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Editorial
Re-inventing Education Sector in India
It is high time we re-invented our education system to make India a modern, vibrant, growth
oriented nation.
If India as a nation has survived through the millennia and if we are inheritors of a great
civilization, the prime reason is the focus we had towards learning and the respect we had for
knowledge. The second millennium saw a spate of invasions, conquests and foreign
suzerainty. By and large these conquests were more on the economic wealth of the country
rather than on the learning infrastructure. While the Europeans experienced the industrial
revolution we Indians did not make any scientic progress; we remained static struggling to
maintain the existing learning infrastructure. In the second half of the second millennium we
lost out to the Europeans for our static knowledge apparatus. McCauley ushered in his
concept of education and education infrastructure which was best-suited to the needs of the
day. We have not moved forward, we have not imbibed our traditional knowledge system
with the modern knowledge systems and still worse we replicated various external systems
with little rhyme or reason; the net result is that our education system today is in a mess. This is
not saying that it is totally unproductive; it is productive in parts and producing great talents
but on a holistic perspective it is inadequate to the challenges facing the country today.
The current scenario of the education system is characterized by the following: [1] It is not
inclusive, citizens across the country do not have equal access to education; [2] There are
quality issues either due to delinquency on the part of the state or on the part of the agencies
managing the schools/colleges;[3] There are pricing issues; [4] Issues of ownership and
management etc. The net result is that very few of our universities and institutions nd a place
in the global rankings. Enrolment in schools is never comprehensive; drop-out rates continue
to be high at every stage; employability is a big question mark. Education is gradually
becoming more capital-intensive; it is becoming increasingly difcult for a couple of teachers
or educations to start a school or college. Ministry after ministry at the centre and the states has
been tinkering with the education system without addressing the basic problems of the
system.
We followed the British system in creating schools and universities; at some point of time we
looked at the soviet system in providing mass education. We continue to look at the American
system in higher studies. Probably we have not looked at the German system where education
is free at all levels without compromising the quality in any manner.
It is time the academicians looked at the situation and came up with alternative solutions. Let
there be hundreds of papers; let there be hundreds of alternatives. Let there be hundreds of
seminars and conferences. Above all we need a million innovators in education.

Bala Bhaskaran
Consulting Editor
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Papers
A Study on the perception difference
between the Male and Female Investors on
the Factors affecting the Commodity Market
Shalu Kotwani & Dr. Sourbhi Chaturvedi

Abstract
The purpose of this paper is to study the perception of the male and female investors and the difference between their perceptions
on the various factors that affect the investment decision making of the investors. The paper draws on observations made by
through 2*2 factorial design for the Gender and Occupation for the commodity market. Factor analysis using SPSS 20 was applied
to extract out the factors that affect the investment in the commodity market. Z-test was applied on the observations to nd out the
difference between the perceptions of the investors. The results indicated that there were thirteen factors that affected the
investment in the commodity market. The Z – test proved that there is a signicant difference in the perception of the male and
female investors of the commodity market. The paper provides a novel interpretation of the perception of the investors. It also
offers new ways of establishing the relationship between the male and female investors' perception on the basis of thirteen
different factors.
Keywords: Derivative Market, Commodity market, Investors, Perception

INTRODUCTION
Futures' trading is structured in such goods or
commodities as they are allowed by the Central
Government. Currently all goods and products of
agricultural including plantation, mineral and
fossil origin are permitted for futures trading
under the auspices of the commodity exchanges
recognized under the FCRA. In commodity
market, raw or primary products are exchanged
and these raw commodities are traded on
regulated commodity exchanges, in which they
are purchased and sold in standardized contracts.
It is parallel to an equity market, but instead of
purchasing or selling shares, one purchases or
sells commodities.

Shalu Kotwani
Asst. Professor,
Choithram College of Professional Studies,
Indore, Madhya Pradesh

Dr. Sourbhi Chaturvedi
Director,
Oakbrook Business School,
Gandhinagar, Gujarat

The prices of the commodities are not set by the
commodity market. They have the features of free
markets and just provide platform for trading
where the forces that inuence prices are brought
together in open auction. As this market
incorporates new information throughout the
day, it transforms this information into a single
benchmark price that is agreed upon by both the
buyer and the seller. The other economic function
provided by the futures industry is price risk
management. Its most common method is
hedging. Hedging is the practice of offsetting the
price risk inherent in the cash market position by
taking an equal and opposite position in the
futures market to defend from adverse price
changes that could negatively inuence the
protability of the business. Hedging can benet
any one like farmer, processors, grain
elevator/operator, merchandiser, producer,
exporter, importer etc.
Any market weather it is stock market has no
existence without investors is responsible for the
ow of money in the market as well as in the

economy. An investor is a person or an entity that
purchases assets with the objective of receiving a
nancial return. He is an individual who commits
money to investment products with the
expectation of nancial return. In simple words,
an investor is a person who compromises money
in present and takes risk in anticipation of some
return in future.
Normally, the primary anxiety of an investor is to
minimize risk while maximizing return, as
contrasting to a speculator, who is willing to
accept a higher level of risk in the hopes of
collecting higher than average prots. The assets
that investor buy may range widely, but include
stocks, bonds, real estate, commodities, and
collectibles. The portfolio of an investor usually
includes a variety of assets that balance the returns
and risks of each investment. There are many
types of investors found in the commodity and
stock market. But the most important are
arbitrageurs, hedgers and speculators. Harvey
(2012) dened arbitrageur as one who prots from
the differences in price when the same or
extremely similar security, currency or
commodity is traded on two or more markets. Sen
and Mahua (2010) dened hedgers as those who
have actual dealings with the underlying
commodities, and wish to mitigate the risk of
prices declining or rising by the time the actual
sale is to take place. Speculators, on the other
hand, gamble on the movement of prices: they buy
futures if they think spot prices will rise, and sell
them if they think spot prices will fall, by the date
of the expiry of the contract.

REVIEW OF LITERATURE
Keynes (1930) revealed that an asset is more liquid
if it is immediately realized without loss. An
investor may either insist on immediate execution
at the current bid or ask price or wait to transact at
a favorable price. The quoted ask (offer) price
includes a premium for immediate buying, and
the bid price similarly reects a concession
required for immediate sale. Thus, the spread
between the bid and ask prices is a measure of
illiquidity, which is the sum of the buying
premium and the selling concession. Kumar and
Seppi (1994) found that liquidity might have long
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lasting impact on basis; therefore, arbitrageurs
struggle to close the gap between two prices.
There are various sources of information available
that can change the perception of investors. Some
of them are credit rating, media, friends, relatives
etc. Neal (1996) found that arbitrage trade was a
positive function of absolute deviation from fair
value and of the directional volatility. Ination
and other economic changes also affect the
investors' perception towards price of
commodity/share.
As per Sun (2003), when investors today read the
business section of the paper, or obtain online
quotations of their favorite stocks, one of the
statistics which usually goes unnoticed is volume
data. After seeing the price of a security, which is
usually of primary interest, an investor may look
next at data such as yield, price-to-earnings ratio,
market capitalization, or ex-dividend date, before
even considering the volume statistic. Despite
being ignored by many investors, trading volume
does have a relationship to price data, returns, and
other aspects of portfolio theory. As per O'Hara
(2004), liquidity is hard to dene, but easy to feel it.
A commonly cited relationship is that between
commodity price increase and ination. Ination
can be caused by consumers', producers' and
investors' expectations of the future. In an
overheated economy, increased futures trading
activity on the part of speculators can amplify
already rising commodity prices (Kyrtsou &
Labys, 2006). Bhattacharya (2007) pointed out that
signicant risk returns features and
diversication potential has made commodities
popular as an asset class. Indian futures markets
have improved pretty well in recent years and
would result in fundamental changes in the
existing isolated local markets particularly in case
of agricultural commodities. Sehgal and Tripathi
(2007) examined the perceptions, preferences and
various investment strategies in Indian stock
market. Study revealed that investors use both
fundamental as well as technical analysis while
investing in Indian stock market. Most of the
respondents strongly agree that various company
fundamentals (such as size, book to market equity,
price earnings ratio, leverage etc.) signicantly
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inuence stock prices and hence addition of these
factors in asset pricing model can better explain
cross sectional variations in equity returns in
India.
According to Gentzkow and Shapiro (2010),
media coverage was not random, but rather the
product of prot maximization by newspapers,
television, magazines, etc. Because a number of
unobservable factors that inuence these coverage
decisions also affect investor behavior. Friends,
colleagues and relatives are the informal sources
of information for the investors. They have a direct
appeal to the mind of the investors. They change
the mind of investors with-in an hour. So there is
very close relationship between investment
decision and them.
Srivastava and Saini (2009) discussed that with the
elimination of ban from commodities, Indian
futures market has achieved sizeable growth.
Commodity futures market proved to be efcient
market at the world level in terms of price risk
management and price discovery. Study found a
high potential for future growth of Indian
commodity futures market as India is one of the
top producers of agricultural commodities.
Economics literature and a strand of theoretical
research argued that commodity prices should be
stationary, due to the biological nature of
production, storage and arbitrage. The price
movements of commodities as well were analyzed
by Dudzinski (2010). Syed (2010) concluded that
the individual investor still prefers to invest in
nancial products which give risk free returns.
This conrmed that Indian investors with high
income, well educated, salaried, independent are
conservative investors prefer to play safe. The
investment product designers can design
products which can cater to the investors who are
low risk tolerant and use TV as a marketing media
as they seem to spend longtime watching Tvs.
Mohanta and Debasish (2011) studied that
investors invest in different investment avenues
for fullling nancial, social and psychological
need. While selecting any nancial avenue they
also expect other type of benets like, safety and
security, getting periodic return or dividends,
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high capital gain, secured future, liquidity, easy
purchase, tax benet, meeting future contingency
etc. Venkateswara and Rao (2012) showed that
credit rating establishes a link between risk and
return. They provided a yardstick to measure the
risk inherent in any instrument. An investor uses
the ratings to assess the risk level and compares
the offered rate of return with this expected rate of
return (for the particular level of risk) to optimize
his risk-return trade-off. The risk perception of a
common investor, in the absence of a credit rating
system, largely depends on his familiarity with the
names of the promoters or the collaborators. Keim
and Blume (2012) provided evidence that
institutional participation in the U.S. stock market
and explained the cross-sectional variation in
stock market illiquidity.
Bashir and Nisar (2013) in their study found ve
factors affecting short term investment decision
making were self-image/rm image, neutral
information, accounting information, personal
nancial needs and advocate recommendation.
These catagories were. Investment by foreign
investors also changes the perception of the
domestic investors towards investment. Jain,
Meena and Mathur (2013) concluded that FII that
ows into the secondary market affects an
increase in capital availability in general, rather
than availability of capital to a particular
enterprise. Analysis has played a major role in
attempting to decipher how the commodity
markets (price) will move with hopes of giving a
user the upper hand on how and when to enter the
market, (Kantrovich, (2013)).
Ghoshray et al.(2014) in their work pointed out
that given the fact that many developing countries
are dependent on commodity prices as their main
source of income, the trends in commodity prices
in relation to manufactures has been of great
interest in the trade and development. As per
Kumari (2014), the commodity market has been
experiencing ups and downs since its inception,
but with strengthening of the working our country
has been able to bring a degree of stability to this
market. It has been progressing in terms of
technology, transparency and trading activity
with the removal of government protection from a
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number of commodities. This action of our
government has thus, allowed the market forces to
rule the commodity. This step proves to be a big
lesson for all the developing economies that the
pricing and price risk management should be left
to the market forces rather than to be dependent
on the administered price mechanism. As the
management of price risk is going to assume
greater importance in future with the promotion
of free trade in the world. Thus, all the above
activities shall act as the indicators to the success of
the commodity markets in our country.
According to Kumar and Mishra (2015) the ability
to trade large volume of stocks with least price
impact, cost and postponement is termed as
Liquidity. As per The Economic Times (2015),
Volatility is a rate at which the price of a security
increases or decreases for a given set of returns.
Volatility indicates the pricing behavior of the
security and helps estimate the uctuations that
may happen in a short period of time. If the prices
of a security uctuate rapidly in a short time span,
it is termed to have high volatility. If the prices of a
security uctuate slowly in a longer time span, it is
termed to have low volatility.

investors' perception while investing in
the commodity market.
2. To study the perception difference
between the male and female investors
on the factors affecting commodity
market.

RESEARCH METHODOLOGY
The present study is an exploratory study. The
study is an attempt to understand the investing
behavior of investors as per different gender. The
study is carried out in Indore, Ujjain, Bhopal,
Pune, Ahmedabad, Delhi and Bangalore taking
them as representative cities of investing India.
Various primary and secondary sources of data
collection are used to collect the data. Secondary
sources like books and websites related to
commodity market are referred. The primary
data, was collected using the questionnaire. The
initial part of the questionnaire intended to collect
information on the demographic variables such as
Name, Gender, Age and Occupation. The second
part of the questionnaire contained 40 statements
to be answered on 5 point Likert scale.

RESEARCH DESIGN
Speculation in stock market is good for players in
the market. But a constant high and low can affect
the trust in the stock market and can even affect
the economy. When the markets are touching a
high, speculation among investors is rampant as
the prices of the stock market are extremely
volatile and the prices are changing in an hour to
hour basis. (Jani, (2015)).

RATIONALE OF THE STUDY
The present commodity scenario is showing a
very up-down trend in the Indian economy. These
changes are the result of the investors' perception
towards this market. The investor's perception is
guided by various factors. Therefore, it is
necessary to know the factors that affect the
investors' perception towards investing in the
commodity market.

OBJECTIVES OF THE STUDY
1.
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To study the factors affecting the

The respondents of the study are classied into 2*2
factorial research design:
COMMODITY MARKET
SALARIED

BUSINESSMAN

MALE (160)

A (40)

B (40)

FEMALE (160)

C (40)

D (40)

TOTAL

80

80

Item Generation most critical step is to have
precise and clear conceptualization of the
construct within the given theoretical context.
Once the construct was conceptualized, the initial
pool of items was generated based on insights
from existing scales and appropriate literature.
Due care was taken not to duplicate items from the
existing scales. The pilot study of 51 statements
was conducted on 60 respondents. In this stage,
with a view to establish internal consistency, the
data generated was subjected to item-total
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correlation is the process of establishing
correlation between each item and all remaining
items thereby eliminating those items that do not
correlate strongly with the assessed construct.
Eleven items were found non-signicant in
sample questionnaire and therefore they were
deleted from the questionnaire and nally nal
questionnaire was prepared. Then the nal
questionnaire contained 40 questions and was
distributed among 320 respondents.
Factor Analysis test was done in SPSS 20 on the
responses of the investors to nd out the factors
affecting the commodity market and z-test in
Excel 2007 was applied to measure the perception
difference between male and female investors on
the factors affecting the commodity market. The
results of the factor analysis have projected 13
factors on all the variables of the Perception of
Investors. {Appendix 1}The factors are Investors
Types, Market Variations Criteria, Secondary
Information Source, Primary Information Source,
Price and Term of the Investment, Future
prospects of the Investment, Investment Motive,
Sector's Volatility, Sector's Return on Investment,
Fundamental and Technical Analysis, Sector's
Dispersion, Liquidity and documentation Criteria
and Speculation Motive.
The rst factor is Investors Types. There are
numerous types of investors in the commodity
and stock market like day traders, long term
traders, short-term traders and so on. But the most
important and famous investors are hedgers,
speculators and arbitrageurs. The second factor is
Market Variations Criteria; it refers to the
increase/decrease in the price level of commodity
or share. There is a very close relationship between
investors' perception and prices of
commodities/shares. A positive investor's
perception about the commodity or share
explodes its price into upward direction and viceversa.
The third factor is Secondary Information Source
which is considered by the investors before
investing in the commodity market. This factor
includes referring friends, Business T.V. channels,
Business News Papers and credit rating of the
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companies (mention why these are important).
The fourth factor is Primary Information Source.
This factor includes sources of information like
referring commodity market performance,
sector's performance and past performance of the
company and investment by the foreign investors.
Investment by Foreign Investors constitutes the
investment by Foreign Institutional Investors
(FIIs) in India. A foreign institutional investor (FII)
is an investor or investment fund registered in a
country outside of the one in which it is investing.
Institutional investors most notably include hedge
funds, insurance companies, pension funds and
mutual funds. The term is used most commonly in
India and refers to outside companies investing in
the nancial markets of India. Countries with the
highest volume of foreign institutional
investments are those that have developing
economies. These types of economies provide
investors with higher growth potential than in
mature economies. This is why these investors are
most commonly found in India, all of which must
register with the Securities and Exchange Board of
India to participate in the market.
The fth factor is Price and Term of the
Investment. Generally, the investors' basis of
investment is good market price. If the present
market price of their potential investment is good,
they will invest more and vice-versa. The amount
of the investment also depends on how frequently
the investor is investing in the market. Amount of
the investment also depends on its term which
means the time of holding of the investment. The
holding term is dened as the elapsed time
between the initial date of purchase and the date
on which the security was sold. It may be short
term holding means holding for one year only or
long term holding means holding for more than
one year.
The sixth factor is Future Prospects of the
Investment. Future prospect means scope of
growth of the market in the future. It depends on
the recent trends and challenges faced by that
market. The investors before investing always
checks the market present growth structure. If
satised with that then only he invests otherwise
not.
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The seventh factor is Investment Motive. The
motive of investment has two aspects, i.e. risk and
return. Return is what an investor receives in
bearing the risk of the amount given as
investment. A risk taker investor always earns
more prot while a risk adverse investor enjoys
less but constant return on his investment.
The eight factor is Sector's Volatility. It shows the
range to which the price of a security may increase
or decrease. Volatility measures the risk of a
security by calculating the standard deviation of
the annualized returns over a given period of time.
If a security's prices changes very frequently, it
shows high volatility and vice-versa.
The ninth factor is Sector's Return on Investment.
Both the markets, Commodity and Stock, are
divided into various sectors on the basis of
commodities and companies. This study
concentrated only three sectors namely,
agriculture sector, base-metal sector and precious
metal sector. The investors before investing in any
sector rst checks its previous growth and return
rate and then invest in that.
The tenth factor is fundamental and technical
analyses which are used by mostly investors
before investing. Suresh (2013) dened
Fundamental analysis as the process of nding the
intrinsic value or worth of a share. It is the study of
a company's fundamentals with the aim of
determining its exact worth. The process is based
on analyzing the information that is 'fundamental'
to the company. It focuses on creating a portrait of
a company, identifying the intrinsic or
fundamental value of its shares and buying or
selling the stock based on that information. As per
Canadian Securities Course (2013) Technical
analysis is the study of historical stock prices and
stock market behavior to identify recurring
patterns in the data. Because the process requires
large amounts of information, it is often ignored
by fundamental analysts, who nd the process too
cumbersome and time consuming, or believes that
“history does not repeat itself”. Technical analysts
study price movements, trading volumes, and
data on the number of rising and falling stock
issues over time looking for recurring patterns
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that will allow them to predict future stock price
movements.
The eleventh factor is Sector's Dispersion.
Dispersion is a statistical term describing the size
of the range of values expected for a particular
variable. In nance, dispersion is used in studying
the effects of investor and analyst beliefs on
securities trading, and in the study of the
variability of returns from a particular trading
strategy or investment portfolio. It is often
interpreted as a measure of the degree of
uncertainty, and thus risk, associated with a
particular security or investment portfolio.
Dispersion measures the degree to which the
components of an index perform similarly. If the
components are tightly bunched, dispersion will
be low and, other things equal; the index's
volatility will be low.
The twelfth factor is Liquidity and Documentation
Criteria. Liquidity refers to the feasibility of the
investment to be converted into cash. Generally
for short-term investors, liquidity is very much
important as they don't want to hold the
investment for longer period and want to sell and
purchase the investment speedily and easily.
Documentation criteria include a vital factor
felicitation fees charged by the brokers. It also
affects the perception of the investors towards the
commodity market.
The last and thirteenth factor is Speculation
Motive. Motive behind the investment is very
much important. Speculation is spread all over the
world in all major commodity and stock markets.
Speculation in commodity market relates to
forecasting. Such speculators will usually look at
the charts and how the stock has performed. They
will gamble on the premise of how high or low the
stock will go in the coming days, weeks and
months. The speculators that aren't able to forecast
correctly will lose out and book heavy losses also.

