ipan t ' s  p rof i l e .  These 
par t ic ipants  were  contacted 
through a personal visit by the 
researcher. From 100 participants 
contacted, 80 adequately responded 
questionnaires were identified. 
Thus the response rate can be 
considered as 80%.

Hypothesis Testing
H1.1  In  o rde r  to  know the 
perception of individuals from 
different age group about FDI 
Fisher Exact test was applied. The 
outcome of the test suggests that 
test value is 0.022. This test statistic 
shows that null hypothesis is 
rejected at 5% level of significance. 
Hence, it can be said that age affects 
people's perception. Participants in 
all age brackets do not have 
common perception about FDI in 
retail sector. Some consider it as 
threat while some take it as 
opportunity. (Refer Table 1)

H1.2: This hypothesis study 
perception about FDI across SMEs 
having varied annual turnover. 
Fisher Exact test was used to 
analyze this relationship. The result 
of the test shows that test value of 
.037 is less than the level of 
significance. This signifies that null 
hypothesis is rejected and there is 
difference in perception of SME 
having varied annual turnover. 
SME having turnover between 25 
lakhs to 1 crore displays wide 
spread perception while 95% SME 
having turnover ranging from 2 
crores to 5 crore considers FDI as 
an opportunity. (Refer Table 2)

H1.3: This hypothesis study impact 
of FDI over 10 relevant factors of 
SMEs. How the impact is looked by 
individuals in varied age bracket.
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Fisher Exact test was applied. The 
outcome of the test shows that test 
statistics has a higher value than 
level of significance. Hence null 
hypothesis is not rejected at 5% 
level of significance. Individuals in 
all age brackets believe that FDI's 
will highly impact SMEs over 
factors sales, size of business, new 
orders, qualitative improvement, 
s u p p l y  c h a i n  e f f i c i e n c i e s , 
e m p l o y m e n t ,  i n v e n t o r y 
management, e-retailing, exports 
and sourcing. (Refer Table 3)

H1.4: This hypothesis study impact 
of FDI over 10 relevant factors of 
SMEs. How the impact is looked by 
SMEs having varied turnover? 
Fisher Exact test was applied. The 
outcome of the test shows that test 
statistics has a higher value than 
level of significance. Hence null 
hypothesis is not rejected at 5% 
level of significance. SMEs having 
varied turnover have common 
believe with regards to impact on 
them over factors like sales, size of 
business, new orders, qualitative 
improvement ,  supply  cha in 
e f f i c i e n c i e s ,  e m p l o y m e n t , 
inventory management, e-retailing, 
exports and sourcing.
(Refer Table 4)

H1.5: Age is hypothesized against 
percept ion about  change in 
government policy related to FDI in 
retail sector. Fisher Exact test is 
used for analysis. The outcome of 
the test reveals that null hypothesis 
is not rejected at 5% level of 
significance. This means that 
individuals in all age categories 
have same perception about the 
changes government made in FDI 
policy for retail sector. The data 
reveals that majorly the change is 
considers to be positive for SMEs. 
(Refer Table 5)

H1.6: Perception of SMEs with 
varied turnovers was analyzed for 
changes in government FDI policy. 
Fisher Exact test was applied to test 
the perception. The outcome of the 
test reveals that test statistics value

is high than 5% level
of significance. Null hypothesis 
was not rejected for the test.

It suggests that SMEs having varied 
turnover have common perception 
regarding change in government 
policy. Majorly SMEs are in favor 
of change in government policy. 
(Refer Table 6)
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Chi-Square Tests

Table 1

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 5 cells (55.6%) have expected count less than 5. The minimum expected count is 1.01.

b. The standardized statistic is .495.

10.679a

14.078

10.348

.245b

80

4

4

 

1

0.03

0.007

 

0.62

0.031

0.01

0.022

0.734

0.374 0.12

Chi Square Test

Table 2

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 2 cells (33.3%) have expected count less than 5. The minimum expected count is 2.48

b. The standardized statistic is .224.

6.976a

9.711

6.705

.050b

80

2

2

 

1

0.031

0.008

 

0.823

0.037

0.013

0.037

1

0.51 0.192

Chi Square Test

Table 3

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 10 cells (66.7%) have expected count less than 5. The minimum expected count is .11.

b.      The standardized statistic is 1.907.

11.455a

13.674

10.364

3.637b

80

8

8

 

1

0.177

0.091

 

0.057

0.185

0.099

0.184

0.061

0.036 0.013
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Chi-Square Tests
Table 4

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 4 cells (44.4%) have expected count less than 5. The minimum expected count is 1.01.

b. The standardized statistic is -.633.

4.114a

5.035

3.526

.401b

80

4

4

 

1

0.391

0.284

 

0.527

0.386

0.345

0.447

0.535

0.304 0.08

Chi-Square Tests

Table 5

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 4 cells (44.4%) have expected count less than 5. The minimum expected count is 1.01.

b. The standardized statistic is -.633.

4.114a

5.035

3.526

.401b

80

4

4

 

1

0.391

0.284

 

0.527

0.386

0.345

0.447

0.535

0.304 0.08

Chi-Square Tests

Table 6

Df
Asymptotic
Significance

(2-sided)

Exact Sig.
(2-sided)

Exact Sig. 
(1-sided)

Point
ProbabilityValue

Pearson Chi-Square

Likelihood Ratio

Fisher's Exact Test

Linear-by-Linear
Association

N of Valid Cases

a. 4 cells (44.4%) have expected count less than 5. The minimum expected count is 1.01.

b. The standardized statistic is -.633.

4.114a

5.035

3.526

.401b

80

4

4

 

1

0.391

0.284

 

0.527

0.386

0.345

0.447

0.535

0.304 0.08

Conclusion
India is a developing nation. It has 
seen liberalization in a phased 
manner since the economic reform 
of 1991. In recent years' Indian 
government is making several 
policy changes

 to develop India into one of the 
major FDI investment attraction in 
the world. Organized retail has 
been a blooming sector since last 
decade. This sector still has a lot of 
growth potential, as the 

macroeconomic  pa ramete r s 
suggest that population of India is 
turning rapidly into consuming 
class. FDI in this sector will not 
only faci l i ta te  internat ional 
integration but also will restructure 
the industry. 
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The present study done on SMEs of 
Indore region gives an interesting 
conclusion that even small business 
i s  t a k i n g  F D I  a s  a  g r o w t h 
opportunity. Even the change in 
government policy which now 
permits 51% FDI in retail sector is 
taken favorably by SMEs. Impact 
of FDI on SMEs was analyzed over 
various factors. The impact was 
assumed to be positive by the 
participants. They believe that it 
would provide better linkage 
between demand and supply which 
will bring more efficiency in the 
retail market. This policy will allow 
foreign players to control multiple 
brands and ensure well capitalized 
industry.

Limitations of the research:
1.The study was restricted to 
MSME based in Indore Madhya 
Pradesh 
2.The sample size was less, i.e. only 
80 respondents.

Further Study: 
This study can be extended and 
f u r t h e r  e x p l o r e d  i n  o t h e r 
geographic locations of India
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A FUNDAMENTAL ANALYSIS OF PORTFOLIO MANAGEMENT SERVICES
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INTRODUCTION

ABSTRACT: 

Keywords: Portfolio Management Services, Diversification, Stock Price, P/E Ratio 

A portfolio is a bunch of securities for minimizing the risk associated with the investment. To fulfill the objective 
of risk minimization and to balance the risk against performance, the investors have to make certain decisions. A 
portfolio management service consists of an investment mix that helps in investment decisions for individuals 
and organizations. Fundamental analysis is performed to analyze the performance of the company.
In this paper, a fundamental analysis of ten Large Cap Companies is performed for evaluating the performance of 
the portfolio. The Large Cap Companies that were selected for the process are ICICI Securities Ltd., BSE Ltd., 
Edelweiss Financial Services Ltd., HDFC Securities Ltd., Aditya Birla Capital Ltd., Sundaram Finance Ltd., 
Motilal Oswal Securities Ltd., Reliance Securities Ltd., Bajaj Finance Ltd., and India Bulls Ventures Ltd. 
Companies were analyzed based on their stock price, market price and, P/E ratios. The analysis is based on the 
comparison of target price and market price to arrive at the best performing company. 
This research paper aims to carry out fundamental or equity research of portfolio management services of large-
cap companies and also to look out for the opportunities where returns can be maximized in these sectors.

Equi ty  Research  r e fe r s  to 
a n a l y z i n g  a  c o m p a n y ' s 
fundamentals ,  analyzing i ts 
financial statements & scenario 
b u i l d i n g  f o r  e q u i t y 
recommendations. It also analyses 
the market trends & their effects on 
companies and stocks.

Portfolio management refers to 
the art and science of making 
decisions regarding investment mix 
and matching investments to 
objectives, asset allocation for 
individuals and institutions, and 
b a l a n c i n g  r i s k  a g a i n s t 
performance. The benefit a person 
can derive from investing in 
portfolio management services is 
that a person gets professional 
assistance concerning less risky 
securities. Continuous monitoring 
is done to have proper control. The 
tax and documentation process is a 
disadvantage in this sector.

An Index is an indicator or 
measure of something, and in the 
context of this paper, it refers to a 
statistical measure of the change in 
the securities market. In the case of 
financial markets, indices consist 
of a hypothetical portfolio of 
secur i t ies  tha t  represents  a 
particular segment.

Fundamental analysis is a method 
used to determine a company's 
value by looking at its income 
statement, balance sheet, and cash 
flow statement. The analyst tries to 
measure a company's intrinsic 
value of future cash flow to net 
present value. A stock price that 
trades under a company's intrinsic 
value, hence it is considered a good 
investment and vice-versa.

Literature Review: 
According to Takano & Gotoh in 
2014, they develop an efficient 
solution algorithm for kernel-based 
non-linear control policy based on 
dimensionally reduction technique. 
It then uses the technique for 
attaining high-out-of-sample 
investment performance. 2014 
examines the impact of political 
instability on the composition of 
the international portfolio under the 
d i s c r e t e - t i m e  v e r s i o n  o f 
M a r k o w i t z ' s  M V p o r t f o l i o 
selection problem. It studies to 
w h a t  e x t e n t  i n t e r n a t i o n a l 
diversification can outperform 
domestic stock portfolios in 
presence of instability risk. Levy & 
L e v y,  2 0 1 4 ,  c o m p a r e  t h e 
performance of main optimization 
methods  in  l i t e ra ture  when 
parameter estimation errors are 
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accounted for. It then proposes two 
novel methods: variance-based 
constrained optimization (VBC) 
a n d  g l o b a l  v a r i a n c e - b a s e d 
constrained optimization (GVBC) 
which considers that estimation 
errors are larger for stocks with 
larger sample variance. According 
to Castellano &  Cerqueti, 2014 an 
extension of the MV Markowitz 
model is done by considering the 
presence of infrequently traded 
stocks and their impact on the long-
run optimal portfolio and short-
term trading strategies. Bernard & 
Vanduffel, 2014 infer optimal 
portfolio with state-dependent 
constraints by considering the 
dependence between the portfolio 
and the benchmark. This paper also 
derives tighter bounds on the 
Sharpe Ratio (SR) which is useable 
for fraud detection. Fu et. al., 2014 
study optimal asset allocation in a 
r e g i m e - s w i t c h i n g  m a r k e t 
comprising of an option, an 
underlying stock, and a risk-free 
bond. The paper considers power 
and logarithmic utility functions 
and provides a solution to the 
portfolio optimization 
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problem in incomplete markets. 
Yu n u s o g l u  &  S e l i m ,  2 0 1 3 
discusses the design of a fuzzy rule-
based expert system (ES) for 
portfol io managers.  The ES 
considers the investor's risk profile 
and specif ic  preferences by 
changing some parameters only. 
The ES outperforms all risk profiles 
when compared with a benchmark. 
Tamizet. al., 2013 incorporate 
macroeconomic, regional, and 
country-based factors in addition to 
factors specific to mutual funds into 
three variants of goal programming 
models for selecting a portfolio of 
mutual funds across ten countries. 
Cumming et. al., 2013, proposes a 
modified appraisal value-based 
private equity (PE) benchmark that 
shows that  this  method has 
statistically lower levels of risk 
than when listed PE indices are 
used as a proxy. The listed PE 
indices are considered insufficient 
for portfolio optimization as they 
do not include the entire PE 
universe and their  expected 
valuations often do not match the 
actual PE valuation, especially 
during a crisis. Miguel et. al., 2013 
proposes new calibration criteria 
for  shr inkage es t imators  of 
moments of asset returns and 
shrinkage portfolios. It then studies 
a multivariate non-parametric 
approach to compute the optimal 
shrinkage intensity for independent 
and identically distributed returns. 
It also carried out a comprehensive 
e m p i r i c a l  i n v e s t i g a t i o n  o f 
shrinkage estimators for portfolio 
selection on six empirical datasets. 
As per Behr et. al., 2013 there is a 
constrained minimum variance 
portfolio strategy to achieve 
por t fol ios  wi th  s ta t is t ical ly 
significant higher Sharpe Ratio 
(SR). This strategy is built on the 
shrinkage estimation theory and 
imposes a data-dependent structure 
on the empirical
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var iance-covar iance  mat r ix 
es t imate  by t rading off  the 
reduction of sampling error and 
loss of sample information. This 
s t r a t e g y  a c h i e v e s  s i z e a b l e 
reductions in out-of-sample 
variances w.r.t. the other minimum 
variance portfolio strategies like 
constrained short selling, factor 
model, etc. Li & Xu, 2013 propose 
a compelled multi-objective 
portfolio selection model with 
random returns for investors. 
A compromise approach-based 
genetic algorithm is designed. The 
model can introduce judgment and 
expert opinion following the 
attitudes of the investors. Gupta et. 
al., 2013 proposes a multi-criteria 
credibility portfolio selection fuzzy 
model integrated with a real-coded 
genetic algorithm (RCGA) which 
maximizes credibility such that the 
short-term return, long-term return, 
and liquidity of the portfolio are 
greater than some given threshold 
levels. Several constraints, namely, 
c a p i t a l  b u d g e t  c o n s t r a i n t , 
c a rd ina l i t y  cons t r a in t ,  and 
diversification constraints are 
app l i ed  fo r  i nves tmen t s  i n 
individual assets. Lim et. al., 2013 
develops an MV framework of 
portfolio selection based on DEA 
cross-efficiency evaluation. The 
efficiency score and variance of the 
cross efficiencies of the decision-
making units (DMU) are used to 
represent the DMU's return and risk 
characteristics. Markowitz's MV 
formulat ion is  then used to 
determine the inclusion of the 
DMU in a portfolio. Hjalmarsson & 
Manchev, 2012 shows how the 
weights in an MV optimization 
problem can be directly estimated 
as functions of the underlying stock 
characteristics, such as volume and 
momentum. It also studies the long-
s h o r t  p o r t f o l i o  c h o i c e  i n 
international MSCI indices for 
eighteen developed 

markets using three different 
characteristics: book-to-market, 
d i v i d e n d - p r i c e  r a t i o ,  a n d 
momentum. The paper brings forth 
the robust performance achieved by 
parameter zing portfolio weights 
directly as functions of underlying 
characteristics, unlike methods 
where the returns are modeled and 
estimated in an intermediate step. 
Kourtiset. al., 2012 focuses on the 
e s t i m a t i o n  o f  t h e  i n v e r s e 
covariance matrix in the context of 
optimal portfolio choice using a 
' shr inkage approach '  to  the 
maximum likelihood estimator of 
the inverse covariance matrix to 
replace portfolio risk and increase 
risk-adjusted returns. Chen & 
Kwon, 2012 proposes a robust 
selection problem for tracking a 
market index. The model is a 0-1 
integer problem that avoids the 
computational difficulties of using 
quadrat ic  t racking er ror  by 
maximizing pair-wise similarities 
between assets of the tracking 
portfolio and its target index. 
Aranha et. al., 2012 extend the 
memet ic  t ree-based genet ic 
algorithm with the concept of 
terrain-based memetic algorithms 
f o r  t a c k l i n g  t h e  p o r t f o l i o 
optimization problem. Huang & 
Qiao, 2012 introduces risk index as 
an alternate risk measure and 
employs uncertainty theory to solve 
a multi-period portfolio selection 
problem where the expected and 
standard deviation values of the 
uncertain security returns are given 
by expert evaluations. Chiamet. al., 
2009 uses the compensatory 
property of evolutionary algorithm 
( E A )  a n d  p a r t i c l e  s w a r m 
optimization (PSO) to show its 
application in computational 
finance areas which include real-
world problems like portfolio 
optimization. It uses PSO as a local 
optimizer for fine-tuning in the 
evolutionary 
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search  which  improved  the 
c o n v e rg e n c e  a b i l i t y  o f  t h e 
evolutionary search. Huang and 
Jane, 2009 integrate the moving 
normal autoregressive exogenous 
(ARX) prediction model along with 
grey systems theory and rough set 
(RS) theory to create an automated 
stock market forecasting method 
and portfolio selection technique. 
(Huang, 2009) coordinates fuzzy C-
means (FCM) classification theory, 
variable precision rough set 
(VPRS), average autoregressive 
exogenous (ARX) prediction 
model, and grey systems theory for 
stock market forecasting and 
portfolio selection. Lin and Ko, 
2009 introduces the genetic 
algorithm (GA) based portfolio 
value at risk (PVaR) forecasting 
mechanism using the extreme value 
theory (EVT). The experiments on 
the seventy-eight companies listed 
and traded on the Taiwan Stock 
Exchange show the stability and 
robustness of this algorithm with 
success rates higher than the 
exponential weighted moving 
average (EWMA) and historical 
simulation (HS) methods both with 
95% and 99% confidence levels.

with the goals of the investment. It is also helpful in review and 
monitoring the performance of selected portfolios.

Limitations of the Study: 
This study has been conducted purely to understand fundamental 
analysis for investors. This study is restricted to large cap companies. 
Continuous updating of stocks is necessary due to daily fluctuation in 
the price of stocks. 

Key players of the research:
ICICI Securities Ltd.; BSE Ltd.; Edelweiss Financial Services Ltd.; 
HDFC Securities Ltd.; Aditya Birla Capital Ltd.; Sundaram Finance 
Ltd.; Motilal Oswal Securities Ltd.; Reliance Securities Ltd.; Bajaj 
Finance Ltd.; India Bulls Ventures Ltd. 

Data Analysis & Interpretation:
For conducting fundamental analysis for the stocks in the PMS Sector, 
only Large Cap organizations are mulled over i.e. stocks with a market 
capitalization over 5000 crore rupees. Underneath table below 
demonstrates the loads of 10 organizations having market capitalization 
over 5000 crore rupees and are additionally recorded under the NSE 
Index. 

