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MARKETING MYOPIA
Sona ["on|
Dr. Ashok Ku:
ABSTRACT

The term “Marketing Myopia” was first coined by !

Theodore Levitt over half century ago. He shook up the v
with his Harvard Business Review article on “Marlk:
Myopia”. His proverbial question, “How can a com;
ensureits continued growth??” cautioned the corporate w

to refrain from operating with myopic thinking. He ar:

business leaders to always pay attention on long-term ¢
rather than short-term gains. In this chapter, it has |

trying to explain the necessary aspects of marketing myr+

such as introduction, evolution, reasons for occurren:

such phenomenon, how to get rid of, examples of var -

companies that failed due to marketing myopia, n»
drawnconclusion.

Keywords: Marketing, Marketing Myopia, Corio
Myopic thinking, Growth.

Introduction

Marketing Myopia, first coined in an article by Thec
Levittin Harvard Business Review. He stated that cos: i
only focuses on short term growth strategies, they ne
the needs and wants of their customers and fail as a rc

! Research Scholar, Department of Business Administration, [ eu'
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Marketing Myopia

The term marketing myopia suggests that Gomparies
do better if they would concentrate on meeting C“"‘f’”"
needs. Marketing myopia is considered as inward Lo
approach to marketing which only focuses on attain:
of immediate needs and demands of a e
than focusing on marketing from consumer’s point fj'f v
Basically, marketing myopia exist when companioe
over confined in their marketing tactics with less a;

research and they feel that my product is best in the

Levitt in his article mentioned that “every business
experience growth based on the superiority of its pro
but that engenders conditions under which misman:

@ becomes rife”. He further said that “even if your |
growing, don't forget to give the customer what the:

In recent time it is necessary to consider the |
societal aspects while taking business decisions and ‘-
so if company fails, marketing myopia exists. M:
myopia is just a concept which goes much more bey
marketing. Marketing myopia only focuses too muc:.
present which makes it harder to see the future. So, !
can say that marketing myopiais:

Inward lookingapproach

Focuses only on the needs ofcompany

(6 * Ignore the needs and wants ofcustomer
* Failure to recognize and adjust to rapid ¢
Inmarket.
Definition

According to levitt, “Marketing Myopia develops
company’s competitive domain is defined primarily
its products rather than the needs of the market”,

Evolution of Marketing Myopia

Theodore Levitt in his article asked question

o Admin'stiziien
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134 . it
Emerging Trends for Commerce and Man:

bu.mncss are you really in?" can challenge us to ly
think more intelligently about the aim of our compa! 8
outstanding example is “Why railroads ceased growis .
not because cars, trucks and airplancs took their custor
Off,. but because they assumed themselves to be 11 e
'.ﬁl‘ﬂl.n business rather than transportation busines s
18 simply because they were product oriented rathe n
customeroriented”,

Levitt’s article has sincerely guided many compa: r
years, and has unquestionably made a notable imjy
businesses. The concept of focusing on the custome: T
than product has evolved.

Over the past decade, the department of marketi; 18
in fact become very focused on the needs and dem: of
their customers. Being customer centric is now extc: 'y

accepted as the most promising business model.
Reasons for occurrence:
Marketing myopia strikes in:

* When company assumes they are in a growthind

* When company gives priority only to selling T
thanmarketing.

» When company assumes that whatever they proc it
willsell

« When a company fails to establish relationsh: h
customers and they only focuses on their sellingst: 'S

* When a company focuses more on short term ma: g
goals rather than long termgoals

« When a companies don’t change their mn: g
strategies with the dynamic consumer environn:

* When company predicts growth without con: \g
properresearch

* When company focuses just on quality and neglec!. al

requirement of acustomers.

HEAD
Pepariment of Business Acministration

Saruly of Commarna htioea ament Studiet
"~ Narain Vvas Universiy, JODRPUD



Marketing Myopia

N' 3 i H T
When company avoids customer shift ingtrends

N : : ing lil
When company fails to consider the changing lile of
consumer n the digitalworld

How to get rid of:
There are many methods of overcoming mi g
myopia. Some of them are as follows:
* Companies should continuously conduct c r
development surveys to tune with customertrend
* Proper marketing research are require to be « n
order to understand wants of customers
* Proper customer oriented strategies should be (- d
keeping in view customer needs anddemands
+ New ideas and approaches should be adopted in ¢ 0
meet changing lifestyle of consumer in the digita’
+ Companies should produce those products wh: d
value in the customer’slife.
» Further, to avoid marketing Myopia, companies d
diversify theirproducts.
Examples of various companies that failed 0
marketing myopia: There are some examples diz s
failure due to marketing myopia like Nokia, 4

Blockbuster, Hollywood, Yahoo and Bing etc.

¢
\

Fig. 1

These companies lost their market share becaus: e
their stubbornness to stick to an existing business L,
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Marketing Myopia

may serve t . . . . ' -
loolfil Ve Lhe‘velb’ purpose of their business imnsteis
1g at honing skills in one product only.
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COViD-19: Pros. and Cons. All Over the World

Dr. Asha Rathi’
Trapti Asava™

Introduction

COVID -19
Covid-19 is a disease caused by a new strain of corona virus.
‘CO’ stands for - ‘CORONA!
‘VI' stands for - ‘VIRUS’

‘D’ stands for - ‘DISEASE’
Formally, this was referred to as '2019' novel coronavirus or 2018-n CoV.
. What are the Symptoms of COVID -18 ? .

v ®
agh hﬁ‘“\“\‘ﬁ"“’s\:
\ne 2 A3
SHORTAGE OF M © B N '\‘: 3C W

BREATHING EREATH 2™ QIEY ™
DIFFISULTIES ’ g\'i.-i ot C e

_al\

'ﬁo:m" L .

. How does COVID-19 spread ? | |
The virus is transmitted through direct contact wjth respilra_tory droplets of;m -mftectm(:
arson (generated through coughing and sneeznng): Individuals cgn a1so. ein ec}ec
From and touching surfaces contaminated with the virus and touching their face (e .9

eyes, nose, mouth)

t Professor, Department of Business Administration, FCMS, Jai Narain Vyas Umiveral,
Assistant Pro . De

Jodhpur, Rajasthan, India

Research Scholar, Department
Jodhpur, Rajasthan, India.

of Business Administration, FCMS. Jai Narain Vyas el
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. How can the spread of COVID -19 be slowed down or presented?

There is no currently availability vaccine for COVID-19 .social d'fstancing is the
best way to stay away by this crisis. :

ey ™

Social distancing means avoiding close contact with
' others tc prevent the spread of COVID-19. Keep a
3
minimum distance of 2 metres fram others when

shopping or walking in the community.

e | HeE g | LR QBr n A
v}
' Avasld non-essentlal Foswaens Keop kins at hamn c-\‘.d‘-.gg Qeﬂ\ D“?U
trips in community eatherings asay from group ‘ e_o-' ﬁ‘\‘.\ -‘0
rertings \‘ o “c‘ q‘\'\.‘i .
— " mﬂ‘ o 9et°
. | .D“ﬁ RULEEE T
9 R, - i d . \'N 0‘. N 1\“‘;!-
= / : ¥ ¥ I ﬂ\!
237G AR ao
Y A2
Worl: from hame A=l 1a lang Tenr Conduct maetings
wilietuva® pustible ware livinies arw virlually

eonteicied te limmed e
Fanudy Lo voniipassivnate
reasind
(Image Source :https:r‘hw;w.saskatchc\-.'an.cafgovernmenvhealth-care-adminisirauon-and~provider-
rasources fraatment-procedures-and-guidelines/emearging-public-health-issues/2019-novel-
coronavirus/social-distancing)



Objective of the Research

il 'O highlights the reasons of COVID-19 situation emergence
i * o highlights the Pros. of COVID-16 crisis al! over worlg
. To highlights the Cons of COVID-19 ¢risis all over world

Let's look at some reasons stated the emergence of the COVID- 19 below

Improvement in Earth’s Condition Due to continuous development by
humans earth has faced a lot of problems like global warming , acid
'@ produced by factor-ies‘ climatic change, deforestation cutting of trees in the

forest for construction work . ozone layer depletion (caused etc. by CFC's)

o All these problems which are mentioned above making earth ill. Due to

' this corona spread everything is post causing no damage to our planet
even there is a lot of improvement in an atmosphere that is pollution

has reduced a lot. Now, everywhere night skies totally clear like earlier,

it was because their pollutions is reduced to an extent due to this
pause,

Nature Wants Some Relaxation: Development is good but without any
break. If someday works a lot then he o she will get tired.

o Similarity, humans are enhancing their development without any
pause. So nature wants to be relaxed for sometime due to this corona
spread everything on this earth is in stationary phase" (except medical
development) i :

= Control over Resources: For development whatever we use comes from
nature. For, the continuous development of humans, we are using
everything continuously without thinking about sustainable development.

g o Sustaining the precious and exhaustible resources for our future
generation can help in giving comfort to our future generation.