RESULT OF FACTOR ANALYSIS
TEST
Problem 1: Do Male and Female Investors differ
signicantly in their perception of the factors
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affecting the investment in the Commodity
Market.
H01: The Male and Female investors do not differ
signicantly in their perception of factor
Investors’ Types affecting the investment in
Commodity market

The null hypothesis is accepted.
H06: The Male and Female investors do not differ
signicantly in their perception of factor Future
Prospects affecting the investment in Commodity
market.
The null hypothesis is accepted.

The null hypothesis is rejected. The Male and the
Female investors of Commodity Market differ
signicantly in their perception of the factor
Investors' Types affecting the investment in the
commodity market. The Male investors perceive
the factor Investors' Types as more signicant
criteria in investment in the Commodity Market
than the Female investors of Commodity Market.

H07: The Male and Female investors do not differ
signicantly in their perception of factor
Investment Motive affecting the investment in
Commodity market.

H02: The male and Female investors do not differ
signicantly in their perception of factor Market
Variations affecting the investment in Commodity
market.

H08: The Male and Female investors do not differ
signicantly in their perception of factor Sector's
Volatility affecting the investment in Commodity
market.

The null hypothesis is accepted.

The null hypothesis is accepted.

H03: The Male and Female investors do not differ
signicantly in their perception of factor
Secondary Information Sources affecting the
investment in Commodity market.

H09: The Male and Female investors do not differ
signicantly in their perception of factor Sector's
Return on Investment affecting the investment in
Commodity market.

The null hypothesis is accepted.

The null hypothesis is accepted.

H04: The Male and Female investors do not differ
signicantly in their perception of factor
Primary Information Sources affecting the
investment in Commodity market.

H010: The Male and Female investors do not differ
signicantly in their perception of factor
Fundamental and Technical Analysis affecting
the investment in Commodity market.

The null hypothesis is rejected. The Male and the
Female investors of Commodity Market differ
signicantly in their perception of the factor
Primary Information Sources affecting the
investment in the commodity market. The Male
investors perceive the factor Primary Information
Sources as more signicant criteria in investment
in the Commodity Market than the Female
investors of Commodity Market.

The null hypothesis is rejected. The Male and the
Female investors of Commodity Market differ
signicantly in their perception of the factor
Fundamental and Technical Analysis affecting the
investment in the commodity market. The Male
investors perceive the factor Fundamental and
Technical Analysis as more signicant criteria in
investment in the Commodity Market than the
Female investors of Commodity Market.

H05: The Male and Female investors do not differ
signicantly in their perception of factor Price and
Term of the Investment affecting the investment in
Commodity market.

H011: The Male and Female investors do not differ
signicantly in their perception of factor Sector's
Dispersion affecting the investment in
Commodity market.

The null hypothesis is accepted.

The null hypothesis is accepted.
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H012: The Male and Female investors do not differ
signicantly in their perception of factor Liquidity
and Documentation Criteria affecting the
investment in Commodity market.

H013: The Male and Female investors do not differ
signicantly in their perception of factor
Speculation Motive affecting the investment in
Commodity market.

The null hypothesis is accepted.

The null hypothesis is accepted.

CONCLUSION
The study proves that the Indian investors' behavior and perception depends mostly on thirteen factors
namely Investors Types, Market Variations Criteria, Secondary Information Sources, Primary Information Sources,
Price and Term of the Investment, Future prospects of the Investment, Investment Motive, Sector's Volatility, Sector's
Return on Investment, Fundamental and Technical Analysis, Sector's Dispersion, Liquidity and documentation
Criteria and Speculation Motive. These factors inuence the investment decision of the investors. They not only
manipulate the amount of the investment but also the area of the investment.
From the z-test results, it can be concluded that the male and female investors of the commodity market differ
signicantly in their perception on the factors affecting the commodity market. The male investors perceive
factors like Investors Types, Primary Information Sources Criteria and Fundamental and Technical Analysis as more
signicant criteria in investment in the Commodity Market than Female investors of Commodity Market.
However, there is no signicant difference between the perception of the Male and the Female investors on
the factors like Market Variations Criteria, Secondary Information Sources Criteria, Price and Term of the
Investment, Future prospects of the Investment, Investment Motive, Sector's Volatility, Sector's Return on
Investment, Sector's Dispersion, Liquidity and documentation Criteria and Speculation Motive.

THE SUGGESTIONS
1. The present study has chosen only two demographic variables. Further work can be extended to
incorporate various other socio-demographic variables like age, education level, income level, prior
experience in commodity and stock markets and so on.
2. This research study used a convenience sampling technique. Sampling method can be improved using
Random sampling for better results.
3.

The research can be compared to other context of perceptual differences of the investors of the
developed–developing countries, prot-nonprot organizations, public-private companies and smalllarge organizations.

4. The study can also be expanded to the classication of investors on the basis of various sectors such as
industrial sector, education sector, service sector and so on.
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1. Factory Analysis Table
Rotated Component Matrix a
Component
1

2

3

4

5

6

7

8

9

10

11

12

13

VAR00025

.822

.126

.149

.070

-.100

.108

.053

.089

.047

-.067

-.018

-.003

.039

VAR00026

.757

.209

.015

-.010

-.056

.098

.087

.182

.147

.046

-.012

.044

.049

VAR00024

.742

-.046

.114

.045

.152

-.078

.045

-.020

-.012

.134

.133

.085

-.012

VAR00022

.365

.090

.114

.209

-.310

.242

.247

.154

-.180

.330

.127

-.064

-.001

VAR00040

.099

.813

.060

.019

-.002

.149

.081

.153

.091

.184

.054

.024

.049

VAR00039

.056

.739

.164

.174

-.042

.111

.133

.106

.057

.113

.022

.013

.059

VAR00038

.224

.572

.214

.190

-.084

.026

.115

-.061

.199

-.264

.175

.141

-.035

VAR00031

.014

.011

.765

.015

.001

.012

.002

.020

.173

.166

-.034

.048

-.018

VAR00032

.199

.221

.700

.042

-.067

-.054

.157

.004

-.055

.036

-.098

.117

-.119

VAR00030

.009

.025

.693

.269

-.059

.282

-.044

.069

.034

.034

.038

.072

.022

VAR00033

.185

.264

.605

.069

.200

-.045

.105

-.002

-.098

-.102

.118

-.079

.187

VAR00028

-.106

.010

.081

.723

-.027

.107

.124

.137

.000

.154

.189

-.008

.128

VAR00029

.035

-.038

.233

.547

.083

.046

.220

.164

.276

.002

-.147

.216

-.028

VAR00027

.193

.391

.061

.528

.066

.042

.189

.136

.054

-.016

.021

.070

-.039

VAR00036

.283

.262

.105

.510

.158

-.027

-.049

-.106

.100

.032

.116

.137

.092

VAR00037

.007

.402

.249

.508

.003

.129

-.195

-.098

-.018

.175

.038

.093

-.161

VAR00035

.195

.256

-.248

.374

.001

.295

.118

-.093

-.009

-.167

-.100

.139

.132

VAR00002

.052

-.009

-.054

.016

.808

.110

.141

.048

.032

.084

.005

.038

-.004

VAR00001

-.036

-.051

.046

.246

.695

.113

.199

-.061

.069

-.065

-.027

-.249

-.031

VAR00020

.174

-.067

-.064

.249

-.438

.382

.157

.087

.247

.062

.056

-.050

-.017

VAR00003

-.040

.101

.080

.010

.094

.653

.151

.162

.107

-.028

-.094

.229

.183

VAR00019

.128

.185

.068

.113

.120

.609

-.018

.033

-.019

.173

.243

-.073

-.005

VAR00034

.088

.136

.276

.189

-.135

.364

.063

.137

.081

-.222

.319

-.211

-.032
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Rotated Component Matrix a
Component
1

2

3

4

5

6

7

8

9

10

11

12

13

VAR00006

.070

.147

.053

.101

.123

-.005

.787

.057

.102

-.005

.004

.075

-.127

VAR00007

.080

.070

.052

.076

.118

.139

.768

-.089

.041

.052

.113

.026

.033

VAR00011

.081

.039

.022

.024

-.070

.127

.000

.764

.057

.013

.005

.097

-.039

VAR00010

.104

.215

.009

.131

.107

-.179

.064

.538

-.122

.012

.038

.012

.332

VAR00012

.159

.072

.081

.075

.021

.291

-.114

.531

.176

.005

.233

.288

-.131

VAR00016

.068

.035

.023

.016

-.060

.101

.070

-.005

.672

.128

.150

.120

.110

VAR00015

.088

.232

.077

.151

.117

-.008

.042

.065

.667

.053

.151

-.037

.111

VAR00017

.031

.121

.203

.068

.095

-.016

.039

-.003

.233

.719

.051

.120

.085

VAR00023

.382

.103

-.133

.147

-.358

.242

.016

.025

.188

.471

.023

.022

.025

VAR00021

.341

.115

.075

.299

-.177

.113

.025

.329

-.059

.392

.111

-.163

.066

VAR00014

.061

.098

-.091

.096

-.028

-.068

.120

-.100

.148

.088

.736

.153

.085

VAR00013

.045

.027

.052

.022

-.005

.249

.022

.281

.154

.022

.671

.001

-.034

VAR00004

.008

.013

.070

.165

-.139

.074

.008

.190

.223

.045

.050

.696

.007

VAR00005

.135

.165

.155

.100

-.024

.003

.378

.117

-.148

.050

.121

.522

.065

VAR00018

.124

.189

.019

.151

.108

.339

.082

-.187

-.281

.336

.183

.376

-.013

VAR00009

.082

.054

-.068

.014

-.007

.064

-.101

-.021

.042

-.041

.047

.210

.779

VAR00008

-.026

-.021

.076

.065

-.037

.080

.014

.046

.229

.167

-.009

-.229

.642

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a.
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Rotation converged in 14 iterations.
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2. Table showing Means and p-values of the Male and Female investors’ perception
on thirteen different factors affecting the Commodity Market.
Factors

p value

Mean of Male Investors

Mean of Female Investors

Investors Types

0.006

13.05

11.03

Market Variation’s Criteria

0.74

5.48

5.61

Secondary Information
Sources Criteria

0.39

12.56

13.13

Primary Information
Sources Criteria

0.03

19.46

17.85

0.52

8.67

8.43

0.45

8.17

7.81

Investment Motive

0.35

6.41

6.06

Sector’s Volatility

0.08

9.02

8.3

0.33

5.95

5.66

0.03

8.75

7.72

Sector’s Dispersion

0.05

5.96

5.35

Liquidity &
Documentation Criteria

0.58

9.08

8.85

Speculation Motive

0.42

5.65

5.37

Price & Term of the
Investment
Future Prospects of the
Investment

Sector’s Return on
Investment
Fundamental and
Technical Analysis
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Developing Enlightened Leaders in an
Organization
Kishlaya Misra

Abstract
Organizations are daily facing new challenges on keeping their employees positively engaged and have their productive
outcomes to realize the organizational growth. Some employees in the organization are self-motivated and have the passion and
the zeal to achieve the organizational goals and objectives. Their passion and zeal towards the work, their value addition in their
work and to organization is very perceptible. The organization must be able to identify such talented individual employee and
give them a platform which makes them realize their full potential and hence contribute to organizational growth. This paper aims
at developing an organizational approach for developing such individual employee as enlightened leader of the organization. The
organizational approach takes a process based approach for leadership development culminating into self-motivated employees
being developed as Enlightened leaders of the organization.
Keywords: Leadership, Leadership Development, Enlightened Leadership, Organizational Approach

INTRODUCTION
Each organization is facing challenge in keeping
its employee engaged in a productive way.
Majority of the employees have to be monitored
for their activities which incurs a substantial cost
and time for the organization. Finding selfmotivated and self-driven employees have been a
challenge, as such resources are scarcely available
in the human resources job market. It is also
because of the existing gap between an employee
and their organization. The Human resources
departments of the organization continuously
work to keep their employees engaged to have
productive outcomes and a betting
organizational culture.
The aim of the paper is to understand what
organizational approach can be adopted for the
employees who are self-motivated and self-driven
and are looking for more than mere engagement.
These employees associate more of them with
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Senior Manager,
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their work and with their organization. What
should be the approach of organization in dealing
with such motivated employees, should they be
treated as equal to a non-motivated employee.
This paper aims at identifying the process of
developing such self-motivated and self-driven
employee into an enlightened leader for the
organization.
The paper will look into the Literature of what
enlightened leader isby denition and its different
forms. Then the paper proposes the steps for
transforming a self-motivated and self-driven
employee into an enlightened leader for the
organization. The context associated with the
organization is a general mid-size organization,
which has clearly identied its goals and
objectives and aspires to reach them.
The objective of the paper is understand the
organizational approach which can be undertaken
to identify the potential of an self-motivated and
self-driven individual working in your
organization, harness that potential through
systematic processes and make an individual fully
utilize his / her potential for the organization and

in the process transforming a high potential
employee into an Enlightened leader.