Test of Stationarity
Ho: Test is non-stationary 
H1: Test is stationary
Null Hypothesis: D(ABSOLUTE_CHANGE) has a unit root
Exogenous: Constant
Lag Length: 0 (Automatic - based on SIC, maxlag=4)
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t-Statistic Prob.*
Augmented Dickey
-Fuller test statistic

Test critical values: -6.373450 0.0000

1% level
5% level
10% level

-3.808546
-3.020686
-2.650413

Table:1.1

The first assumption is to check the stationarity by using ADF test statistic 
i.e. Augmented Dickey-Fuller test statistic. The above analysis is tested in 
E-views software. Test of stationarity refers to a unit root test or tests 
whether a time series variable is non-stationary and possesses a unit root. 
The null hypothesis is generally defined as the presence of a unit root and 
the alternative hypothesis is either stationarity, trend stationarity, or 
explosive root depending on the test used. The value of P has been depicted 
in the above analysis & if the value is less than 5%, the hypothesis is 
rejected. Ho: Series is non-stationary- rejected. Hence, the test is 
stationary.

Interpretation: 

Research Objectives:

•To fundamentally analyze the

 large-cap companies in terms of 

their share price  and market 

capitalization.

• To determine stock valuation and 

growth drivers from

the available options.

•To predict the change in the index 

of selected companies.

•To compare the portfolio of 

selected companies 

Scope of the study:  

The study covers information

 related to equity funds and 

portfolio management. This study 

will help in the formulation of 

strategies to be developed and 

implemented in tune
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Figure: 1.1

ARIMA
Auto-Regressive Integrated Moving Average 
Dependent Variable: ABSOLUTE_CHANGE 
Method: Least Squares 
Sample (adjusted): 2 22 Included observations: 21 after adjustments 
Failure to improve SSR after 12 iterations a MA Backcast: 1 

C
AR(1)
MA(1)

-2982.574
0.981244
-0.999585

-0.379152
16.48106
-5.864804

Variable CoefficientStd. Error t-Statistic Prob.
7866.439
0.059538
0.170438

0.7090
0.0000
0.0000

R-squared
Adjusted R-squared
S.E. of regression
Sum squared resid

Log-likelihood
F-statistic
Prob(F-statistic)

-405.1581
416.1375
14.47271
14.62192

-148.9634
8.485149
0.002536

Mean dependent var
S.D. dependent var
Akaike info criterion
Schwarz criterion
Hannan-Quinn

criteria.
Durbin-Watson stat

14.50509
1.683772

Inverted AR Roots
Inverted MA Roots

      .98
      1.00

Table:1.2

Interpretation:
The forecasting model is based on the ARIMA model. Here, change= 
A+B(AR(1))+C(MA(1)), where, AR is autoregression and MA is moving 
average & AR depends on PAC i.e partial autocorrelation and AC= 
autocorrelation. In this model, the price is calculated based on the price of 
previous day, where, A, B, C remains constant.

Determination of Sectoral P/E ratio:
Sectoral P/E ratio is determined by finding the average P/E ratios of 
the different large-cap companies 

in the PMS sector & ignoring the 
ones who have a P/E ratio of more 
than 100. 

Valuation of stocks:
The P/E proportion of each stock is 
then compared with the sectoral P/E 
ratio to determine whether the stock 
is Undervalued or Overvalued. For 
example, if the P/E ratio of a stock is 
lesser than the sectoral P/E ratio 
then that stock is considered an 
Undervalued stock. On the other 
hand, if the P/E ratio of a stock is 
greater than the sectoral P/E ratio 
then that stock is considered an 
Overvalued stock. 

Determining Long Term Price 
Target (LTPT):
A long-term price target gives an 
investor an idea regarding the point 
until which he should hold the stock 
and maximize his profit. The long 
term price target is a product of 
Sectoral P/E and EPS of the stock. 

ABS International Journal of Management
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Table: 1.3

COMPANY NAME

ICICI Securities Ltd.

BSE Ltd.

Edelweiss India Pvt. Ltd.

HDFC Securities Ltd.

Aditya Birla Capital Ltd.

Sundaram Finance Ltd.

Motilal Oswal Securities Ltd.

Reliance Securities Ltd.

Invesco India Ltd.

Indiabulls Ventures Ltd.

*Average P has been calculated on the values

below 100

P/E Ratio

18.31

7.72

181.69

27.41

36.26

-

88.11

13.21

-

170.52

Avg. P

31.84

31.84

31.84

31.84

31.84

-

31.84

31.84

-

31.84

Under/Overvalue

d

Under

Under

Over 

Under

Over 

-

Over 

Under

-

Over 

The valuation process is completed when the growth in the "Undervalued” stocks is sought for by looking for 
changes in Revenue (Topline) and Profit (Bottom line) per year. If both the values of Revenue and Profit are 
increasing in the year on year basis, then the company is accepted. If both the values of Revenue and Profit are 
decreasing in the current year, then the companies are rejected. The accepted companies are selected for "Value 
Pick”

Selection of Value Picks:

*Assistant Professor, Asian School of Business, affiliated to CCSU ** Data Researcher, S&P Global Market Intelligence

After the determination of Value Picks, the next step is to analyze the Overvalued stocks and infer the Growth 
Picks. For determining the Growth Picks, P/E Growth value (PEG value) is calculated for each Overvalued stock 
by dividing the P/E ratio of each of these stocks by the percentage change in earnings per share Year On Year and 
the stocks with positive PEG values and less than or equal to 1 are chosen as Growth Picks. The Overvalued 
stocks with negative PEG values or with PEG values greater than 1 are rejected.

Selection of Growth Picks:

Table: 1.4

Value Pick

Under valuedCo.s

ICICI Securities Ltd.

BSE Ltd.

HDFC Securities Ltd.

Reliance                                                Securities

Ltd.

Revenue

Increasing

Increasing

Increasing

Increasing

Profit

Increasing

Increasing

Increasing

Increasing

Selected or not

Yes

Yes

Yes

Yes

Table: 1.5

Growth Pick

Over valuedCo.s

Edelweiss India Pvt. Ltd.

Aditya Birla Capital Ltd.

Motilal Oswal Securities
Ltd.
Indiabulls Ventures Ltd.

PEG                                                                   Ratio=PE/EPS
growth

PEG
Ratio

More than
1

Less than 1

Less than 1

Selected or
not

No

Yes

Yes

No
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Formula:
• PEG Ratio =    P/E Ratio
                          EPS growth

• EPS growth = (Current EPS – Last Year's EPS) * 100
                                    Last Year's EPS 

Various financial ratios that are significant for the PMS sector have been considered for ranking the selected 
stocks. These ratios include: 
a) Liquidity Ratio
    •Current Ratio    •Quick Ratio
b) Return on Assets
c) Debt to Equity

Ranking procedure for
selected stocks:

Table: 1.6

Motilal Oswal Securities

Ltd.

BSE Ltd.

HDFC Securities Ltd.

ICICI Securities Ltd.

Reliance Securities Ltd.

Aditya Birla Capital Ltd.

Current
Ratio

Quick
Ratio

Return
on assets

Debt on
Equity

0.9

1.93

0.04

1.36

3.34

0.14

0.9

1.93

17.48

1.34

4.2

0.14

0.9

1.93

17.48

1.34

8.94

0.76

0.3

-

-

0.82

1.31

0.09

Table: 1.7

Rankings based on- Current Ratio Quick Ratio
Return on

assets
Debt on
Equity

Final Ranking-

Reliance

Securities Ltd.

BSE Ltd.

ICICI

Securities

Ltd.

HDFC

Securities

Ltd.

Reliance

Securities

Ltd

BSE Ltd.

ICICI

Securities

Ltd.

Aditya

Birla

Capital Ltd.

Motilal Oswal

Securities

Ltd.

ICICI

Securities Ltd.

1

2

3

BSE Ltd.

HDFC

Securities

Ltd.

Table: 1.8
Overall Ranking

1.                                                 BSE Ltd. & ICICI Securities Ltd.

2.                                                HDFC Securities Ltd.

3.                                                Reliance Securities Ltd.
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After the determination of Value Picks, the next step is to analyze the Overvalued stocks and infer the Growth 
Picks. For determining the Growth Picks, P/E Growth value (PEG value) is calculated for each Overvalued stock 
by dividing the P/E ratio of each of these stocks by the percentage change in earnings per share Year On Year and 
the stocks with positive PEG values and less than or equal to 1 are chosen as Growth Picks.

The total amount of Rs. 10 crores has been allocated to the PMS sector which implies that AUM (Asset under 
Management) for the PMS sector is Rs. 10 crores. Weightage and Amounts have been assigned to the stocks by 
respective market share prices of those stocks as of 31st July 2018.

Selection of Growth Picks: 

Calculation of Net Asset Value for the portfolio of PMS stocks:

*Assistant Professor, Asian School of Business, affiliated to CCSU ** Data Researcher, S&P Global Market Intelligence

Table: 1.9

BSE Ltd.

ICICI Securities Ltd.

HDFC Securities Ltd.

Reliance Securities Ltd.

TOTAL

Price Allocation
of Funds

No. of
shares

840.15

326.25

2073.25

960.6

30,00,000

30,00,000

25,00,000

15,00,000

1,00,00,000

3,570.79

9195.4

1205.83

1561.52

Co. nameRank

1

1

2

3

Benchmark= 1219.43 (as on 31.07.2018)
NAV= AUM/No. of units
NAV=Net Asset ValueAUM=Asset Under Management
AUM=10 Cr
1 unit= Rs. 10
NAV= 10Cr / 1Cr      = Rs. 10
Net Asset Value (NAV) for the portfolio of the PMS sector is determined by dividing the Assets under 
Management (AUM) for the PMS sector by the number of units under consideration. We have taken the 
number of units as 1,00,00,000.
Hence NAV for the portfolio of PMS sector is = 10, 00, 00,000 / 1, 00, 00,000 = 10.
Therefore, NAV for the portfolio of the PMS sector is 10.
The calculation of NAV has been shown based on each day's share price of the stocks. NAV changes based upon 
the market.

Table:1.10

BSE Ltd.

ICICI Securities Ltd.

HDFC Securities Ltd.

Reliance Securities Ltd.

TOTAL

Price
Allocation of

Funds
No. of
shares

Value of
Fund

793.15

323

2179.5

1186

30,00,000

30,00,000

25,00,000

15,00,000

1,00,00,000

3,570.79

9195.4

1205.83

1561.52

2,832,172.09

2,970,114.20

2,628,106.49

1,851,962.72

10,282,355.49

Co. nameRank

1

1

2

3

Index value as on 31.07.2018= 1219.43  

NAV= 10.28

% Change in NAV= 2.82%

From the above analysis, we can see that the comparison between the change in NAV and the change in PMS 
Index, the index is beating the benchmark hence, this sector is suitable for investing the money and getting higher 
returns as according to the index. And also that Aditya Birla Capital doesn't stand in any of the ranks if we follow 
fundamental analysis.

Interpretation: 

ABS International Journal of Management
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Equity research plays a very crucial 
role to make a wise investment 
decision. After having accessed 
risk capacity & tolerance followed 
by time horizon and intention of 
i n v e s t me n t ,  t h e  i n d i v i d u a l 
portfolio can fetch systematic 
returns.
It is always better to analyze, and 
do continuous updation of funds 
invested because it may happen 
that some of the stocks which were 
not there in the existing portfolio 
have started performing well and 
can give better returns as time goes 
on and some stocks may start 
f a l l i n g  d u e  t o  m a r k e t 
situation,sector performance or 
company news which makes it 
n e c e s s a r y  t o  p u l l  o u t  t h e 
investment and invest somewhere 
else. 
We also see that Aditya Birla 
Capital  lacks somewhere in 
Fundamental Analysis due to 
which it has not gained any top 
position, so it needs to work more 
on its strategies to grab a position 
among top ones.

Conclusion:
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CUSTOMER RELATIONSHIP MANAGEMENT PROBLEMS, CHALLENGES
 AND SOLUTIONS

Shailendra Kumar*Rakhi Chawla** Byas Mani Tripathi***

INTRODUCTION

ABSTRACT: 

Keywords:  Theory of inventive problem solving (TRIZ), Customer Relationship Management
(CRM), 40 Inventive Principles, Marketing, Retail Business

In today’s era world it is not easy to attract customers and keep them loyal just because of existence of rigorous 
competition and the increase of customer awareness about competing products or services. It is often said that 
attracting a new customer will cost 3 up to 5 times more than keeping a current one. So it is of great importance for 
a company to make its present customers loyal. Methods and techniques applied by different companies vary 
considerably and most of them are experimental.
Customer relationship management (CRM) is a widely implemented model for managing a company’s 
interactions with customers, clients, and sales prospects. It involves using technology to organize, automate, and 
synchronize business processes principally sales activities, but also those for marketing, customer service, and 
technical support. Management is a broader concept than marketing because it covers marketing management, 
manufacturing management, human resource management, service management, sales management, and 
research and development management. Thus, CRM requires organizational and business level approaches 
“which are customer centric” to doing business rather than a simple marketing strategy. Customer Relationship 
Management (abbreviated CRM) as an important business approach. Its objective is to return to the world of 
personal marketing. The concept itself is relatively simple. Rather than market to a mass of people or firms, 
market to each customer individually. Theory of inventive problem solving (TRIZ) suggests that anything which 
has an innovative nature, like methods and techniques of CRM, can be made systematic. So in the first stage of 
this research, authors tried to extract CRM tricks applied by the well-known American retailer, Sears. CRM 
involves all of the corporate functions (marketing, manufacturing, customer services, field sales, and field 
service) required to contact customers directly or indirectly. Then they were sorted with regard to TRIZ 
principles. Results are shown here through a representative description of Sears’s operations. Many companies 
today are looking for the magic wand to solve customer relationship management (CRM) challenges. The good 
news is finding a CRM Solution is not difficult as there are literally hundreds of programs available. The bad 
news is there are hundreds of CRM Solutions available making it a challenge to find the right solution. So how 
does one face this daunting challenge? In this paper some of the major difficulties of TRIZ application in CRM 
are highlighted.

Traditional marketing strategies 
focused on the four Ps (price, 
product, promotion, and place) to 
increase market share. The main 
concern was to increase the volume 
of transactions between
seller and buyer. Volume of 
transactions is considered a good 
measure of the performance of 
marketing strategies and tactics. 
CRM is a business strategy that 
goes beyond beyond increasing 
transaction volume. Its objectives 
are to increase profitability, 
revenue, and customer satisfaction. 
To achieve CRM, a companywide 
set of tools, technologies,

and procedures promote the 
relationship with the customer to 
increase sales. Thus, CRM is 
primarily a strategic business and 
process issue rather than a technical 
issue. CRM consists of three 
c o m p o n e n t s -  C u s t o m e r , 
Relationship, and Management
TRIZ does not have means of 
decomposing funct ions into 
predefined elementary operations 
correctly, but it helps to solve the 
problem.  It comes from the 
Russian word Teoriya Resheniya 
Izobretatelskikh Zadatch, and this 
is a problem-solving, analysis and 
forecasting tool

derived from the study of patterns 
of invention in the global patent 
literature". It was developed by 
Soviet inventor and science fiction 
author Genrich Altshuller and his 
colleagues, beginning in 1946. 
G e n r i c h  A l t s h u l l e r  s t a r t s 
developing TRIZ in 1946 while 
working  in  the  " Invent ions 
Inspection" department of the 
Caspian Sea flotilla of the Soviet 
Navy. It typically rendered as 
"Theory of Inventive Problem 
Solving’ .  TRIZ includes 40 
principles. Its main purpose is to 
form a guiding theory system for
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new product’s design innovation, with the condition of researching the scientific principles and rules regulated in 
the processes of human’s invention and solving technical problems, and also making a summary of them. Figure 
1 shows the structure of TRIZ. World-renowned companies such as Ford, Motorola, GM, GE, IBM, HP, etc. have 
started to use it to solve problems based on computer-aided engineering and technology innovation, and make it 
an effective innovation tool for solving difficult technical problems in cutting-edge technology field.
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Fig1. The structure of TRIZ problem-solving steps

On the other hand, one of the most 
popular subjects which many 
organizations find it useful and 
decide to focus on it, is “Customer 
Relationship Management” which 
is about different techniques a 
company can use to offer products 
and services to its customers, 
keeping them loyal. There are 
many tricks and techniques for 
increasing satisfaction and loyalty 
of customers in CRM.
In this paper we are after finding 
compatibilities between managing 
innovation by means of TRIZ and 
tricks of the CRM trade. First step 
in the research was to extract CRM 
tricks from the context of retail 
business. Sears was selected as the 
basis of data collection. In addition 
to Sears, CRM of a few other 
retailers like Wal-Mart, Amazon, 
Argos and biggest Persian retailer, 
Shahrvand, were studied and 
relevant data were collected for 
further comparisons, but their data 
were not analyzed in the case study. 
Then in the second step, 

these tricks were classified with 
regard to nature of the core 
innovation of them. Classification 
of innovations in this step is based 
o n  T R I Z  g u i d e l i n e s  a n d 
c lass i f ica t ion  sys tem.  Then 
comparisons and analysis were 
done. At last some of the most 
important results of the analysis are 
mentioned in the conclusion 
section.

FUNCTION OF TRIZ:
The basic functions of TRIZ are 
Solve the difficult creative and 
inventive problems and directivity 
without the exhaustive search for 
v a r i a n t s ,  f o r e c a s t i n g  t h e 
development of systems and 
obtaining perspective solutions, 
Development of creative thinking 
skills, Scientific and research 
problems solution, Exposure of 
problems and tasks during work 
with technical systems and during 
their development, Exposure and 
elimination of the reasons for 
spoilage and emergency situations,

Maximally effective use of natural 
resources and technology for the 
so lu t ion  of  most  problems, 
Objective evaluation of solutions, 
and Systematization of knowledge 
from any field, significantly 
increasing the effective use of this 
knowledge and allowing the 
development of the pure sciences 
on a fundamentally new basis.
A new function of TRIZ other than 
p r o b l e m  s o l v i n g  h a s  b e e n 
discovered and many of these 
might be more important than 
problem solving such as:
• The formation of a new way of 
thinking
• A fast and effective method of 
transferring knowledge. Stress 
reduction, etc
Thus solving a specific problem in 
this scheme should be as follows.

• Select a model first,
•  T h e n  a n a l y z e  ( o r  m a k e 
abstraction or mapping of) the 
specific problem in the way 
requested by the
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model to get a generalized problem, 
 Further solve it following the 
method of the model to get a 
generalized solution,
• Finally try to concretize it into a 
specific solution.
• Evaluate the resultant specific 
solution and repeat the procedure 
by selecting different models one 
after another until you find a 
satisfactory solution or exhaust the 
models.

The four parts of the system to be 
modeled were entered at the 
Component Analysis stage. These 
parts were identified as: System 
Development Life Cycle, Software 
Project Management, Software 
Quality Assurance, Software 
Process improvement.