=« Control over Science Activities: Development in every field has made
human things that they are the most genius species on the earth. they had
control everything they want .they had started making missiles and bomb
which is a misuse of science. This misuse has reached upto a large extent.

o To control this misuse, they spread has occurred. This spread has
stopped everything and every work. This spread has stopped
manufacturing of bombs and missiles and their testing too.

This stoppage of everything has saved our earth front the damage Il

makeg, ﬁ%q,seaiize that
g ?‘ﬁ ™ 19 oWing is More Powerful than the Power of Nature”
P o " g8
\?’“@:\‘:‘e “‘\‘?3] . _\0
A %! {\‘Gu z ‘Jaﬁ\
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SASCNS says that natre wants some r=st and alse
S numan realize that e €7yuody has to bow their head i~ front of nature
Everything in this worls has cons and pros. There are Iots of cons and pros Of

1ron2 spread cons are oo much that we usually neglect pros

Corena virus has cons and pros. Very limited people know about its pros if we
wilt fook at the 300d side of everything or every problem then we can find out its
“olution easily and quickly
O Firstly, let's have a look at it's Con’s

. Enhancement / Increase in the Death Rate. It's 2 fatal virus and fatal virus
“without any antivirus medicines causes death only. in the whole world due to
Covid spread, death is increasing day by day. This death rated is largely
Increased in the group of aged people because of their low immunity. Those
who are fit and healthy are getting cure if suffering from covid-19.So keep
yourself enough strong and healthy to keep such disease away from you

- Stoppage over Development: To stop the spread of the virus everything has
stopped now every shop, every business and every work has stopped. Nobody
15" going to the office to what extent nurses and doctors in hospital but
everyone is spending. money to buy food and other essential grocery items
Not even a single student going to school every place is closed dnd everywork
15 stopped lhe development of every country. But this has on@ stopped not
removed development. One day this development will continue again. There is
a Phrase: "Don’t Worry After Every Night Morning Will Have _io Comes.”

. Financial Crisis: Due to this, Covid crisis, everybody has to stop offline work
or offline business due to which they are economical condition is getting poor.
Especially this spread is acting as a curse for those who are involved in tourist
lines or have a business in the tourist field.

Every rich is safe and have so much stuff to fill their needs but on the
other hand , every poor with less food which will be finished soon will starve for
more food and can die because of starvation.“Now in this critical situation,
everybody is dependent on God.”

Break over Celebration: We know that in this world, there are a lot of religion
has its own culture and in every culture, there are so many festivals People of
very religion celebrate their festival with the full passion but this year eviy
fostival oS colour because of this corona spread, nobody has celebrati«l
1In=-i\¢‘@.%g‘9h¢with full passion.
g 9652@“ o\
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Laziness and Boredom: |1 olace of gaing aut you are actye on suoal medi

gvan more. these days everyone is active on socia media tnese days

People are getting lazy day by day as «mbalance in resource activities
'hose who are not on social media especially kids and cld paople are getting
oored and their boredom is increasing time to time because kids are not going
to school and it's people are not going to park where they usually meet their
friends

Requirements are Unable to Meet: There is a shortage of something in every
house but due to this, nobody is able to meet their requirement and overcome
their shortage.

Suppose, if a person needs grocery urgently but due to lockdown
within certain hours per day. In this time period. a person can't meet his urgent
requirements.

Pros of Corona Spread

There are both pros. and cons. of the covid-19 crisis. In this situation, we need to

stay fully and completely positive to fight with corona. So, to make you positive and to
fill you with some positivity. | am sharing pros. with you.

Move Towards Spirituality: Now a days, people move towards spiritual
journey. Even kids are also enjoying watching Ramayan, Mahabharat etc.

Spending Quality Time with Family: While everybody is lockg'd in one place
that is their house with their family. Now, nobody has another pption. everyone
is spending time with their family. family members used to play indoor games

like cartoon, ludo, chess etc. and spending time with each other.
V

Innovations: Due to such crisis, new doors are open to innovate new
technology and work tc improve the existing technology to connect people

through virtual world.

Focus On Healthy Food: now a days, everybody is having a habbit of eating
out but due to this lockdown, nobody can go out to have some junk so
everyone will have to focus on healthy food only. Being lock in the house can

build a habit of eating healthy food which is quite beneficial for everyone.

Engaged in Self Work, self care: Now days, everyone is engaged in self
because of this corona spread, everyone is locked in the house due to
which nobody can take help from outside. Everyone will have to work on their
way everyone will learn self work especially when nobody is there
oxercise and maintain a healthy diet to strengthen your immunity

work

own, in lhisl

3o0d bless to all the COVID warriors
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Tl decomes hecessary to consider aspects that ret
'onal side of customer behaviour (Holbrook N

v to work with ir.

Cornn disposabile o segainent supplesmentiny prerin =

P g b3
vl eabled by the porser of 1 Iralogy. Markets e £

vl d o groueimngy o onher of HHENRYs ._.\__‘...r.\.:.'Lw..J.\.

it o iy goods are largely responstbic - < nas for goal to creare emornons to the
(v /

‘nee for the consumer and atte

custome
actses on the Personal Goods v v e

- Laa

Ct s atitud
tosellutilicar

O gt ._:._::__.\b‘__..f_ aed 1

—orulasadifferentiation strategy

. T '

Par s tardy emprortant, (oo



e
i

W sy O and Futuve of Work

\_ . .
il Marketing on Brand Loyalty for evso

i L™y (a

t
vorthemselves. Sog here as a focus on the luxury goods field to know £ wisually communicates the b d
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uxiry voods products already create emotions by themselves. Mores L 35 many other human s sumers within the produc
e people are more sensitive to emotions and aesthetic than others - ; erases as possible. Experience ha

mpartant m marketing for a long time. Abbor (1954

ook 12006, p. 40) said that: ..dSr: people really
LETLLas, put satisfying experiences”. Lxpgriences

awizes that required physical objects P:. the services, People

because they wanted the ,.x_..o:ruco 2_:9 they hoped
would render. Dewey (1963) ,:_&mg the dimension, of

soted that experiences ::.C—,..cn_ a _..u._.:m...w.?.._:_. 0

sz==ment and uniqueness made

BRIEEF THS TORY OF EXPERIENTIAL MARKETING
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L.,.t__.n
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& g 7 2 rotme
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< ooraned o ennce the target customers by the latest. o:r_._:r...
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: affective experiences ?Iurrah_.n._:ﬁ. cognitive
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fimsiames 2 orehase decision.
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and Rogers, 20083 Smith and Milligan, 2

Crane, 2007; Fo.

+
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~arsenng ché,. marketers to combine the best
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Well-travelled consumers and a stable cconomy, coupled witnf

e population with growing disposable incomes, spell good news ag““ ﬂﬂ“ﬂhﬂ-ﬁwﬂﬂ»ﬂ”ﬂ“ﬁ.\ﬂ_ﬁ»ﬁmu

vaany brands across the world. With positive regulations and policies x : &y -ﬁs.‘,.
A _ teretabindustry being put m place by the government, India is a ma: o
. La St van mo donger be ignored by international brands” (ASSOCH!
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rtecomng asprratonal and  younger middle class and grow
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A\ . " n . . oy
Morcover mercased Internet penetration has also contribus
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cisumer behavionr, allowig consumers ro search and satistv

o ownand passess designer brands. ‘Taken together, these a

wip India’s duxury secror grow by about 30 to 3§ per cent
MEthree vears —across categories such as fine dining, clectros
cvniravels luxury personal care, fashion, and jewellery. Accordiz
e Global uxury Top 100 listings Indian luxury brands are i,
neandes haan Company Limited (#Rank 27), Kalyan Jew=ig=!
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Coomed cFRank A7) ITmibhovandas Bhimgt Zaveri — Limited or T

yrew

<zre 4. Experience over Owning,

—onomist Group Luxury Group Survey 2014,
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== brand on the planet has adopted an experier
SRS ImIO 10s marketing mix, and many of them h
.“nnn:n..nn.lr_ as the lead discipline—with advertising, onl
, hl w=r af the mix playing supporting roles behind live eve
A : amg trends, luxury companies have st
~ow consumer class that is rising nowadays an
czzsunzly relevant in the future: The FIENRYs (1
i or the Closest Customers. In addition, compa
maz sienitcant investiments in stimulating the inte
s of the population, namely Millenmals and (¢

. 2izhe future, Growth in the country’s luxury market
- Usimz in tier 2 and 3 cities, as the aspirational.clas
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1004 Commeraal expenence
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Figure 6. Table Experiential Zones

Severces Avwal and Williams (2009).
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The Basics of Digital
Marketing
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Digital marketing is often referred to as innovation of traditional
marketing as it holds the same core values and tactics on display
overcoming the problems and limited opportunities of traditional
marketing. Today, no marketing strategy is complete if it does
not incorporate digital strategy and expression. Understanding
digital requires thinking beyond any one tool or channel, and
towards an exchange of value. Digital marketing not only allows
to segment audience precisely & is completely measurable but has
also made communication two ways and equipped business with
flexibility in approach to the clients. The scope surrounding the
digital marketing world is diverse, complex, and ever-changing
providing opportunities to companies to successfully targeting
the preferred viewers. At the core of digital marketing is the
knowledge and awareness of the macro-environment which
makes up the marketplace, and the micro-environment as well.
The current paper is an effort to study and understand the concept
of digital marketing, the digital marketplace, its importance for
the marketer, and elements of its macro and micro environment.