LITERATURE VIEW
It might not be about the individual leader. You
may have the capacity for great leadership
yourself, but if you don't create a culture in your
organization that allows people to thrive, that
allows people to lead at all levels of your
organization, chances are you're not going to get
results (Mckee, 2006).One of the mistakes that a lot
of our organizations make is to assume that it's all
about the individual. It's all about the person. It's
not. Great leadership matters and great leaders
create cultures that are ripe with emotional
intelligence, that are ripe with opportunity, and
that allow people to take calculated risks, see the
future, and move toward it So it's inherent in our
leaders' responsibilities these days to recognize
the fact that this stress will be part of our lives, it
will be a part of our people's lives. It's not going to
go away. But on the other hand, we've got to do
something about it. So what we need to do is to
provide people opportunities for developing
themselves, for taking care of themselves– fully,
holistically– so that they can perform.
Enlightened leadership is a kind of leadership that
unlocks the potential for greatness in the leader
and those that follow the leader (Chopra, 2011).
Enlightened leadership is spiritual if we
understand spirituality not as some kind of
religious dogma or ideology but as the domain of
awareness where we experience values like truth,
goodness, beauty, love and compassion, and also
intuition, creativity, insight and focussed
attention. The author further mentions that
Enlightened Leaders can be dened as following:
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ

L = Look and Listen
E = Emotional Bonding
A = Awareness
D = Doing
E = Empowerment
R = Responsibility
S = Synchronicity

Enlightenment broadly means the acquisition of
new wisdom or understanding, enabling clarity of
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perception. It encloses a threefold process of
understanding the truth of the situation, being
centred into the truth of the situation, and then
acting based on the truth in the larger world
(Basher et al, 2008). Enlightened employee is one
who has clarity of perception, provides utmost
care and importance to the value system, willing
to go the 'extra distance' and considers 'work as
worship'. He is one who is well aware of the
reason, purpose and need of, and for all that he
performs in his work place. He thinks it is his duty
to contribute his mite towards his organisation
which provides him with, and caters to all that he
needs in the society. His clarity of perception
enables him to derive pleasure from what he does
in his workplace.
Enlightened employee has the wisdom and is
focused on everything he does and sees his work
and work place in a different perspective. He
understands his position in the work place, his
relationship with his work as well as the general
environment; and his inner self. He is clear as to
the reason and purpose of his efforts and his
relationships.
Enlightened Leadership can further be dened by
4Cs
Ÿ
Ÿ
Ÿ
Ÿ

Character: Who you are
Competence: What you know
Collaboration: What you bring on board
Courage: How far you are willing to take your
vision

Enlightened Leadership is also dened as a
function of Integrating Character, Adapting
Competence, Inspiring Communication. The
traits of Integrating Character are Honesty,
Discipline, Vulnerability; the traits of Adapting
Competence are Self, social and situational
awareness and management, knowledge
management and continuous learning; the traits
of inspiring communication includes vision,
strategy and interdependent (Walter, 2014).
In enlightened leadership the leading other people
requires giving up personal goals in exchange for
group decisions. It also includes seeing the
brilliance and uniqueness in each individual. The
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level reached in enlightened leadership is
determined by the commitment and willingness
of the leader to give up the ego's needs (Beal, 2015).
It is easier in theory than in practice because the
ego mind is so obstinate. Challenging the articial
image means you must:
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ

Give up the need to know all the
answers
Give up an attachment to the outcome
Give up the need to the outcome
Be able to say you are wrong
Listen instead of talk

Leaders bring out the best in others, but successful
visionaries go even further: they form lasting
emotional bonds (Olariu, 2010). To create such
bonds, we must be willing to build real
relationships, getting to know our employees,
take a personal interest in others and ll the most
critical void in contemporary life, the void of
enlightened leaders. Being in touch with the soul
is the secret of great leadership.
Three major classications for Enlightened
Leadership are Inspire, Innovate and
Imagine(Luvogt, 2014). The sub categories in
Inspiration is Mastery, Respect, Passion; Innovate
is Strengths vs Limitations, Challenge self and
others; Imagination includes Listening,
Challenging Assumptions, Ideate. Although the
three stages and their individual steps roughly
follow each other sequentially, it should be clear
that some or all of the activities in each stage or
step will overlap with those in other stages and
steps.
Enlightened leader will encourage the members of
her group to use their own minds (Peltoniemi,
2015).The leader should support the members'
autonomy – the perception of being in charge of
one's own decision – and competence – the
perception of the ability to master the
environment. The enlightened leader acts like an
educator. The leader should get and keep
informed on the skills, capabilities and
developmental capabilities of the members and
help them to endeavour their personal growth.
The enlightened leader should motivate the
immature members to grow up from their
professional non-age and encourage the
Oakbrook Business Review

professionally adult members to take
responsibility on achieving the common goal. This
requires honest feedback and inspiring
recognition of each member's skills and
development. To sum up, the enlightened leader
will promote the members of her group as her coleaders by supporting their freedom, courage and
personal growth and letting them to integrate
with the group and its mission.
Enlightened leaders require a thick skin and a
desire to learn from mistakes (Walters, 2013). They
require an understanding of motivation and
mission and how that translates to their
employees and customers. They need to look at
the entire experience as a journey of “we” instead
of us v. them.
Ÿ Enlightened leaders see the future
Ÿ Enlightened leaders communicate early
and often
Ÿ Enlightened leaders invite the truth
Ÿ Enlightened leaders recognize greatness
Four takeaways to help your organization embark
on enlightened leadership (Manson, 2016):
People. Put them at the top of your annual
planning process. Make people your
number one priority in your company’s
vision and you’ll see a tremendous return
on investment
Ÿ Core Values. Develop and concisely
dene what your core values are and then
live them from the top down. People will
quickly start to notice the change and
want to be part of it. Print them,
communicate them, make them part of
your organization’s branding.
Ÿ Share. Share information,, feedback and
your time to communicate and live the
values you have invested in creating.
Feedback is really important in the new
model of transparency. That sends a
striong message about the importance of
every employee and the company’s
recognition of their investment and hard
work.
Ÿ Egos. Check them at the door, as personal
agendas and personal hang-ups deect
Ÿ
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the vision, the mission and the values you
are trying to instil. Peer pressure in this
“hurt but not harm” model is a beautiful
thing to witness. They can do this because
strong trust has been established in
building this together, actively improving
personal relationships in an authentic way
which required everyone to rst become
open to ensure everybody from the CEO
down starts from the same baseline.
A case study by Public Agenda with support from
Lumina Foundation in 2013 on Seven Practices of
Enlightened Leadership in Higher Education, A
Case Study of Austin PeayState University
identied seven practices were frequently
mentioned, all of which bolstered trust: leading by
listening; demonstrating respect for the members
of the campus community; creating a healthy
culture of evidence and transparency; rallying
support for sharedgoals through explicit,
consistent focus on student success; incentivizing
innovation and collaboration; building on early
successes; and supporting risk-taking and
allowing ops.

Analysis: Developing an Enlightened
Leader
Gail Cohen has compiled a list of attributes that
typify self-motivated individuals.
Self-motivated employee:
Ÿ
Ÿ

Ÿ
Ÿ
Ÿ

Ÿ
Ÿ
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Understand their purpose in life and live
it.
Live outside their area of comfort (do
something every day that is a little bit
risky).
Get involved with every facet of life (leave
no stone unturned).
Energize (jump in with both feet).
Exemplify humility. They are able to
laugh at themselves, admit
vulnerabilities, and take criticism.
Learn something new every day (not by
accident, but by design).
Believe in themselves and others.

Are persistent — able to explore options
(never give up – never say die).
Ÿ Strive for health in all aspects of their lives
(physically, emotionally, spiritually,
intellectually, and socially).
Ÿ Rise above problems, adversity, loss, and
momentary failure.
Ÿ

Self-motivated recruiting prospect, candidate, or
employee is an individual with a track record of
having the internal drive and motivation to begin
and continue tasks without external prodding or
extra rewards (Sullivan, 2014). You don't have to
identify why they are so driven. Just be satised
with the fact that it is something in their character,
upbringing, training, or attitude that drives them
to work without any external stimulus or threat.
In an organization it is not merely about preparing
a job description for an employee and expecting
him / her to undertake the tasks mentioned in job
description. It is about understanding the inter
dependencies, the over lapping areas, the impacts,
the assumptions, the constraints associated while
performing a task and contributing towards the
organizational objective. An enlightened
employee will not wait for someone to tell him /
her that this is what is extra which also needs to be
done to ensure the perfect execution of the task at
hand. He/ She shall take interest to understand
the larger job landscape. While understanding the
framework and landscape, the key stakeholder in
his / her mind is the organization itself.
With an understanding of what is the job (dened
and non-dened) which will be needed to ensure
that not only he / she completes the task in time
within the resources allocated, the enlightened
employee is looking to generate value for the
organization. This is the main motto of self-driven
employee. With a larger objective of Value
Generation for the organization, he/she knows
that it will be little more cumbersome / more
demanding on personal front and at the team
level. On a personal front, seeing the job not only
at a transactional level but seeing himself /herself
as a transformative agent is the start of making of
an enlightened employee. This transformative
spirit is also transpired to the other team members

Oakbrook Business Review

who are working along with him / her. This
process of involvement and engagement of other
team members will also happen when you trust
and believe in them and make them as co-partners
for the work being undertaken.
Figure: Organizational Approach for creating Enlightened
Leaders

Step 1

Step 2

Step 3

Step 4

Step 5

Step 6

Exposure

Execution

guidance is required then they can be contacted.
As much internal organizational exposure is
essential, similarly the external exposure is also
essential. This orients an individual to understand
the business / industry in which the organization
is, get an insight about how external stakeholders
rate the organizations, what are their opinions on
strengths and weakness of the organization,
meeting with the clients to whom the service is
being delivered, understanding the value chain
process for the client, understanding the key
external dependencies the organization has in
delivering its service, identifying the key external
champions who had believed in the organization
in the past and who are ready to guide and mentor
in times of challenges.

Emotive

Empowerment

Expertise

Englightment

EXPOSURE
For an employee to master any job, he/she must
be rst exposed to all facets of the job. This is the
starting when an organization invests in its
employee for understanding what is it like doing,
how are various department working together for
achieving the desired vision and mission, what are
the challenges that the organization faces, what
opportunities the organization is looking to
capitalize, what the organizational processes the
organization is following, what is the
organizational system in place to ensure that the
organization works smoothly, give an
understanding of organizational culture, facilitate
interaction with senior and middle level
colleagues to know more about the team and also
get condence that the people with whom an
individual is working is competent to achieve
organizational objectives and if any help /
Oakbrook Business Review

The organizational approach in developing this
exposure must be that at appropriate levels the
exposure must be planned, for new joinees it must
form part of organizational Induction plan; for
people with some experience in the organization
they must be allowed to participate in
organizational meetings to observe the
discussions, nominating them to attend the
conferences, meetings, seminars, including them
in the delegation visits; for middle management
people they can be allowed to propose agenda for
the meeting and make their presentations about
the proposed agenda, involving them in middle
management decision making process,
nominating them to present the organization in
meetings, seminars, conferences, making them the
group and delegation leaders.

EXECUTION
The execution of the task by an individual or team
is a real test of their contribution in achieving the
organizational goal. Execution is the core at which
all the organization revolves. Execution tests the
assumptions and constraints taken into
consideration while planning for a task. An
organization must make it clear to an employee of
the expectations from the execution. Based on
these dened targets the execution has to be
undertaken by each individual of an organization.
An organization expects that the execution is
undertaken as per the proper planning and
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discussion with senior and peers, the execution is
undertaken within the limits set for time, cost and
monetary provisions. Execution must also help an
employee identify the internal and external
dependencies, the opportunities which can be
capitalized, and the constraints which will have to
be overcome. An organization must provide
guidance for the new resources to execute; latitude
for experienced resources to execute and to
achieve the desired objectives.
Execution must be an exercise where everyone
collaborates with each other to ensure that every
one work with same spirit and ensures that the
outcomes are as desired. Execution also involves
complex problems, stressful situations, and
unplanned risks. The complex problem must be
encouraged to be jointly discussed and addressed.
The stressful situations require that team
members show empathy and try to pull each other
to ensure less stressful situations. The unplanned
risks involves that every team member is attentive
and is more forthcoming to the challenges.
The organizational approach must be that
execution must be made a team affair with a team
responsibility. To ensure that not only objectives
are achieved by the human resources, but the task
also elevates the human resources involved in
execution, the mode of team work is the best
possible way out. One caution to this is that
everyone's responsibility must not end up being
no one responsibility, the team tasks and their
delegation must be properly dened and
monitored. The organization approach for
harnessing the feeling of “WE” rather than “I”
helps create an ecosystem of joint ownership of
task.

Strategy

Execution

serves to create a different level of engagement.
The emotive feelings of an employee for his
organization starts appearing once he has been
exposed to the working of the organization, once
he has been part of the execution team which has
yielded the desired results; has been part of the
experience where he has handled the
appreciations bestowed to him, has taken the
positive criticism for his self-development in the
right spirit; has overworked to help the team and
its members achieve the organizational goal. To
make these happen an organization must ensure
that the eco system prevailing in the organization
is trust based, mutual respect based, open to new
learnings, acknowledging that change is the only
constant.
An organization must support an individual to
reach this level through constant support and
guidance. The error done by an individual must be
seen from the facet of organizational learning
opportunity and the learnings must be
documented and tried to be institutionalized in
the system. The emotive feelings of an individual
for an organization must be away from any type of
fear and favour. The positive intent and sense of
optimism must be the focus areas of an emotive
employee for his organization.
The organizational approach to develop emotive
bond with an employee is to recognize (not
necessarily award) the contributions of an
employee in a timely manner, appreciate if the
employee has taken extra steps to generate greater
value, providing latitude to the employee for
executing a task, not creating an eco-system of
threatening for any diversions or mistakes,
encouraging free thinking and freedom to voice
the opinion and greater reliance on team work.

Success

Heart

EMOTIVE
An emotional bond between the employee and his
job; an employee with his boss; an employee with
his management; an employee with his peers
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Work
Mind

Soul
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EMPOWERMENT
If an organization believes in the potential of an
employee, believes in the past track record,
believes in the character and ownership of an
employee, has successfully reposed trust in
him/her in the past, has undertaken mission
critical tasks, have shown belief in the
organizational values and have worked to
strengthen it, then the organization must take
proactive steps in nding ways to empower an
employee.
Empowering an employee means to have trust in
the potential of employee, believing the intent of
the employee for the organization and giving the
employee the space to plan and execute the
activities. The organizational approach for
empowerment has to be incremental and it must
be matching to the outcomes and responsibility
assumed by an individual. The individual
employee should not see empowerment as an end
but as a mean to reach organizational goal.
Empowerment given to an employ can be varied
forms like giving nancial empowerment,
strategic empowerment, execution
empowerment, resources empowerment, task
allocation empowerment, decision making
empowerment, representational empowerment,
task identication empowerment, exibility to
undertake the task, proposing the agendas for
discussion and decision, deciding the best interest
for the team and the organization, negotiating on
behalf of organization, procuring goods and
services an organization ends.
The empowerment generally starts from middle
management level under the mentorship and
support of senior management representatives.
The empowerment process has to be planned by
the organization in terms of time and efforts senior
management is ready to put in for this. The
empowerment process must be a process where a
talent pipeline in middle management is
identied and worked on. The organizational
approach must also be to earmark some projects,
some funds and some junior resources who can be
led by a newly empowered employee. The
organizational approach in empowering
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employee for mission critical tasks must be of
caution and the concerned employee after
successfully undertaking other tasks must be
assigned the responsibility of mission critical task.
The organizational approach for empowerment
must have close monitoring and quick feedback
system so that timely course correction is possible.
Empowerment must lead to an individual
employee satisfaction that he/ she has contributed
to the best of her abilities in making organization
reach its desired goals. A feeling of content and
satisfaction of an employee for his / her is a big
achievement for an organization and this leads to
a unique organizational culture.
The employee after this stage transforms himself/
herself from an employee to a Leader of the
organization.

Enable

Empower

Enhance
Engage

EXPERTISE
Once an employee has been empowered for a task,
and the individual has undertaken the assigned
task and job in a desired manner, and may be
generating more value, then the individual self
condence in undertaking the tasks of importance
increases. The individual is looking for critical
tasks and is keen to make a difference for an
organization. During the process the individual
employee learns to take unique challenges,
unplanned activities, foreseeing the bottlenecks,
optimally utilizing the resources bestowed,
representing the organization on difcult forums,
knowing a way around for doing the things,
handling stressful situations, undertaking
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multifarious tasks with same efciency, strong
negotiation skills, has developed strong conict
resolution skills, strong understanding of
organization working style, taking the best out of
talents in organization and strong nancial
planning and nancial execution.
Once the individual employee reaches the stage of
Expertise, then he / she is looking for impact
making and highly challenging tasks. The
organizational approach must be to gradually
harness this expertise pool of their organization,
but must also start identifying the project /
activity pipeline which an employee can be a part
of or may be lead that the project / activity.
The organizational approach must also be to
engage these employees who have reached the
expertise level to counsel and mentor new joinees
and middle management team. Their journey of
exposure to execution to emotive to
empowerment can give the other employee a
reection of how organization is looking them for
self-development and as they develop they being
entrusted with more organizational level support.
The organizational approach must also be ensure
that the expertise team developed in an
organization must continuously interact with
counterpart expertise colleague. The chances of
Silo formation is very high at this level as the
individual may also start thinking that he /she is
fully competent to handle the task individually
and may not need anyone support or guidance on
this. It is important that the collaborative team
work and collaborative pursuit of organizational
goals is still harboured and practiced by Expertise
employee of an organization. The chances of
attrition at this level is also high, hence the
organization must plan to actively engage the
expertise of employee and understand the value
drivers the expertise employee has and try to
honour them.

ENLIGHTMENT
An enlightened employee is the destination of the
organizational approach adopted by the model. In
an Enlightened leader an organization sees an
answer to all the risks, uncertainties, complex
issues, building on the existing strengths,
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mitigating the shortcomings and the ethical
dilemmas.