Arrangement principles:
T h e  f i r s t  g r o u p  o f  T R I Z 
principles is arrangement related 
p r i n c i p l e s .  T h e y  d i s c u s s 
arrangement of parts, and their 
grouping in terms of time, space 
and conditions. Four objects can 
b e  s e g m e n t e d  i n  t h e s e 
dimensions for use in CRM 
context. They

Case Study: Sears
Sears is one of the biggest chain 
stores in the world. The Sears & 
Roebuck Company originally 
started off as an appliance store, and 
o n l y  o f f e r e d  p r o d u c t s  l i k e 
refrigeration and lawn and garden. 
The company, which was founded 
in 1866, has grown to one of the 
largest retail giants in modern 
history.  They are also dedicated to 
excellence in community service 
and helping out with community 
events. The focus of this campaign 
is home and family and the 
community.  Over the last couple of 
decades, they have also started to 
try to reposition themselves as more 
of a department store. After adding 
its click structure to traditional 
brick structure, this store offers its 
customers a variety of services and 
support in order to satisfy these 
clickers 

are extracted from his data in 
Sears's data warehouse and with 
comparison with similar customers 
and their behavior. For example last 
year, in January you bought drapes 
from Sears. This was saved in your 
profile and this year, at the same 
time, Sears will offer you a variety 
of drapes similar  and make them 
loyal. These services which are 
called "Customer Relationship 
Management, are offered in a wide 
range.  Here ,  some of  these 
activities are considered and 
corresponding principles in TRIZ 
toolbox will be explained.
This organization benefits from a 
number of affiliated websites. 
Which are dedicated to different 
activities and the customers can 
reach them via Sears.com. For 
example, in one of them Sears 
offers providing mass amounts of 
product or service for smaller 
retailers. While in another it is 
possible for the customer to do 
almost anything with a photo. Some 
of them are exclusive to Sears. 
‘Dealer stores’ program has made it 
possible for customers to become 
dealers. These local dealers are one 
of the best sources of information 
about customers. Even when a 
customer hasn't signed up in Sears's 
website and wants to search 
anything in its websites, Sears 
offers related products to him and 
tries hard to encourage him to buy. 
After he signs up in Sears.com, a 
profile will be built. All of the data 
about this customer will be saved 
there. Sears tries to forecast his/her 
buying patterns and trend to be able 
to present him with appropriate 
products available in the store. 
These trends to last year purchase 
with discount. As a result of the 
fully integration between different 
d a t a b a s e s ,  w h i c h  o p e r a t e 
simultaneously, if you buy a 
product from one of Sears's 
affiliated websites; others offer you 
their related products. That is the 
result  of a good integration  
between all the parts of this 
organization and shared database 
with unique profi le  for  any 
customer. It has also several 
services for its customers who log

in the websites. Sears is exclusive 
retailer and distributor of some 
famous brands. So when its 
customer wants to buy a product of 
these brands, Sears is able to make 
very special offers. Sears also has 
special credit cards and offers more 
facilities to customers with good 
credit history. 
The process of ordering products 
on the phone can take a long time 
because the CRM aspect of phone 
orders is horrific.  It takes a lot of 
time and can be an inconvenience.   
The supply chain is also an area of 
major improvement within the 
Sears Company. The Value bubble 
for Sears can be adequately 
explained in two phases.  The two 
most important phases are the 
engaging phase, and the retaining 
phase. The first one to talk about is 
the engaging phase.

This is when things like promotions 
and special sales are offered to get 
new customers.  Another thing that 
sort of falls in this phase is the 
promise of the brands Sears has to 
offer that they will work and
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be reliable.  The retaining phase can 
be explained with Sears's ideas like 
the idea of the extended warranty 
for products that offers customer 
piece of mind.
Good solutions have several 
common features. The good idea 
does the following: 
Resolves contradictions
• Increases the “ideality” of the 
system
• Uses idle, easily available 
resources

ANALYSIS
AND COMPARISON WITH 
TRIZ

Arrangement principles:
The first group of TRIZ principles 
is arrangement related principles. 
They discuss arrangement of parts, 
and their grouping in terms of time, 
space and conditions. Four objects 
can  be  s egmen ted  in  t he se 
dimensions for use in CRM 
c o n t e x t .  T h e y  a r e :  m a r k e t 
(customer), service or product and 
its features, interfaces and offers. 
Segmentation is the most famous 
one. It says: Segment an object into 
independent modules or Increase 
the degree of segmentation. In idea 
number the corporate is segmented 
and we are segmenting the goods, 
and then using goods of the same 
segment for making offers. Then 
the opposite of it, merging,

Function principles:
The  second  g roup  o f  TRIZ 
principles is function related 
principles. They discuss quality of 
delivering functions in terms of 
t i m e  ( &  p a c e ) ,  s p a c e ,  a n d 
conditions. Again, those four 
objects can be used for delivering 
functions in these dimensions for 
use in CRM context. Sears has 
powerful data mining applications 
along with integrated databases 
they assist the company to better 
find patterns and trends of customer 
behavior TRIZ suggests this in its 
Preliminary Action principle which 
is about forecasting the future and 
performing preliminary needed 
actions in advance. 

A similar principle is about 
Preliminary Anti-Actions. For 
example plans like 60 day money 
back guarantee which is very 
common among these sorts of 
retailers is a good example. It 
prevents future dissatisfaction of 
customers and avoids hesitation in 
time of buying.
Other principles of this group are 
less frequent in our case but some of 
them have interesting applications. 
Universality is about Use of 
standard or multifunctional parts. 
Or better say it assigns as many 
functions as possible to any object 
like customers who can act the role 
of marketers or retailers who also 
collect customer data and perform 
market research related activities. 
When we are trying to offer 
products or services matching 
every specific customer, we are 
very close to Equip potentiality 
principle which suggests that the 
customer and the offer must be in 
the same group (potential level) and 
they must fit each other. At last 
when customers become dealers we 
have inverted the deal. There are 
other functional principles in TRIZ 
that are similar to CRM tricks of the 
trade! TRIZ says use Cheap Short-
Living Objects instead of expensive 
durable ones when you are working 
with unstable or changing objects. 
Here in our example gift shopping 
cards offered by Sears are a short 
term possibility in an innovative 
way.

Symmetry principles:
The third group of TRIZ principles 
discusses symmetry, asymmetry, 
homogeneity and heterogeneity. 
T h e y  r e f e r  t o  s t r u c t u r a l 
characteristics in terms of time (& 
pace), space, and conditions. Again, 
four objects can be used for 
handling these characteristics in 
CRM context. They also describe 
solutions in which compensating 
structures with breaking symmetry, 
prevent harmful function from 
accumulation. Local quality has the 
most frequency of use. Products 
and  services (brands) exclusive to 
a Sears [J.Terninko, 40 

Inventive Principles with Social 
Examples, trizjournal, June2001] 
(business side) and having personal 
profiles for each customer helping 
the company to make much 
customized offers (customer side) 
are all local qualities. Another 
example of this principle is extra 
facilities offered to customers with 
good credit history. Dynamics is 
another TRIZ principle in this 
group and is about changes over 
time and conditions. Click structure 
instead of traditional brick structure 
is one end and dynamic pricing, 
offering and discounting is the 
other one. 360 degree virtual 
showrooms which are gaining more 
and more popularity now, are in fact 
images of the reality with as few 
dimensions of reality as possible
Feature principles
The last group of tricks (principles) 
is about features. They discuss 
about features and their variance 
along time, space or conditions. 
Marriage wish lists are in fact, 
recognition of a phase change in life 
of a customer by the Sears and are 
successful plans. They are win-win 
plans offering more value to both 
parts. Many sites like dating ones, 
retailers” let a visitor (without an 
account) to search in their databases 
so that they can evaluate the service 
and become interested in it.They 
with this piece of good job, try to 
make an inert but functional 
a tmosphere for  explorat ion, 
judgment and decision making of 
the customer.

CONCLUSION
We can solve the software problem 
with applying the 40 inventive 
principles and TRIZ tools. Results 
of our limited study show that there 
exist analogies among inventive 
tricks of retail business and 
inventive principles of TRIZ. 
However some of the principles are 
more compatible with business 
context. Others are more like fuzzy 
hints. In fact we are using the latter 
ones as sources of intuitions so in 
some cases it's hard to determine 
which principle is more dominant. 
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As a result it is a great challenge to 
conform some of TRIZ principles 
with CRM, for example porous 
material. Principles which are 
closer to physical world, tools or 
phenomena, are of this sort. In 
contrast the more principles 
become conceptual and abstract the 
easier it is to conform them. Some 
of the principles seem to be of 
upper levels of creativity compared 
to others, like segmentation, 
compared to thermal expansion. 
The benefit of TRIZ comes from 
solving difficult problems and that 
means resolving tradeoffs. To do 
this, it is necessary to formulate 
these tradeoffs or rewrite the 
problem in a form that makes the 
tradeoff obvious.
This model for problem solving is 
based on the theory of TRIZ, on 
customer feedback from people 
who have used it and on the 
knowledge of the styles of human 
thinking and problem solving 
activity. One describes a systematic 
relationship and structural patterns 
and the other is about a phenomena. 
This is a good opportunity for 
further studies on classifying 
effectiveness of principles in 
different environments. On the 
other hand, frequency of use of 40 
inventive principles in CRM is 
different from that of technical 
world. Principles relating to 
functions are most frequent ones 
here. The common thing in CRM 
and all business environments is 
that Final point: We have examined 
the innovations and tricks of the 
trade first, and then compatibility 
of them with 40 principles, exactly 
the Altshuller way. But one should 
also keep it in the mind that 400 
cases are not something to be 
compared to 200000, and the total 
number of all CRM innovations are 
not that great, maybe one or two 
thousand at maximum. In fact 
bus ines s  ve r s ions  o f  TRIZ 
inventive principles are not that 
m a t u r e  y e t .   S o  t h e 
comprehensiveness and validity of 
business versions of 40 inventive 
principles (including one we have

used for this study) is significantly 
lower than technical one. But of 
course upon time and study, they 
will be more handy and applicable, 
maybe in a different appearance.
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LEADERSHIP CHALLENGES IN AN ERA OF TURBULENCE
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INTRODUCTION

ABSTRACT: 
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Changing Concept of Management

A leader is a person who not only guides or inspires others within an organization or community and but also 
inspires himself to achieve a goal. Leadership development begins with the simple realization that you want to be 
a leader. Leadership is widely considered to be an important aspect of organizing .It impacts managers' 
organizational commitment, their job satisfaction, their communication and their managerial effectiveness. The 
aim of this paper is to explore the relationship between leadership and the fundamental organizational features 
such as commitment, satisfaction, communication and effectiveness. Also to study how lack of leadership can 
lead to big obstacle in the personal growth and development of a person. People want to be led; they want leaders 
with human values and respect for people's talents and the contributions they can make. Employees want leaders 
who will create an environment that revolves around excellence, risk taking and creativity. A successful leader 
needs all of the same competencies as a manager, but some of the competencies must be more developed. For 
instance, vision. One can be a successful manager with a minimal capability for vision. However, one cannot lead 
without vision. Lack of vision in any aspect of life can lead to confusions and mismanagement of various issues 
both in personal life and professional life. Therefore, for holistic growth of any person the “leadership” essence is 
having a great significance.

“I learned that a great leader is a 
man who has the ability to get other 
people to do what they don't want to 
do and like it.”Harry S Truman 
.Success in the future depends on 
people, and in order to achieve 
success, people depend on leaders. 
What we need in all walks of life 
and all endeavors is leadership. 
Robert H. Rosen, in his book, 
"Leading People," has identified 
eight principles of successful 
leaders. When integrated together, 
they form wisdom in action.

Vision: Leaders need to develop the 
vision for the enterprise and 
a r t i c u l a t e  i t  t o  t h e  e n t i r e 
organization.

This creates a common purpose 
with everyone working toward a 
common goal.

Trust :  Without  t rust ,  vis ion 
becomes an empty slogan. Asking 
employees  to  t ake  r i sk ,  be 
entrepreneurial and give up the 
known for the unknown requires a 
strong foundation of trust.

Participation: The leader's

chal lenge is  to  unleash the 
in te l lec tual  capaci ty  of  the 
organization - getting everyone 
invo lved .  Tha t  makes  each 
employee responsible for the 
success or failure of the company.

Learning: Developing skills in 
management  leadership and 
i n t e r p e r s o n a l  a r e a s  o f 
communication - is the real key to a 
successful change in management 
strategy

Diversity: Today's leader has a deep 
a p p r e c i a t i o n  f o r  p e o p l e ' s 
differences. The leader understands 
that people who feel equal and 
respected are likely to deliver 
superior performance.

Creativity: In today's fast-paced 
world, creativity is essential. The 
best leaders focus on the strengths 
of a company's employees and help 
them manage their

w e a k n e s s e s .  C r e a t e  t h e 
e n v i r o n m e n t  f o r  p e o p l e  t o 
experiment, take risks and fulfill 
their creative potential. The secret

 is to discover what people do well 
and ask them to do more of it.

Integrity: Today's leader is a 
person of authenticity, honesty and 
integrity.

Community: Today's leader does 
not just measure success in terms of 
profitability of the enterprise or 
individual earnings. He measures 
his success by what he does for 
others. Leaders, by caring beyond 
themselves, find a deeper sense of 
self-fulfillment and gratification by 
the contribution they make to their 
community and the world at large. 

Importance of leadership
Telling CEOs these days that 
leadership drives performance is a 
bit like saying that oxygen is 
necessary to breathe. Over 90 
percent of CEOs are already 
planning to increase investment in 
leadership development because 
they see it as the single most 
important human-capital issue their 
organizations face.And they're 
right to do so: earlier McKinsey 
research has
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consistently shown that good 
leadership is a critical part of 
organizational health, which is an 
important driver of shareholder 
returns.According to Scott Keller 
and Colin Price in their new book 
Beyond Performance: How great 
organizations build ult imate 
competitive advantage, there are  
t h r e e  k e y  a t t r i b u t e s  o f 
organizational health—internal 
alignment, quality of execution, 
and capacity for renewal—and nine 
elements that combine in different 
ways to support them

Exhibit 2.2
Nine Elements of
organizational Health
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and control
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Internal alignment
The organization has
a complelling vision
ana a well-articulated
strategy that is
supported by its
culture and climate

Quality of executive
The organization
demonstrates
excellence in
executing its strategy
and delivering its
services

Capacity for renewal
The organization is
effective at understan
-ding interacting with,
adapting to, and
shaping its situation
and external
environment
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Thus to take care  of organizational 
health, it's very important to 
develop holistic leadership to align 
and connect every thread of any 
organization.

A changing landscape:
A startling 86% of respondents to 
the Survey on the Global Agenda 
agree that we have a leadership 
crisis in the world today. (outlook 
on global agenda 2015). Zenger 
folk man has given two facts- Few 
Organizations have Consistent 
Leadership Development Programs 
and the leaders' most significant 
de f i c i ency  i s  t he i r  l a ck  o f 
developing subordinates and 
themselves. At the organizational 
level and at the individual level, the 
same situation appears to be true.  
Developing leaders is simply 
pushed off the radar screen.  The 
obvious question is “Why?”

No-Good Reasons for Lack of 
Leadership Development
• the reasons why many senior 
executives aren’t doing enough 
leadership development in their 
organizations:
• No event has triggered us to get 
started.
• We have survived without it in the 
past.
• We can hire leaders with the skills 
we need.
• We don’t have the internal 
capability to manage it.
• We don’t know what to do.
• We know of a few companies that 
have thrown lots of money at this, 
only to get minimal results.
• There are just too many competing 
priorities.

The individual leaders would offer 
many similar reasons, and would 
add some things like:
•  There’s just no time.
• There are few, if any, rewards for 
doing it.
• I’m not sure I have much to offer.
• I’m not exactly sure what to do.
• My boss doesn’t do it for me, why 
should I do it for my direct reports?

How Has the
Role of Leadership Changed with 
COVID-19?
“Crisis does not build character. It 
reveals it”. The strength of a true 
leader is revealed when it comes 
under fire. And it can be safe to say 
that the past few months have been 
an extremely testing period for 
leaders across organizations. As the 
lockdowns are gradually being 
lifted across the world, we are just 
about realizing what our new 
normal is going to be like. The term, 
'responsible leadership' takes on a 
deeper meaning as employees and 
customers try to settle into the new 
rhythm of things. Leadership has to 
work quickly to redistribute 
disrupted supply chains, they need 
to safeguard employees, have to 
enable a remote workforce with no 
time in hand to ease people into it, 
and also have to be the bearers of 
bad news. All of this, while 
maintaining their own energy so 
that they can inspire confidence and 
c o n t i n u e  t o  m o t i v a t e  t h e i r 
employees.
The thing with leadership is that it 
has leaders, even the highly 
successful ones, to be in a mode of 
continuous improvement. They 
have to look at ways to reinvent 
themselves to stay relevant and 
have to embrace change faster or 
run the risk of being outrun. 
Irrespective of their effectiveness, 
yesterday, today and tomorrow will 
make new demands on the leaders. 
The COVID-19 pandemic has 
shown us that clearly. And there is 
no playbook to refer to what to do 
and how to change leadership styles 
in the face of a 21st-century 
pandemic. 
'Building Trust' was important 
before – it is essential now
The definition of a good leader has 
always included an element of trust. 
A leader can only be considered a 
good one when the workforce 
expresses trust in them. With 
COVID-19, this has assumed 
deeper importance. The workforce 
is looking to trust its leaders, and 
this trust can now be inspired only 
with clear and focused actions.
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Increase focus on shared purpose
Leaders also work on building 
' sha red  purpose '  w i th  the i r 
employees now. With teams 
operating remotely and with 
u n c e r t a i n t y  l o o m i n g  l a rg e , 
employees need an anchor to get a 
sense of connection and belonging. 
Once President John F. Kennedy 
visited a NASA space center. He 
met a janitor and asked him, “What 
are you doing”. He replied, “Well, 
Mr. President, I'm helping put a 
man on the moon.” When people 
are connected to their work, when 
they have a sense of shared purpose, 
they become more committed to 
their work. Given the upheaval that 
COVID-19 has had on people, how 
i t  h a s  i m p a c t e d  t h e m  a t  a 
professional and personal level, 
how it has changed the world of 
work, how isolated the entire 
experience has been, leadership has 
a lot of work to do. They have to 
help employees reconnect with 
their work, find a sense of purpose 
and excitement in their roles and 
relearn how it ties back to the 
business goals. Irrespective of how 
big or small their role is, leadership 
has to work on helping employees 
u n d e r s t a n d  h o w  t h e y  a r e 
contributing to the larger picture.