Keywords: Digital Marketing, Digital Marketplace, Marketing,
Macro-environment and Micro—environmew_
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Corporate Management in Times of Crisis

INTRODUCTION

At the base of it, digital marketing is a form of marketing which has
its existence online. When it is offline, people refer to it as traditional
marketing. It has provided advertisements an online platform, Many
have called it an innovation of traditional marketing as it holds the
same core values and tactics on display. The entire concept as well
as the functionality of digital marketing has proven to be more
proficient, productive, result based and has its significant differences
with traditional marketing. Conventional methods allowed a business
to market its product on print media, T'V commercial, billboards as
well as a number of other ways that did not rely on the internet for
any form of promotional activity. The problem with the conventional
System appeared to be the limited opportunities a business had, in
terms of being able to reach the client and motivate the client enough
to buy the product by means of promotional activities. However,
the advent of digital marketing meant that, communication had
become two ways. The medium for communicating with clients have
developed significantly as businesses can now access social media to
reach their clients/customers with the help of social media, emails,
websites etc. It has also equipped businesses with a certain amount of
flexibility in their approach to the clients.

Do WE Neep DicitaL MARKETING?

Beginnings can be hard, whether it is in life or while conducting
business. People give their all just to receive some feedback at the end
of it. The effort that peoples put behind their “all” holds a lot of power.
Once an individual decides that he wants to start a business on his
own, he will need to motivate himself at the starting point. Then, his
business idea will be billed as a “start-up”, which should not be a cause
for concern as, every idea for a business initially is labelled with that
tag. A very common attribute of every successful business venture
is the rate at which people are easily recognizing these “brands”
The path towards this “recognition” was a long journey when the
conventional method of marketing was existent. However, now the
path has been cut a little bit short, provided that, the business has the

correct marketing strategy in its arsenal, ﬂ
| 14 |
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The Basics of Digital Marketing

There was a time when online marketing was a new way of marketing.
It created a new format of media for peddling goods and services,
However, rapid developments have signified the rise to ascendancy
of digital marketing and now, it is at the core of what businesses have
become to the customer base. When it all started, it was okay for
websites to run a few unfocused AdWords campaigns, but in recent
times, such actions would be deemed highly inadequate. If a company
does not have a dedicated marketing strategy, then, it becomes
difficult for the company to gain any form of relevancy. The Internet

has become tangled with every activity we are participating in and so
is digital marketing,

There is no secret regarding marketing’s enthralling role as a link to
Success and income. It has been prevalent for decades, While there
are still fragments of the conventional method floating around the
markets worldwide, the digital method has taken on a far more useful

role which at this point, has become undeniable. There are indeed
certain reasons behind such claims:

First of all, approach is vastly important in the field of marketing.
Primarily, the only facet of approach to worry about is the consumer
approach. In the modern system of marketing, the consumer is able
to have a look at what a business is trying to do at all times. Visitors
are able to visit the official webpage of any company in an effort to
find out what it is doing at the moment and how it has fared so far. In
addition, a couple of extra clicks will let them know about the profits
a company makes along with other information such as, how many
employees work in the company, are there any flaws in the company’s
services etc. All of it has been made accessible for the public.

The other facet is, the approach a company has towards any individual.
Given the proper set of tools, a company is able to view the habitual
activities of any visitor. It will automatically provide the company a
chance to manage the category of content it wants the visitor to see.
The key part in this, also a marketing basics, is having a target group
that the company tries attracting. However, a common problem
which has been brought by visitors is, the lack of conviction they feel
from the website content, meaning that they find it hard to rely on the
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Corporate Management in Times of Crisis

company. With a step-by-step guidance plan, the company can gain

the trust of the visitors enough to convert them into consumers of the
company’s product,

THE MACRO-ENVIRONMENT ofF THE DiGItaL MARKETPLACE

The scope which surrounds the digital marketing world is diverse
and complex, not to forget that it is ever-changing. The environment
evolves on a constant basis, not standing still for long. Due to this, it
Provides Opportunities in abundance to companies looking to exploit
In attempts of improving their propensity of successfully targeting
the preferred viewers. Implementing a marketing activity differs from
that of an online marketer to an offline one. So, a company has to look
at those successful strategies to target the audiences while positioning
the product which is going to generate profit as well as creating brand
awareness. At the core of it is the knowledge and awareness of the

macro-environment which makes up the marketplace; not to forget
the micro-environment as well,
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The Basics of Digital Marketing

3. Legal/Ethical
4. Economic

Social: The social variables are characterized by the social constraints

to internet acceptance. Such constraints often lead to a certain
population as a variable for internet adoption and, eventually, in the
proliferation for digital marketing in several regions. Over 60% of
the global population had been offline as per reports in 2014. If the

crucial disincentives to adopting the internet remain, it will not be
easy for the whole world to move with the digital trend.

Thetimeit took for the internet to grow from a growing technology toa
tool that transforms the way individuals, businesses and governments
communicate is hardly a generation long. Considering the influence it
has on economies, internet has made worthwhile contributions to the
rise of many nations’ GDP as well as providing the “fuel” for the rise
of innovativeness within the business industry. It does not necessarily

mean that, every country has been able to harness the benefit Internet
provides with a similar degree.

Spanning across a decade and a half, the global population coming
online has grown in excess of 2.7 billion people. The growth has
fuelled by five trends: growth in mobile-network coverage as well as
the increased adoption of mobile-internet, urbanizing the countries,
reduction in data-plan price, growth in middle-class economy,
and finally the increase in the usefulness of internet (McKinsey
& Company, 2014). Almost 75% of offline population persists in

20 countries and inordinately rural, economically disadvantaged
conditions.

This population has to face four barriers for adopting internet;

The initial barrier is incentive. Even though there has been an
increase in the usefulness of internet when it comes to giving access
to information, and resources which improves the quality of life, a
major part of the offline community do not feel any obligation nor do
they feel any compelling need for going online. Within this category
itself, there are significant barriers. Lacking the knowledge of the
benefit of using internet is just one such barrier. On the other hand,
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Corporate Management in Times of Crisis

many within the offline community also do not wish to accept it due
to certain cultural and social stigma against such an activity. There is
also little value being offered in terms of producing relevant localized
content and service which can attract the offline users. A prime cause
for such consumer barriers comprises of a huge cost faced by content
and service providers face as well as localizing apropos content
including constraints in the associated business models to reach the
targeted audience. In addition, there is dearth of trustworthy logistics
and payment systems, which further highlights the limitations in
internet use cases like e-commerce and online banking system.

The areas in discussion are predominantly filled with low income
people. These regions, more or less rural, face a great deal of difficulty
in bearing the huge expenses linked with providing internet access
to the people. The low income is a reflection of less-than-fortunate
economic circumstance of the huge segment of offline population. It
also includes employment problems to go with the need for sustainable
economic growth etc. There are other aspects contributing to the
high cost of service for device manufacturing and network operating
which is not limited to taxes and fees only but includes unfavourable
market structure too.

After that, the user’s capabilities have to also be taken into
consideration. This sector comprises of the barriers like dearth of
digital literacy which refers to having discomfort while utilizing
digital technology for accessing information. Of course, a dearth
of language literacy is not out of place either which stems from the
scarcely resourced education system.

Finally, infrastructure itself is a cause for concern. The dearth in
mobile internet coverage is a clear barrier as well as the scarcity of
adjacent infrastructures like grid electricity. The prime cause of such
barriers comprise of constraints in accessing international bandwidth
as well as poorly developed nationwide core network and access

infrastructure.

Recently, governments all over the world have recognized the huge
impact which can be created once the online population increases.
For achieving this feat, they have begun investing towards extending
| 18]
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The Basics of Digitél Marketing

fixed-broadband infrastructure as well as increasing the general WiFi
access.

There is the issue of the internet helping the environment through
the paperless transactions. It is casy to find a number of way in which
the internet has rendered paper consumption outdated. Before the
internet was widely diffused, many studies reckoned that, price and
income elasticity of paper’s demand as well as paperboard products.
The price and income elasticity of demand for paper has direct link
with how effective taxes are, which has been looking to decrease the
negative externalities that arise from producing paper. The increase
in the consumption of digital content has direct effect on the demand
for printed content. With the rise of digital content, the number of
printed content readers have decreased, which leads to less paper
consumption (Andrés, 2014). For instance, people everywhere around
the globe have switched to reading online newspapers and magazine.