Challenges

Solutions
Expertise

An Enlightened leaders acts as a motivator,
inuencer and inuencer for the all the people of
the organization. He / She derives immense
respect in the organization because of the past
accomplishments and for his dedication and
service of the organization.
An Enlightened leader will not only be involved in
setting the strategy and the direction of the
organization but also interact with all strata of the
organization. He will have to continue doing his
tasks and also helping other to do their tasks
effectively. The emotional and compassionate side
of the leader comes out more profusely during this
stage of leadership. The Enlightened leaders are
looking beyond the problems and are looking for
the solutions. The Enlightened leaders are not
only competent to look deep into processes but
they also good at looking deep into people,
understanding their anxiety, happiness, sadness,
inquisitiveness about their job and play the role of
Coach for them.
The organizational approach for enlightened
leaders must be to facilitate:
Organization’s
goal

Organization’s
team

Organization’s
culture

Organization’s
process
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Futures trading and Spot volitality in Indian
agricultural commodity market
Vishweswar Sastry V. N. & Dr. Pundareeka Vittala

Abstract
In the present era commodity market can be said as physical and virtual market place for buying, selling and trading of primary
products. These commodities are Soft commodities which are agricultural products such as wheat, coffee, cocoa and sugar and
Hard commodities like such as gold, rubber and oil. The main objective is to study the correlation between spot and futures
commodity price and to determine the intensity of future trading on spot volatility of the selected commodities and to study the
trading and settlement pattern of agriculture commodity needs and to facilitate yield to agricultural commodity. The GARCH
model is applied to determine the objectives. It is been found that all commodities have positive correlation and also found that
Spot market volatility tends to affect futures market trading activity, measured by trading volumes liquidity.
Keywords: Hard and Soft commodities, Futures and Options, Convenience yield, GARCH

INTRODUCTION
Derivatives are monetary contracts, which do the
price nding for the future based on underlying
assets of the spot market. Basis is the distinction
between spot and future price, in a normal market
expected basis would be positive where as in an
inverted market basis would be negative.
Convergence is the phenomenon of decline in the
basis at which spot and future prices are
approximately the same. It is a function of carrying
cost and interest rate. In the case of commodities
basis may be positive or negative depending on
the supply. In the past agro based economy like
India to guard the interest of riots supporting
prices were announced. This can be avoided if the
farmer's neighborhood is responsive to the
trading system of non-perishable cargo trading in
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commodity market.

REVIEW OF LITERATURE
Sehgel (Sehgal, 2012) examines the effect of futures
trading activity on spot price volatility for seven
farming merchandise. Researcher putrees the
futures quantity into expected and unexpected
components using Hodrick–Prescott lter (HP
lter) and to clearly understand the
destabilization effect: the relationship of the
unexpected liquidity of futures market is done
with unexpected volatility of spot market returns
which is estimated by taking the residuals of the
GARCH model. Researcher found reversed effect
for one commodity (pepper) the effect of spot
volatility on futures trading and for Barley no
causality was revealed either from futures to spot
or Vice-Versa. Thus, the researcher has suggested
that commodity exchanges must be strengthened
and put under strict and active monitoring for
early detection of abnormal trading manners.
R. Sendhil (Sendhil, 2013) analyzed the
competence of futures trading in wheat, chick-pea,
maize and barley in terms of price transmission,
price discovery and extent of volatility in prices.

The objective of the study was to analyze the
growth and efciency of futures trading in
selected agricultural commodities and also the
extent of volatility in prices due to futures trading.
The methods used by the researchers were
Johansen's multivariate approach to examine cointegration of futures market with spot market
prices and the Garbade and Silber's (GS) approach
to estimate the efciency of futures market in
terms of price discovery and GARCH model to
compute the volatility in spot market. The analysis
reveals that volatility's persistence in spot price in
selected commodities had exhibited an explosive
pattern. Therefore the study states that farmers
were not able to participate in the futures market
owing to the small-scale production system
prevailing in India.
Bose (Bose 2008) studied some of the
characteristics of the Indian commodity futures
market in order to judge whether prices indicate
efcient functioning of the market. Data consisted
of the multi-commodity & agricultural
commodities spot and futures indices from the
MCX and NCDEX and global indices maintained
by Dow Jones and Reuters. The methodology used
in correlation. Using the available notional price
indices for the commodity market the researcher
nds that multi-commodity indices, which have
higher exposure to metals and energy products,
with clear and efcient price dissemination in
national and international markets, behaved like
the equity indices in terms of efciency and ow of
information. Agricultural indices on the other
hand did not exhibit such features very clearly.
Kumar (Kumar, 2011) investigated the
relationship between futures trading activity and
spot market volatility for agricultural, metal,
precious metals and energy commodities in
Indian commodity derivatives market. The paper
debated whether the futures trading in Indian
commodity futures market stabilized or
destabilized the spot market. Researcher
examined contemporaneous relationship through
augmented GARCH model in which spot
volatility is modelled as GARCH Researcher
found that both expected and unexpected futures
trading volume affected contemporaneous spot
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volatility positively. However, in case of
agricultural commodities only unexpected
volume affected the contemporaneous spot
volatility. Hedging activity measured by open
interest did not show signicant effect on spot
market volatility. The researcher did not nd any
effect of spot volatility on futures trading activity
for most of the commodities.
Brajesh Kumar (Kumar, 2011) found positive and
signicant correlation between volatility and
trading volume for all commodities under
consideration. The results of dynamic relationship
between volatility and trading activity showed
that only overnight volatility drove the trading
volume but not open interest. It was more
prominent in non- agricultural commodities. They
also found asymmetric relationship between
trading volume and open interest. The lagged
open interest affected volume positively but
lagged volume affected open interest negatively.
It was also more prominent in case of nonagricultural metals.
Mihir Dash (Dash, 2010) analyzed the effects of
futures market trading activity on the price
discovery mechanism of Indian commodity
futures markets. The effects of futures market on
the spot market and vice versa were analysed
using Granger causality techniques to identify
short-run interactions. Causality in commodities
markets can be used to either hedge or speculate
price movements: if changes in spot prices drove
changes in futures prices, efcient hedging
strategies can be formulated; whereas if changes
in futures prices drove changes in spot prices,
efcient speculation strategies can be formulated.
The results of the study suggest that the price
discovery mechanism was quite effective for most
commodities, but might not be very effective for
some commodities.
Mukharjee (Mukharjee, 2011) attempted to
validate the market perceptions of different
bodies on the usefulness and suitability of futures
contract in developing the underlying agricultural
commodity market in agricultural based Indian
economy. The researcher used various
econometric models, such as Multiple Regression,

Oakbrook Business Review

Vector Auto Regression, Granger Causality Test,
GARCH model, etc., to test the concerned
objective.
Popli (Popli, 2012) analysed the efciency of
agricultural markets by accessing the
relationships between futures prices and spot
prices of major agricultural commodities in India.
To analyse the market uctuation in India, UK and
US for a particular period of time, he used cointegration model with simple Graph in this study
to examine lead-lag relationship between spot and
futures prices. The regression analysis with linear
relationship has been applied between spot and
forward prices of the commodities. It revealed that
there was a positive correlation between futures
and spot prices of the commodities. It was also
observed that there was possibility of arbitrage in
those commodities which are traded at both
NCDEX and MCX Commodity Exchanges.

STATEMENT OF THE PROBLEM
Ination erodes purchasing power of money.
Demand push ination occurred in spot prices
may be due to speculative content in a future
trading on the respective commodity. Such a spotprice volatility over the span of time is due to costpush and demand-pull. This paper analyses the
impact of future trading on the spot prices of
selected agricultural commodities like Gaur seed,
Maize, Soya Bean & wheat.

OBJECTIVE OF THE STUDY
1. To study the inter-relationship between
spot and futures commodity price.
2. To ascertain the impact future trading on
spot volatility of the selected
commodities.
3. To study the convenience yield to
agricultural commodity.

SOURCE OF DATA
Secondary data is used for the analysis, which is
collected from MCX for the year 2012 January to
July on selected agricultural commodities chosen
for the study those are Gaur seed, Maize, Soya
Bean & wheat.
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TOOLS USED FOR DATA ANALYSIS
For this study ADF unit root test, GARCH model
and hedging techniques have been used. ADF unit
root test was to check the stationarity of the data.
GARCH or Generalized AutoRegressive
Conditional Heteroskedasticity process is an
econometric model developed in 1982 by Robert F.
Engle, an economist and 2003 winner of the Nobel
Memorial Prize for Economics to describe an
approach to estimate volatility in the prices.
For Gaur Seed the graph (see Table-1) shows that
the price has decreased by 1% at the end of
November. In the GARCH analysis the coefcient
shows the relation between the prices each month.
Here the coefcient is perfectly correlated (0.99).
Since the probability is (0.00) the chance of error is
minimal. Durban Watson detects a relationship
between values separated from each other by a
given time lag since here the Durban Watson
statistic is substantially 2; there is evidence no
autocorrelation i.e. there is no problem in
signicant pricing. Thus volatility is less in this
year.
For Maize the graph (see Table-2) shows that the
price has decreased by 2% at the end of November.
In the GARCH analysis the coefcient shows the
relation between the prices each month. Here the
coefcient is perfectly correlated (0.99). Since the
probability is (0.00) the chance of error is minimal.
Durban Watson detects a relationship between
values separated from each other by a given time
lag since here the Durban Watson statistic is
substantially 2; there is evidence no
autocorrelation i.e. there is no problem in
signicant pricing. Thus volatility is less in this
year.
For Soya Bean (See Table-3) the graph shows that
the price of soya bean has decreased by 18% at the
end of November. In the GARCH analysis the
coefcient shows the relation between the prices
each month. Here the coefcient is perfectly
correlated (0.99). Since the probability is (0.00) the
chance of error is minimal. Durban Watson detects
a relationship between values separated from
each other by a given time lag since here the
Durban Watson statistic is substantially above 2
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therefore there is series of strong negative
correlation. There is no relation between spot and
futures price thus there is volatility.
For Wheat the graph shows (Table-4) that the price
of wheat on November has reached to its original
price which was at the beginning of the year. In the
GARCH analysis the coefcient shows the relation
between the prices each month. Here the
coefcient is perfectly correlated (1.00). Since the
probability is (0.00) the chance of error is minimal.
Durban Watson detects a relationship between
values separated from each other by a given time
lag since here the Durban Watson statistic is
substantially 2; there is evidence no
autocorrelation i.e. there is no problem in
signicant pricing. Thus volatility is less in this
year.

FINDINGS
1. From the GARCH analysis, it was found
out that, the futures trading and spot price
of agriculture commodity is volatile since
the results were not persistent.
2. From GARCH analysis it is observed that
all the commodities have a perfect
correlation and there is minimal error.
3. Hedging technique is used to minimize risk
but still there is a loss in 2012 in barley as
there are chances of the futures spot price
to be more than the short contract price.
4. In gaur seed from 2012-2015 there is price
loss though hedging technique is used to
minimize risk because futures spot price
was higher.
5. There is a price loss in maize from 20122015 though hedging technique is used to
minimize risk as the contract price is lesser
than futures spot price.
6. Soya bean makes prot from 2010-2013
through hedging technique which is used
to minimize risk but makes a loss from
2013-2015 as the futures spot price will be
high.
7. Though there is increase in the spot price in
barley there is a uctuation in the net
gain/loss may be due to price volatility.
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8.

In gaur seed initially the spot price
increases to a high level in the year 2012
and then there is drastic decline till
November 2014 though the commodity is
making a net gain.
9. The spot price of maize increases in the year
2013 but falls after that may be due to
decline in demand and supply and also
due to the decline there is a loss in net
gain/loss during 2014-2015.
10. In the case of soya bean the spot price
increases from 2013-2015 and there is gain
in net gain/loss throughout.
11. The spot price from 2012-2015 increases in
the case of wheat. There is gain till 2013 and
then suddenly there is a loss in the 2014 in
the net gains and losses.
12. Spot market volatility tends to affect
futures market trading activity, measured
by trading volumes liquidity, indicating a
strong speculative interest in the market
the results may be explained by the fact
that spot market is not well-organized and
lacks transparency.
13. The changes in trading pattern is due to
seasonal variation in demand and supply.

SUGGESTIONS
Ÿ

Ÿ

Ÿ

Ÿ

Ÿ

The demand and supply should be
maintained to avoid price uctuation.
Thus there should be equal demand and
supply.
Price volatility encourages investors to
include hedging strategies to minimize
risk.
Futures trading in commodity market play
an important role in price discovery and
price risk management;this must be
encouraged.
Innovative derivative instruments such as
commodity options must be introduced to
attract higher trading volumes and
provide a better risk management
alternative.
The commodity exchanges must
strengthen their surveillance system for
early detection of anomalous trading
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behaviour for all commodities. In case there
is any anomalous behaviour it must be put
under active monitoring on continuous
basis.
Ÿ

SEBI must come out with a long term

investor education strategy. Investor
education is the best way to empower
investors and hence the issue needs special
attention. A well-informed investor's base
shall create greater trading liquidity and
help in avoiding price manipulations.

CONCLUSION
The main objective of this study is to nd out the impact of futures trading and spot price volatility Indian agriculture
commodity market. From the analysis and interpretation it is observed that there is price volatility on Indian agriculture
commodity market due to various internal and external factors. The major conclusion from this study is that the spot
price, futures price and have a direct relationship with each other. Unexpected volatility of spot market returns was
estimated by taking the residuals of Generalized Autoregressive Conditional Hetero-scedasticity (GARCH) model. Spot
price and futures price are positively correlated.
Unprecedented volatility in commodity prices has been a source of great risks, impacting economies and stakeholders
within an unprecedented scale. Hedging using commodity derivatives remains the best means to achieve price risk
management. Thus study found that by using hedging techniques, risk can be minimized irrespective of futures price.
Given the high and increasing volatility of commodity prices, the strategic importance of price risk management through
hedging should, therefore, be never undermined.
The study also found the trading and settlement of the agriculture commodity affected by demand and supply factors.
This means that there is a strong impact of futures trading and spot price volatility on Indian agriculture commodity
market.

SCOPE FOR FUTURES RESEARCHERS
This study did not engage options as part of its methodology. This is an area for future studies.
Neither of the models like GARCH or SPSS provides the accurate data on commodities. Extention of analysis with various
techniques is always possible.
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ANNEXURE
DATA ANALYSIS & FINDINGS
Table 1: Gaur Seed 2014
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Month

Price

Month

Price

January

5007.458333

July

5422.704545

February

4783.536585

August

5548.973684

March

4594.767442

September

5670.545455

April

4796.25

October

5553.529412

May

5220.25641

November

4943.029412

June

5217.627907
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Graph: 1 Gaur Seed 2014
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Dependent Variable: C(1)
Method: ML-ARCH (Marquardt) - Normal Distribution
Date: 01/09/15

Time: 00:02

Sample (adjusted): 1 436
Included observations: 436 after adjustments
Convergence achieved after 16 iterations
Presample variance: backcast (parameter = 0.7)
GARCH = C(2) + C(3)*RESID(-1)^2 + C(4)*GARCH(-1)
Variable

Coefcient

Std. Error

z-Statistic

Prob.

SERIES01

0.999978

9.01E-05

11102.75

0.0000

Variance Equation
C

3.13E-07

1.43E-07

2.182879

0.0290

RESID(-1)^2

0.001145

0.010960

0.104511

0.9168

GARCH(-1)

0.892199

0.048176

18.51946

0.0000

Mean dependent
war
1.000000

S. D. dependent var

0.000000

S. E. of
regression

0.001757

Akaike info criterion

-9.850567

Sum squared
resid

0.001343

Schwarz criterion

-9.813158

Log likehood

2151.424

Hannan - Quinn
criterion.

-9.835804

Durbin - Waston
stat
1.872581
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Table 2: Maize 2014

Month

Price

Month

Price

January

1209.095238

July

1357.307692

February

1212.891892

August

1379.396552

March

1228.071429

September

1277.115385

April

1232.24

October

1164.288462

May

1235.473684

November

1185.225806

June

1241.202439

Garch Analysis
Dependent Variable: C(1)
Method: ML-ARCH (Marquardt) - Normal Distribution
Date: 01/09/15

Time: 07:10

Sample (adjusted): 1 373
Included observations: 373 after adjustments
Convergence achieved after 16 iterations
Presample variance: backcast (parameter = 0.7)
GARCH = C(2) + C(3)*RESID(-1)^2 + C(4)*GARCH(-1)
Variable

Coefcient

Std. Error

z-Statistic

Prob.

SERIES01

0.999991

5.24E-05

19091.12

0.0000

Variance Equation
C

5.74E-07

2.23E-07

2.577378

0.0100

RESID(-1)^2

0.179299

0.062985

2.846719

0.0044

GARCH(-1)

0.384658

0.200361

1.919822

0.0549

Mean dependent
war
1.000000

S. D. dependent var

0.000000

S. E. of
regression

0.001128

Akaike info criterion

-10.73576

Sum squared
resid

0.000473

Schwarz criterion

-10.69371

Log likehood

2006.219

Hannan - Quinn
criterion.

-10.71906

Durbin - Waston
stat
2.400958
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Table 3: Soya Bean 2014

Month

Price

Month

Price

January

3854.391304

July

4114.363636

February

4017.940476

August

3878.118421

March

4211.155556

September

3471.534091

April

4300.542857

October

3070.058824

May

4660.807692

November

3178.060294

June

4223.025
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Garch Analysis
Dependent Variable: C(1)
Method: ML-ARCH (Marquardt) - Normal Distribution
Date: 01/09/15

Time: 12:14

Sample (adjusted): 1 439
Included observations: 439 after adjustments
Failute to improve Likehood after 45 iterations
Presample variance: backcast (parameter = 0.7)
GARCH = C(2) + C(3)*RESID(-1)^2 + C(4)*GARCH(-1)
Variable

Coefcient

Std. Error

z-Statistic

Prob.