Take tough decisions
When the pandemic hit the world 
with all its force, leaders across the 
globe were compelled to act 
urgently to enable remote working. 
Many organizations in the pre-
pandemic time were already aware 
that they would have to enable some 
form of remote working. The 
pandemic just shows us that we 
need to accelerate human and 
machine collaboration to support 
people to adopt a more digital way 
of working. Those in leadership 
roles have to now take many such 
tough decisions. Whether it is to 
r e s t ruc tu re  and  rea l ign  the 
workforce, identify new revenue 
streams, refocus the business, or 
include more automation, the road 
ahead involves taking several new 
and tough decisions. These have to 
be taken with integrity, intention, 
and  wi thout  gui l t .  Increase 
flexibility, agility, and empathy 
Flexibility, agility, and empathy – 
these are venerable traits in the new

 world. If leaders are not already 
working with cross-functional, 
agile teams, the time to do so would 
be now. There is no place for 
functional silos anymore.The 
world is only going to become more 
VUCA (vola t i l e ,  uncer ta in , 
complex, and ambiguous). As 
leaders face this new world, past 
experiences might not be enough to 
navigate through the current 
scenarios. Leadership development 
has already been focused on 
increasing the capacity of leaders to 
dea l  wi th  VUCA.  For  th i s , 
developing traits of flexibility to 
accept challenges, agility to deal 
with such challenges easily, and 
empathy to help others to overcome 
rapidly changing realities become 
essential arsenal in the leadership 
kitty.

Learning intelligence and growth 
mindset
Leadership also has to now take a 
deeper dive into the growth 
mindset. They have to actively 
invite and objectively evaluate 
information and ideas not only 
from within their own organization 
but also from peers and colleagues 
in other organizations.Leadership 
have to believe in ' learning 
intelligence'. They have to develop 
the ability to look for help and learn 
and leverage others' expertise and 
experiences to increase their ability 
to make better and well-informed 
decisions.  It is time for leadership 
to gear up and increase their 
stamina and build resilience for the 
long haul now. Given the way the 
world is shaping up, it is clear that 
they need to build their capacity to 
run a grueling marathon over a 
sprint.

Finding an Answer to this Puzzle
The evidence about the financial
payoff is available to everyone.  All 
t h e  l o g i c a l  a r g u m e n t s  f o r 
developing people (improved 
productivity, retention, employee 
commitment, greater creativity, 
e n h a n c e d  s e l f - c o n f i d e n c e , 
improved culture) are well-known 
and valid,  but  appear to be 
insufficient to cause the

 organization to act. Something else 
has to be present.Maybe that 
“something else” is a bone-deep 
belief that people really can change.  
Maybe it is that we owe everyone 
the opportunity to become all they 
can be.  Maybe it is the simple 
belief that great leadership really 
makes a difference in the overall 
health of the organization, as well 
as the bottom line. The real answer 
is something that goes deeper and 
has a lot to do with the values and 
philosophy of the leaders of the 
firm. 

Confidence: the ultimate decision 
driver
As the economy shows signs of 
recovery, a number of different 
indicators are finally pointing to an 
increase in business confidence. 
However, the findings of a recent 
Deloitte survey indicate that this 
confidence is not always translating 
into action.  The study, conducted 
between July 7 and August 4, 2014, 
explores America's top leaders' 
confidence in the overall direction 
of their businesses, how they are 
addressing obstacles to growth, 
the i r  out look on ta lent  and 
leadership and their views on 
innovation “Deloitte Business 
Confidence Report 2014 -The Gap 
Between Confidence and Action” 
shows an astounding gap between 
whatbusiness executives say and 
what they do, and one of the biggest 
issues highlighted is a lack of focus 
on leadership development. The 
doubts expressed among CXOs 
(chief executive officer) about their 
business strategies and investments 
also extend to their confidence in 
the leadership pipeline. The results 
indicate that business leaders need 
to make a bigger commitment to 
developing leadership at all levels 
of the organization. The talent 
m a n a g e m e n t  h a s  s h i f t e d 
dramatically since the Great 
Recession but organizations' 
strategies to develop talent and 
leaders have not changed with 
those  changes .  In  a  h igh ly 
competitive talent market, leaders 
can no longer treat talent and 
leadership development as being 
independent from their overarching
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business strategy and goals. Top 
executives must embrace their role 
in developing and investing in 
future leaders, or risk losing their 
competi t iveness in a global 
marketplace. The question, then, is 
what skills do our leaders need to 
win back the confidence of their 
p o p u l a t i o n s ?  T h e  S u r v e y 
respondents identified several 
virtues: a global interdisciplinary 
perspective; long-term, empirical 
planning; strong communication 
skills; a prioritization of social 
just ice and well-being over 
f inanc ia l  g rowth;  empathy; 
c o u r a g e ;  m o r a l i t y ;  a n d  a 
collaborative nature. Execution, 
team-building and delegation are 
key, as is the ability to remain 
positive in the face of adversity – 
the power of optimism is inspiring 
in itself. 

Lack of Leadership 
Has Created the Skills Gap
Corporate training in the U.S. is a 
$70 billion market, and 35% of that 
is spent on management and 
leadership training. Over the last 
several decades, the industry has 
produced a recipe for how to be a 
successful corporate leader: Be 
trustworthy and authentic, serve 
others (particularly those who work 
for and with you), be modest, and 
exhibit empathetic understanding 
and emotional intelligence.
But here’s the problem, says 
Stanford Graduate School of 
Business professor Jeffrey Pfeffer: 
None of that is working. Despite 
the tens of billions of dollars we 
pour into training-related books, 
a t t endance  a t  i n sp i r a t iona l 
speeches, workshops, conferences, 
a n d  t r a i n i n g  s e s s i o n s ,  t h e 
w o r k p l a c e  t o d a y  i s  a s 
d y s f u n c t i o n a l  a s  e v e r . 
Organizations are filled with 
disengaged, dissatisfied employees 
who don’t trust their leaders, and 
those leaders ,  in  turn,  face 
shortened job tenures, career 
derailments, and dismissals.

Damaging Consequences from a 
Lack of Leadership
To quote example of Steve Jobs 
here, he was self-assured – and 
even brave – when he offered

audacious solutions to long-
festering technology problems. He 
put his digital vision out there and 
refused to back down. Too many 
leaders today seem hesitant to tell 
employees, shareholders, or voters 
how to genuinely fix what we all 
know is in disrepair. And this lack 
of leadership is one of the reasons 
why everything feels frozen right 
now; true leaders must have the 
confidence to present – and act 
upon – the truth.Even though he 
had  a  r epu ta t ion  fo r  be ing 
temperamental or difficult at times, 
Jobs was always able to keep his 
colleagues deeply connected and 
committed to Apple's higher 
purpose. Inside his company, he 
galvanized through the use of 
collective leadership and power. 
Yes, it's true he was obsessed with 
details and demanded perfection; 
but he also stirred tremendous 
passion in the hearts and minds of 
those who worked for him by 
s h a r i n g  e v e r y  s t e p  o f  t h e 
technological journey.

Time for action:
Broad Empowerment
Broad empowerment like this is so 
important in organizations now, 
because the generation that's 
entering the workforce often feels a 
lack of purpose on the job.

The All-
Important Convergence
Too many c-level executives have 
achieved success by focusing 
intently on operational results, 
rather than the all-important 
convergence of leadership, culture 
and strategy. c-level executives can 
– and must – expand their portfolios 
by zeroing-in on both of these 
aspects of their job. And, if they 
don't, they are short-changing their 
employees, shareholders – and a 
whole group of stakeholders who 
are looking for substantive and 
value-enhancing leadership today.. 
But the key is to remember that 
collective leadership and power is 
the absolute antithesis of self-
aggrandizement.  It  channels 
everyone's best thinking and best 
efforts into a constructive and 
collaborative whole.

An Implicit Responsibility to 
Lead
leadership must radiate from the 
very top levels of an organization 
and penetrate every corner of the 
enterprise. This is meaningful 
collective leadership, and the 
decisions that are made – or not 
made – touch, affect and impact 
everyone, regardless of where they 
s i t .  L e a d i n g  c o l l e c t i v e 
t r a n s f o r m a t i o n s  l i k e  t h i s , 
collectively integrating culture and 
s t r a t e g y ,  i s  t h e  i m p l i c i t 
responsibility of top management 
teams. Research shows that despite 
the best intentions of Human 
Resources leaders and Leadership 
Development teams, without direct 
senior executive involvement, 
leadership development programs 
fall flat. Companies that have 
leaders who are directly engaged in 
selecting leaders, teaching, and 
coaching their team are more than 
three times more likely to have 
strong leadership pipelines and 
highly engaged leaders.

Coping With Unprecedented 
Complexity
So, deep understanding and super-
refined emotional capacity have to 
b e  c h a n n e l e d  i n  o r d e r  t o 
successfully integrate and link 
leadership, culture and strategy. 
This is the only way to cope with 
mind-numbing complexity. We 
need to double down on collective 
leadership in both the public and 
private sectors. If we can't get our 
leaders to step up, guide us, and 
collaborate with us, we're going to 
continue to bump along a rutted 
road. 

Conclusion
The One Quality A Leader Should 
Never Lack –self awareness. We 
need to foster a culture where 
people see integrity and empathy as 
key character traits, where talent 
can rise up.  It's time for a 
leadership movement that values 
engagement, open dialog, and 
candid discourse above the insular 
focus on protection of personal 
gain.Leadership is not about the 
power and the accolades bestowed 
upon the leader, it's about the 
betterment of those whom the 
leader serves. 
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At its essence, leadership is about 
people. At its core, leadership is 
about improving the status quo, and 
inspiring the creation of positive 
change. In John Kotter's book, 
“Leading Change”, he identifies 
the five change implementation 
prerequisites that management is 
responsible for successfully 
completing before change can 
begin: 

•  Creating a sense of change 
urgency

•  Creating/developing a company 
change guiding coalition or alliance

•  Developing a vision of the 
required company future state and a 
strategy to achieve it

•  Communicating the vision and 
strategy to the entire workforce

•  Creating an environment in the 
c o m p a n y  w h e r e  a s s o c i a t e 
empowerment can evolve

T h u s  l e a d e r s h i p  b e i n g  t h e 
backbone of any organization 
should be nourished and developed 
for organizational sustainability 
.Creating a vision for leadership 
pipeline is of utmost importance in 
today 's  t ime to  face  g lobal 
challenges.The bottom line: 
executive confidence is directly 
related to confidence
in leadership, which in turn is 
related to executive focus on 
leadership development. When we 
asked investors to tell us how they 
value companies,  they gave 
companies with "strong leadership 
t e a m s "  a  3 5 %  p r e m i u m  i n 
valuation.
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Customer segmentation is to collect customer related data to generalize some insight so as to solve business 
challenges. Data around customers like how they browse, what they choose from where they log in, how they buy 
things, this is something personal detail of the customer and studying the behaviour of the customer is customer 
segmentation. After getting all the details most of the companies or business industry provides, customer related 
market activity which will help not only companies but also customers too for win situations. This is a target 
market analysis process. In this study market customer segmentation is implemented using k means clustering.

Customer segmentation helps in 
better categorization of customers 
depending on their behaviour and 
characteristics. It reduces the risk of 
pitfall in marketing strategy as this 
analysis directly hit the right group 
of people. This is possible due to 
machine learning and artificial 
intelligence which monitor each 
de ta i l  o f  the  cus tomer  and 
recommend according to that. Find 
the statistical pattern in the data, 
discover recurring patterns from 
the data and analyse it [1,2]. To 
c o l l e c t  d a t a  f o r  c u s t o m e r 
segmentation we need to monitor 
d a t a  w h i c h  c a n  b e  ( R F M ) 
Reoccurrence-when was the last 
visited, Frequency -how many 
t imes  cus tomer  v is i ted  and 
Monetary-How much money do 
they spend. For loan companies it is 
necessary to know about their 
customer that when a customer is 
last visited on their site and for how 
much duration, how frequently 
they visit and how much they spent 
their [3]. Which helps companies to 
find the customer needs and helps 
in creating new advertisements or 
schemes beneficial 
for customers? Generally company 
fo l l ow s  S TP mode l  t ha t  i s 
segmentation, Targeting, and 
positing. It always works with B2C 
business models like supermarkets, 
o n l i n e  s h o p p i n g  s i t e s . 
Segmentat ion-  Dividing the 
population into groups that share 
s i m i l a r  c h a r a c t e r i s t i c s  h a s 
comparable purchase

behaviour and response similarly to 
different purchase behaviour. Like 
sometime people are interested to 
buy during sale time [4].  For new 
product development a new data is 
never available in the market so 
demographic and Geographic data 
age, income, education level and 
others need to be understood. When 
we have historic data like purchase 
quant i ty,  t ime of  purchase , 
purchase quantity and product 
rating it helps to much clear 
representation of data. Targeting- 
evaluating from all segments and 
deciding which segment to focus 
on. Here consideration factors are 
segment size, expected growth and 
competitor's offering [5].
After finalizing the segment we 
have to check which product is 
c l o s e l y  m a t c h e d  w i t h  t h e 
characteristic to meet customer 
r e q u i r e m e n t s .  A n d  d r a f t 
advertisement, discount offering 
according to that.

Types of Segments:
1. Geographic segmentation It is 
about regions, countries, continents 
customer segmentation. After 
separating into regions, we need to 
check which is more profitable and 
also analyse customer culture, 
environment and location [6].

2. Demographic: This analyses 
customer income, size of family, 
education, occupation, family 
which help to find out consumer 
needs.

3. Psychographic: This will judge 
about the customer's way of living, 
lifestyle, beliefs which help to 
understand the company offer for 
their customer. 
4. Behavioural segmentation: This 
will observe behaviour of a person 
based on their income level. 

Literature review of Customer 
segmentation
In this section we will focus on 
previous study in this area by other 
researchers.  The purpose of 
customer segmentation is to 
s epa ra t e  ou t  t he  g roups  o f 
customers with similar demand or 
need that can be based on their 
characteristics like their buying 
habits, life standard and many 
more[7]. Few researchers worked 
over customer segmentation in 
different areas such as Marketing, 
Finance, healthcare. In the current 
era customer segmentation is a 
must for growing business strategy, 
knowing customer needs and 
choice throughout the year. By 
a w a r e n e s s  o f  c u s t o m e r 
requirements a company can 
launch products at the correct time 
[8].
According to Sandstorm [9] 
customers of different significance 
must be in the market. Companies 
need to analyse each customer from 
non-profitable to highly profitable 
to evaluate the proportionality over 
the profits. Special discounts and 
schemes will be launched for the 
customer like 
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many ecommerce sites do [10] state 
due to customer segmentation not 
only production industry as well as 
service is also getting benefit in 
work and helps in improvement of 
services products[11]. Venkata et 
al. 2017 used segment specific 
strategies and proposed a model of 
margin cost to serve matrices which 
is beneficial to small retailers.Juni 
Nurma Sari et.al in paper [12] 
authors have classified the data for 
customer segmentation in two 
categories i.e. Internal data and 
E x t e r n a l  d a t a .  T h e y  h a d 
categorized the customer profile 
and transaction history data as 
internal data and data like cookies, 
server log and survey data were 
categorized in external data. 
Mento, supervised clustering, RF 
techniques are some categorized 
methods. Jing Wu et.al in their 
paper [13] had used credit card 
transaction data for model building 
and prepared predictive models at 
segment-level utilizing pattern 
based clustering approach. They 
devised two matrices i.e. Fluctuate-
rate matrix and Monetary matrix 
and performed clustering on both of 
the matrices to discover various 
customer characteristics. Further, 
they used those characteristics to 
build consumption based consumer 
segmentation models. Kareena et.al 
in paper [14] proposed hybrid 
classifier technique using Decision 
tree and KNN for  customer 
b e h a v i o r  a n a l y s i s  w h i c h 
outperformed the performance of 
previously accepted Naïve Bayes 
model by many researchers. Naive 
Bayes has 74.11% accuracy 
whereas Hybrid classifier has an 
accuracy of 90.75% which is much 
better. A.Salini et.al [15] compared 
the performance of 3 individual 
classification algorithms i.e. 
Random Forest, Support Vector 
Machine and Logistic Regression 
with that of Majority Voting 
algorithm and proved successful in 
achieving better Precision, Recall, 
F-Measure and Accuracy as well. K 
Means clustering is used to solve 
the clustering of customers to 
increase the revenue of  the 
company. 

First we need to indicate the number of clusters(K) to get the final output. 
The algorithm selecting k objects from the data set and finds the centroids 
of the cluster. Find out eculicleam distance which the difference between 
cluster mean and object. Assign the new mean to the cluster and then find 
out the new mean until we get an updated cluster mean. Then using the 
elbow method, find out the cluster needed to solve this problem. We use 
python programming language to implement this problem and imported 
yellow brick package for visualization sklearn package for K-means, and 
principal components analysis. Used standard scalar for pre-processing of 
the data. Dataset includes 5 columns customer id, gender, age, Annual 
income and spending score. The below table1 contains the dataset.

*Research Scholar, Galgotias University, Greater Noida **Assistant Professor, Asian School of Business, affiliated to CCSU

Table 1. Market customer data

Customer

ID

Gender

0

1

2

3

4

1

2

3

4

5

Male

Male

Female

Female

Female

19

21

20

23

31

Age

15

15

16

16

17

Annual

Income

(k$)

15

15

16

16

17

Spending
Score

(1-100)

Student
Student
Student
Student
young

professional

age_cat

very rich

very rich

very rich

very rich

very rich

income_cat

The data set contains numeric columns of age, annual income and 
spending score. So first I need to convert the numeric column into 
categorical. We categories the annual income as poor who have less than 
25k salary, rich who have income range between 25 to 75k annually. Very 
rich for those who have greater than 75k annual income similarly age 
column is also categorized People less than 25 age are considered as 
students, 25-45 young professionals,46-65 professional and above 65 are 
considered to be in the retired category. Similarly for spending score the 
people having less than 20k spending amount considered to be very low 
spending, spending range 20 to 40 considered as low,40-60 considered as 
moderate,60 to 80 as high and above  80 is very high.

low

hight

very low

moderate

score_cat

MALE FEMALE
GENDER

STUDENT
YOUNG PROFESSIONAL
PROFESSIONAL
RETRIED

50

40

30

20

10

0

C
O

U
N

T

Fig 1: Age category based on gender
In fig1. The graph shows that young

professionals in both males
and females have the highest purchase.

age_cat
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STUDENT
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PROFESSIONAL
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Fig2. Spending score based on category

score_cat

YOUNG PROFESSIONALPROFESSIONAL RETRIED
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Applied label encoder to transform the data and the after that applied 
elbow method to find out the cluster value and optimal value is 6. Elbow 
method is a validation and interpretation within the cluster to find the 
appropriate number of clusters in the dataset. Calculated sum of square 
error for different k value.
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Fig 3.Sum of Square error for different value of k

Using silhouette coefficients we have measured the quality of clustering 
operation for different k values.

Fig4. Silhouette Coefficient
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fig5: silhouette coefficient
instance with KMeans instance

Using yellow brick cluster silhouette coefficient is visualized which is as 
shown in fig5.

Fig6. GAP statistic of k values
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Using Gap statistic intracluster 
distance is calculated for values of 
K.as shown in fig6 there is a large 
g a p
between 4 and 5 k values which is 
considered to be good.

ABS International Journal of Management



ABS International Journal of Management

42
*Research Scholar, Galgotias University, Greater Noida **Assistant Professor, Asian School of Business, affiliated to CCSU

Applied label encoder to transform the data and the after that applied 
elbow method to find out the cluster value and optimal value is 6. Elbow 
method is a validation and interpretation within the cluster to find the 
appropriate number of clusters in the dataset. Calculated sum of square 
error for different k value.