Other significant changes include opting for paperless bills, online
advertising instead of mail advertising, using email, eBooks etc.

Technological: Technology has made major contributions in the
daily operations of a business in the past. In modern times, businesses
cannot just rely on technology for the small help like before since
businesses have entered the digital environment now. The major
problem for many companies has been the continual need to adapt
in coherence with the changes and the rate at which technology is
accelerating. Often times, companies make poor choices as well as
miss huge opportunities at gaining profit is a result of not adapting to
the changes and trends or, not understanding how to adapt can lead
to the same outcome as well. Those missed opportunities are also at
times the outcome of improper use of the social media platforms. Such
outcomes are a product of decisions taken by a company regarding
which social media platform they are going to try capitalizing on. Not
every company and their activities are compatible with all the social
media platforms, in which case it sometimes boils down to Twitter
vs Instagram. The task ahead for the company is simple, it has to
firmly decide which platform will benefit their cause most and which
platform has to be avoided in order to save money, time and resource.
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Corporate Management in Times of Crisis

Using the social media tools to promote a product is the number one
priority with regards to digital marketing.

Barring these aspects, there have been other general issues related
to technology. The list includes servers being down, software
complications leading to banner advertisements not loading to name
a few. Besides the technological struggle, a company has to invest in
buying equipment as well as services which are necessary to launch
their digital marketing campaign. For instance, companies can be
in need of making a short promotional video to represent their new
product which really is just video marketing. In such a case, they need
to have a digital camera as well as the necessary lights, other equipment
to record audio. But, more importantly, they need an individual who
has experience working with such tools. So, the company has to pay a
studio for doing the video editing and formatting part.

Legal/Ethical: The law has close relation to ethics. Ethics takes the

concerns of the entire society into consideration. In several incidents,

it has been highlighted that, modern technolo gy presents a big hurdle

for marketing ethics. A few of those crucial topics comprise of the

ownership of intellectual property, privacy and its part in the virtual -
world, data usage etc. Companies conducting business in the digital
platform have to be mindful of some laws as well as ethical code which
deals with the ethical and legal cases of digital marketing,

First of all, a company has to be aware of the data protection and
privacy law. The law has to deal with an individual’s fundamental right
to privacy. As a part of this law, an individual will be able to access
and correct the information about himself. However, the people who
store the data about the individual must adhere to the data protection
principles. It influences the digital marketing activities like collecting
storage, usage and deleting personal info with the help of data capture
forms. There is an indirect influence as well, in the form of following

behaviours.

For instance, within e-commerce websites, there is use of cookies. This
helps in storing personal data within two ways, one is form marketing
while the other is, ad tracking. It is easy to think that, cookies are
responsible for it. But, this collection of data takes place due to the
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customer sending input to the website’s order form, registration page,
payment page as well as other forms. The data is encrypted to protect
it from hackers from remole servers by means of limited interaction
through a safety feature such as the secure sockets layers (SSL) verified
page including other familiar network safety schemes. The cookies
cannot on their own dig through the obtained information nor can

they explore the computer meaning that they do adhere to the Data
Protection and Privacy Law and orders.

In addition, the law also influences email and viral marketing
activities. In the case of email marketing, the common scenario is that
of the “tell a friend” service. As a part of this strategy, the websites
invite visitors and ask them to provide a friend’s email address. After
that, the website sends an email to the newly acquired email address.
It is not the only type of email viral marketing however, as marketers
send emails, encouraging the recipient to forward the message to
one of his/her friends. Such practices have generated a fair share of
controversy with the marketing team that forwards the email while
assuming the identity of the initial recipient. There are grounds for
such a practice to be considered a serious issue as per the law. In
addition, antiviruses which are installed to safeguard the computer
from “malware” can also gain access to certain private information on
the computer as well as another digital asset. Even smartphones are
not exempt from such occurrences taking place.

The issue of privacy can be classified as both- legal and ethical. The
concept cannot be put down as one or the other, in fact providing a
strong definition for such a scenario has proven to be rather difficult.
Few have described it as a right for being left alone or the interest
of individuals deciding to safeguard their lives from any form of
unwarranted interference.

This sector of digital marketing isin fact dynamic and as such, the Code
of Ethics for Internet Marketing laid down by the leading American
Marketing Association further provides additional guidance in an
effort to direct the marketplace towards proper ethical practices
(Digital Environment, 2015). The code engages in privacy issues and
access including ownership problem. In case of privacy, the code has
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Stated that the data which has been accumulated from a customer has
to be kept confidential, only to be utilized for purposes specifically
related to the marketing plan. Every kind of information, chiefly
Private customer data, has to be protected from any unauthorized
access. No matter what, the confidential data cannot be used for any
personal gain or to even employ any underhanded tactics to gain
profit in the marketplace.

In the case of ownership, the code has stated that, data received
fi

rom an internet source must be placed under proper authorization
and documentation is to be done. Information possession must
be protected at all costs. Issues regarding access also deserve to be
mentioned since the code expresses that marketers have to value access
to accounts, password and other data with utter confidentiality while
examining or disclosing content that is sanctioned by a responsible
party. The ethics of another individual’s information system has to be
treated with respect regarding how information is placed along with
advertising and spreading any other message.

There have also been controversies surrounding few of LG’s Smart
TVs. The TVs sent out data regarding the channels that were being
watched. The case was first discovered by a UK-based IT consultant
who wrote a blog post entailing the way in which his Smart TV had
been dispatching data regarding the channels that he was watching
(Kelion, 2013). Upon further investigation, the IT consultant specified

that those TVs were uploading information regarding the content of
the devices connected to the TV

It is not always that the intellectual property laws have been followed
sincerely. Rather than that, these laws have been the source of dissent
not too long ago regarding what can or cannot be patented. There is
a list for things that can be patented, it includes e-commerce business
methods, medical care, just as much as any naturally occurred
phenomena like technology-based breakthroughs.

Even though digital content has been put under the protection of
copyright laws, to police the entire Web and then catch the law breakers
is not as easy as it sounds. Continuing on the topic of copyright laws
to safeguard the digital content, the digital rights movement (DRM)
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The Basics of Digital Marketing

has been the source of what can be called an “organized approach’.
Development was underway in attempts to counter quick rise in
online piracy of commercially marketable content.

The digital rights management is an approach that comprises of
the use of technology that limits the use of copyright work and
Proprietary software. It has allowed publishers or authors the right of
controlling what a paying user should be able to do with their work.
Even companies can now implement the digital rights management
System and simply disallow users the access to specific assets. This
step allows companies the benefit of avoiding legal issues which are
born out of unauthorized usage. In the present time, DRM has been
allowed to play a growing role with respect to data security.

Economic: Not every country will be similar in terms of economies.
While one country may be a victim of depression, as well as there is
low level circulation of money; and the other is probably on its way
to a huge economic boom. So, they have taken the opportunity of
moving away from the target market of developing countries and
taking a place at the developed economies in which, there is a higher

rate of GDP as well as consumers who can understand the natural
context of digital marketplace.

The classical economic theory operates with the assumption that a
customer will be rational and make an informed decision regarding
what product he/she will buy (Adams, 2013). Market forces move
forward with this belief and engage in the production of the highest
quality of goods and services which leads to meritocracy within the
marketplace. In recent times, it is enough to take one look at consumer
behaviour to realise that it is not the way a customer behaves. In fact,
there are no rational agents who make an informed decision, rather a
customer in the modern day is driven instinctively to make a buying
decision on the basis of a gut feeling or a psychological bias towards
a product or service. This is all a part of behaviour economics and its
attempts at understanding the human behaviour,

Digital marketers are quite aware of the multiple aspects of behaviour
economics. When the business optimizes the shopping cart with a
large checkout button, it becomes easier for the online customer to
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purchase. The marketplace has always shown straightforwardness
as it ultimately has been all about trying to match the supply and
demand. However, in its truest form, the marketplace is anything but
simple. While eBay can be taken into consideration as the first few
marketplaces to have scaled both parts of the business- buying and
selling, it May not be as easy as it looks at a first glance. It allows the
“sellers” post an item they want to sell and help the “buyers” discover
what they seek. If you take a better look behind the scenes however,
- eBay has been providing “a helping hand” in determining the items
that are going to surface on the basis of purchasing behaviour, price,
reputation of the seller, as well as the time of the year etc. In this case,

marketplace can be deemed as a complex system which is not easy to
start, fix and sell (Durany, 2018).

Within the digital marketplace, most have started small- eBay began
by emphasizing on collectibles, Uber was an app to share limo rides
and Amazon had books. However, from the onset, they had the
potential to be big and as time passed, they became very big. It has
taken place because of their inherent network effect. As buyers and
sellers coming in at a frequent rate, the utility part of these online
platforms increased exponentially. In essence, the virtuous cycle has

helped in building an engaging audience which has translated to huge
business models.