SERIES01

0.999189

0.003315

301.4167

0.0000

Variance Equation
C

0.000402

2.27E-05

17.69987

0.0000

RESID(-1)^2

0.232166

0.156449

1.483976

0.1378
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GARCH(-1)

-0.042292

0.081555

-0.518566

Mean dependent
war
1.000000

S. D. dependent var

0.000000

S. E. of
regression

0.018539

Akaike info criterion

-5.430809

Sum squared
resid

0.150543

Schwarz criterion

-5.393592

Log likehood

1196.063

Hannan - Quinn
criterion.

--5.416126

0.6041

Durbin - Waston
stat
2.968535

Table 4: Wheat 2014

Month

Price

Month

Price

January

1643.587234

July

1564.861364

February

1637.792683

August

1578.602857

March

1643.018182

September

1595.9025

April

1536.384848

October

1615.559091

May

1537.673684

November

1630.292857

June

1512.623077
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Garch Analysis
Dependent Variable: C(1)
Method: ML-ARCH (Marquardt) - Normal Distribution
Date: 01/09/15

Time: 12:52

Sample (adjusted): 1 408
Included observations: 408 after adjustments
Convergence achieved after 26 iterations
Presample variance: backcast (parameter = 0.7)
GARCH = C(2) + C(3)*RESID(-1)^2 + C(4)*GARCH(-1)
Variable

Coefcient

Std. Error

z-Statistic

Prob.

SERIES01

1.000017

2.07E-05

48255.22

0.0000

Variance Equation
C

2.63E-08

8.30E-09

3.173395

0.0015

RESID(-1)^2

0.221603

0.0455305

4.891417

0.0000

GARCH(-1)

0.728188

0.048220

15.10142

0.0000

Mean dependent
war
1.000000

S. D. dependent var

0.000000

S. E. of
regression

0.00572

Akaike info criterion

-12.25590

Sum squared
resid

0.000133

Schwarz criterion

-12.21657

Log likehood

2504.203

Hannan - Quinn
criterion.

-12.24033

Durbin - Waston
stat
2.286922
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Make in India: Measuring Performance and
Regulatory Quality
Dr. Ramesh Sardar

Abstract
It's been a year since Prime Minister Narendra Modi launched his ambitious agship Project 'Make in India' to turn around the
nation's manufacturing sector. Buoyed by its success, the government is now all set to launch version 2.0 of this high-prole
initiative. When the campaign started last year, the government took several initiatives. For instance, it asked its envoys in over
160 countries to focus on economic diplomacy during the annual heads of mission's conference, to help government attract
investment and make the Make in India campaign a success.
The present study is an attempt to study the impact of agship Project 'Make in India', and review its performance and regulatory
quality during the last year 2015 and suggestions thereon.
The research paper is based on secondary data, supplemented by country wise data on manufacturing scenario and ease of doing
business ranking. There seems to be various bottlenecks but still the Make in India campaign has been successful in attracting
investment and revived the manufacturing sector.
Keywords: Make in India, Manufacturing sector, Ease of doing business
JEL Classication: L60, G38, O10

INTRODUCTION
World is looking at India as it begins a new phase
in its journey towards being a global economic
Powerhouse. Often labeled as a nation of shop
keepers and traders it is easy to forget that India
represented almost half the world's GDP right up
to the 18th Century, one that rapidly declined over
the next 100 years.
This is testimony to the fact that India has always
had a very mature consumer market as well as a
well entrenched distribution and commerce
framework that extends well beyond its
geographical boundaries. It is heartening that the
government has embarked on an ambitious
journey to build an environment of competitive
growth. The Make in India initiative has been
insightfully crafted to address some of the most

Dr. Ramesh Sardar
Associate Professor,
School of Management Studies,
North Maharashtra University, Jalgaon

fundamental challenges facing the economy
today. There lies the perplexing dichotomy of
India, a country that has the world's youngest and
largest workforce along with the world's greatest
potential market for many years to come.
On August 15, 2014, Prime Minister Narendra
Modi from the ramparts of India's historic Red
Fort gave a clarion call to the global manufacturing
community to “Come Make in India”. On
September 24, the initiative was launched
ofcially and webcast worldwide drawing
enthusiastic Participation from the global investor
community. By unrolling the red carpet for
manufacturers across the world, India has also
won the goodwill of the industry. The Department
of Industrial Policy and Promotion (DIPP),
Ministry of Commerce, Government of India has
taken the initiative a step further by dening the
three pillars for making India the preferred
manufacturing hub of the world— improving
business environment, enabling manufacturing
and opening up foreign direct investment (FDI) in

key sectors.

i)

It's been a year since Prime Minister Narendra
Modi launched his ambitious agship Project
'Make in India' to turn around the nation's
manufacturing sector.

ii) To study the FDI inow after launch of “Make
in India” campaign.

The optimism and the cheer that the PM's
expression of intent to boost manufacturing has
brought to the Indian economy can be understood
from the importance of the manufacturing sector
to the economy's overall health. Manufacturing is
not a standalone activity but by its very nature has
interwoven linkages with other important sectors
and straddles a vast section of the economy. For
instance, 14 major sectors that involve large-scale
manufacturing are textiles, capital goods, metals,
chemicals, petrochemicals, cement, electronics,
automotive, leather and footwear, machine tools,
food processing, paper and tyres. It can well be
understood how the health or sickness of
manufacturing sector has a direct bearing on the
overall GDP of a country.
Apart from make in India, initiatives such as
development of smart cities, skill development,
National Investment and Manufacturing zones,
FDI enhancement, the government is building a
pentagon of corridors across the country to boost
manufacturing and to project India as a Global
Manufacturing destination of the world.
The most important of these corridors is the DMIC
which is one of the largest infrastructure projects
planned in India and spans the six states of Uttar
Pradesh, Haryana, Madhya Pradesh, Rajasthan,
Gujarat and Maharashtra.
The present study is an attempt to understand the
ambitious agship Project 'Make in India', and
review its performance and regulatory quality
during the last year 2015.

OBJECTIVES OF THE STUDY
The study would examine the dynamics of the
Make in India initiative its performance and the
potential it can achieve in the coming times. The
specic objectives of the study pertain to:
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To review the performance and the regulatory
quality of Make in India project in India

iii) To analyse and compare India's rank on the
ease of doing business and distance frontier.
iv) To analyse the procedural bottlenecks and
make Suggestions for Make in India and
Made in India.

RESEARCH METHODOLOGY
The study is based on secondary data. The
required data has been collected from various
sources i.e. research papers, various Bulletins Of
IBEF and BCG, Publications from Ministry Of
Commerce, Govt. Of India, Leading online
newspaper and articles that are available on
internet.

SNAPSHOT OF MAKE IN INDIA
Make in India is aimed at making India a
manufacturing hub and economic transformation
while eliminating the unnecessary laws and
regulations, making bureaucratic processes
easier, make government more transparent,
responsive and accountable and to take
manufacturing growth to 10% on a sustainable
basis.
The campaign was designed by Wieden +
Kennedy. Under the initiative, brochures on the 25
sectors and a web portal were released. Before the
initiative was launched, foreign equity caps in
various sectors were relaxed. The application for
licenses was made available online and The
validity of licenses was increased to three years. In
August 2014, the Cabinet of India allowed 49%
foreign direct investment (FDI) in the defense
sector and 100% in railways infrastructure. Out of
25 sectors, except space (74%), defense (49%) and
news media (26%), 100% FDI is allowed in rest of
sectors.
The major objective behind the initiative is to focus
on 25 sectors of the economy for job creation and
skill enhancement. The government has set an
ambitious target of increasing the contribution of
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manufacturing output to 25 per cent of gross
Domestic Product (GDP) by 2025, from 16 per cent
currently.
The Make in India focuses on new ideas and
initiatives such as Ÿ
Ÿ
Ÿ
Ÿ
Ÿ

First Develop India and then Foreign Direct
Investment
Look-East on one side and Link-West on the
other
Highways and ’I-ways
Facilitate Investment
Foster Innovation

TARGET MEASURES
The National Manufacturing Policy (NMP)
announced by the Government of India in 2013 is a
comprehensive document that envisages
promotion of industrial production, employment
generation through manufacturing, creation of
infrastructure to aid manufacturing and

promotion of investment in the sector.
The primary objective of the NMP is to increase
the share of manufacturing in GDP from the
current level of 16 per cent to 25 per cent by 2022. It
also seeks to create 100 million jobs and make rural
youth employable through skilling.
Another major focus of the policy is the
recognition and promotion of the role of
technology in manufacturing. Technology plays a
primary role in driving innovation and improving
productivity, especially in the micro, small and
medium enterprises (MSME). The government
Under the 12th Five Year Plan has outlined policy
measures to meet the specic IT requirements of
the industry. The prioritized areas of investment
for manufacturing companies in India in FY14,
according to the PwC-FICC I report, are new
product or service introductions, R&D and
facilities expansion, pointing to the importance of
embedding technology into the scheme of
manufacturing activities.

Table No. 1
Aspirational Growth will Make India Third to Sixth Largest Player across the World
Comparison of manufacturing GDP1 (2013-E2030)2

2013

Estimate 2030

Country

USD trillion

Country

USD trillion

China

2.94

China

7.00

United States

2.17

United States

3.22

India

1.42

India

1.22

Japan

1.13

Germany

0.98

India

0.70

India

0.24

Japan

0.89

11%2
3

Germany

0.79

Korea, Rep.

0.41

Italy

0.32

Brazil

0.29

10%

6.5%4
5%5

India

0.24

Mexico

0.22

Indonesia

0.51

Indonesia

0.21

Brazil

0.45

Source: EIU, Euro Monitor, BCG analysis
Note: Manufacturing GDP at factor cost, constant prices (2013)
Based on high ambitions as per original NMP
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Based on govt. and India leadership growth ambition
Based on EIU estimation
Based on least ambitious scenario
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for 30 'high-potential' German companies to
invest in India.

While the downward revision of the base case
target (Table no.1) may seem like a softening of
aspirations, it is important to realize that a
consistent 8-10 per cent growth is not trivial, and
achieving this target would place India among the
top 3-5 manufacturing economies globally, ahead
of countries like UK, Germany, and possibly even
Japan. If the original plans of 11 per cent growth
are to be assumed, then Indian manufacturing
could potentially touch 25 per cent as well by 2030.

Since the start of the Make In India initiative,
regulations and approval processes have been
eased; 100 per cent foreign direct investment (FDI)
have been allowed in all 25 sectors, except space
(74%), defense (49%) and news media (26%); ve
labour courts have been set up in place of 44 labour
laws; various schemes have been started to
support start-ups, and other pro-industry policy
measures are expected in the labour-intensive
sectors where India has been lagging behind.

REVIEW OF MAKE IN INDIA
INITIATIVE
It's been a year since Prime Minister Narendra
Modi launched his ambitious agship Project
'Make in India' to turn around the nation's
manufacturing sector.

Now, the government has shifted gears to lend
more urgency to the initiative. The PM's ofce has
already started work on deliverables pledged to
Fortune 500 companies aimed at helping ease of
doing business and ensuring that the Make in
India campaign is a success.

An analysis of the past 12 months shows that the
Make in India initiative is indeed working. The
Government of India has received investment
proposals of over Rs. 1, 10,000 crore (US$ 16.56
billion) in the last 12 months from a host of
companies across industries. India has become
one of the most attractive destinations for
investments in the manufacturing sector. About
25 per cent of smart phones shipped in the country
in the April-June quarter of 2015 were made in
India, up from about 20 per cent the previous
quarter.

When the campaign started last year, the
government took several initiatives. For instance,
it asked its envoys in over 160 countries to focus on
economic diplomacy during the annual heads of
mission's conference, to help government attract
investment and make the Make In India campaign
a success. States were mobilized and the results
are showing. For instance, a 'Make in Northeast'
initiative has been planned. The Uttar Pradesh
government has secured investment deals valued
at Rs 5,000 crore for setting up mobile
manufacturing units in the state, and Maharashtra
has cleared land allotment for 130 industrial units
across the state with an investment of Rs 6,266
crore. Entrepreneurs of small-scale businesses will
smile more since they will soon be able to avail
loans under Pradhan Mantri MUDRA Yojana
(PMMY). The government has an ambitious plan
to locally manufacture as many as 181 products,
which could help infrastructure sectors.

With a hard focus on the manufacturing sector, the
government is trying to upgrade the skills of its
workforce. Taking a cue from countries such as
Japan and Germany, known for their top-quality
manufacturing, New Delhi is starting an investoroutreach programme with several countries to
bring global best practices in India so as to achieve
world standards and be a part of the global supply
chain. The government recently launched Make in
India Mittelstand, a business support programme

Table No. 2 FDI INFLOWS (IN MILLION)
Sectors

April 00 June 2015

Recent Dec 2013
- June 2015

% contribution
to recent FDI

Computer Software & Hardware

17,575

5,344

11.1

Trading

8,958

4,618

9.6
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Telecommunications

17,453

4,515

9.6

Service Sector

43,350

4,526

9.4

Automobile

13,477

4,311

9.4

Construction Development

24,098

1,104

8.9

Total

2,58020

48,179

100

Source: DIPP, Emkay research
While FDI ows(Table No.2) into Make in India
industries have increased, the export focus of the
campaign seems to have been diluted in favour of
the Digital India sectors. While the Automobile
industry has been considered as an important
driver of the Make in India campaign, evidence
suggest that most of the FDI ows have been aided
to capture domestic demand.

Ÿ

IKEA plans to double sourcing from
India to Rs 630 million (US$ 711.65
million) by 2020.

Ÿ

Foxconn is planning an aggressive
expansion in India, building up to 12
new factories and Employing as many as
one million workers by 2020

Ÿ

In an effort to push Digital India
initiative, Silicon Valley-based tech giant
Qualcomm will invest $150 million for
Indian start-ups.

Ÿ

US-based Hewlett-Packard has said it
will focus on mobile printing and will
explore the Possibility of setting up a
printer manufacturing unit in India.

Impact of Make in India
Ÿ

Sony Corp is getting back to
manufacturing in India after nearly a
decade with

Ÿ

Plans to make two models of the Bravia
brand of television sets at Foxconn's
Sriperumbudur plant.

Ÿ

The Hinduja Group launched its digital
TV distribution business as part of its
Make In India Push. It will work on the
head end-in-the sky (HITS) technology
and entail a minimum investment of
Rs.5, 000 crore.

Ÿ

Czech Republic companies are looking
forward to invest in sectors like
automobile, energy, Infrastructure and
defense in India.

THE BUSINESS ENVIRONMENT
For policy makers, knowing where their economy
stands in the aggregate ranking on the ease of
doing business is useful. India improved its
position from the last year's 134 to 130 in the World
Bank doing business 2016 ranking which was
released recently.
Last year's report ranked India at 140, but this
year's report features the recalculated 2015
ranking, in which India comes at 134, computed
according to a new methodology. India also
improved its distance to the frontier a measure of a
country's absolute Performance.

Ÿ

Hitachi India is looking at various
businesses for expansion in India,
including IT, healthcare, Transportation,
water, as well as oil and gas.

Ÿ

Siemens has announced that it will invest
Rs 1 billion (US$ 1.13 billion) in India to
add 4,000 Jobs to its existing workforce
of 16,000 in the country.

Also useful is to know the comparative ranking on
doing business in India (Table No.1) how it ranks
relative to different parameters on ease of doing
business in India.

Ÿ

Samsung Electronics has invested Rs 517
crore (US$ 77.82 million) towards the
expansion of its manufacturing plant in
Noida.

The economy's rankings and distance to frontier
scores (gure 1.1) on the topics included in the
ease of doing business ranking provide another
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ranking from 134 to 130. India ranks in the top 10
in protecting minority investors (8), as its law
grants minority shareholders strong protection
from conicts of interest and provides extensive
rights to shareholders in major corporate
governance.

perspective.
Among the south Asian economies, India made
the biggest improvement in business regulations,
increasing its distance to frontier score by 2 points
and moving up in the ease of doing business
Ranking Parameters

Doing Business

Change in Rank

Rank 2015

Rank 2016

Overall Rank

134

130

+4

Starting a Business

164

115

+9

Dealing with construction permits

184

183

+1

Getting electricity

99

70

+29

Registering a property

138

138

0

Getting credit

36

42

-8

Protecting Investors

8

8

0

Paying Taxes

156

157

-1

Trading across borders

133

133

0

Enforcing Contracts

178

178

0

Resolving Insolvency

136

136

0

(Source: World Bank, 2016 doing Business database)
Figure 1.1 How India and Comparator economics rank on the ease of
doing business and distance frontier

Mexico (Rank 38)

73.72

Russian Federation (Rank 51)

70.99

China (Rank 84)

62.93

India (Rank 130)

54.68

Regional Average (South Asia Rank 128)
Bangladesh (Rank 174)
0

53.71
43.1

Distance to frontier score

100

(Source: Doing Business database)
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Note: The rankings are benchmarked to June 2015
and based on the average of each economy's
distance to frontier (DTF) scores for the 10 topics
included in this year's aggregate ranking. The
distance frontier score benchmarked economies
with respect to regulatory practice, showing the
absolute distance to the best performance in each
Doing Business indicator. An economy's distance
to frontier score is indicated on a scale from 0 to
100, where 0 represents the worst performance
and 100 the frontier. For the economies for which
the data cover 2 cities, scores are a populationweighted average for the 2 cities.