Fig7. PCA filters the noise data and expresses the amount
of variance.

Fig8. clustering of market data
Conclusion and Future Scope
The aim of customer segmentation 
is to improve the relations with 
customers and improve company 
buying and selling margin. From 
the above section of literature 
review it has been observed that 
after knowing your customer it's 
easy for the organization to provide 
offers, customer choice products 
and many more. Sometimes due to 
limited data and restricted customer 
details it's difficult to segment 
customers and differentiate among 
other customers. The study shows 
the impact of customer spending on 
the basis of their earnings. Male to 
female ratio of spending which 
predict the behaviour of customer 
purchase using machine learning 
algorithms and helps to develop and 
introduce new marketing schemes 
or offers. In future segmentation is 
useful in supply chain, CRM, 
Optimize network planning to 
design traffic schemes and product 
review.
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CHALLENGES FOR HRM IN HEALTHCARE AMIDST
COVID PANDEMIC
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The coronavirus pandemic has flipped healthcare shipping on its head. The disaster has added into consciousness 
key skills management talent management (TM) priorities transferring forward: making sure that the proper 
human resource are in area and constructing enough institutional flexibility to deal with rising demanding 
situations and changes. The COVID-19 pandemic has led to sizable skills control demanding situations 
including (a) hiring freezes and layoffs; (b) profits freezes, cancelled bonuses, and pay reductions; (c) multiplied 
worker pressure and burnouts. As health care TM executives grapple with rapid changes in the industry, it sends a 
strong signal for these executives to go beyond the desire to "get back to normal." This signal requires that Talent 
Acquisition (TA) is agile, broad-based, holistic, and works with partners who have industry experience and 
access to top talent.

HR departments are confronted 
with a challenge unlike any they 
have faced before. The talent 
acquisition process is changing for 
any business that is hiring. The first 
reaction for many healthcare 
organizations was not to ramp up 
hiring, but to reassign the staff on 
hand. The pandemic situation has 
brought to light a variety of issues, 
ranging from how healthcare 
organisations operate from a 
business standpoint to how many 
are understaffed in the face of this 
crisis. Organizations of all sizes and 
industries faced significant profits 
and budget deficits, as well as 
immense talent management 
challenges such as hiring freezes 
and layoffs ;  sa lary f reezes , 
cancelled/ delayed bonuses, and 
pay diminutions; and augmented 
employee stress and burnout. These 
are trials that had already been 
faced to some extent. But these 
challenges were intensified due to 
the pandemic. Given the healthcare 
workforce shortage, looking 
outside the talent pool isn't always 
easy for HR and recruitment teams, 
but it's something that has to 
happen at scale and with a new 
sense of urgency. As one might 
expect, technology & RPO has 
been at the forefront of this effort. 
Rather than trying 

to find new sources of talent, savvy 
staffing firms reached out to 
credentialed professionals who 
were temporarily out of work. 
R e c r u i t e r s  a n d  s t a f f i n g 
professionals are left to pick up the 
slack during such difficult times. 
Learning how some of them 
stepped up during previous crises 
can help you figure out how to 
adapt in order to fill urgently 
needed healthcare positions.The 
pr imary chal lenge faced by 
o r g a n i z a t i o n s  w e r e  t a l e n t 
management challenges, many 
workers who are able to keep their 
jobs face pay freezes, cancelled 
bonuses, and pay reductions. 
E m p l o y e r s  h a v e  a d o p t e d 
compensation cutbacks in 29 
percent of cases, salary freezes in 
42 percent of cases, and bonus 
reductions in 37 percent of cases 
(Korn Ferry, 2020). Pay decreases 
were experienced by 67 percent of 
CEOs, 56 percent of middle 
managers, and 49 percent of 
professionals and supervisors 
around the world and in all 
industries (Korn Ferry, 2020). 
According to a recent research 
study conducted by Bureau of 
Labor Statistics (BLS) between 
2006 and 2016, 2.8 million jobs 
were added to the health sector at a 
rate of growth almost seven times 
faster than the rest of 

the economy. Over the decade, jobs 
in health care settings grew more 
the 20 percent, while jobs in the 
remainder of the economy only 
grew 3 %. It is important to 
understand that working in the 
health sector is not the same as 
working in health occupations. 
Hospitals, physician offices, 
nursing homes, and clinics are 
examples of health-care settings 
that fall under the purview of the 
health sector.

*Recruitment Consultant
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RPO solution in 
TM in Healthcare

When looking to conquer these new 
and old challenges in the hospital 
and health system workforce, it's 
essential to use a solution designed 
for a crisis environment that 
demands exceptional flexibility,
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cost  control ,  and cash f low 
optimization. Performance-based 
RPO is that solution. It's a solution 
grounded on accountability for 
performance, and as recruiters note, 
"organizations trust that their 
outside support teams are invested 
in  pos i t i ve ,  t r ans fo rma t ive 
outcomes."Performance-based 
RPO is an integrated model that 
embodies four vital dimensions that 
give your talent acquisition team a 
new and smart recruiting strategy. 
Those four dimensions are:

•Holistic: Using a solutions 
p la t fo rm encompass ing  the 
complete talent acquisition process, 
HR and TA leaders gain a bird's eye-
v i e w  o f  t o t a l  m a n a g e m e n t 
operations. An RPO partner using a 
holistic model will help you 
capitalize on profitable differences 
between you and your competition, 
which is extremely important in the 
war for talent.

•Agile: A performance-based RPO 
engagement is not a one-size-fits-
all solution. It's a flexible pathway 
to meeting your organization's 
specific needs and allowing you to 
scale rapidly. This total workforce 
management approach promotes 
the ideal balance between the 
n i m b l e n e s s  o f  c o n t i n g e n t 
professionals and the stability of 
best-fit permanent hires.

•Prudent 
Financial Management: The 
performance-based model aligns 
with sound financial management. 
A practical strategy that seeks a TA 
mix in which the organization 
minimizes direct hard cost outlays 
while efficiencies maximize return 
on soft costs. It's also an agile 
s trategy that  posi t ions your 
organization well to determine the 
most  cost-effective level  of 
furloughed staff to return.

•Innovation: A forward-thinking 
RPO partner will take action 
derived from quick response 
technology and data analysis. This 
kind of effort will provide and 
r e c o m m e n d  t o  TA l e a d e r s 
technologies  that  can dr ive 
meaningful change throughout 

the most vital aspects of the talent 
acquisition process. Those critical 
areas include:

•Infrastructure
•Candidate Experience
•Intelligence
•Performance Improvement

The landscape of healthcare 
delivery is being renovated in many 
ways by the rapid onset and 
continuing challenges of the 
coronavirus pandemic. The crisis 
has highlighted two key talent 
management (TM) priorit ies 
moving forward: ensuring that the 
right people are in place and 
building sufficient institutional 
flexibility to address emerging 
challenges and changes. Finding 
the proper RPO vendor is basic for 
healthcare organizations looking to 
contract beat healthcare ability. 
Whether a healthcare organization 
is looking to progress its selecting 
forms, gotten to be more productive 
or upgrade its work brand, creating 
a solid relationship with a trusted 
RPO supplier starts with the choice 
prepare. In this paper, we audit the 
finest hones when it comes to 
selecting the correct RPO supplier 
for your healthcare staffing needs.

How It Works?
For most 
healthcare organizations, recruiting 
talent is a major operational 
challenge. 69 % of healthcare 
organizations are “concerned” or 
“very concerned” about competing 
for healthcare candidates as 
h i g h l i g h t e d  i n  A S H H R A’s 
Healthcare Workforce Executive 
Insights Survey. To get it RPO 
arrangements, it’s vital to get it 
what they are not. RPO suppliers 
a r e  no t  hea l thca re  s t a ff ing 
companies, head-hunters or quick-
fixes for one-time healthcare 
contracting needs.Or maybe, RPO 
suppliers actualize arrangements 
planned to streamline and progress 
the contracting prepare, and as a 
r e s u l t ,  p r o g r e s s  g e n e r a l l y 
commerce performance. DIG 
DEEPER How RPO Can Fathom 
the Best Challenges in Healthcare
Ability Acquisition from manager 
branding to  

worker engagement, contracting, 
on boarding and much more, 

a well-executed RPO program can 
make a colossal effect on a 
healthcare organization. RPO 
arrangements are not one-size-fits-
all plans. Each RPO arrangement 
must be custom fitted to meet a 
person company’s needs and take 
industry particular concerns into 
thought whereas creating an RPO 
program. Before contacting an 
RPO provider,  a  heal thcare 
organization must first assess both 
its hiring and business needs and 
two primary questions are asked: 
Q1. When Do You Need an RPO 
Provider for Your Healthcare 
Recruitment Needs? If you are 
look ing  to  s t r eaml ine  your 
healthcare organization’s talent 
a c q u i s i t i o n  p r o c e s s e s  a n d 
procedures as a means to become 
more cost-effective, then engaging 
an RPO provider can help you. Q2. 
Does your healthcare organization 
need specialized talent? The right 
h e a l t h c a r e  R P O  p r o v i d e r 
understands the unique challenges 
presented by the heal thcare 
industry and has experience 
sourcing quality candidates for 
n i c h e / t e c h n i c a l  h e a l t h c a r e 
positions.

Conclusion
For several years,
 many healthcare organizations 
h a v e  e x p r e s s e d  i n t e r e s t  i n 
implementing new, thoughtful 
strategies for talent acquisition and 
management. The COVID-19 crisis 
has underscored the need for and 
value of pursuing innovation 
Hea l thca re  s t a f f i ng  can  be 
complicated, that’s why partnering 
with the right RPO provider is 
crucial for success. Once you have 
found the right RPO provider for 
your staffing needs, it can take time 
to build a strong relationship. Once 
the relationship is established, you 
will see all of the benefits the right 
RPO provider can bring to the table, 
and you will see how much easier 
the healthcare staffing process can 
be. RPO providers can provide 
scalable solutions to accommodate 
growth. RPO 
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providers can improve your 
employment brand and attract 
better talent. The right RPO 
provider values accountability. The 
right RPO provider understands the 
h e a l t h c a r e  i n d u s t r y.  T h e y 
unders tand  your  hea l thcare 
organization’s needs. They employ 
proprietary technology and unique 
sourcing methods. They understand 
your talent market. To overcome 
recruiting roadblocks, healthcare 
organizations can partner with a 
recruitment process outsourcing 
(RPO) partner to supplement 
internal recruiting teams for a 
partial or full life-cycle talent 
acqu i s i t ion  p rogram.  When 
i m p l e m e n t e d  c o r r e c t l y ,  a 
Healthcare RPO program enhances 
recruiting effectiveness, attracts top 
talent and reduces cost, providing 
healthcare organizations with a 
competitive advantage. 
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Organizational image management theory is a process model in which organizations attempt to create, maintain, 
and in some cases regain a legitimate image of themselves in the eyes of their stakeholders.   The paper presents 
this theory and conceptualizes important variables in the process, including organizational credibility, identity, 
image, and reputation.   The model will hopefully provide public relations scholars a theoretical model on which 
to base their work.  The model will also hopefully add to the body of knowledge in public relations specifically 
and corporate communication generally
The purpose of this paper is to provide a theoretical model that may prove valuable in the development of public 
relations theory.  The model is built on the process of organizational image management.  Organizational image 
management refers to the actions taken to create, maintain, and when necessary, regain a desired image in the 
eyes of organizational stakeholder.  An organization's image “is a holistic and vivid impression held by an 
individual or a particular group towards an organization and is a result of sense-making by the group and 
communication by the organization…such communication by the organization occurs as top managers and 
corporate spokespersons orchestrate deliberate attempts to influence public impression” (Hatch & Schultz, 
1997, p. 359). Research demonstrates that organizations must sustain a desirable image in order to be successful.   
Organizations that do not engage in successful image management increase the chances for failure (see Seeger, 
Sellnow, & Ulmer, 1998 for a review).
This literature review allows for a full examination of the concept of organizational image by comparing and 
contrasting it to related concepts such as credibility, identity, and reputation.   Once this review is complete, the 
paper moves to an explication of the model, and concludes with a discussion of the implications of the model for 
researchers and practitioners.

For  the  las t  th ree  decades , 
researchers have demonstrated 
increased interest in the public 
perceptions of organizations, 
inc luding  such  concepts  as 
credibility, reputation, identity, and 
image. One problem for the 
research in this area is that many, if 
not all of these concepts have, at 
one time or another, been treated 
synonymously.  Of course there are 
similarities among the concepts, 
and there are interdependencies  as 
well.  However, there are key 
differences between the concepts 
that must be understood if research 
and theory in the area is to move 
forward. We endeavor here to 
d e f i n e  t h e  c o n c e p t s  o f 
organizational identity, reputation, 
and image, and to explicate the 
differences between them. Finally, 
we demonstrate the

relationships between the concepts 
and present a model that attempts to 
capture these relationships. The 
interest in organizational or 
corporate credibility has increased 
dramatically in recent years 
because of exposed unethical 
practices, organizational crises, and 
the increased role of the media s 
o r g a n i z a t i o n a l  w a t c h d o g .  
Corpo ra t e  c r ed ib i l i t y,  “ the 
p e r c e i v e d  e x p e r t i s e  a n d 
trustworthiness of the firm,” is 
defined as “the extent to which 
consumers feel that the firm has the 
knowledge or ability to fulfill its 
claims and whether the firm can be 
trusted to tell the truth or not” 
(Newell & Goldsmith, 1997, p.  
235).     We mention the concept of 
source credibility generally, and 
corporate credibility specifically to 
note that the

concepts  we review are  a l l 
fundamentally based on the same 
principles that have been discussed 
for thousands of years.  What 
makes the investigation of these 
concepts relevant today is the 
increased importance given them 
by academicians, practitioners, and 
the media at the turn of the second 
millennium.

Organizational Identity
The identity of an organization is 
closely tied to its core values.  
Dutton and Dukerich (1991) state 
that organizational identity is “what 
organizational members believe to 
be its central, enduring, and 
distinctive character”.    An 
organization's identity is its 
personality, what makes it unique.  
According to van Riel and Balmer 
(1997), “identity refers to
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a n  o r g a n i z a t i o n ' s  u n i q u e 
characteristics which are rooted in 
the behavior of members of the 
organization”. Identity is not just 
“how members perceive their 
organization”; an identity “is a 
subjective, socially constructed 
phenomenon” (Gioia, Schultz & 
Corley, 2000, p.64). Organizational 
identity is “what the organization is, 
what it does and how it does it and is 
linked to the way an organization 
goes about its business and the 
s t r a t e g i e s  i t  a d o p t s ” . 
Organizational identities are 
created by organizational members, 
based on organizational value.

Because identity is so closely tied to 
the organization's core values, most 
authors argue that it is a relatively 
stable concept. Identities are not, 
however, immutable.   Rather, they 
are dynamic, and can be changed, 
although they are not as malleable 
as either reputations or images. 
Gioia, Schultz and Corley (2000) 
argue that “organizational identity, 
contrary to most treatments of it in 
the literature, is actually relatively 
dynamic  and…the  apparen t 
durability of identity is somewhat 
illusory”. This illusion is created 
because of the interdependencies 
between organizational identities, 
reputations, and images.

Organizational Reputation
Organizational reputations are 
based on organizational actions, 
and those actions are based upon 
organizational members '  co-
creation of the organization, based 
upon their perceptions of what the 
organization is—its core values. 
Whereas organizational identity is 
based on internal stakeholder 
a c t i o n s  a n d  p e r c e p t i o n s , 
organizational   reputation   is   
based   on   external  
s takeholder  percept ions.  An 
organizational reputation “is a 
stakeholder's overall evaluation of 
a company over time.   This 
eva lua t ion  i s  based  on  the 
stakeholder's direct experiences 
with the company [and] any other 
form of communication and 
symbolism 

that provides information about the 
firm's actions”.  Notice that time is 
a key component of the concept of 
organizational reputation.  This 
will become important in our 
discussion of organizational image. 
O rg a n i z a t i o n a l  r e p u t a t i o n s 
“represent publics' cumulative 
judgments of firms over time” 
(Fombrun & Shanley, 1990, p. 
235).
Organizational reputations can be 
an asset or a liability. Organizations 
that have positive reputations are 
able to attract higher-quality job 
applicants, experience greater 
market share, are able to charge 
higher prices,  and are more 
attractive to potential investors 
investors (Fombrun & Shanley, 
1990). In short, “a favourable 
corporate reputation gives an 
o rgan iza t ion  a  compe t i t i ve 
advantage”. 

According to Gotsi and Wilson 
(2001), there are three schools of 
thought in the research literature 
r e g a r d i n g  o r g a n i z a t i o n a l 
reputation: (1) the analogous 
s c h o o l  o f  t h o u g h t ;  ( 2 )  t h e 
differentiated school of thought; 
and (3) the interrelated school of 
thought.  The analogous approach 
treats organizational reputation and 
organizational image as identical, 
the differentiated school of thought 
treats them as totally separate, and 
the interrelated school of thought 
argues that “there is a dynamic 
relationship between corporate 
reputation and corporate image” 
(Gotsi & Wilson, 2001, p.  28). We 
take the third approach, and argue 
that while reputations and images 
are not identical, they are also not 
totally different from one another.
Rather, organizational reputations 
are dynamic constructs which share 
interdependent relationships with 
organizational images.

Organizational Image
Recall that organizational identity 
is based upon the core values of the 
organization, and that it is a shared 
construction expressed through 
internal stakeholder perceptions of 
“who we are.”   

Once expressed, the organizational 
i d e n t i t y  g i v e s  r i s e  t o  t h e 
development of an organizational 
reputation, which, in contrast to 
organizational identity, is the 
perception of the organization on 
the part of external stakeholders.  
Recall also that organizational 
reputation, while stable, is a fairly 
dynamic construction that is built 
over time.

In comparison to organizational 
reputation, organizational image is 
a much less stable concept and 
therefore much more amenable to 
change .    Some argue  tha t 
organizational image is therefore so 
ephemeral that to consider it at all is 
a waste of time, and to consider its 
management is foolish at best.  
Scott Cutlip, professor and author 
of public relations research and 
teaching materials has been quoted 
as saying, “I loathe the word image” 
(Gotsi & Wilson, 2001, p. 27).

We argue, however, that the concept 
of organizational image is very 
important to public relations 
researchers and practitioners. As we 
will demonstrate later, the dynamic 
nature of organizational image 
makes its management easier than 
the management of organizational 
identities and organizational 
reputations.  Before discussing 
organizational image management, 
it is first necessary to define the 
concept of organizational image.
There are two definitions of 
organizational image that are most 
prevalent in the research, one 
focusing on the perceptions of 
internal members and the other 
focusing on the perceptions of 
ex t e rna l  member s  (Du t ton , 
Dukerich, & Harquail, 1994; 
Dutton & Dukerich, 1991).  The 
first, sometimes referred to as “the 
construed external image” is a 
descriptive view, and refers to how
 insiders believe external audiences 
view their Organization (Gioia, & 
Thomas, 1991; 1996). The second 
is a projective view and is defined 
as “outsiders' beliefs about what 
distinguishes an organization” 
(Dutton, Dukerich, 
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& Harquail, 1994, p. 243). Gioia 
and Thomas (1996) argue that this 
“projective view” encompasses the 
“characteristics organizational 
elites want stakeholders to ascribe 
to the firm,” and refer to this 
definition of organizational image 
as the “communicated image” 
(p.371).