While all may seem good within these digital marketplaces, it is time
to question, whether they are truly beneficial to the end customers.
As these platforms have dominated the digital marketplace, they
have seemingly imposed excess take rates on all the transactions.
For example, GroupOn has a take rate nearing thirty-eight percent
even after the merchant had been asked to underwrite a fifty percent
discount. This translates to a recovery from all transactions for the
supplier of thirty percent. The decision in-between the value that will
be withdrawn versus the value that should be withdrawn is of prime
importance to build a successful marketplace business model which
scales.

THE Micro-ENVIRONMENT OF DiGITaL MARKETPLACE
The environment in which organizations function has the power of
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determining how business will be conducted. These organizations
need to observe and appraise the external business environment on a
constant basis. An organization has to change its activities according
to the environment it js conducting business in to ensure profitability
and effectiveness. So, it is necessary for the organization to completely

understand the business environment before it develops a marketing
Strategy.

The micro-environment is linked to the immediate boundaries of the
organization and has a direct influence on the organization regularly.
That is why, the micro-environment is also referred to as the task
environment. The organizations have to take time when monitoring
and analysing every aspect of the micro-environment such as,
customers, competitors etc.

The elements found within the micro-environment are:

CUSTOMERS == Onewho pays to acquire the product

ORCANISATION === Consists of ovwners, BOD, employees

Price sensitnaty/ matket maturity
/ cost structure

MICRO
\ Ones whe a<t 35 3 bridge betaeen the
INTERMIDIARIES me

manufacturer and the marketer

MARKET —

Other entities that compete for resources

COMPETITORS as well as markets

Suppliers with their Bargaining power
SUPPLIERS e aHect the cost stiucture

Elements of micro-environment

Customer and Consumer: A customer is an individual who buys an
organization’s products or services. To put simply, no organization will
be able to survive without customers. On the other hand, a consumer
is the end user of a product or service. For instance, husbands buy
products specifically for their wives so, even if the husband is the
customer who buys the product from the marketplace, the wife is the
consumer as she is the end user for the product.

The marketplace is destined to full of competition. There are a number
of sellers who sell similar products or services. The customer cannot
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Simply buy the same product from two different markets. First of all,
the customer will 1ook 4 differential factor and in the case of similar
Products, price plays o big role. The variations in price of a product
is an influential factor in the buying decision of the customer. A
market that offers a fairly affordable price for goods that the customer
wants will sell its products at ease while attempting to build a strong
customer relationship. Another influential factor in the buying
decision process is customer service. The customer seeks, not only
a good product but, proper behaviour. In the digital marketplace, it
means to properly value the customer’s queries regarding the product
as well as providing assurance of after sale services.

The prosperous businesses keep a close eye on the customer as well
as the consumer of their products or services. Companies now use
demand analysis for understandingand determining the possibilities
of a new business concept succeeding among the customers. In
addition, a qualitative analysis is also deployed to figure out the
perception of customers regarding any new product or service.
Marketing communication is then developed once an assessment is
performed regarding demand and perception of customers in case of a
new product. The marketing communication targets certain potential
customers in social media websites or through email marketing in
attempts of converting them into actual customers. As mentioned
previously, websites track the ways a customer navigates the web in
order to fulfil the buying decision. It is far too common for customers
to search the web regarding a product’s description and specifications,
this opportunity is taken by websites in the digital marketplace to
design the website in way that is customer friendly and then approach
the customers in social media websites regarding the specific product.
Market segmentation is the concept used when companies divide the
customers on the basis of age demographic and psychographics,

Competitor: Businesses have competition. This competition,
primarily the competitors are organizations competing with each
other to secure the market and its resources. Of course, the competitors
have to be competing for a similar base of service or product.
Organizations put strong emphasis on analysing the competition and
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mpetitor presents. The competition today has taken

gital fog”. Staying ahead of the competition presents

another hurdle which severely influences digital marketing strategies
(Amanda, 2017),

T_b start off, a business has to know its audience. It means investing
time to analyse who the customers are to the business, what interests
they have and the behaviours they show. Identifying the type of
Fustomers, a business wants to attract as well as highlighting their
Interests, location and behaviour have similarity with the existing

Customer base is crucial to converting potential customers into the
actual customers.

If segmentation of customers and the probability data is completed,
businesses tend to develop personalised marketing message for the
audience on the basis of their preferences. It exposes them to content
they deem relevant and show interest in finding out more about the
business and even buy from it. Of course, it is not the only way of
staying ahead of the competition. With respect to content marketing
and subsequent strategies, competitor analysis is of much greater
value. For this, a business has to dive deep into its competitor’s content.
This helps establishing the content type, tone, topic and theme that
has worked for the competitor.

COMMERCIAL COMPETITOR VS ORGANIC CONTENT COMPETITOR

In recent times, competition has branched out into two categories:
commercial competitors and organic content competitors. A
=) commercial competitor has meagre content in many cases while
their on-page performance is not up to the mark. This can be the
result of poor content strategies as well as seeding the content.
These commercial competitors present hardly any challenges. The
real threat presents itself in the form of organic content competitors
(Derbyshire, 2017).

It is not necessary for them to be a brand or people selling the same
product or offering similar services as the business. Rather than that,
they are competitors who write the content which is being sought
by a business’ target audience. They also look to provide genuine

| 27 | ﬂ

HE A Adm\ﬂ\!‘l‘““
tmant of Eus]'ness ment Sudle
gepariiti™’ . mmerce pAanaye@m® L
canulty ot .t‘\J = lJl\.VHfsi‘V 0
Ve

1ap MNaran



Corporate Management in Times of Crisis

mt;(l).rmatlon regarding a product or service which can make the target
a ; : i

fu I€nce question their own intention of buying products or services
rom said businegs Organization,

The question ip such instances for a business is, should it look into
.that Organic content? To point out precisely, the business has to look
Into it to figure out the way in which the content creator is engaging
his/her audience and then direct their energy to “reinvent the wheel”.
Now it is time to emulate that content creator’s work but, the trick is
to make the content grander for the customer. In this way, businesses
can produce content that diverts the attention of customers away
from the competition and in turn, sheds light on their own product.

Competitor analysis is also dependent on the objectives such as,
€ngagement metric. For that topic, researching website reach metrics
is a good way to begin proceedings.

The ultimate question still remains unanswered, who is the organic
competitor to your business? Well, before starting, it is vital to
remember that, competitor analysis requires two factors to be covered.
These two factors are:

Keyword research: It is a complete list of the keywords primarily
needed for competitor analysis. Keywords are the words a user places
on the search box. With respect to performance, it is one that can
the most impact and if research is conducted properly, will land a
business’ content on the first page or basically, Google will rank it
number one. The keyword research has to catch all the keywords
which relate to a business. The competitor’s keywords may contain
words which are hardly relevant to a business.

The parameters have to be set in a proper manner after which, the
business is going to have its hands full with the list of keywords that
have clear importance to the competitor. At the time of writing the
content, it is vital to keep in mind the keyword difficulty. Generally,
when content is being created, businesses have to come up with
. keywords that they will put their focus on. The keywords do not have
to be common yet, they cannot also be too difficult for users to find
online. If the search term is hard, there is a high chance that users will
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not type those words iy, ¢
desire. In that case, busip

of their keywords, Searc
keyword has been searc

Popularity or the dema

he search box for the product or service they
esses have to look out for the “search volume”
h volume refers to the number of times any
hed in the past month. It will determine the
nd of the said keyword and product.

Next, it is very important to fix whether a keyword has commercial
value or informational intent. It is going to help understand what

works well for the competitor with respect to category, product and
blog pages.

After collecting all the necessary data, it is imperative to identify the

aspect in which the competitor has been excelling. Now the business
has to address a few issues:

* Whatis the number of links for every URL ignoring the domain
level?

+ The difference in the quality of content- to target keywords with
Meta titles.

» How is the brand different from the competitor?

« Is the website suitable for the purpose?

Once these questions have been answered, the business will have a
clearer idea of what needs to be done to compete with the rivals.

Next in line are the audiences and their insights.

Audience insight: The first task which has to be completed is not
actually competitor analysis but, having a clear view of the audience
a business is targeting. To be more specific, what is the audience’s
micro-moment and what provides the pain point? Keeping a decent
knowledge of the audience lets a business secure advantage over its

competitor.

Now, the business has to process and find out, who is the real
competitor. The process starts when you type some main words
"into internet and explore the websites which have been ranked at
the top. Are these websites answering the question that the business’
target audience is going to ask a search engine? Have sites A and

=
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:’Vri%ﬁ?;z::}t:on. It also consists of a ripple effect predf)minant.ly

NS € workplace, Employees who show consistency in
ms of Productivity are able to set the standards within the

workplace as well as uplift the morale of their colleagues.