PROCEDURAL BOTTLENECKS
The government is trying its best to improve the
ease of doing ranking, However, India's position
in the 'Doing Business' annual reports published
by the World Bank continues to be less than
favourable. The latest rankings place India 130th
among 189 countries; lower than its BRICS (Brazil,
Russia, India, China, and South Africa)
counterparts.
Following roadblocks have been identied which
may impede growth and hamper the
implementation of Make in India initiative.
Land Acquisition: The current laws make
acquisition costly as well as tedious. A robust
Land Acquisition policy which would make
acquisition much easier along with an attractive
R&R package is essential for investment in
infrastructure and manufacturing. The
contentious Land Acquisition Act of 2013, The
2013 Act required consent of 70 per cent of
landholders for PPP projects, and 80 per cent for
private projects. The NDA bill did away with this
requirement. Ever since the government brought
the Ordinance, the proposed changes were
vociferously opposed by not only Opposition
parties but even NDA allies like Shiv Sena and
Akali Dal besides key afliates of RSS.
Government had to promulgate the Ordinance on
three occasions as it faced a number crunch in
Rajya Sabha to pass the bill.
Labour Laws & Legal structures: India's labour
laws and Legal structures are rigid and inexible

Oakbrook Business Review

that needs to be addressed. Progressive labour
laws would create more job opportunities in the
market and would contribute towards the growth
of manufacturing sector.
One of the key factors impacting India's low
ranking in the World Bank's report on Ease of
Doing Business is to do with legal structures and
the arbitration process. India's judicial system
takes an average of 1,420 days to resolve a
commercial dispute. On the other hand, countries
with a high ranking take only 4 to 6 months.
Multiple Taxation: There is a need for
simplication of tax laws and earliest
implementation of GST to remove multiple
taxation and to rationalize the tax system. GST
being a constitution amendment bill, it has to be
passed by two third majority in both the houses of
Parliament and at least by 50% of state
legislatures. The government was hoping to
rollout the GST from April 1, 2016 but the
Constitution Amendment Bill is stuck in Rajya
Sabha as it could not be taken up for discussion in
the Winter Session of Parliament Dec, 2015. The
new tax regime is touted as the biggest reform in
the indirect taxation since independence and
would subsume levies like excise, service tax, and
other local levies.
Companies Act 2013: The Companies act in its
current form is detrimental for all the companies.
The Act of 2013 need to be scrapped instead of
making any attempt of modifying it and a fresh act
in spirit of corporate governance should be
drafted.
Grey market: Grey market can scupper 'Make in
India' campaign, In an environment where
legitimate industry players are up against illicit
trade practices such as counterfeiting, smuggling,
and piracy, they have less incentive to invest,
compared to markets that offer stronger
protection of their brands and rights. The
availability of large quantity of illicit goods
undermines the growth of manufacturing.
Management Talent Crises: The country’s
manufacturing sector seems to be headed for
management talent crises that could become a
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major roadblock to the government's 'Make in
India drive'. A study by management consulting
rm Hay Group has revealed that 73% of
manufacturing industry leaders are creating
demotivating environment in their organizations
compared to service industry leaders, which is
instrumental in the sector operating below
potential.

India.
Ÿ

Indian economy in general and
manufacturing sector particular needs great
priority in terms of ease of doing business in
India and other procedural bottlenecks.

Ÿ

To give impetus to the make in India drive
we need skilled people to increase the
productivity, India's advantage will not lie
in cheap labour, but in skilled, and
productive labour.

Ÿ

Growth in the manufacturing sector will
boost the employment opportunity and will
help in harnessing demographic dividend.

RESEARCH AND POLICY
IMPLICATION
Ÿ

This research provides future direction for
the growth of manufacturing sector in

CONCLUSION
Despite the progress in the 'Make in India' initiative over the past year, including in Indian policies that affect foreign
businesses operating in India, the rapid pace of change ought not obscure how much work remains to be done. The
ndings of this research paper suggest that caution is in order when making predictions about the future direction of
India's economic policy.
Real roadblocks do remain: the Indian market is fraught with challenges, new investment remains difcult, licensing and
regulatory approvals are lengthy, and IP protections are inconsistent. The stakes will only continue to rise as high rates of
Indian economic growth return and India seeks greater foreign engagement as part of the “Make in India” campaign.
Indian policymakers should appreciate that the degree to which foreign companies will participate will in part reect
their condence in Indian business policies, of which manufacturing sector is an important dimension.
Going ahead, the Indian manufacturing sector provide an excellent opportunity to international investors to collaborate
with existing businesses as most of the businesses have plans to expand through various options. This also reiterates the
fact that the businesses are actively willing to participate in the Make in India mission of the government. With various
initiatives being implemented by the government to facilitate the ease of doing business, the manufacturing sector in
India is expected to pick up pace and will provide immense opportunities to domestic and international investors to come
and make in India.

LIMITATION OF THE STUDY AND SCOPE FOR FURTHER RESEARCH
The study is based entirely on secondary data. Primary data could not be collected. Data was available only until 2016
from various sources. All the 25 sectors of Make in India could not be covered, which affected the study. so the future
study can be extended to study all the 25 sectors, which will gure out the real scenario of growth and investment.
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The Scope of Gamication in workplace
Priyanka B. Dave

i

Abstract
Gamication has emerged as a signicant trend in recent years. Gamication is the usage of game-thinking and game mechanics
in non-game scenarios such as business environment and processes, specically in recruitment, training and development, and
motivation; in order to engage users and solve problems. This paper explores the current state of gamication in organisational
functions such as recruitment, selection and other HR initiatives.
Keywords: Gamication, Game at work, Game based learning

INTRODUCTION
Gamiaction, or using games to elicit interest and
activity has become a buzz word today. School
games, games on mobile and computers and
several other interactive games have become a
norm. The games have crossed the regime of
children and their past time activity to now take on
as an important tool for adults and being used
effectively to build business context, whether it is
for branding, merchandising or for other
activities. The recent rage related to Angry Birds or
World of Warcraft or candicrush have crossed all
boundaries and have been included as part of
merchandising as well. The fact of the matter is
that the user gets addicted to playing such games
and is obsessed about trying to beat an old score,
reach new level (goal) and build their sense of
worth. These games have become a tool for
learning the basic concepts of life and other similar
notions. HR as a discipline is also experimenting
with gamication techniques to employ, train and
engage its talent.

WHY GAMIFICATION?
Gamication- It seems like all of a sudden people
have started using this word everywhere. The
purpose of this paper is to understand the
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meaning and concept of the term Gamication.
The paper is constructed as follows. Firstly, key
concepts are dened. Second part of this paper
contains integrated review of literature followed
by the third part of case studies which allows us to
investigate how different organizations use
gamication for different functions.

METHOD
As it is an emerging eld, few comprehensive
works exist describing gamication. This paper
draws from white papers, research papers,
gamication resources like gamication.org, and
articles from gamication companies, articles
from business and human resource publications.
A search of computerized database EBSCO,
JSTOR, Emerald, Science Direct, library was also
carried out. Search items included keywords like
gamication, game based learning, play at work.
Papers were selected for inclusion only if they met
with the aim of the review and were published up
to the year 2015. Additional papers that did not
come to light in the initial literature search were
obtained through an examination of reference list
of published papers and supplemented by a
manual search of gamication in journals, books
and articles.

LITERATURE VIEW
Over the past ve years, games have taken off in
the learning and development eld with a

number of companies integrating game based
learning into their curriculums. Organizations
like Marriott, Cognizant, Deloitte, Aetna, and a
few others are using gaming to improve their
workforce alignment, enhance employee skills,
solve complicated issues and tap into new talent
pools. Typical game design techniques consist of
goal setting, competition, real-time feedback and
rewards.

GAMIFICATION: A NEW TREND
Gamication is more recent accumulation to the
lexicon of play. Ferrara John, (2013) has suggested
that there is “no formal deniation” gamication
but other author have used adenation of
gamication as, “a technique that seeks to apply
game-mechanics to non-game contexts”. Huotari,
(2012) dene gamication as “a process of
enhancing a service with affordances for gameful
experiences in order to support users' overall
value creation”. The term gamication was
predominantly adopted by learning and
development practitioners and consultants who
started promoting gamication as a motivational
tool that drives engagement from employees and
customers .
From year 2010, a new trend of gamication has
emerged. Gamication applies elements that
associated with video games (game mechanism
and game dynamics) in non-game applications. It
targets to increase people's engagement and to
promote certain behaviours . Although the
concept has been explored primarily in the
marketing area, the potential of its application has
been stretched to other areas such as human
resource management, Health, Environment,
Government or Education.
The potential for gamication to increase
participant's engagement and motivation and that
makes an attractive feature for HR functions.
There are several areas where gamication can
enhance HR functions of the organisation. While
gamication has conventionally been applied in
learning and development and customer

engagement, there is a new trend toward applying
it internally to the workplace: enterprise
gamication. Enterprise gamication is a
gamication directed inward at an organisation;
employers use gamication for employees rather
than customers. Within the gamication industry,
enterprise gamication is a quickly growing eld.
Zoë Epstein , (2012)describes the reason for the
shift towards enterprise gamication: “It's about
reputation and providing and creating a bigger
knowledge base and people being recognized for
their contributions to that knowledge base".
Apart from educational purpose, in recent time
gamication has seen rapid adoption in business,
marketing, corporate management, and wellness
and ecology initiatives . This is driven by its
potential to shape users' behaviour in a desirable
direction. Loyalty programs such as the frequent
yer programs1, Foursquare, and Nike+ are often
given as examples of successful gamied mass
market products. Stackoverow.com provides
another example in which users' reputations
increase as they answer questions and receive
votes for their answers. Online education sites
such as codeacademy.com and khanacademy.org
use game elements to better engage users. The
more courses and lessons that users complete, the
more badges they earn. Sites like eBay and
Fitocracy use game elements to keep people
engaged and to encourage friendly competition
between users.
The use of games, simulations, and other
multimedia-rich applications in hiring, selection,
and assessment processes has increased
dramatically over the past decade, particularly for
managers that work in customer service, sales, or
business professional roles.

CASE STUDIES ON APPLICATION
OF GAMIFICATION
Marriott and its recruitment strategy
Marriott International Inc. was an early adopter to
experiment how gamication can be used to

1

A frequent-yer program (FFP) is a loyalty program offered by an airline. Many airlines have frequent-yer programs designed to
encourage airline customers enrolled in the program to accumulate points (also called miles, kilometers or segments) which may then be
redeemed for air travel or other rewards.

50

Oakbrook Business Review

recruit new employees. Generally gamication
mechanism work inside the organization. For
example companies are regularly getting many
proles/CVs but it doesn't assure that the person
will be the best possible performer for
organization. So companies started implementing
gamication into the hiring process and can say
that screening process is replaced by game.
Marriot developed a hotel themed online game
which is similar to Farmville2 or The Sims3, in
which all the players have to deal with all
responsibilities of a hotel kitchen manager. It was
created with the intention to encourage people to
take interest in hospitality sector for their career.
Users of such games become familiar with the
industry and its operations, all the while earning
virtual rewards that will develop the image of the
industry in their eyes. At My Marriot Hotel on
Facebook, one can start playing this game by
selecting any language from the list of languages,
and then begin managing a “virtual” hotel
restaurant kitchen. The underlying principle
behind this game is that as Marriott expands in
growth markets outside the U.S., and company
seeks to attract more Millennial. 4The company
must discover new ways to interest them in
hospitality careers. This becomes especially
critical in emerging markets where the hospitality
industry might be less established. The next step
for gamication will likely bring it thoroughly into
the recruiting process, attracting candidates
through social games on platforms that include
Facebook, LinkedIn and even job boards like
Monster.
Gamication: Recruitment tool in US Army
Games are fun but also tricky. Armies are not
stranger to using games. Forty years ago, the
Army specially made a training game called
“Fireght” from James F. Dunnigan, developer of
many strategic board games. Fireght later
became a commercial game and used for strategies
and training purpose. U.S. Army is considered the

best example of how government uses
gamication to endorse awareness, loyalty to
attract new recruits. They use gamication as a
recruitment tool. This was rstly released in 2002
and still alive and well, comes as a multiplayer
tactical shooter that brings the reality of war into a
game, so one can check whether one have what it
takes to become a soldier or not. Their goal is to
earn the Badges of Honour and afliate with the
American Army. After millions of new potential
recruits, the success is clear and now the U.S.
Army number one recruitment tool. The
candidates get attracted by this type of nontraditional strategies way more than typical
recruiting process.
L’Oreal’s online selection programme, ’Reveal’
Reveal is an innovative business game by
cosmetics major revolutionary, L'Oréal. It is used
for recruitment and selection purpose. Recruiting
volume and difculty both ramp up and rms also
begin to realize that there is a signicant shortage
of talented and currently up-to-date recruiters too.
It's helpful to conrm professional path or
discover what your future could be within a global
business. Hence the goal of the game is to be
nominated for an internship or a full time position
in a preferred skill like sales, marketing, etc. For
L'Oréal this is a way to identify new talents and for
candidates to nd out if the company is the right t
for them. The game REVEAL challenges players to
create a new product and that even helped them to
get fresh and innovative ideas for new products.
Gamication also helps to boosts and builds
employer brand by differentiating a company
from other competitions. Gamication is highly
used for recruitment in companies. Candidates
who come to interviews through a gamied
application process have a totally different
experience than the traditional resume to
interview to offer process, and are thinking
differently about your company than other
employers.

2

FarmVille is a farming simulation social network game.
The Sims is a life simulation video game series.
4
The term Millennials is usually considered to apply to individuals who reached adulthood around the turn of the 21st century.
5
REVEAL by L'Oréal" is the lastest innovation of L'Oréal in terms of business games and it has been created to help students and
graduates to dene their professional preferences and to explore their suitability for different types of career within L'Oréal.
3
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Gamication generate an interactive candidate
experience that can revive a lifeless recruitment
process, especially for IT recruitment. Google,
Facebook, and IBM use online programming
contests in their IT recruitment to attract the
potential applicant and assess their programming
skills at the same time.
Gamication is a business instrument that sues
data to drive motivation, generate insights and
improve outcomes. It is a business tool that uses
data to drive motivation, generate insights and
improve outcomes. As with any business tool, if a
company want to maximize ROI, they need to
make sure it's linked with company'sbusiness
strategies, and KPIs. It is a powerful way to
inuence specic behaviors. It makes training
more effective by making it more interesting.
Gamication for Employee health and wellness
Now a days we have become more conscious
towards living healthy and t life style. In recent
time gamication of health and wellness has
become one of the fastest growing market.
Organizations also encourage activities like

corporate walking. BMI reduction, weight loss
and healthy eating competitions. A company
named Stepathlon Lifestyle Pvt. Ltd. (SLPL)6
which is a global wellness organization that
encourages activity and fosters health and wellbeing in a fun and inclusive manner. The company
has stepathlon 12 month program consist100 day
race, which encourage global, mass participation
corporate7. This program encourage employees to
become active and t and participation have to
walk a minimum of 10,000 steps daily to stay
active. Their free application for smartphone with
embedded gamication mechanism are making it
easier for employees and companies to get on the
healthy lifestyle.
Companies participating in Stepathlon can enter
as many teams as they want. Each team comprises
ve employees, called Stepathletes, from single or
multiple locations. Companies like GVK, JW
Marriott, The Park hotels, Apollo hospitals,
Castrol. CEAT, TATA steel, Aviva life insurance,
Jindal steels, Idea, HDFC life were the participants
of this initiative.
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Trade Mark: A Weapon to Protect Brand
Shraddha Sheth & D. N. Chhatrapati
Abstract
Rapid advancement in technology and liberalization of the Indian economy havegiven rise to a competitive environment, large
number of brands and intense competition among them. The intensity of competition have also led to a set of undesirable activities
like imitating, copying, forging, counterfeiting etc. of the most popular brands. A trade mark is a legal term for what is more
commonly known as a brand name. Various forms of brand attacks, such as counterfeiting, duplication, re-circulation, relling,
etc., are rampant in the market. A brand represents an image and the consistent assurance of quality that a customer has the right to
expect. However, duplicate products that enter millions of homes today bleed brands and original Brand Owner's revenue and
reputation;they adversely impact the gullible consumers and the manufacturers and traders of the original brand. Trademarks are
used to connect products or services with a trader so they serve as a badge of origin identifying the source of the products or
services. As such, trademarks are closely connected with our business reputation, and should be protected. The present study
attempts to focus on “Trademark” as an effective tool for Brand Protection.
Keywords: Brand Protection, Brand attack, Trademark

INTRODUCTION
“What's in a name? that which we call a rose By
any other name would smell as sweet.”
William Shakespeare, Romeo and Juliet.
Natural objects and things would mean the same
irrespective of what you call them. However, in
the modern day capitalist or market economy
there are many things that do not follow this
dictum; for them name or the way name is
pronounced or the way it is written would make a
difference. Imagine the day beginning with brush
with COLGATE, followed by Surely, our day and
life is incomplete with a lot of brands.
Brands provide customer loyalty and recognition
to Brand Owner's offerings. Brands also serve the
consumers by assuring a host of related factors
such as origin, quality, value of goods and
services. An intangible agreement comes into
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existence between consumers and company
selling products; this gives rise to birth of “Brand”.
Based on prior reputation a consumer chooses a
particular brand over others.
Building a brand demands considerable
resources, hard work, time and investment. When
a brand is established, it becomes an object of
envy. Invariably there will be many followers who
would like to avail the benets similar to those
enjoyed by a leading brand, if possible, without
going through the hassle of the time and resource
consuming brand building process. Such attempts
would be detrimental to the original rms who
have built the brands the hard way. Trade Mark is
one of the means to protect such rms against
brand attacks.
Trade Mark registered or not is the unique name,
sign, symbol, word, letter, numeral, label,
combination of colors etc. that would distinguish a
specic brand from others. The brand essentially
envisages identifying systems, encompassing a
personality, a relationship, and an image in
consumer's mind. The most visible part of the
brand is its elements: name, symbol, logo,
associated colors, these are the most visible
elements that help to memorize and remind a

Brand. The consumers usually don't go beyond
this supercial level of brand recognition.
The purpose of this study is
Ÿ To understand the Brand-attacks; and
Ÿ To comprehend Trademark registration as
a Brand Protecting strategy

REVIEW OF LITERATURE
In a landmark study (Nistorescu et al, 2013) a
brand is dened as the sum of meanings and
signicances of a product, beyond its utility and
service; whereas the trademark identies a
property-right of an enterprise over the product.
This study is very useful in clearing the confusion
and cobwebs over the concepts of brand and trade
mark.
In a study Bernhard Gill (Gill, 2009) explores the
dynamics of property rights with respect to
genetically modied crops and those that are not
genetically modied. According to the author,
physical intricacies and the implicated social
relations are signicant determinants in the
respective intellectual property rights.
Philipp G. Sandner (Sandner, 2009) studied
trademarks to explore brands as intangible assets.
The results show that nancial markets value only
the development of brands, while the creation of
brands is not nancially valued. These results are
interpreted by the cash-ow potential of brand
development. Future cash-ows can be expected,
rst, when companies re-use existing brands to
introduce new products, and second, when
companies coherently and further develop
previously established brands rather than
creating numerous new ones.