An organizational image is the 
“shared meanings, atti tudes, 
knowledge, and opinions” of 
organizat ional  s takeholders , 
influenced, at least in part, by 
s t r a t e g i c  c o m m u n i c a t i o n s 
emanating from the organization 
(Moffitt, 1994, p. 166).   An image 
is “something projected” by the 
organization, and “something 
perceived or interpreted by others” 
(Cheney & Vibbert, 1987, p.176). 
O rg a n i z a t i o n a l  i m a g e s  a r e 
therefore created and sustained by 
b o t h  o r g a n i z a t i o n s  a n d 
s t a k e h o l d e r s ;  w h i l e  t h e 
organization is actively attempting 
to project a particular   image   of   
itself, stakeholders   are   forming   
perceptions   of   the organization. 
This duality is what produces the 
organizational image, and it is an 
important aspect of our definition 
of organizational image. An 
organizational image is the product 
of discourse between organizations
and stakeholders, not simply the 
result of one-way communication 
that ipso facto produces a desired 
image in the minds of the target 
audience.

Our definition is consistent with 
Botan's (1997) distinction between 
m o n o l o g i c  a n d  d i a l o g i c 
communication.   Botan (1997) 
states that “a person employing 
monologue seeks to command, 
coerce, manipulate, conquer, 
d a z z l e ,  d e c e i v e ,   o r   
exploit...Audience   feedback   is   
used   only   to   further   the 
communicator's purpose” (p. 189).  
Dialogic communication, on the 
other hand, is “characterized by a 
relationship in which both parties 
have genuine concern for each 
other, rather than merely seeking to 
fulfill their own needs” 

(p. 190).  The key difference between a monologic view of 
communication and a dialogic view of communication is that the former 
treats receivers as a means to end, while the latter treats receivers as an end 
in themselves.    The dialogic view of communication provides clearer 
understanding of the interdependent relationship between organizations 
and stakeholders and is a more ethical perspective for communication 
behavior.

Because of the dialogic nature of organizational images, organizations 
must strategically communicate with stakeholders to foster certain 
images and discourage others. As Garbett (1988) argues, “although the 
company image portrayed must reflect reality, it is entirely possible as 
well as desirable to select and promote those characteristics that 
harmonize with the strategic plans of the company.  The characteristics 
should also be those deemed desirable by the public's important to the 
company” (p. 7).Development of the firm's image therefore requires 
thatthe organization look to its mission statement and overall purpose, and 
promote desirable characteristics of itself to its stakeholders; desirability 
defined by both the organization and its stakeholders. This process is key 
to
an organization's success, and is what we refer to as organizational 
image management. 

Relationship Model.
To highlight the relationship between organizational values, identity, 
reputation, and image, we have created a model (see Figure 1).   
This model illustrates the relationship between these variables and also 
demonstrates that organizational images are located “closer” to external 
publics, which we believe argues for the management of organizational 
images.Much literature has been written about organizational  identity 
management and  organizational reputation management.  We, like other 
authors, argue 
that organizational image management is a key to organizational success. 
Identity management is certainly important for organizational success as 
well. Our concern in this paper, however, is in external 
corporate communication.  We therefore are left to choose between either 
organizational reputation management or organizational image 
management.  It should be obvious by now which choice we have made.
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Figure 1.
Relationship between Reputation, Identity & Image
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We believe that the management of 
organizational images is actually 
more logical because of the 
malleability of these images.  
Accord ing  to  Fombrun  and 
Shanley, reputations tend to act as a 
hindrance to change.   They state 
t h a t  “ i f  f i r m s  v a l u e  t h e i r 
reputations, the desire to protect 
them can inhibit them and their 
managers  f rom engaging in 
activit ies consti tuents deem 
u n a c c e p t a b l e .  E s t a b l i s h e d 
reputations may, therefore, impede 
managers' strategic responses to 
environmental events” (p. 235).   
Because of this, we believe that 
organizational image management 
is a necessary component in public 
relations activity and a key to 
organizational success.

O r g a n i z a t i o n a l  I m a g e 
Management Theory
The theory of organizational image 
management argues that a primary 
goal of public relations is the 
creation and maintenance of an 
o r g a n i z a t i o n ' s  i m a g e .  
Organizat ions  communicate 
strategically with stakeholders to 
encourage desirable images and 
discourage undesirable ones.   
Organizational image management 
theory is developed from theories 
of image management and self- 
presentation at the level of the 
individual (see, for example 
Goffman, 1959, Tedeschi   &   
Norman, 1985).     Although   
organizations   are   different   from 
individuals in important ways, 
organizations can be and are treated 
in the same way as individuals by 
many theorists and practitioners.

Organizations must sustain an 
e f f e c t i v e  i m a g e  w i t h  t h e i r 
stakeholders in order to maximize 
their chances for success (Garbett, 
1988). Although failure is not 
inevitable when an organization's 
image is tarnished, it is more likely, 
as many studies have demonstrated 
(Baum & Oliver, 1992; Brinson & 
Benoi t ,  1999;  Dacin,  1997; 
Englehardt, Sallot, & Springston, 
2001; Hearit, 1995; Ice, 1991; 
Massey, 2001; Ruef & Scott, 1998).

for the argument that image 
m a n a g e m e n t  i s  a  d i a l o g i c 
process—indeed; she argues that 
sometimes organizations have little 
influence over the images held by 
organizat ional  s takeholders . 
Ginzel, Kramer, and 
Sutton (1993, p. 248) further clarify 
t h e  d i a l o g i c  p r o c e s s  o f 
organizational image management:

Thus, an   organization's   image   
represents   a   collaborative   social 
c o n s t r u c t i o n  b e t w e e n 
organization's top management and 
the multiple actors who comprise 
the organizational audiences.

A particular interpretation of an 
organization's image may be 
proposed by top management, but 
that interpretation must in turn be 
endorsed, or at the very least not 
rejected, by their various audiences 
if it is to persist.

A Model of Organizational Image 
Management
Organizational image management 
is a three-stage process that 
involves creating, maintaining, and 
in some cases regaining an effective 
organizational image. 

First of all, when an organization 
begins or is unknown, it must create 
an image of itself with its various 
stakeholders. According to Garbett 
(1988) this is difficult since most 
people have a certain amount of 
skepticism of the unknown. 

Second, if an organization is able to 
successfully create an image, it 
must work to maintain that image. 
Image maintenance is an on-going 
process that
 requires   communication   with   
organizational   stakeholders.   To   
successfully maintain an effective 
image, organizations must seek 
feedback from stakeholders and 
ad jus t  the i r  communica t ion 
strategy accordingly. Again, the 
p r o c e s s  i s  d i a l o g i c :  w h i l e 
organizations are strategically 
communicating with stakeholders 
t o  i n f l u e n c e  p e r c e p t i o n s , 
stakeholders are forming their own 
ideas about the image of the
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What is effective, however, is 
constantly in flux. Changes in the 
organization's environment, and 
changes in the organization itself 
m a k e  i m a g e  m a n a g e m e n t 
challenging. The concerns of both 
organizations and stakeholders are 
affected by a host of variables, , 
including market  dynamics, 
technology, and contemporary 
social and political issues, among 
o t h e r s .  T h e  c h a l l e n g e  f o r 
organizations lies in being able to 
understand these changes and 
c o n t i n u a l l y  a d j u s t  t h e 
o r g a n i z a t i o n ' s  i m a g e  i n 
anticipation of and/or response to 
e n v i r o n m e n t a l  c h a n g e . 
Furthermore, the multiplicity of 
organiza t ional  s takeholders 
demandsa strategic approach to 
image management in which the 
organization attempts to present 
itself in terms relevant to all 
stakeholders, both internal and 
external (Garbett, 1988).

Although 
challenging, organizations must 
engage in image management in 
o r d e r  t o  b e  s u c c e s s f u l . 
Organizational image management 
is important for at least two reasons. 
First, images determine cognitive, 
a f f e c t i v e ,  a n d  b e h a v i o r a l 
stakeholder responses toward the 
organization. Second, shared 
i m a g e s  m a k e  p o s s i b l e  t h e 
interdependent relationships that 
exist between organizations and 
s t ak eh o ld e r s  ( Tr ead w e l l  & 
Harrison, 1994). Although each 
p e r s o n ' s  p e r c e p t i o n  o f  a n 
o rg a n i z a t i o n  i s  s u b j e c t  t o 
idiosyncrasies, the collectively 
shared image of an organization 
held by most stakeholders, when 
managed properly, allows for 
coordination of organizational 
activity that is consistent with 
stakeholder expectations. 

As mentioned, organizational 
image management is a dialogic 
process in which organizations and 
stakeholders communicate with 
one another to co-create the image 
of the organization. Moffit's (1994) 
work provides support 
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organization. If an organization fails to monitor and adjust to the feedback 
provided by stakeholders, successful organizational image management 
is threatened.
The third stage of the process is restoration, and usually occurs because 
the organization has experienced some sort of a crisis.  Not all 
organizations experience the third stage of the model, but because of the 
increase in the number and magnitude of crises, many organizations will 
move to this stage. If an organization moves to this stage, then it must 
engage in strategic communication to restore a successful image. If 
successful, the organization will return to the maintenance stage of image 
management, but if unsuccessful, the organization could fail or be forced 
to restructure itself. At a minimum, organizational restructuring involves 
the development of a new identity, and in extreme cases can result in 
merger, name change, and other end results that require movement back to 
the image creation stage of the process. Organizational image 
management is therefore a cyclical, rather than a linear process, as Figure 
2 illustrates

Image Creation 

Image Maintenance 

Image Restoration

Successful Unsuccessful

Organizational Failure      Organizational Restructuring

Figure 2
A Model of Organizational Image Management

  to   achieve   legitimacy   
organizations   must   develop 
congruence between their own 
actions and the values of the social 
system in which they operate 
(Dowling & Pfeffer, 1975). When 
legitimacy is defined as congruence 
with the values of the society in 
which an organization is embedded, 
then the role of public relations is to 
achieve that  congruence.  As 
Suchman (1995) states, legitimacy 
is a generalized perception or 
assumption that the actions of an 
entity are desirable, proper, or 
appropriate within some socially 
constructed system of norms, 
values, beliefs, and definitions (p. 
574). We argue that the purpose of 
organizational image management 
is the creation of legitimate images.   
Organizations that successfully 
create legitimate images are more 
likely to survive than those who do 
not.    Only through organizational 
i m a g e  m a n a g e m e n t  a r e 
organizations able to successfully 
create, maintain, and in some cases 
regain, successful legitimate 
images of themselves.

Conclusions & Discussion
This paper has made a modest 
attempt to develop theory in
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Organizational image management is a rhetorical process requiring 
communication strategies designed to establish and maintain a particular 
corporate image. In a related line of work, organizational communication 
scholars, particularly George Cheney, have examined what they refer to as 
issues management. According to Cheney and Christensen, issues 
management “means that the organization attempts to both “read” the 
premises and attitudes of its audience and work to shape them, often in 
advance of any specific crisis or well-defined debate” (p. 238). Cheney 
and Christensen (2001) highlight the rhetorical nature of organizational 
communication, and also the relationship organizations share with their 
stakeholders. Cheney and Christensen's (2001) argument suggests that 
there are at least two reasons organizations engage in issues management.   
We extend their argument to include image management as well.  The first 
reason for engaging in image management is that organizations must 
attempt to differentiate themselves from the rest of the pack. 
Differentiation is not easy, but it is increasingly necessary in a global 
marketplace in which products and service are duplicated and   
advertising  and   other  corporate  communication   messages   clutter  
the landscape. 
The second reason organizations must engage in image management is to 
maintain the stakeholder perception that the organization is legitimate. 
Legitimacy can be defined as “the degree of cultural support for an 
organization” (Meyer & Scott, 1983, p.   201). 
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public relations research. Much 
more work needs to be done, but we 
believe that organizational image 
management is an area that is rich 
for public relations scholars as they 
attempt to move away from mere 
description of public relations 
activities towards real public 
relations theory.
There   are   several   implications   
of   this   work   for   public   
relations researchers.      First, the   
definitions   of   organizational   
credibility, identity, reputation, and 
i m a g e  w i l l  b e  h e l p f u l  f o r 
researchers as the differences and 
similarities of these concepts have 
been muddled in the research 
literature. Second, our theoretical 
model of organizational image 
management should assist public 
relations and other researchers as 
they develop more theory in public 
relations.  We certainly do not 
bel ieve that  th is  model  has 
encapsulated all there is to public
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relations research and activity.  Our 
hope is that it will serve as a catalyst 
for future research and theory-
building in public relations.  Also, 
we believe that by providing a 
p r o c e s s  m o d e l ,  w e  h a v e 
demonstrated the dynamic nature of 
image management, and therefore 
of public relations action.  As 
Edward Bernays said, public 
relations are a two-way street.   We 
would extend that and say that it is a 
two-way, dynamic process in which 
organizations and stakeholders 
come together in dialogue to co-
c r e a t e  t h e  m e a n i n g  o f 
organizations.
It is the role of public relations 
academicians and practitioners, 
a long  wi th  o the r  co rpora te 
communication professionals, to 
move toward that goal.
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IMPACT OF DIGITAL REVOLUTION ON HRM

Mohit Sharma*

ABSTRACT: 
The field of HRM in recent years have seen a significant transformation, the organization's readiness for people 
and technological strategies have been put to test by the pandemic. The global disruption has also acted as a force 
multiplier and, ensured irrevocable changes in the technological structure for an organisation. Most of the skills 
identified earlier to sustain the HR function as early as the start of the last year are going through a change and 
may cease to make an impact as expected. So, this paper would not only identify the catalysts of technological 
change, but would also highlight the feedback fallacy that is widening the skill gap and, have delayed learning. 
Very importantly, when innovation is the driving force of a change, it is bound to impact the organisation and 
people both locally and globally. Managing this force and aligning business strategies to sustain and deliver 
differentiated people and business values becomes equally critical. The organisations are likely to be dependent 
on data-driven methodologies and digital literacy to enhance the effectiveness of business processes and making 
them sustainable. 
One of the main challenges in the HR tech space is the distribution of learning, as most of the technology-driven 
agendas are foreseeing the requirement and are futuristic. However, the adoption is happening in the present and, 
for some yet to move from the past. Apart from this internal environment challenge which can be addressed to an 
extent by strategic analysis, there are external challenges related to strategic intent, capability and decisions.
The strategic role of HR partners in implementing a transition can be divided into two main areas: transactional 
activities consist of service delivery aspects and strategic activities focused on achieving organisational goals. 
HR leaders need to build the capability of turning a company's strategic intent with regards to innovation into 
tangible. However, the challenge to create an organisation where every employee is responsible for sustainable 
innovation as an innovator, manager, team member or mentor will determine this futuristic transition.
The post-pandemic era is now focusing on new parameters such as:
•The concept of performance is redefined towards outcome-based objectives. 
• Critical success factors being frequently evaluated.
• HR strategies directly linked to Business strategies.
• Artificial Intelligence defining employee experience.
• Cognitive flexibility of the organisation.

The strategic flexibility of adoption to an innovation strategy would determine its value, sustainability and, will 
empower leaders in fostering a technologically driven environment and leading an improved HR version.
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Impact of Digital Revolution in 
HRM
With the organisations undergoing 
a series of changes in terms of 
a s s ign ing  ro le s ,  r ea l ign ing 
structures, readjusting business 
s t r a t e g i e s  a n d  r e d e f i n i n g 
competencies,  the f i rs t  real 
responsibility of the HR function is 
to be incredibly flexible to be able 
to adapt to this dynamic landscape. 
D e v e l o p i n g  s y s t e m a t i c 
organizational capabilities is a 
complex and multidimensional 
c h a l l e n g e ,  i t  c a n n o t  b e 
oversimplified or achieved with an 
outdated version of internal 
dynamics and therefore the need for

Keywords:  HRM, Learning, Innovation, HR Strategies, Artificial Intelligence.

m o r e  s u s t a i n a b l e  H R M  i s 
paramount.

Human Resource Management 
(HRM) is creative and innovative 
management (art)  of people 
applying precise and rigorous 
(science) theories (DeCenzo et al. 
2010) .  Effec t ive  HRM is  a 
managerial procedure of striving 
cut t ing  edge  advantage ,  by 
s t r a t e g i c  d e p l o y m e n t  o f  a 
competitive workforce using 
v a r i o u s  m e t h o d o l o g i e s  o f 
s t r u c t u r a l ,  c u l t u r a l  a n d 
o rg a n i s a t i o n a l  t e c h n i q u e s . 
However, the success and the 
sustainability of 

an HRM will be determined by the 
organisation readiness to build, 
faci l i ta te  and focus  on key 
deliverables as the priorities may 
keep getting overlooked, due to the 
current exigencies of the very 
nature of the organization. The HR 
strategy consists of the deliberate 
introduction of overall approaches 
to human resource management, 
s u c h  a s  h i g h - p e r f o r m a n c e 
management, high involvement 
management and high commitment 
management.
By creating systems to achieve 
better organizational performance, 
s t r a t e g i c  h u m a n  r e s o u r c e 
management in the post-pandemic
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environment will have to focus on 
these five strategies:
Competitive advantage 
The scales of performance have 
c h a n g e d  f r o m  K R A b a s e d 
parameters to outcome-oriented 
deliverables. This change needs a 
deeper understanding of the job 
r o l e s  a n d  t h e r e f o r e ,  t h e 
organisations are now focused on 
gaining the strategic goal emerging 
f r o m  t h e  i n n o v a t i o n - b a s e d 
initiatives to 'create firms which are 
more intelligent and flexible than 
their competitors.
This enhancement of the human 
and intellectual capital of the 
organisation has given a direct 
c o m p e t i t i v e  a d v a n t a g e  f o r 
effectively navigating the VUCA 
dynamics of the market.

Focused differentiation
In the context of establishing a 
sustainable HRM, an organisation 
needs to identify and nurture key 
differentiators that can help them to 
focus on improving the efficiency 
of their existing operations. 
Whether you are a service or a 
product organisation, essentially 
innovation is the only sustainable 
competitive differentiation that 
would decide the longevity and the 
success story of your strategies. The 
success factors contributing to your 
organisation now needs to be 
evaluated more frequently to 
readjust and align them with the 
larger objectives and an end in the 
mind.