M 3 y i
arket: It is a lot more than the sum of every customer. In this case,

f;%lizlnlﬁg.keting COmpri‘ses of the usage of internet, mobile devi.ce,
1a, search engines as well as other mediums for reaching
customers. Experts in the field of marketing have considered digital
marketing as a completely new venture which is in need of a new way
to approach customers and new ways to understand how customer
behaves in comparison with the conventional methods of marketing
(Barone, 2019).

Digital marketing operates by targeting a certain portion of the
customer base and interacts with them. It has begun rising and
comprises of search result ads, email ads as well as promoted tweets.
In short, it will incorporate marketing with customer feedback and
even two-way interactions between the company and the customer.

Online marketingis not the same as the digital one. Internet marketing
are the advertising activities executed on the Internet only. On the
other hand, digital marketing takes place over telephones, within
video games or even through a smartphone app.

The language of digital marketing refers to people working with
advertising as sources. The members of the targeted ad are generally
referred to as “receivers” In which case, the sources are constantly
targeting well-defined receivers.

Digital marketing operates on a few mediums, such as:

« Website marketing: Websites are at the core of digital
marketing and all of its activities. On its own, a website holds a
lot of power, however it also has to act as the medium necessary
for executing a range of online marketing crusades. Websites
exist as the representatives of brands, products and services in
a clear way. They obviously have to be fast, easy to use and have

to suit mobile devices. ﬂ
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ia};;;;(:;ct A.dvertising: This form of ﬂqur tisin'g exists
users o usmessles_ in attempts of reaching Fhe internet
g Merous digital platforms based on paid ads. .PPC
Faccbogk can be set up op Google, Bing, LinkedIn, Twitter,
- . ©1C. that show the ads to individuals who search for
ms which have 4 Connection to a business’ product or service.
€S¢ campaigns utilize market segmentation on the basis of
dem’ographic features (age, gender etc.) as well as the internet
USErs specific interests and location. Facebook and Google Ads
have been the most suitable platform for these PPC campaigns.

Content Marketing: Through this form of marketing, the
business tries to reach possible customers by using content.
Content is generally produced on websites and promotions are
performed via social media, email marketing, SEO as well as
PPC campaigns. Content marketing tools comprise of blogs,
e-book, online course, infographics, podcast etc.

Email Marketing: Emails are still very effective as a digital
marketing channel. A lot of people often become confused
between email marketing and spam messages that they receive
throughout the day. However, email marketing is a channel
for connecting with possible customers or individuals who
show interest specifically in your brand. Often times, a digital
marketer will use every other digital marketing channel in
order to add more email addresses to the list and then, with
the help of email marketing, a customer acquisition funnel is
created to convert the leads into customers.

Social Media Marketing: From the onset, the main goal of this
form of marketing is to create and raise brand awareness while
it also establishes social trust on the go. However, if you delve
deeper into the format, it is evident that this form of marketing
is also used for creating leads as well as being direct sales
medium.

Affiliate Marketing: While it is new to many people primarily
because of the new life that has been sparked by the internet,
it is in fact one of the most traditional forms of marketing. As
a part of affiliate marketing, individuals are told to promote
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a brand’s ; ‘
product i product in CXC]]aI]gc of commissions each time that
1s sold or even introduce a new lead.

?;lr?::ooll\_’l:;;ikcﬁngz People now seck advice in YouTube through
8 ity s €08 as part of the buying decision process. It.has
creased the popularity of the platform and put it in
second place as a search engine. Of course, video marketing
1S “0“" available in Facebook, Instagram, Vimeo to construct
campaigns. Companies have been successful on majority of the
occasions when they integrated their videos with SEO, content
marketing, not to forget- social media marketing campaign.

* SMS Messages: In politics, parties and their representatives
make use of this technique to send positive information about
their chosen candidate and negative information regarding the
opposition.

The digital marketplace presents its purveyor with unique hurdles.
The digital mediums have been multiplying on a rapid scale. As such,
marketers need to stay alert regarding how these mediums operate,
the way they are utilized by the receivers and how the mediums have
to be used for marketing products in an effective manner. To add to
that, catching the receiver’s attention has become harder than before
as they have become preoccupied with the competitor’s ads more
than before. Data analysis currently requires much effort from the
marketers after which, the information obtained has to be exploited.
Digital marketers are continually tested as they have to capture data
and use it in an effective manner. This fact has further highlighted just
how much marketers are in need of a new approach to marketing on
the basis of newer understandings of consumer behaviour.

Supplier: It is the next facet of the micro-environment which has to be
scrutinized. Suppliers are people who are tasked with delivering the
raw materials which a business needs to carry on with their regular
activities like manufacturing and production of goods. Alibaba is the
world’s leading example of an online supplier. Since its beginning in
1999, Alibaba is now the name of one of largest e-commerce websites
worldwide (DGTL, 2016). It is common knowledge that, China- its
host country has a population of 1.411 billion but, even after having
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a gig?}?tic customer base, Alibaba has been ab]e to supply goods all
over the world. There are of course, certain facets of Alibaba’s service

which makes it o
These are s it a role model for suppliers in the digital marketplace.

| i e st 4 Lo L e b
ibaba does not have an inventory and while
such a move can cut down costs, it becomes impossible to
respond to the continuous demands of the customers without
an inventory. In that case, it becomes the issue of an entirely
separate business model and is dependent on how the company
is going to execute its strategies. With Alibaba however, they
have a clear idea about the customer’s buying behaviours. The
fact that Chinese people have a tendency of bargaining is well
known. Hence, Alibaba has created an environment in which
customers can shop in their usual manners emulating real
life. They have built a chatting system for customers to ask the
vendors for some discounts resulting in customer satisfaction.

» Delivering satisfactory service: “Xiaoer” has made significant
contributions to the success of Alibaba. It is a team that
represents the customer service department and are tasked
with mediating all forms of dispute. In addition, they can even
manage and control the performances of the vendors while
inviting the highest performing vendors to take part in any new
marketing campaign.

- Setting up logistics partnership: In a country as big as China,
not all the regions have developed at the same rate. So, Alibaba
has to resort to third party logistics suppliers. Alibaba initially
used private couriers for in-service regions and China Post for
deliver products at the countryside.

« Goal setting and prioritizing: Companies all over the world
focus on the outcomes but, Alibaba takes another approach
entirely. There will be employees who set the standard for work
rate within the company and as such will be duly rewarded.
However, Alibaba has encouraged its' employee base to fix
achievable goals and analyse the entire process so that, the
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employees get a result all through the week,

* Rotating employees: Employees are encouraged to rotate the
wm:k between all the business units and branches on a frequent
basis. Alibaba hopes that it will improye the overall coordinating
skills of the employees.

Marketing Intermediaries: They are the firms which help
companies in promoting, selling, distributing their products and
services. Intermediaries within the digital marketplace are a number
of transitional organizations existing primarily in the market,
managing trades between the producers, consumers as well as their
data, product, service resulting in a very convenient and cheap
organization. In this day and age, companies can easily set up shops
consisting of an e-commerce website and this idea tempts the small
business organizations to remove the intermediaries which may
result in profit maximization. If the business is scaling, then such
a step results in more logistics work as well as customer support. If
a customer does not buy a product straight from the company that
has manufactured it then, one or more intermediaries facilitate the
sales and are mostly known as the “middlemen”. In the conventional
physical market, intermediaries act as brokers and facilitate market
transaction through intermediation services. Four types of marketing
intermediaries exist in the marketplace:

1. Agents and Broker: Real estate transactions bring out the best
in agents and brokers as intermediaries. Agents provide services
as an intermediary on a regular basis between the buyer and the
seller whereas, brokers perform the activity only temporarily.
They are both paid through the commissions after every sale
and cannot assume the ownership of the good being sold.

2. Merchant wholesaler: A wholesaler is one who buys products
. from a manufacturer in bulk and then resells them to a retailer.
Few of them can be found in possession of a wide range of
different products. Some of them conduct cash-and-carry
outlets and online inventory to their customer base.

3. Distributor: A distributor does not buy products from the
manufacturer rather, fasten the sales between a manufacturer
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and a retailer or other forms of business, Their payments can be
processed as commissions much like a broker.

Retailer: If a customer does not buy a product from the company that
manufactures the product, then he/she is buying it from a retailer. It
consists of corner stores, shopping malls and e-commerce websites.
The retailer buys the product straight from the producer and also
from other intermediaries. There are markets in which the retailer
stocks items and pay for the items once a sale is made, it is a common
scenario for majority of bookstores.

Intermediation services create value which can be decreased as soon
as a relationship shifts to the digital marketplace. To precisely put it,
the digital marketplace is in no need of the services linked with the
matching of a customer with the supplier in a physical space. Rather,
matching customers and suppliers has become easier due to the
information infrastructure that, there is no need of an intermediary
at all.