THE CONCEPT OF TRADEMARK
The Trade Mark offers a property right;
meanwhile the brands is a relation between an
audience group and a product, idea, service, with
the aim of adding value to a business (Bogdan,
2010, p. 32). It is necessary to understand the Trade
Mark because the Trade Mark provides legal
mechanism to protect the brand.

are an important way to convey information to
consumers in a cost effective manner. Choosing
and defending a trademark is often a very
important part of a rm's marketing strategy.
According to Section 2 (m) of The Trade Marks
Act, 1999, “mark” includes a device, brand,
heading, label, ticket, name, signature, word,
letter, numeral, shape of goods, packaging or
combination of colors or any combination thereof.

(Word)

(Logo)

(Letter)

(Device)

Fig-1: Examples of Trade Mark

In the above examples, Apple i-pod itself is a mark
as a device-mark. The round circle in the Apple ipod has achieved huge reputation due to its usage
and people are easily able to differentiate between
other i-pod and the Apple i-pod due to its
functional part of the round circle. The Apple has
asked the Trade Mark Registry for the registration
of a Trade Mark for their functional part round
circle as a device mark and they successfully
received the registration for it.
When the logo and word both are in combination,
then that mark is known as a composite mark. The
best example of composite mark is NESTLE,
where one can nd a bird is sitting in the nest and
below it, the word NESTLE is written. The
composite mark has more strength due to its
image and word combination. It gets easily
registered in the mind of the consumer as well.

For William A. Knudson (2006 pp. 04) Trademarks
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The average intelligence consumers are also able
to differentiate the mark due to its more
distinctiveness.
According to section-2(zb) of The Trade Marks
Act, 1999, “Trade Mark” means a mark capable of
being represented graphically and which is
capable of distinguishing the goods or services of
one person from those of others and may include
shape of goods, their packaging and combination
of colors. The mark has to fulll two important
conditions to become Trade Mark: (i) Graphical
representation, and (ii) Distinctiveness.
(i) Graphical representation- For registration of
mark as trademark, the basic condition is that, the
mark needs to be represented in a graphical
form.It is easy to make graphical representation of
conventional mark like Coca-Cola, Adidas, Amul
etc. The challenge comes when marks are nonconventional marks. The sound mark, smell mark,
and taste mark are non-conventional marks and
are difcult to put in graphical representation. It is
one of the limitations of Indian Trade Mark Act
that trademark cannot be registered if it cannot be
represented graphically.
(ii) Distinctiveness- The distinctiveness can be
achieved by two ways: -a) Inherent
distinctiveness, and b) Acquired distinctiveness
a. Inherent distinctiveness – When a coined
word is used as trademark for the rst
time, which has neither been heard before
nor has been known, that mark is said to
have acquired Inherent distinctiveness in
the market.It is always advisable to coin a
new mark so that it can achieve
distinctiveness from the day oneand in
turn reduces legal compliances to be
followed and will eventually grant a better
protection. For example, Google.
b. Acquired distinctiveness –A Trade Mark
can also acquire distinctiveness by longer,
continuous and uninterrupted usage. For
example, TATA.
The Trade Mark may be registered or
unregistered. According to Section 2(v) of The
Trade Mark Act, 1999, “Registered Trade Mark”
means a trade mark which is actually on the
Oakbrook Business Review

register and remain in force. The registered Trade
Mark can use ® with their Trade Mark. The
unregistered Trade Mark shall not use ® with their
mark but can use TM with their Trade Mark
irrespective of that if they apply for registration or
not.

CONCEPT OF BRAND AND ITS
IMPORTANCE
A brand is a much more than merely a 'legally
defensible proprietary name' (Lopes 2007 pp. 5)
and it serves more than as a differentiating device,
indicating source. Brands are essentially identity
systems, encompassing a personality, a
relationship, and an image in consumer's minds.
For Allen Adamson (2006, pp.33-34), brand is a
promise that links a product or a service to a
consumer. Brands represent mental associations
that activate themselves in relation with different
products we buy. Brand is a shortcut that helps
and simplies the buying decision process and
creates a symbolic content.
Building a brand image is a long term-process. The
brand value is given by the intensity of nancial,
rational and emotional connections established
between the brand and its clients. As a
consequence, building the brand image is made on
a rational and emotional basis, which is shown in
Fig-2.
Resonance
(Loyalty, Commitment, Community)
Reasoning
(Consideration, Safety,
Credibility, Quality,
Superiority)

Feelings
(Love, Entertainment
Social acceptance)

Performance
(Basic characteristics,
Reliability, Service efciency,
Design, Price )

Representations
(User’s Prole, Personality,
Values, Buying Experiance)

Brand Recognition
(Association, Classications, Identications)
Fig-2: Brand Building (Source: Kevin Killer, Strategic
Brand Management, Pearson Education, 2008, p.61)
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The left side [of Fig-2] represents a rational path
related to brand building, and the right side
represents a more emotional approach. The most
powerful brands are built using both dimensions.
For Keller (2008, p.48), the brand is a set of mental
associations, which come to sustain the value of a
products or a service. These associations must be
strong, favorable and unique. As the signicance
and importance of Branding have increased, so are
attacks on established brands. Competitors try to
take advantage of well established brands and opt
to unfair practices, which in turn harm the
reputation of the brand holder.

HOW BRANDS ARE ATTACKED
Brands, the soul and essence of many businesses
in the modern world are subject to attack even
without the fair practice. Today majorly, brands
are subject to two types of attack, i.e. fair and
unfair attacks. Fair attacks are done by competing
brands whereas unfair attacks are done through
forgery, fraud and every devious means of
cheating, misguiding and creating confusion in
minds of the consumers. Visible as well as
invisible “shield” must be used to protect a brand
from the attack and defend against fair and unfair
attack countering every instance of non-heraldic
cheating. The Brand owners must take proper
precautions to protect their intellectual property
and every available technique to mitigate the risk
of attack on the brand. Following are some types of
Brand attacks:
There are mainly 4 types of Brand Attacks
1.

Tampering: In the Indian environment,
tampering is prevalent, it is done to tinker
with the product or packaging with an
intension to pilfer, modify, adulterate or
replace. In various industries opening
secondary packaging is very common.
Though there is no ofcial data available but
it is estimated that 1% to 3 % loss happens to
companies' due to pilferage or damage
during transit.

2. Replication: In replication attacks are made
with an intention to fool customer and in
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turn an imitation of the product or
packaging or both are created. The motto is
to create an impression in customer's mind
that he or she is buying the right product.
There are mainly 4 types of Replication
which are also known as “Spurious”:
Ÿ

Imitation of shape/colour: These are
the imitations that copy the
shape/Colour of the originals. These
are lookalike products which are
usually seen in the rural part of India.
FMCG products are mainly attacked
in this type.

Ÿ

Great resemblance of brand name: In
this attack, not only Colour and shape
rather Brand name has also a great
resemblance with the original
product and brand. This is also
known as pass off.

Ÿ

Duplication: It doesn't misguide the
routine buyer but makes fool to rst
time buyer. The imitators keep the
good quality packaging of the copied
products to match it with the original
one. It is an alarm for the “Brand
owners” to be more aware and act.

Ÿ

Counterfeits: Counterfeiting is the
extreme level of replication. The
product's shape, colour, size,
packaging everything has an exact
match with the original one. Most of
the routine buyers may also get
adversely affected with the
counterfeits. If any Brand is being
counterfeited, then the Prot and sale
has a danger to go down.

3. Diversion: In this type of attack, online
trafc is diverted to unauthorized,
competitive, illegitimate or portable
fraudulent venues thereby reducing the
return on investment made on marketing
one's brand. This tactic may include
search engine marketing abuse, spam,
cyber squatting, SEO manipulation and
other techniques. The aim of these attack
is to steal trafc meant for legitimate sites.

Oakbrook Business Review

3. Recirculation: Recirculation of the authentic
packaging and lling it with spurious
products. This recirculation mainly happens
in developing countries where leftover
containers of the original products are bought
by the scrap traders which mean it has a resale
value. In many markets there are proper
guidelines and schemes regarding disposal or
collection of the packaging. Many dealers also
offer small discounts on returning the
packaging materials. Mostly the recirculation
cases occur in liquor and Bottled water
industries, Auto spare industry.
Nowadays all of the above forms of brand
attack are present across the globe and have
become a hot topic internationally as
well.Therefore, it is very important to protect
your brand and Trademark,one of the
intellectual property,is the most important
tool to protect it.
The IP legislation is exible and applies case to
case basis, purely on the facts and circumstances
of each case. Therefore, it is imperative from a
brand manager perspective that brands are
marketed in such a way that they warrant the
widest protection possible. General Management
of commercial establishments now seeks legal
redress at every pretext and against every such
party that seeks to encroach upon exclusivity built
around a trademark. Apart from this, companies
have now become more proactive in protecting
their brands and also do internal reorganization of
brands/trademarks wherever required.
Therefore, the gospel of brand management has
amalgamated with IP to bring forth the novel
theory of Trademark Management.

TRADE MARK PROTECTIONS IN
INDIA
According to AnkitPrakash (2009, pp. 117-119),
Registration of IP rights is evidence of the
registrant's legitimate ownership of such rights.In
India recently on 6th March, 2017, The Trade Mark
Rules, 2017, came into effect. According to new
rules one can take following steps for protecting
the Trade Mark:
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1. Request to registrar for search: Under Rule 22 of
trademark Rule, 2017 any person can request
the registrar to search for an identical or similar
trademark, whicheither has been registered or
an application for whose re-registration has
been led.The request to registrar for search is
very useful for any who wants to start a new
business adopting new Trade Mark for his
business. He can search about same or similar
Trade Mark available in record of the registry
by following the search process.
2. Registration of Trade Marks:According to Rule
23, Trade Marks Rules (TMR), 2017, an
application for the registration of a Trade Mark
in respect of specication of goods or services
shall be made in Form TM-A and shall be
signed by the applicant or his
agent.Registration of Trade Mark is utmost
important for any trader. It protects the
trademark and also can le infringement case
against the unauthorized user of identical
Trade Mark. The certicate of registration is
useful as a prima facie case for any legal
process. Once a trademark is registered, the
proprietor avails all the benets of the
ownership of the property.
3. Section 29 of Trade Marks Act, 1999 provides
remedy to registered proprietor of trademark to
le infringement suit against unauthorized
user of the mark before the district court. It is an
advantage to the registered proprietor of
trademark that he can le suit for infringement
where he has his registered ofce.
4. Passing off action: Action for passing off is a
common law remedy which has
beendeveloped over a period of time through
precedents of national and international
courts.The unregistered Trade Mark owner
may le suit for passing off against
unauthorized use of same or similar Trade
Mark.It is considered as “modern day tort”.
Best example of Passing off case isErvenWarnink BV v J Townend& Sons (Hull)
Ltd.
5. Well-known Trade Marks: According to Rule
124, TMR 2017, any person can request the
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registrar for determination of a Trade Mark as
well-known, after submitting an application
along with all evidences and documents to
support the claim. The Trade Mark proprietor
gets protection against similar or identical
trademark, not only where it is registered but
even where it is not registered, once it is
declared as “well-known”Trade Mark. The
well-known Trade Mark may avail the benet
of “Trans-border reputation” principle and can
be protected in the territory where they have yet
not introduced their goods or services as well.
The Trademark provides various advantages to
the Brand Owners like:
Ÿ

Legal Protection- The legal protection is
only available to the owners of registered
trademarks and they are entitled to sue for
damages when infringement arises.
However, unregistered trademark owners
can only avail protection by lling passing
off and can get only injunction.

Ÿ

Unique Identity- Trademark registration
provides a unique identity to the goods and
services.

Ÿ

Trust or Goodwill- To create a sense of
trust, quality and goodwill in the mind of
the consumers, registered Trademarks
play a great role.

PROTECTING THE BRANDS
THROUGH TRADEMARKS
According to Peter J. Brody (2015) Brand is a
priceless asset of any business so great care should
be taken to ensure proper protection of the Brand.
Therefore, Organizations adopt various
trademark strategies to protect and strengthen
their brands.
Few of such strategies are as follows:
Creating: Trademark is registered by lling
Trademark application. This trademark ling
strategy refers to the creation of new brands.
Hedging: Hedging refers to a company's intense
simultaneous ling of several very similar
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trademarks. To protect different facets of brands
with multiple trademarks, a company employs
this strategy.
Modernizing: Modernizing strategies
correspond to the renewal of established brands to
keep their appearance up-to-date and to maintain
their strengths.
Extending: Extending brands, is the fourth
strategy which is used in order to extend
established brands to cover new products,
potentially with the purpose of leveraging
existing brands in new markets.
However sometimes, if trademark is not properly
protected and also branding strategy is not
utilized effectively, the trademark becomes
“genericized”.
One of the disadvantage of too much popularity of
a brand is that, sometimes the trademark becomes
generic and customers start associating brand
with services or goods itself, thereby trademark
losses its distinctive characteristic and brand
dilutes. As a result of this, such trademark
arecancelled from the register and others can
legally use such mark for indicating their goods.
This diminishes a brand's reputation and
ultimately the brand loses all trademark
signicance and sometimes creates confusion
among consumers.
Best examples to describe the above situation can
be the brands such as “Band-Aid”, “Aspirin”,
“Escalator”, “Power-point”, “Yo-Yo”, “Xerox”
“Dalda Ghee”, “Sugar free” and many more.
These brands have become generic and thereby
have lost their trademark signicance.
Therefore, it is not only important to create strong
brands but it is more important to protect them.
Some of the ways in which business can protect
their brand and trademark from being genericide
are as follows:
I. Use marketing to reinforce your trademark, like
advertise to make your trademark distinctive.
Example - Johnson & Johnson changed theirs
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ads from "I'm Stuck on Band-Aid" to "I'm
Stuck on Band-Aid brand."
ii. Trademark proprietor should consistently
use a generic signier along with the mark
to protect it from becoming generic.
Example –Xerox started protecting its
mark by popularizing the word “copier”.
iii. Distinguish the trademark by capitalizing
it or at least the rst letter of the trademark.
iv. Use the trademark as an adjective
(KLEENEX tissues) and not as noun
(KLEENEX).

v. Do not abbreviate the trademark or alter it
in any way (use H&M and not H and M).
vi. Use the trademark on a line of products
rather than a single product (NIKE, used
on sneakers and clothing).
vii. Most importantly, object to misuse of the
trademark by others.
viii. Educating businesses and consumers on
appropriate trademark use.

CONCLUSION
Creating a strong brand is essential to business success but protecting that brand is also equally important. Registration of
trademark is surely an effective tool in protecting and building a brand. However, with registration of brand, proprietor
of the trademark needs to ensure that trademark is not getting misused by other else it will affect their reputation and
goodwill. To protect brands from counterfeiting products, constant watch over market is required so that no one adopts
similar or identical mark. It is also essential to keep constant watch over the exhibition / any promotion venues; wherein
new products are being introduced.
It is also seen that the proprietor of new trademark, though invests huge amount in setting up business and promoting
their products, but found negligent in registering the trademark. It leads to legal proceedings against the identical or
similar trademark users and in-turn affects the nancial condition of the upcoming organization it is therefore necessary
to spread awareness about advantages of registration of mark amongst entrepreneurs, new startups and small business
groups. It is known that the well-establishedcorporate spends huge amount in litigation to protect its trademark. It is
therefore, the need of an hour that each and every corporate should set up “In-House Intellectual Property Cell”which
constantly watch over the competitors, and global market from any fraudulent use of their trademark. It will not only help
the corporates to avoid litigation, but also strengthen their own brands, reputation and protecting the brands from being
generic/diluting.
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Book Review
Bridging the gap between Asset / Capacity and
Need Assessment: Concepts and Practical
Applications
The Book Bridging the gap between
Asset/Capacity Building and Need assessment:
Concepts and Practical Applications written by
James W. Altschuld is a synthesis that emerges
from the conict of thesis (Need Assessment) and
antithesis (Asset/Capacity building) which has
existed for a time period. The creation of this
hybrid framework is most helpful to Policy
Framers, Organization Architects, Human
Resource Development Practitioners, Leaders and
Strategists. The title of the book gives the
orientation of what the book has to offer, but the
tone of the book sets it apart from others in the
same area. The book has a very positive tone
where it does not derogate any of the concepts but
synergizes the two contrary thoughts to give an
eight steps hybrid framework which is a
prototype. The lucid style of writing raises the
readability quotient and makes it easily
understandable.