Business-driven HR 
The human resource department is 
no longer a payroll function, and 
therefore the due credit to the 
department dealing with the human 
capital of the organisation needs 
r e a l i g n m e n t .  T r a n s f e r r i n g 
administration from HR to the 
dedicated service functions is just 
t h e  b e g i n n i n g  o f  H R 
transformation, most organisations 
believe that automation of HR is 
restricted to this first level of 
change. However, the change 
begins from here in the actual sense.
The automation of HRM will 
enable your function to streamline 
processes and seamless execution

 of mundane requirements only. The 
essential contribution  of HRM to 
business will never take place 
unless the colours of business 
dynamics are painted on an HR 
canvass. Only when this happens, 
the organogram will become 
sustainable and strategic.

The Auto-mode HR
The AI concept continues to 
challenge the traditional processes 
in the pre and post-pandemic era, 
the machines learning intelligence 
is suggesting that AI can deliver 
real value and can be a powerful 
force for disruption. The early-
adopting firms are making it urgent 
for others to acknowledge and 
execute digital transformation 
strategies. One of the common 
questions generally ignored by AI-
based tools is that employees will 
need to be aware of ethical and 
privacy questions when using this 
technology. As an employee, one 
might  agree to engage with 
artificial intelligence to achieve 
desirable outcomes but, are we 
going to accept the invading of such 
tools into our personal space. Is 
Artificial Intelligence capable 
enough to draw a line between the 
two sides of an individual? The HR 
function would need to invest 
themselves into a hybrid workspace 
eventually to blend human and 
a r t i f i c i a l  i n t e l l i g e n c e  f o r 
accomplishing strategic goals of the 
organisation. One of the terms I 
would like to coin through this 
p a p e r  i s  " h u m a n - i f i c i a l 
in te l l igence"  the  chemis t ry 
between human and artificial 
intell igence (Mohit  Sharma, 
2 0 2 1 ) T h i s  t e r m  r e l a t i v e l y 
correla tes  an unders tanding 
between human and machine 
inte l l igence and also invi te 
questions about the sustainability of 
this combination. An example of 
this relationship is when we are on a 
flight for hours, do we bother to 
check if the plane is flying on  
autopilot or by a human pilot. 
Possible due to the very fact we 
have seen a pilot walking into the 
cockpit, and our mind has ensured it 
is good to go. On the other hand, if

 we have to travel in a driverless car, 
how many of us can feel the same 
way about our safety. So, it is 
important to understand that 
possibly a human knot working 
with a machine bot is more reliable 
and trustworthy. There is no doubt 
that we need machines delivering 
our mechanical processes to ensure 
better efficiency and output, but 
there is a grey that would continue 
to prevail. Another import aspect of 
this association would be to survive 
the ever-evolving dynamics of 
human beings. To address the 
identified gap of understanding, we 
are working on machines to 
understand humans, where possibly 
we should be working towards 
understanding human dynamics 
through machines. The approach 
ideally should be other way around. 
One of the most critical inputs that 
c a n  b e  d e l i v e r e d  b y  t h i s 
combination of intelligence in 
recent times, is to establish a gap 
between a skill and a will issue. 
Considering human psychology 
with its established complexities, 
human-ificial intelligence can bring 
these two dimensions closer to 
understanding and therefore will 
prove beneficial. If an intelligence 
is able to bridge the gap between a 
s k i l l  a n d  a  w i l l ,  t h e n  t h e 
effectiveness of this intelligence 
can be exponentially utilized by 
deploying learning for the right skill 
and to train for the right attitude.

Cognitive Flexibility:
T h e  c o g n i t i v e l y  f l e x i b l e 
organisations will be able to learn 
more quickly, solve problems more 
creatively, and adapt and respond to 
new situations more effectively, 
which is why it's critical for both 
worke r  and  the  workp lace . 
Factoring the ever-dynamic nature 
of organisations this skill is far more 
than important, as the ability to 
switch between thinking about two 
different strategies or to think about 
multiple problems simultaneously 
i s  t h e  n e e d  o f  t h e  h o u r . 
Organisations with cognitive 
flexibility will be rewarded with a 
higher learning curve, global 
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o p p o r t u n i t i e s  a n d  c r e a t i v e 
innovation, and it will help them 
widen their perspectives to the 
business challenges. Contrary to 
this skill, cognitive rigidity is a lack 
of flexibility in the organisation and 
its practices which makes change 
management an uphill task for 
management often leading to 
internal resistance.

Conclusion
The inescapable conclusion is that 
what is best depends'. It can 
therefore be claimed that the best-
aligned strategy is more important 
than best practice. But there are 
limitations to the concept of the 
best-aligned strategy. There is a 
d a n g e r  o f  m e c h a n i s t i c a l l y 
matching HR policies and practices 
with business strategy. Also, it is 
not credible to claim that there are 
single contextual factors that 
determine HR cum business 
strategy, and internal fit cannot, 
therefore, be complete. Because all 
organizations are different, all HR 
strategies are different. 
There is no such thing as a standard 
strategy, and research into HR 
strategy HR strategies may not be 
deliberate. It was pointed out by 
Mintzberg (1987: 67) that: 'An 
organization can have a pattern (a 
realized strategy) without knowing 
it, let alone making it explicit. HR 
strategy may simply consist of a 
broad statement of intent that 
provides the framework for more 
s p e c i f i c  s t r a t e g i c  p l a n s  i n 
individual HR areas. The whole 
area of human capital management 
presents both an opportunity and a 
challenge. An opportunity to 
recognize people as an asset that 
c o n t r i b u t e s  d i r e c t l y  t o 
organizational performance, and a 
challenge to develop the skills 
necessary to identify, analyse and 
communicate that contribution and 
ensure it is recognized in business 
decision making. 
By developing s trategies  to 
generate better and more accurate 
information on human capital, and 
communicating this information 
both internally and externally, 
organizations will not only improve
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their business decision making but 
will also enable stakeholders to 
make more accurate assessments 
abou t  t he  long- t e rm fu tu re 
performance of the organization.
"The art of intelligence is knowing 
what you don't know" - MS
Though the focus would always 
remain on learning, we must 
unlearn the machines as well to 
ensure the necessary space is 
maintained between the two. Both 
human and machines need to co-
exist as one may not sustain without 
the other. Therefore, it is very 
important to understand the global 
impact it can make before deep 
diving into the actionable.
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A Realistic Study of Women Social Entrepreneurs
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ABSTRACT: 

Social Entrepreneurship 2020, Women Entrepreneur, Corporate Social Responsibility 

India has the world's second largest labour force of 516.3 million people and although hourly wage rates in India 
have more than doubled over the past decade, the latest World Bank report states that approximately 350 million 
people in India currently live below the poverty line. As a growing economy, India today needs many social 
entrepreneurs. it comes to social entrepreneurship, India is often referred to as the epicenter of impact investing, 
and the world's laboratory for testing new ideas. The focus of the paper is to study the growing trends in India of 
Social Entrepreneurship and the new paths taken by various Social Entrepreneurs. It also briefs about different 
Theories regarding Social Entrepreneurship. Sincere Efforts are made to provide information and an exploratory 
study, related to the support activities of Indian Social Entrepreneurship and Social Entrepreneurial ventures in 
India till 2020. This may be beneficial in future empirical studies of the subject. Social Entrepreneurship in India 
has taken a new concept of Corporate Social Responsibility (CSR). India is gradually recognizing that women 
are not just equal citizens in the society but are vital agents of direct social transformation
Globally, societies are riddled with multiple problems and long-standing issues that remain unresolved by the 
institutions and the government sector. This is where social entrepreneurs step in to challenge, question and 
rethink concepts and assumptions. They work on the existing infrastructure, plugging the gaps, providing time 
and innovative solutions to alleviate problems that exist at the grassroots level. In the current scenario, women 
are equal participants in bringing about a direct impact in the society.
The world over, a growing number of women are starting or running businesses. They have, for long, been 
proactively contributing towards diverse sectors ranging from education to healthcare, renewable energy, waste 
management, e-learning and e-business, housing and slum development, water and sanitation, violence against 
women, other issues related to women, children and the elderly, etc. The trend clearly reflects that women have 
been involved in not only creating jobs for themselves and their co-founders, but are also employing less trained 
and fostering the underprivileged women.
women social entrepreneurs are now working to provide innovative, practical and sustainable solutions. India is 
gradually recognizing that women are not just equal citizens in the society but are vital agents of direct social 
transformation. This is evident from various government initiatives and new policies taken up by the corporate 
sector identifying women as agents of sustained socio-economic growth and change.

Introduction 
Women as Social Entrepreneurs 

*Professor Marketing, New Delhi Institute of Management

T h e  ' g e n d e r  g a p '  i n  s o c i a l 
entrepreneurship is much smaller 
than the gender gap in 'mainstream' 
entrepreneurship, suggesting that 
social entrepreneurship can be a 
powerful tool to increase female 
entrepreneurship and participation 
in the labour market. Furthermore, 
it is found social enterprises led by 
women and men to be very similar 
in size, profitability and growth. A 
major difference that is seen 
between male and female-led social 
enterprises seemed to indicate that 
women  were  ac tua l ly  more 
innovative: “Women-led ventures 
seem to be more likely to open up 
new markets –

 that is, when starting up, providing 
a product/service which no one else 
at that time provided. This further 
suggests that perhaps due their 
specific sensitivity towards social 
needs, women social entrepreneurs 
are notable 'lead innovators' when it 
comes to social innovation”. On the 
other hand, female-led social 
enterprises are generally more 
p a r t i c i p a t o r y  i n  t e r m s  o f 
management, suggesting “the 
p o w e r  o f  w o m e n  s o c i a l 
entrepreneurs to empower others 
( and  in  do ing  so ,  enab l ing 
colleagues to learn and develop 
important talents and skills)”.

Motivations to start a social 
enterprise 
It is further observed that a larger 
percentage (26%) of female-led 
social enterprises are located in the 
Human Health and Social Work 
Activities and the social issues 
more relevant to their mission were 
“Inclusion of socially marginalized 
people and groups” followed by 
“Diversity inclusion”. Mainly, they 
concern with the integration of 
socially excluded people into the 
labor market. The main motivation 
to start a social enterprise is to 
respond to needs in  the community 
and make a difference.  women 
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describe personally experiencing 
and witnessing unmet needs in their 
communi ty  and looking for 
innovative solutions that will bring 
about a specific social impact. They 
also describe feeling a personal 
calling towards social issues and a 
desire to make the world a better 
place with their  work.  This 
indicates women are usually more 
concerned with social goals than 
men, perhaps due to traditional 
gender roles that place women 
much closer to social issues both in 
their private and professional life. 
Furthermore, many women have a 
personal connection with the 
mission and goal chosen for their 
enterprise. 
Supporting women-led social 
enterprises
 
The problems faced by female 
leaders and founders of social 
enterprises are very similar to those 
faced by mainstream female 
entrepreneurs. There is a lack of 
funding opportunities that hinders 
women's entrepreneurship and 
many female leaders have reported 
that it can be harder to attract 
investors. Furthermore, strict 
policies and regulations can often 
be an obstacle to create social 
businesses and keep them afloat.

It is also important to support 
initiatives that allow female social 
entrepreneurs to learn from each 
o t h e r  a n d  b e c o m e  m o r e 
knowledgeable and skilful in 
running their social businesses. 
Female social entrepreneurs often 
suffer from a lack of visibility and it 
is important to foster networking 
events and initiatives that highlight 
the role of female entrepreneurs in 
communities across the globe.

Female social entrepreneurs are 
innovators that bring about social 
c h a n g e .  A f r i e n d l y  p o l i c y 
environment can encourage more 
women to create social businesses 
and foster female leadership and 
participation in the social economy. 
Likewise, educating consumers on 
the benefits of female-led social 
enterprises can encourage them to 
seek out their services and

products, benefiting the local 
economy and community.

Literature Review
India is a developing country, 
growing at an average annual 
growth rate of 6 percent from 1951 
until 2015 (Trading Economics, 
2015). In the past decade, India has 
witnessed development in many 
spheres of the economy. However, 
the problem of poverty still 
shackles the development process 
of the country. Although India has 
reduced its poverty with 21.9 
percent of its 1.2 billion people 
living below poverty line as against 
the target of 23.9 percent to be 
achieved by 2015, still one-fourth 
of the world's poor live in India 
(Agarwal, 2015). One of the most 
important factors behind poverty 
and degradation of livelihood as 
disclosed in various researches is 
unemployment (Jha, 2013). The 
overall unemployment rate in India 
was 4.9 percent in 2013-14 with 4.1 
percent among men and 7.7 percent 
among women (Press Trust of 
India, 2015). The high level of 
pover ty  and  unemployment 
adversely affects the socio - 
economic development of the 
nations. This is quite evident as 
India ranked 94th on GDP and 
102nd on Social Progress Index out 
of 132 countries in 2014 which is 
lowest among the BRICS nations 
(Press Trust of India, 2014). This 
clearly indicates the poor standard 
of living and social progress of 
India at the global level. One 
common solution for eradicating 
poverty, creating employment 
opportunities, generating income 
and bringing social development 
c a n  b e  ' E n t r e p r e n e u r s h i p ' . 
Entrepreneurship is a process 
through which a person, called 
entrepreneur takes calculated risk, 
innovate a business idea and 
organize a business of his own to 
run it profitably. In other words, 
ent repreneurship  means  the 
function of creating something 
new,  organizing and coordinating, 
and undertaking risk and handling 
economic uncertainty (Arora & 
Sood, 2005). Thus, entrepreneurs

 shape economic destiny of nations 
b y  c r e a t i n g  w e a l t h  a n d 
employment, offering products and 
services and generating taxes for 
government because of which 
entrepreneurship has closely been 
linked to economic growth of a 
c o u n t r y  ( K u m a r i ,  2 0 1 4 ) . 
Entrepreneurship solves problems 
o f  e c o n o m i c  a n d  s o c i a l 
development of the country as 
s o c i a l  d e v e l o p m e n t  i s  a 
c o n s e q u e n c e  o f  e c o n o m i c 
development. However, another 
dimension of entrepreneurship, 
called 'Social Entrepreneurship' has 
a greater potential to accelerate the 
pace of social growth of the 
country. Social Entrepreneurship 
Social entrepreneurship is the 
recognition of a social problem and 
the use of entrepreneurial principles 
to organize, create and manage a 
social venture to achieve a desired 
social change. While a business 
entrepreneur typically measures 
performance in profit and return, a 
social entrepreneur also measures 
positive returns to society (Singh, 
2 0 1 2 ) .  E n t r e p r e n e u r s  a r e 
innovative, highly‐motivated and 
critical thinkers, and when these 
attributes are combined with a drive 
to solve social problems, a social 
entrepreneur is born (Seth & 
Kumar, 2011). Hence, social 
entrepreneurship is a concept where 
business is started and run by an 
entrepreneur for a social cause. It is 
very much different from corporate
social responsibility (CSR). In 
CSR, companies along with the 
main business are engaged in social 
activities like charity or projects 
whereas in social entrepreneurship, 
the venture, whether for-profit or 
not-for-profit, is entirely based on a 
social issue. One of the initial social 
entrepreneurial ventures is the 
'Grameen Bank' originated in 1976 
by Prof. Muhammad Yunus in 
Bangladesh to provide micro credit 
to poor women in groups. This 
Nobel  Peace  Pr ize  winning  
initiative was based on the social 
issue of poverty and women 
empowerment which emphasized 
that poor has under-utilized skills 
and the potential to take loans,
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repay them and come out of the 
poverty clutches. He believed that 
w o m e n  a r e  a  m e d i u m  o f 
development for any household and 
economic liberty given to women 
brings both economic and social 
benefits to her family. The concept 
of  Grameen Bank has  been 
replicated in many countries 
including India as it has been 
successful for generating many 
w o m e n  e n t r e p r e n e u r s  a n d 
a l levia t ing  pover ty  of  poor 
h o u s e h o l d s .  W o m e n 
Entrepreneurship and Women 
Empowerment  According to 
Government of India, “women 
entrepreneurship involves an 
enterprise owned and controlled by 
a  w o m a n  h a v i n g  m i n i m u m 
financial interest of 51 percent of 
the capital.” (Sinha, 2015). Hence, 
women entrepreneur can be defined 
as a woman or group of women who 
initiates an innovative business 
activity, takes calculated risk and 
manages that business enterprise. 
Mrs. Rajni Bector of Cremica 
Group, Mrs. Shahnaz Hussain of 
Shahnaz Herbals and Mrs. Kiran 
Mazumdar Shaw of Biocon are 
some of the renowned women 
entrepreneurs of Indian origin. In 
the words of Mahatma Gandhi, 
“Woman is the companion of man, 
gifted with equal mental capacity.” 
(Agarwal, 2012). This means a 
woman is equally strong as a man as 
far as the mental ability and 
i n t e l l i g e n c e  i s  c o n c e r n e d . 
However, still the woman is treated 
unequal with man. According to the 
Human Development Report 2014 
by United Nations Development 
Programme, India ranked 127th in a 
list of 152 counties on Gender 
Inequality Index (United GJRA - 
G L O B A L  J O U R N A L  F O R 
RESEARCH ANALYSIS X 40 
Volume-4, Issue-11, Nov-2015  
ISSN No 2277 - 8160 Nations  
D e v e l o p m e n t  P r o g r a m m e 
(UNDP), 2014). Currently only, 39 
percent of Indian women is 
formally employed, compared to 81 
percent of Indian men and 71 
percent  of  Chinese  women. 
Moreover, India scored second to 
last in a Gender Female

 Entrepreneurship Index among 
women ent repreneurs  in  17 
countries (Guardian News and 
Media Limited, 2015). This clearly 
indicates the need for women 
empowerment through women 
entrepreneurship considering the 
role of women in socio-economic 
development of the country. The 
lack of female participation in the 
workforce results in a cultural 
vicious circle (British Council, 
2015) and has adverse impact on 
the  soc i e ty.  Inc reas ing  the 
participation of women in working 
population of the country by 
e n c o u r a g i n g  w o m e n 
entrepreneurship will reduce 
gender inequality and improve the 
socio-economic status of the poor 
Indian women. Women Social 
Entrepreneurship India's Eleventh 
Five Year Plan (2007-12) has 
recognized for the first time that 
women are not just as equal citizens 
but as agents of economic and 
social growth (Lavanya, 2010). A 
social and cultural change can be 
prompted in a woman's status by 
p r o v i d i n g  h e r  e c o n o m i c 
opportunities. On the similar note, a 
' Y o u n g  W o m e n  S o c i a l 
Entrepreneurship Development 
Programme' has been started by the 
British Council and partner Diageo 
in India. This programme aims to 
disseminate social enterprise 
expertise to women in communities 
across India with the belief that 
supporting the emergence of a new 
generation of young women social 
entrepreneurs is an important 
investment in the future (British 
Council, 2015). Women Social 
Entrepreneurs in India India has 
seen a handful of women social 
entrepreneurs growing and leaving 
a mark in the society with their 
innovative social ideas like Ela 
Ramesh Bhatt of SEWA (Self-
Employed Women's Association of 
India), G. Padmaja Reddy of 
S p a n d a n a  ( m i c r o f i n a n c e 
organization), Chetna Gala Sinha 
of Mann Deshi Mahila Sahkari 
Bank (microfinance bank) etc. 
However, the spirit of social 
entrepreneurship has grown

 in recent years and a number of 
young women entrepreneurs have 
come up and started their ventures 
targeting different social concerns 
like basic needs, health, education, 
i n f o r m a t i o n ,  e m p l o y m e n t , 
entrepreneurship development, 
microfinance, rural development

Boundaries and Challenges for 
Social Entrepreneurship
•Greater demands on time through 
home and family commitments
•Less access to finance
•Less confidence in skills and 
ability
•Greater fear of failure
•Fewer female role models
•Varying social, cultural and 
familial pressures on women
•Prejudice and discrimination
A )  Wo m e n ’s  e m p o w e r m e n t 
organisations

1. Increase the use of social 
e n t e r p r i s e  a m o n g  w o m e n ’s 
empowerment organisations by 
providing specific packages of 
training, support, investment and 
mentoring. This should particularly 
focus on creating a more resilient 
and f inancial ly independent 
women’s sector.
B )  S o c i a l  e n t e r p r i s e s  a n d 
intermediaries

1. Increase the number of social 
enterprises that focus on women’s 
empowerment through campaigns, 
a c c e l e r a t o r  p r o g r a m m e s , 
competitions and funding that 
specifically encourage gender-
focussed ventures.