Traditional Market: INTERM EDiATlON

Company Intermediaries — Customer

Electronic Marketplace : DISTERMEDIATION

/ :
Company i""==="4 Intermediarics anﬂq Customer

As illustrated in the figure above, the relationship between a
company and its customer base undergo dramatic changes due to the
opportunities created by the internet. In the digital marketplace, it is
very easy to bypass the middlemen so much so that, the whole process
has been called disintermediation (George M. Giaglis). It refers to the
ousting of intermediaries like a broker or a distributor who would
make the formal connection between a company and its customer
base. This disintermediation topic puts much emphasis on the
expenses that have to be carried due to the active participation of the
intermediaries. It does not consider the values that an intermediary

adds. fle
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There are a

with the adzumber of markets which relied on intermediaries and
rocess ent of the digital marketplace, the disintermediation

P was expected to turn out in a different w ay:

. ll;,):bhlsgmg marl_(ets: Before the rise of internet, books would

sold by physical retailers acting as intermediaries in the

f)ld market system. When the books were being moved to the

tnternet, the initial hypothesis was that, conventional retailers

would be substituted by electronic retailers. More than that,

wholesalers and publishers were expected to gain straight

access to the customer through the internet. It was supposed

to change the foundation of the publishing value chain on a
fundamental level.

* Music market: In the old market system, intermediaries used
to sell music which matched the customer’s interests with what
the record company had to offer. As digital marketplace began
taking shape, the initial hypothesis was that, record companies
would shift towards direct sales as the expenditures linked to
electronic distribution of a digital product can be very meagre.

Advancements in IT coupled with the development of the digital
marketplace have reduced the transaction cost of such processes.
Now, a business is now capable of internalizing activities bought from
an intermediary within the old market system.

The trend of aggregation and disaggregation has provided
manufacturers a chance to use the features of information-rich
products for bundling or unbundling a product offering while
they maintain a very adjustable product mix. Digital marketplaces
evaluated the cost structure of the bundle product offering and had
reinforced the functions of an intermediary while encouraging newer
versions of intermediaries to enter the digital market. The modern
intermediaries have created utility through aggregation of products
and services which were conventionally offered by distinct industries.

Then again, lower cost of transactions, distribution and the cost of
maintaining a product mix in the digital marketplace is the probable
reason for manufacturers to disaggregate products. Instead, they have
chosen to employ direct sales strategies, in turn, the intermediaries
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have once again been bypassed.

It is hard to tell if the digital marketplace has reached a matured state.

S.o, it is not possible to predict the future of digital marketing and
since, it is subject to change, the market structure cannot also be
determined with certainty. But, the only apparent thing thus far has
been the termination of intermediaries and even that, did not match
the initial hypothesis. The dynamics of the digital market structure
and its subsequent restructuring have been the cause of termination
for many intermediaries. However, it is not completely out of question
to relocate the marketing intermediaries in some form to another
relevant position.

To fully understand the part and position of a marketing intermediary
is a must if one wishes to understand the economic efficiency of the
digital marketplace.

|
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ORGANIZATIONAL CITIZENSHIP
BEHAVIOR: A CONCEPTUAL
FRAMEWORK

Dr. Ashish Mathur!
Dr. Bhawana Bohra?

ABSTRACT

The concept of Organizational Citizenship Behaviour (OCB)
has been around for several years and has been an area of
constant interest and research by several scholars. OCB
1s a voluntary behaviour of an employee in which he goes
some extra miles for his organization. These are those belief
systems that money cannot buy andifidentified and managed
precisely, can lead to the great success of the organization.
This paper focuses on the conceptual framework of
organizational citizenship behaviour by throwing light on
its dimensions, antecedents and consequences.

Keywords: Organizational Citizenship  Behaviour,
Dimensions, Motives, Antecedents, Consequences.
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The concept of Organizational Citizenship, Behavisty™
(OCB) has been around for several years and has been
an area of constant interest and research by several
scholars. OCB is a voluntary behaviour of an employee in

which he goes some extra miles for his organization i.e.
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he contributes (voluntarily without keeping any longing for
the reward) to the organization’s objective by going out of

the call of the duty. Organ has termed it as good soldier
syndrome.,

It has carved an important place among researchers
because it plays a pivotal role in generating positive
organizationa] outcomes such as employee retention,
reduced absenteeism, reduced conflict etc.

In the current cut throat competitive environment
the only way to survive for an organization is to have
a competitive edge over its competitors & for achieving
such an edge organizations are looking forward for such
employees who can 80 an extra mile for achieving company’s

ijectives & who do not restrict themselves in the castle of
Job description,

OCB s one of the most powerful weapon by which various
roadblocks in the Wway to achieve competitive advantage can

be easily overcome and employees can be directed toward
organizational goal.

In an Organization employee behaviour mainly consists
of:

* In role behaviour: In role behaviour is the behaviour
that an employer expects from his employee, which
primarily means that the employee is following and
complying with the standard procedures and norms of
the organization.

* Extra role behaviour: Extra role behaviour can be

defined as a behaviour that goes beyond the boundaries
of standard work description and in absence of the same
no organization can flourish. Denis Organ has termed
this extra role behaviour as OCB, which he defines as
the voluntary behaviour of individuals, which is not
acknowledged by means of any official compensation
package or reward. In sum it only he}ps 'in smooth and
productive functioning of the organization. Voluntary
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behaviouris that behaviour which is not a part of the work
description but purely voluntary on part of employee,

Rather, the behaviour involves some degree of personal
choice, such that the person will not be punished if he or she
chooses not to engage in the behaviour.

As per Podsakoff, Mackenzie, Paine & Bachrach (2000):
Employees provide organization with unique human
resource capabilities that can create competitive advantage

& OCB is one such way that may help organizations to avail
such advantage.

OQB has a very strong impact on individual &
Ol'ga.nlzational performance. It affects effectiveness &
efficiency of the workers and organization which in turn

act as a determining factor for overall functioning of the
organization,

Study of OCB helps manager to understand the variables
which evoke an individual to contribute to the objective of
company that to by going out of the call of the duty and
which lead to such an organizational culture that nurture
such antecedents of extra role behaviour that can help an
organization achieving competitive advantage over the
other players of the same industry.

The scope of OCB is quite far reaching. The employees
who believe in OCB are those who have an eye out

for the company’s best interest at all times. They can
take many forms such as:

1. Assisting coworkers: An employee takes out time to
help another employee to get their work done, as they
know it is important to the company & other employees.

2. Working for the future: Those who practice OCB
believe there will be rewards down the lane & do not
focus on short term rather they focus on long term.

3. A company representative: Employee represents
their company even after office hours & has no problem
talking to others about their company. They are not on
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the work but they take the company with them wherever
they go,

Motives of OCB

the'f:‘;erl‘;ﬂnstudies condgcted around OCB revealed that

OCB. Thre:mer.ous mO.thGS for an employee to engag-e in

and Penner 121103]01‘ motives have been observed b.y Rioux

whicl (2001) fOl.‘ ehgagement by employees in OCB,
“ can be summarizeq as follows:

* Impression Managementz It refers to a practice of
;’;florkers towards creating an favorable reputation for
emselves so that they may be able to take benefits
and avlert unfavorable perception of them. Bowler and
Brass in theiy study identified that workers belonging

lead their behaviouy towards individuals rather than the

company primarily because the lead of their behaviour

towards the individual is more noticeable. Bolino (1999)
in his study concluded that employees who are driven
by impression management are more and more inclined
towards engaging an altruistic behaviour.

Pro-Social Values: These values originate from a desire
to be helpful. People who get engaged in OCB due to pro-
social values are genuinely concerned with welfare of
others.

Organizational Concern: This concept 1s based on the
theory of social exchange. The Social Exchange theory
1s of the opinion that workers practice OCB because the
company has not only provided with an opportunity to
work with the company but also a recognition & honor
in the society together with good standard of living. Due
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to these reasons a worker feels obligated and attempts to
return back the favoy by participating & practicing OCB.

Dimensions

Organ, Smith & Near (1983) interviewed a sample of
managers and identified two types of OCB. The first called
Altruism & second generalized compliance.

A few year later organ (1988) proposed an
expanded categorization of OCB including: Altruism,
Conscientiousness, Sportsmanship, courtesy & Civic virtue.
This was later used by Podsakoff, Mackenzie, Moorman &
Fetter (1990). These are as follows:-

* Altruism: In literal meaning the term altruism
signifies providing support or help to someone. When a
new employees joins the organization or when we are
providing assistance or support to our co-worker who has
been overburdened with work or assisting some other
employees or co-workers in the organization with their
task or work, then it refers to altruism.

* Conscientiousness: It had been defined by Organ
(1988) as the devotion by employee towards his work
which the formal work requirements. For example when
an employee is putting in more hours towards the work
or 1s volunteering to perform other tasks than his normal
work requirements or is working for longer periods of the
day then normally required or not taking any extra breaks
in work as examples of conscientiousness. Podsakoff &
Mackenzie (1977) observed that when a worker requires
minimal supervision and acts in a responsible manner
than that worker is highly conscientious.