SCHEME OF THE BOOK
The book consists of nine chapters and they
complement in building up the concepts and
developing the framework. The chapters contain
lot of cases, checklist and questionnaire which
Author/s

James W. Altschuld
Publisher

Sage Publication, 2015
Reviewed By

Dr. Neera Singh

further denes the credibility of the framework.
The rst chapter describes about the difference
between the Need assessment and
Asset/Capacity Building. It is a depiction of the
research timeline on the said topic, the contrasting
school of thought that arose in this era and the
author synthesis of the thesis and the antithesis to
present the hybrid model. The author refers to an
article titled “A witness for the Defense of Need
Assessment” (Kamis, 1979, pp.7-12) and also the
oddity of the title as he was trying to defend a very
obvious and practical approach to the planning
process. Altschuld uses this to pinpoint on the
criticism of the need assessment and the
contrasting ow of the thoughts that was
generated in the later period of 80`s and the
90`s.While researchers did similar work in the
defense of the need assessment (Warheit, Bell and
Schwab, 1979; Witkin, 1984; Neuber and
Associates, 1980). There were few who dened
system – oriented model (Organization Elements
Model ,OEM) for identifying and resolving the
needs.( Kaufman 1987[rst instance ];Kaufman et
al,1992[second instance ,onwards];Kaufman &
Guerra-Lopez,2013) In fact, needs were identied,
analyzed, prioritized and dened for the people
and this was in contrary to the assets/capacity
building. The latter was more inward bound
though even in the act of assets/capacity building
nding and cataloging resources might be similar
and there may be overlap. Interestingly ,the
author mentions what Kretzmann and McKnight
posit that communities become involved in
assessing their strengths and capacities and adapt
a more “can do” attitude with assets / capacity

building. Chapter 1 creates the relevance of the
synthesis model as the combination of thesis and
the antithesis.
The chapter second is a step forward in the
unfolding of the synthesis model or the hybrid
framework. The author compare and contrast
between the need assessment and the assets
/capacity building on the dimensions of vision,
premise of the activity, role of external individuals
at the beginning of the endeavor and as the
endeavor progress, context of the work, how the
work begins , methodology mix ,who is and what
group are involved in data collection ,the data
source (group or individual) ,use of results, time
frame with an understanding that there is a
variance in terms on contexts and issues of
concerns and last but not the least , role of
collaboration and cooperation for the success of
the activities. These differentiators were also
indicative of the overlap and collaboration that
can occur between the two to co - create a hybrid
framework. The author extrapolates on the
movement from cooperation to collaboration
continuum to have a better t in the hybrid
framework. The collaboration in the continuum
scale is synonymous with the Partnership
Evaluation Model (Lepicki, Glandon & Mullins,
2013)as both have an integrative approach.
Hybrid Framework is an eight steps process that is
descriptively explained in the later chapters to
give a clearer implementation perspective.
Altschuld categorically mentioned that the
framework is a prototype and not an absolute. It is
to be tested, dened and redened again, thus not
a rigid model. It further requires a consciousness
and involvement of the staffs and the community
members from within.
The Chapter third is a description of the rst three
steps of the hybrid framework .It deliberates on
the method, process, and scope of the three steps.
The author has not made it exhaustive but rather
has showed a way to accomplish the given steps.
As he has referred his framework as a prototype
he denes it as a measure where the methods that
are applicable are a t to the given paradigm. The
Step 1. refers to the Scoping of the contexts
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purpose is to probe into the problem to determine
the course of action that needs to be pursued and
do the preliminary tasks to start with the need
assessment and the assets/capacity building. The
methodologies adopted can be of varied range as
per the situations. It may range from the informal
reconnaissance by an individual to a formal
inquiry by a committee. The various methods
mentioned by the author are casual interviews,
cultural audit, micro-ethnology, informal
discussions, review of existing information and
inquiry by the working committee. It denes as
any method which helps to get information. The
Step 2. Refers to Deciding what actions to be taken
next as to determining whether to take no action,
or conduct a need assessment, or asset/capacity
–building endeavor or take an hybrid approach.
Any process taken depends upon how rigorously
a scope of the context has been identied. The
author identies few methods and strategies for
the same like collation of what has been found,
array of information which facilitates the group
decision making, individual and group review of
the information and to take the decision of doing :
nothing; needs assessment; asset/capacity
building and the hybrid framework ,whichever
suits the circumstances. The 3rd step of
Altschuld`s hybrid framework bridges the
interaction of the second steps with the formal 4th
step. The 3rd step is the distribution of the
responsibility and organizing of the
subcommittee to perform the several tasks related.
It is desirable to expand the membership
depending on the new works & assignments.
The author clearly depicts the strength of any
steps relates to the amount of information that has
been collected and synchronized. The chapter
fourth explains the Step 4 i.e. conducting the
hybrid assessment in greater depth. The purpose
is to create a clearer picture of needs, assets and
resources from the preview of improvement. As
the 4th step is the assimilation for need
assessments and the assets and capacity
framework it has repetition of several
methodologies with greater depth from step 1.
From need assessments emphasis on collecting /
using existing information as feasible, photovoice,
combined needs / solutions surveys and other
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techniques. For asset/capacity building also the
methods used are: location/categorization of
assets, photovoice, combined needs /solution
surveys. Thus, we nd that hybrid framework
offers an integration of needs with what parties
thinks of the assets and capacity building. They
are the gatekeepers and the knowledge workers
who have the full insights on such matters.
The chapter fth is the description of the step5, 6,
7, 8 which is the last part of the hybrid process .
This relates to the action that needs to be taken
with reference to the earlier steps. In a humorous
tone, the author calls that the digesting of the
information of the earlier steps are over and the
nutrients available should be brought to lucrative
moves. The step 5 uses the learning to make
decision for possible new programs and the
purpose is to align the two parts of the
improvement picture and agree to the alignment.
It also determines the more information that is
required. The methodology adopted for the
purpose is that each subcommittee does an
independent review of the other result; develop a
matrix to see the overlap between the needs and
assets and use group process as concept
mapping/mind mapping; and check in/tune in.
The 6th step i.e developing a strategy for
improvement which endeavors to develop the
ndings into action plans to bring development
and the positive change. The author descriptively
mentions the methodologies which are getting
more accurate for better asset allotment. The
variety of techniques are: success mapping (a one
page map which set the stage for what is being
undertaken); st to ve (an accurate and quick
way to come to the problem a level above Fault
Tree Analysis or sh bone analysis);
MAUT(multiple attribute utility technique) that
are applied when multiple solution to the problem
is proposed. The Step 7 and the Step8.consists of
the implementing and the evaluating of the action
plan and nally recycling back to the rst step to
expand the improvement package. The purpose is
to further consolidate the process and pick up
other facets of improvement to make the process
more rigorous. The methodology is to use to-dolist and do formative and summative evaluation
and also to make it a continuous improvement
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process. Altschuld`s gives the synopsis of the
success of the framework in the case illustration of
the Westington Schools in Exhibit5.1 where
adoption of the technique and the leadership
brought about a turnaround.
The author in the chapter sixth prepares an
illustrative checklist to condone the hybrid
process framework. The scorecard is to help the
group to do evaluation. It gives an illustrative
account of what should be there and the
evaluation is done on a ve point scale from very
low to high representation. The checklist as it
provides the measuring stick is a good source of
information but the author categorically mention
that the highest source of information is the group
itself which should be thoroughly involved in the
eight step process and there are several
methodologies to source information from them.
The chapter seventh and the eighth are depiction
of the exemplary cases which bears witness to the
success stories of the hybrid framework. The
chapter seventh focuses on the cases from the
public health sector. Public Health is acquiring
utmost importance in any national agenda and
multiple agencies collaborate to make it better.
The author sees an implementation of the hybrid
framework as community and health service
providers come together. He overviews the three
exemplars from public health and demonstrates
that in all the three case the steps for successful
implementation are in sync with the steps of
framework in varying degree of strength.
The case I is an outstanding study in UK on
the rapid need appraisal in modern
national health service.(Whitelaw&
Thompson,2008)
Ÿ The case II is an explanation on the
community based participatory research in
a community health assessment.(Bray,
Shapiro-Mendoza, Reisz &
Parenteau,2009)
Ÿ The case III, an exemplary work on
understanding community perception of
health and social need in a rural Balinese
village.(Pepall.E,Earnest.J,&James.R,2006,
44-52)
Ÿ
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Altschuld emphasizes that the hybrid framework
generates a holistic perspective and positive
environment for any given situation in
community or in an organization.
The chapter eighth describes that the researchers,
evaluators and the need assessors in several other
sectors also using the framework. Though , still
communities and organization using the decit
model are more but few projects have successfully
implemented the dual approach. The author
presents three cases with different context as
agriculture , policy making etc . to dene the use of
this framework in situation other than Public
Health sector.
The author portrayal of chapter ninth is creating
an inquisitive mindset for the user where he
questions and adapts to the various steps not as a
common model or law betting all, but more as a
prototype which suits his situation Thus he

proposes it as a technique where organization
assess, learn and move forward. He lays emphasis
on the basic consideration of research and
utilization as a part of the framework. He calls his
work as still under construction which has room
and scope of including and restructuring different
schema, which would yield most positive results.
The book is unique in its style as the author creates
the bridge between two theories of need
assessment and assets and capacity building but is
open for any plausible changes which will give his
framework more credibility. The book is a
remarkable transit from a conceptual to a practical
framework. The chapters are well dened and the
readers nd it an easy transverse through the eight
chapters as the ow is maintained. The chapters
are replete with exercise, cases, activities and case
situation which is helpful in applying the
framework and dening the path from its purpose
to success.
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Case Study Research: Design and Methods

Case study research, as a domain, continues to be
at its infancy though there is an increasing trend of
acceptance in the last few decades. Research in
physical sciences is characterized by the 'plausible
rival hypothesis strategy' where plausibility of
each hypothesis is examined for its impact on the
nal outcome and only the signicant ones are
considered. The process of experimentation is
always managed in a laboratory situation.
Research in the physical sciences is also
characterized by quantitative focus of the
experimentation. In social sciences too the
traditional research methodology is characterized
by 'plausible rival hypothesis strategy' and the
elimination of the insignicant hypothesis. In
social sciences, however, the isolation of factors
and variables is more difcult to achieve and
hence the process of experimentation is less likely
to be precise. Consequently the quantitative focus
has been less intense in the social sciences.
Case study has ushered into the social sciences a
process of experimentation offering insights on
'why' and 'how' of the phenomena; it has been less
effective in answering questions of 'what', 'where',
'when' etc. Case study as a form of research does
eliminate the rival hypothesis by gaining insights
into the dynamics of the phenomena and helps
establish causal relationships. In physical sciences

the researcher tries to establish replicable or
repeatable experiments in the laboratory, in the
case of case study research each case study is a non
replicable non-repeatable experiment. This is
perhaps the uniqueness of the case study research.
Robert Yin with decades of research experience in
social sciences and hundreds of projects to his
track record had come out with a guide on case
study research in 1984. Through the subsequent
editions he has made it more comprehensive to
cover the theoretical aspects as also the practical
directions. He has been trying to make the
methodology of case study research almost at par
with research in physical sciences in terms of
rigour and precision. In the current book he has
described the entire process of case study research
in terms of six basic elements: planning,
designing, preparing for data gathering, data
gathering, analyzing and sharing /
documentation. He describes these elements as
linear but iterative.

Plan

Design

Collect

Author/s

Prepare

Robert K. Yin
Publisher

Sage Publication, 2014
Reviewed By

P. Bala Bhaskaran

Share

Analyze

Fig-1: The Process of Case Study Research

RESEARCH PLAN
The primary aspect of the plan is to carry out a
survey of the literature and arrive at the research
question as precise as possible. One has to
understand the limitations of case study as
research form. It is not a stand-alone in all
situations. Very often it compliments other forms
of research; very often it is not adequate or not
relevant to address the research question. Indeed

it facilitates the process of triangulation in
research1. It is also to be understood that case
study for teaching can afford to be less rigorous
than case study for research. Case study has a
multi-dimensional approach; the situation has to
be studied from different perspectives and
directions. The author has described the relevance
of case study research to different situations in a
very illustrative table.

Relevance of Situations for Different Research Methods
Method

Forms of research question

Experiment

Requires control of
behavioral events?

Focuses on
contemporary events?

How, Why?

Yes

Yes

Survey

Who, what where, how may, how
much?

No

Yes

Archival
Analysis

Who, what where, how many, how
much?

No

Yes / No

History

How, why?

No

No

Case Study

How, why?

No

Yes

Source: Robert Yin: Case Study Research: Design and Methods page - 9

RESEARCH DESIGN
Research design is the logical sequence that
connects the empirical data to the study's initial
research questions and ultimately to its
conclusions. It guides the research in the process
of collecting the data, analyzing and interpreting
the observations. It gives a blue-print or a road
map for the process of the study. There are ve
critical components in the design process: the

research questions, the propositions, units of
analysis, logic linking the data to the propositions,
and the criteria for interpreting the ndings. More
often than not a case study enables the researcher
to generalize a set of theories from a single case
study. A comprehensive case study on the New
York City enabled a researcher to generalize a set
of theories regarding the problems of urban
systems in the US (Death and Life of Great
American Cities by Jane Jacobs, 1961).

1
Use of two or more methods to arrive at the same objective is known as triangulation in research. The concept is derived from navigation
and land surveying techniques to determine the single point in space with the convergence of measurements taken from two other
distinct points. For wider understanding please refer Rothbauer, Paulette (2008): Sage Encyclopedia of Qualitative Research Methods,
Edited book by Lisa Given, Sage Publications pp.892-894
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PREPARING TO COLLECT CASE STUDY EVIDENCES
This is about the investigator’s preparation to gather idea. The prognosis of Robert Yin is summarized in the
table:
Aspects

Description

Skills and Values of the
Investigator

Ÿ
Ÿ
Ÿ
Ÿ

Training for the Case Study

Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ

Protect and Respect human subjects
Take consent from respondents
Do not deceive the respondents
Protect privacy and condentiality
Take special care for vulnerable groups
Select respondents equitably
Carry out behavioral training for the investigators

Developing a Protocol

Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ
Ÿ

Questionnaire / Instruments of study
Create a process map
Describe the data collection
Selection of respondents
Sources of data
Methods of analysis
Structure and format of report

Screening candidate cases

Ÿ
Ÿ
Ÿ
Ÿ

Choice of a subject / topic of case study
Single / Multiple case study
Direct selection
2-stage selection

Conducting a pilot case study

Ÿ
Ÿ

Pilot study establishes the quality and validity of the protocol
Dene the scope of the pilot study

Ask relevant questions
Be a good listener
Stay adaptive
Have afrm grasp of the issues being studies by the case
study
Ÿ Avoid biases; conduct ethically

Source: Table developed by the reviewer based on the information in the book
/source triangulation, Investigator
triangulation, Theory triangulation and
Methodological triangulation are specic
methods to ensure that the collected
evidences are of high integrity.

COLLECTING THE CASE STUDY
EVIDENCE
Robert Yin lists and describes six sources of data as
Documents, archival records, Interviews, Direct
observations, Participant observations and
Physical artifacts. The authors explains that there
are four cardinal principles of data collection
a. Use multiple sources to enhance reliability
and to avoid biases. The rationale of
triangulation should be followed. Data
Oakbrook Business Review

b. Create a case study database and preserve
the sources and linkages so that they can be
useful and relevant in establishing
authenticity.
c.

maintain chain of evidence. This is also a
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measure towards enhancing the integrity of
the evidences gathered and thereby the
credibility of the ndings.
d. Be cautious about the electronic data bases.
There are plethora of data sources on the
electronic arena; try and choose those with
integrity and credibility.

ANALYZING THE CASE STUDY
EVIDENCE
Just as every case is unique, there is no standard
format of analysis for a case study. Computer softwares can be used to categorize or codify data; but
the real analysis has to come from human thinking
process. One can attempt an inductive approach
where existing theories or patterns can be
explored for its relevance to the situation.
Alternatively one could attempt a deductive
approach wherein the observed patterns in the
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situation can be developed into models and
theories. Some of the techniques tried by
researchers are pattern matching, explanation
building, time series analysis, logic models, crosscase synthesis etc.

REPORT GENERATION
This is the nal stage. Robert Yin advises that the
report should be prepared in keeping with the
expectations of the audience. If there are different
set of audience then the report structures should
also be different.
The book is a comprehensive compendium of each
of the theoretical and methodological aspects of
carrying out case-study research besides an
elaborative guide on the practical aspects which
the author has learned the hard way. It is a
recommended reading for any researcher
intending to engage in case study research.
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the publisher for the beneﬁt of teachers who need it later.
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