2. Facilitate networking between 
gender- focussed social enterprises 
and  women’s  o rgan i sa t ions 
nationally and internationally with 
a view to sharing best practice and 
replicating successful models. 
Ideally, this should be coupled with 
kick-starter funding.

3. Increase the rate of start-up and 
scale amongst women-led social 
enterprises through targeted 
support packages, accelerators, 
greater exposure to female role 
models, and targeted financial 
assistance. These programmes
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should be flexible and include 
childcare. If women were starting 
social enterprises at the same rate as 
men, there would be over 50 per 
cent more social enterprises in these 
countries. And if women-led social 
enterprises were to scale at the same 
rate as ones led by men this would 
create disproportionately more jobs 
for women.

4. Social enterprises should provide 
more opportunities for under-
employed  women ,  c r ea t i ng 
flexible, part-time jobs. Globally, 
women are  under-employed 
compared to men, and women put 
90 per cent of their income back 
into their family, while men put in 
less than 40 per cent. Employing 
women therefore has a greater 
social impact on the health and 
opportunities of whole families 
compared to employing men. 
Flexible working is essential to 
supporting more women into paid 
work.

5. Provide specific 
social enterprise accelerator 
programmes in poor communities6. 
where there are high rates of 
i n f o r m a l  ‘ m i c r o - s o c i a l -
entrepreneurship’ with a view to 
supporting women to set up formal 
NGOs or social enterprises.

7. Increase the number of female 
social enterprise leaders through 
mentoring, targeted leadership 
programmes, and facilitated peer-
support. This should include both 
founders / leaders and board 
members.

8. Integrate gender equality into 
social enterprise business models, 
with a particular focus on gender 
balance on boards. Encourage 
recruitment to skills rather than 
experience of scale to prevent 
perpetuating the imbalance of men 
leading larger  organisations. 
Research by Acumen suggests that 
integrating gender equality has the 
potential to make social enterprises 
more resilient, successful and 
impactful. These findings should be 
publicised more widely within the 
social enterprise sector.

9. Research, understand and 
publicise the gender wage-gap in 
social enterprise.
C) Funders and investors

10. Learn the lessons of the Young 
Foundation’s report, The Sky’s the 
Limit;2 use a ‘gender lens’ when 
making investment decisions; 
understand the additional barriers 
f a c e d  b y  w o m e n  s o c i a l 
entrepreneurs, and the strengths of 
women-led social enterprises.

11. Ensure a gender balance in 
pane l s  making  lend ing  and 
investment decisions.

12. Set specific targets for a 
portfolio that is balanced for gender 
and race to reflect the country’s 
population.

13. Record and publish data on the 
level of investment into male and 
female-led

1. social enterprises, the gender 
composition of leadership teams 
and boards, and the impact of those 
investments.

1. Record and publish data on the 
level of investment into male and 
female-led
1. social enterprises, the gender 
composition of leadership teams 
and boards, and the impact of those 
investments.

2. Set criteria for social enterprises 
to meet before receiving a grant or 
investment including:
a. have gender-balanced boards
b. record and measure their social 
and environmental impact, and 
include gender equality as a metric
.
3. Increase the supply of funding 
and social investment into social 
enterprises focussing on gender, 
especially where these are also in 
sectors considered 'non-traditional' 
for women.
 D) Governments

4. Governments should look to 
f a c i l i t a t e  t h e  a b o v e 
recommendations to women's 
organisations, social enterprise 
intermediaries, and 

f u n d e r s  a n d  i n v e s t o r s ,  b y 
supporting through policies, 
convening, finance, and (where 
appropriate) legislation.

5. Governments should bear in 
mind that any policies to support 
women into work will actively 
support the social enterprise sector, 
which has a disproportionately high 
female workforce.

6. Governments should prioritise 
eliminating the gender imbalance 
between caring responsibilities 
through legislation and financial 
support for shared parental leave 
and affordable childcare. The social 
enterprise sector should also look to 
address these two issues, equalising 
parenta l  leave  pol ic ies  and 
encouraging the provision of 
affordable childcare.

7 .  Government s  and  soc ia l 
en te rp r i ses  shou ld  work  in 
partnership to increase the use of 
social entrepreneurship education 
in schools, including a specific 
focus  on address ing gender 
inequality List of Top Social 
Entrepreneurs in India 
While they may not be able to 
bridge the divide between the haves 
and have-nots  immediate ly, 
innovations by corporates go a long 
w a y  i n  s u p p o r t i n g  t h e 
underprivileged. Notably, many 
women in India are heeding the 
need for innovation in areas of 
agriculture, environment, and 
women empowerment, among 
others, thereby contributing to the 
larger social good. 

Sujata Chatterjee
Sujata Chatterjee felt overwhelmed 
at the waste generated by fast 
fashion trends and the toll it takes 
on climate change. Hence, she left 
her corporate job as salesperson at 
Hewlett-Packard India, and started 
her social venture Twirl. Store in 
2017.The platform, nearly three 
years old, encourages people to 
send in clothes they no longer need 
and gather points that can be 
redeemed on its
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 ecommerce platform.  It segregates 
clothes based on whether they can 
be upcycled into bags, jackets, 
accessories.  Clothes that cannot be 
upcycled are distributed in slum 
a r e a s  i n  S a n t i n i k e t a n  a n d 
Sunderbans in West Bengal. The 
Kolkata-based entrepreneur works 
with an all-women team – eight 
core members and 40 on the 
outskirts of the city.

Abhilasha Purwar
Social entrepreneur Abhilasha 
P u r w a r  f o u n d e d   B l u e  S k y 
Analytics  in July 2018 to tackle the 
impact of climate change. The 
artificial intelligence (AI)-based 
s t a r t u p  p r o v i d e s  r e a l - t i m e 
environmental data and offers 
actionable environmental insights 
into air and water qualities. 
A b h i l a s h a  e n v i r o n m e n t a l 
management from Yale School of 
Forestry and Environmental 
Studies. She was determined to do 
something when she saw the impact 
of climate change up close, when a 
river turned orange in Chandrapur, 
Maharashtra. 
Inner Goddess

Anannya Parekh's start up Inner 
Goddess empowers women by 
making them understand the 
importance of financial literacy. It 
aims to address financial anxiety, 
mental health issues, and personal 
investing, and has organised more 
than 70 workshops so far. The start-
up caters to young women between 
the ages of 16 and 25 years, who 
h a i l  f r o m  u n d e r p r i v i l e g e d 
backgrounds. The workshops 
earlier charged between Rs 300 and 
Rs 20,000, but Inner Goodness now 
f u n c t i o n s  a s  a  n o n - p r o f i t 
organisation. Exemplifying the 
popular adage, 'Today a reader, 
tomorrow a leader', her social 
venture has impacted over 10,000 
women across Chennai, Mumbai, 
Hyderabad, and Bengaluru, since 
starting up in September 2016.

Ruchi Jain
Ruchi Jain quit a government job to 
connect with farmers on ground 
who play an important role in the 
economy. After acting on four

different ideas and exhausting all 
her savings, Ruchi invested Rs 
1,000 to Rs 2,000 

Shailza Dasgupta
Shailza Dasgupta co-founded 
 Homestays of India  in April 2017, 
starting with five homestays in Spiti 
Valley, Himachal Pradesh. Apart 
from making the homestays service 
more organised with her Co-
founder Vinod Verma (also a travel 
photographer), she promotes low 
impact eco-tourism and aims to 
educate and help people travel 
responsibly. The start-up has now 
expanded to a network of more than 
100 homestays across 21 states. 
Shailza helps in getting families 
o ffe r ing  homes tay  se rv ices 
onboard, and trains them in 
different aspects of hospitality, 
g u e s t  h a n d l i n g ,  b a s i c 
conversational English, health and 
hygiene, homestay management, 
and ways to adopt eco-friendly 
practices. 

Jeroo Billimoria
She is the Founder and Managing 
Director of Child and Youth 
Finance International (CYFI). 
Apart from that, Jeroo is the 
founder of multiple award-winning 
nat ional  and internat ional ly 
acclaimed NGO's. She owns global 
fame for all her humanitarian work 
esp. children. Presently, CYFI has 
been working with 91 world 
governments to fulfill the objective 
financial extension and economic 
cit izenship education in the 
Sustainable Development Goals of 
the United Nations. Her latest 
v e n t u r e s  i n c l u d e  A f l a t o u n , 
Childline India Foundation, and 
Child Helpline International.

Sushmita Ghosh
Before 
establishing Changemakers in 
1992, Ghosh had etched her name 
on the panel of A-listed journalists 
in India. Changemakers is an online 
open-source, self-energizing, 
problem-solving platform. Ghosh 
served as President of Ashoka from 
2000 to 2005 and associated with 
many renowned national and 
international NGO's.
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Ria Sharma
Ria Sharma is a new-age Delhite 
who is graduated from Leeds 
College of Art, UK. She founded 
the world's first rehab
holds a master's degree in 
in a group of farmers who were 
unable to sell their jaggery produce 
and eventually founded  Taru 
Naturals . A farmer-focused start up, 
Taru Naturals focuses on natural 
and organic farm produce. Jaggery 
powder is one of its bestselling 
products, with clients like Taj 
Palace hotel in Mumbai and Blue 
Tokai. Other products such as black 
rice, khapli wheat flour, and 
sourdough flour are also popular. 
With her mother Poonam Jain, a 
naturopathy expert, as founding 
par tner,  the  s tar t -up 's  main 
objective is to be a platform to serve 
the farmers of India. 

Akanksha Hazari
She is popularly known for her 
contributions to the segments of 
social entrepreneurship and peace 
negotiations. She had been honored 
by former US president Bill Clinton 
for her contribution m. Paani, 
resolving the global water crisis.

Ajaita Shah
The founder and CEO of Frontier 
Markets and the President of 
Frontier Innovation, Shah tapped 
the market of clean energy products 
and sold 20,000+ clean energy 
products across Andhra Pradesh 
and Rajasthan. Frontier Innovation 
deals in rural sales and distribution 
and caters to quality durables at a 
shoestring price to the LIG group of 
the society.

Shaheen Mistry
Shaheen established the Akanksha 
Foundation for educating the 
downtrodden sections of the 
society. Started with just one center, 
today Akanksha Foundation is 
helping 3500 poor children in 58 
centers and 6 schools. The NGO 
works round the clock to uproot 
illiteracy from the bottom of the 
society.
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society. Started with just one center, 
today Akanksha Foundation is 
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centers and 6 schools. The NGO 
works round the clock to uproot 
illiteracy from the bottom of the 
society.

Chetna Gala Singha
One of the finest advocates in our 
time Chetna has been a strong voice 
for women empowerment. She is 
the President and Founder of the 
Mann Deshi Foundation. The aim 
of the organization is to create 1 
million rural women entrepreneurs 
by 2020 by the means of skill 
training and grooming

Urvashi Sahni
Study Hall Educational Foundation 
(SHEF) is founded by the lady 
social entrepreneur who had been 
felicitated with the prestigious 
Social Entrepreneur of the Year 
India 2017 Award. Sahni is known 
for her contribution 
in the field of education for the 
specially enabled girl child. SHELF 
has trained over 5000 trainers and 
changed the lives of countless girls 
across the country.

Aarushi Batra
This young social entrepreneur of 
India is popular for her foundation 
Robin Hood Army. Batra along 
with her three other friends started 
this volunteer-based organization 
that does its best to send surplus 
food to the unfed people. By far it 
has catered to 5 million poor people 
in 60 cities across the globe.
Social Entrepreneurs in India have 
become the backbone of society for 
their unique initiatives. They don't 
work for money rather they strive to 
add value to society. Not only social 
welfare they aim at improving the 
lives of the masses of the country
Solutions and Recommendations
Seven C-Strategies for Successful 
Social Entrepreneurship

1. Collaborations: As 
an entrepreneur, it sometimes gets 
difficult to instantly hire people and 
get them on board. At such time, an

easy way out is to collaborate with 
those who do not mind working on 
a project basis. But since it is 
necessary to ensure a certain quality 
of work, it is necessary to double 
check their credentials and past 
work experience. Those who co-
create with should also share your 
vision and core values. The same 
level of commitment and sincerity 
always helps lay a stronger 
foundation for any enterprise. 
Wherever, possible it is better to 
avail  of the many freelance 
illustrators, developers and printers 
available, and outsource whatever 
functions one can. This not only 
helps to focus on core competence 
and gives more time to manage 
customers and clients, but also 
ensures quality, a new perspective 
and a better product.

2. Connections: Just 
about everyone you have met in the 
past, who knows you and your work 
reasonably well, will comprise your 
network. Since they are not backed 
by an organization, credibility also 
takes a little longer to build, but if 
you focus on delivery then that 
should not be an issue for long. As 
they grow as an entrepreneur and 
get more confident about what they 
are doing, they will realize that 
talking about the venture and 
building connections will become 
second nature. It will also figure out 
how to join the dots and leverage 
our connections. 

3. Competitive advantage: It is 
literally a sea out there and no 
longer a pond. There are too many 
players and not that many clients, 
but we all still have to survive. 

If we have a novel idea, great. If not, 
find something that makes us stand 
apart from the crowd. What is it that 
you have which can be offered 
differently? 

What are the three things we will do 
to ensure that your client does not 
call someone else? Moreover, what 
wi l l  we  a lways  want  to  be 
remembered for? What helps is the 
fact that in all cases providing end-
to-end solutions, customizing them 
for each client, taking few selective 

projects, but 
giving them full attention, both in 
terms of creativity and scope is 
crucial.

4. Communications: When we are 
clear about our edge, state it in the 
simplest and best way possible. 
Right from the time we promote our 
c o m p a n y  t o  o u r  e v e r y d a y 
interactions with clients and service 
providers, communication will 
form the cornerstone of our 
enterprise. With business, add 
humor, warmth and creativity to 
communications. My own mantra 
is “Engage as you entertain, inform 
as you interact”. Since social 
entrepreneurship is essentially into 
the business of societal aspects, 
w o r d s  a l m o s t  b e c o m e  t h e 
competitive advantage. Keeping 
the dialogue open, following up 
with clients and sending that 
occasional note on new projects all 
help in building brand identity and 
recall.

5. Creativity: No enterprise can 
breathe without it. In my view, 
creativity is the very oxygen for 
survival, both personally and 
professionally. Creativity is, in my 
opinion, a reflection of ourself in 
o u r  w o r k .  T h e  f r e e d o m  t o 
experiment, take license and add 
something that is “you” to your 
work. It's the ability to fly with a 
project, to give it a new dimension 
and make a statement all your own. 
Creativity should be a part of every 
enterprise and encouraged at every 
level. Creativity allows people to be 
their best versions. It allows them to 
take ownership of what they are 
d o i n g ,  a n d  w h e n  t h e y  g e t 
appreciated for a job well done, 
they will probably bring newer and 
more effective processes into your 
organization.

6. Courage: It takes courage to go it 
alone, and even more courage to 
stay the course. At every point of 
your journey, it is only the courage 
of your conviction that will take 
you further. The courage to stand by
your vision, tide over the lull 
periods and rise again to meet new 
challenges, and very often, reinvent
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yourself .  In my experience, 
courage can be built with the help 
o f  s u p p o r t  s y s t e m s :  b y 
participating in various social and 
cultural initiatives; taking up short 
courses to grow your skill set; by 
attending networking forums to 
spread the word about you and your 
enterprise, or interacting with other 
entrepreneurs and start-ups.

7. Customer Satisfaction: A broad 
term, but one which is at the heart of 
every enterprise, customer or client 
satisfaction is really the number 
one rule for survival. It ensures 
longevity and reaps rewards. A 
happy customer will refer you to 
more people and almost always 
give you the first opportunity to 
work on new projects. Testimonials 
go a long way in building goodwill.
A gauge of customer satisfaction is 
whether your enterprise has 
managed to create repeat value for 
them and made a holistic impact.

 CONCLUSION 
Soc ia l  en te rpr i se  i s  no t  an 
alternative to other models of 
women's empowerment and it is 
not a new tool for empowering 
women. It  is under-utilised, 
however, and where it is used could 
be even more effective. Women's 
empowerment organisations are 
underfunded and less than a third is 
currently using social enterprise to 
fund their activities. There is 
considerable opportunity for 
s h a r i n g  b e s t  p r a c t i c e  a n d 
replicating successful business 
models and approaches. 

This would help increase the 
number and effectiveness of social 
enterprises with a focus on 
women's empowerment. Women 
social entrepreneurs are an under-
utilised resource.  A lack of female 
role models in social enterprise is 
one of the barriers facing women 
social entrepreneurs. There are 
other barriers facing women social 
entrepreneurs, and governments 
and intermediaries should look 
seriously at addressing them. When 
less than three per cent of the global 
population is involved in social 
entrepreneurship, yet the need for 
social impact is so high, can we 

really afford for women to start 
social enterprises at a fifth the rate 
o f  m e n ?   W o m e n  s o c i a l 
entrepreneurs are an under-utilised 
resource. The social enterprise 
sector should be proud of its record 
of producing women leaders but 
certainly not complacent. More 
work needs to be done to support 
women leaders in the sector, and 
more work needs to be done with 
larger social enterprises to make 
sure they consider their board, 
leadership teams and pay structures 
with a gender lens. A sector that 
exists to create a better world 
should not have a glass ceiling or a 
gender pay gap. Keeping a clear 
vision in place and moving toward 
it with steady strides helps to go to 
the  next  level  wi th  grea ter 
confidence. I have personally 
found in time, almost similar to 
days in college, when every day 
one studies a new chapter; it 
unfolds a new world of possibilities 
and opportunities. All that is 
needed is to be ready to respond to 
what comes one's way. Luck will 
surely come, and more often than 
not in abundance. So take a leap, 
risk and give it the best shot.
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