* Sportsmanship: It refers to the readiness of an employee
to accept the unavoidable troubles and restrictions
at work with no complain what-so-ever about the
hardships at the worksite and adopting an uplifting and
accommodating behavior towards the challeng_ng work.
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This behaviour results in preserving the organization’s
time and resources towards the completion of work tasks

and assists Mmanagerial team to be relaxed & relieved
from superfluous pressure,

Courtesy: It refers to an action which averts personal
and social issues from happening. It can be illustrated
with help of example like an employee is consulted
prior to initiating any action against them that could
Impact the employee or the employee is provided with
an advance notice of the plan of work to the employee
who is in need of the same. Organ (1977) deliberated
that in order to avoid or avert formation of any issues
for the co-workers, courtesy is exhibited. Therefore, we
can conclude that courtesy is the behaviour that helps to

ward off actions which could needlessly make co-workers
work extra hard.

* Civic Virtue: It can be referred to the participation of
the sub-ordinate employees in the political activities of
the company and assisting in the operational task of the
company. Therefore we can summarize it as an behaviour
of individuals which shows that the workers not only
honestly take an active part but are fully associated and
worried of the existence of the organization.

Antecedents

In the early days, the researchers primarily highlighted
the antecedents of OCB as the attitude of the workers,
support extended by the leaders and the management of
situations. But as the research on OCB has progressed,
several new variables have been discovered and investigated
to discover and decide on the antecedents of OCB. Some of
the most frequently and ordinarily studied antecedents of

OCB include: ‘7//7/

* Leadership Behaviour
* Organizational Commitment
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* Job Satisfaction

Task Characteristics

Perception of Organizational Justice

Personality Characteristics etc.

The above stated antecedents have been evaluated and

investigated for testing the OCB level at individual personal
level and at overall organizational level too.

Job satisfaction is perhaps the most apparent antecedent
of OCB. A study was conducted by Organ & Ryan (1995)
with a meta-analysis of multiple (around about 28) studies
and concluded that there is a moderate connection among
OCB and job satisfaction. Although this connection was
found to be more significant among in-role performance
and job satisfaction. The study further concluded that
other attitudinal measures which include like to leaders
co-operation, commitment towards the organization and

perception of fairness etc had similar level of association
with OCB as the satisfaction level.

Podsakoff, Mackenzie, Paine, Bachrach (2000) in its
study concluded that some of the antecedents of OCB like
attributes of personality, dutifulness, affability, attachment

either positive or negative are more important as the
antecedents of OCB.

Organ (2006) in his study found out that there is more
substantial association among the conscientiousness as
one of the agreement aspect of OCB, However, in the study
conduct by Organ & Ryan (1995), it was established that
personality measurements have been found to be weak OCB

predictors when they are contrasted with other predictors
like attitudinal predictors.

In the study of Todd and Kent (2008), it was found that
characteristics of task namely routine feedback and inherent
contentment are highly associated to sportsmanship,
altruism, civic virtue, courtesy and conscientiousness.
Significant relationship was established amongst EE)CB and
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routine tasks. Although through characteristics of task
OCB can be anticipated, there exist several questions as to

whether there is a direct influence or a link mediated by
work satisfaction.,

Leudership behaviour was also established as one of the

major anticipators of OCB, which can be classified into the
following four groups viz.

Path-Goal Theory of Leadership connected behaviour

Leader-Member-Exchange Theory connected behaviour
Transactional Leadership Behaviour

Transformational Leadership Behaviour

Among these types of behaviours transformational
leadership  behaviour (which  primarily includes,
intellectual provocation, vision articulation, significant
output anticipation, supply of a suitable model & promoting
consent of collective objectives) has been found to have
considerable positive association with the dimensions of
OCB as explained by Organ.

.
L

As for the transactional leadership behaviour (which
primarily includes two types of behaviour namely non-
contingent punishment and contingent reward) too has
been found to have considerable positive association with
the dimensions of OCB as explained by Organ. OCB has
also been found to have positive association with both the

path goal theory facets (namely leader-role clarification and
supportive leadership).

Additionally, Podsakoff (2000) too concluded in his
study that altruism and comprehensive combined parts of

OCB has an positive association with the leader member
exchange.
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studies have revealed that OCB dimensions like altruism
& Sportsmanship, courtesy always help in creating a
positive work environment. By altruism employees helps
In creating a positive work environment. By altruism
employee help each other & by sportsmanship they avoid

conﬂict‘ & help in creating such a climate that helps in
attracting & retaining employees.

Job satisfaction: It is related to the assessment of
satisfaction of the workers with their task. The studies of
Chughtai & Zafar (2006) and Kalid & Ali (2005) concluded
that by way of courtesy and altruism, strong mutual
connections can be formed and conscientious behaviour
permits leaders to assign additional tasks to the workers
and would result in enhancing work contentment.

Absenteeism: Absenteeism refers to the absence from
job without information. Various studies (Chugtal &
Zafar ,2006; Khalid & Ali ,2005; Meyer & Colleagues
,1997 supported that OCB leads to less absenteeism.
Dimension like civic virtue & conscientiousness are
helpful in reducing absenteeism. Hence negative relation
exists between absenteeism and QCB.

Work-Family Conflict: When a worker starts to
devote more time towards his work and stays for longer
durations due to OCB, many a times leads to conflicts
in the family. But these types of conflicts in work and
family are positively connected.

Role Overload: This primarily happens when the
requirements from the position surpass the means and
duration available for the fulfilment. When a worker
performs specific tasks outside of the work assigned,
then the worker is required to invest additional hours
into his work leading to the ignorance of the family.
Therefore, it can be concluded that high OCB level is
positively connected to the overburden of work and
thereby resulting conflicts in the family. (7;-—"5/
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Advantages of OCB

* ASense of Purp

: ose: OCB helps the workers to recognize
their own import

ance for the organization and perceive
oneself as a necessary component of the organization. It
makes the workers have g feeling of importance. This

feelipg of importance leads them to put in more efforts
leading to the higher output.

More liberty in work: OCB permits the workers to
sense that they are having higher autonomy over the
task they are performing and have liberty in deciding
the way they want to do it. It also provides the workers
with an chance to make decision as to when and where

they want to invest more time and the way they want to
achieve the task.

* Sense of Vigor: When a worker develops a feeling that
they are positively contributing for the company or their
co-workers, it reduces the sense of fatigue. This newfound
energy helps the workers to become more positive. This
helps the workers to re-energize themselves and have
a renewed sense of purpose in order to help them take
work forward so that the company goals are achieved.

* Increased Job Performance: OCB has contributed
towards greater work performance, leading to higher
productivity for the workers and increase in the quality of
work performed. It has further benefitted with stronger

interpersonal connections, lesser conflicts and lowered
time costs.

* Lesser conflicts: OCB increases interpersonal
relationship and reduces conflict and hence provide more
output in less input.

Disadvantages of OCB

There are not many disadvantages of OCRB. Majority
of authors and scholars are of the opinion that these

behaviours provide both the workers _&gd’illa’orﬁanization
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with a series of advantages. But there are also a group of

authors and scholars who have highlighted the negative
sides of the concept of OCB. They believe that OCB leads
to several stress related to work and also several work-life
balance issues occur. Originally the behaviours which were
treated to be voluntary have slowly mandated to become a

part of the position and take away the aspect of OCB which

can lead to increased engagement.

Conclusion

Although the concept of Organizational Citizenship
Behaviour (OCB) has been studied with interest by various
academic scholars and managerial staff from industry but
still there is an scope for further dwell into the concept. In
our paper we have tried to bring down the various concepts
of OCB together with its upsides and downsides which will
further help the scholars to carry forward the research.
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APEEP INTO THE GLOBAL RECESSION
OF 2008 AND ITS IMPACTS ON INDIA

Dr. Vandana Yadav'

ABSTRACT

Even if the financial crisis of 2008 did not send the world
back to the 1930, it turned economic growth into contraction
In many countries and slowed expansion practically
everywhere. The ripple effects of the financial crisis ranged
far beyond the financial. Most of the major industrial
democracies adopted government programmes designed to
awaken their slumbering economies, the US package was
the biggest. The U.S. housing market was the domino that,
due toits fall, toppled many of the world’s economies and led
the world into depression. Most of the developed countries
that had close financial and trade relations with the US
suffered. But, the dynamic economies of Asia were well
positioned, and the large economies like India, Indonesia
and China escaped relatively unscathed.

Keywords: Globalization, Economy, Recession, institutions,
GDP

Introduction

An economy which grows over a period of time tends to
slow down in the growth as a part of the normal economic
cycle. An economy typically expands for 6-10 years and
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tends to go into a recession for about 6 months to 2 years. A
recession is a decline in a country’s gross domestic product
(GDP) growth for two or more consecutive quarters of a year,
A recession is also preceded by several quarters of slowing
down. A recession normally takes place when consumers
lose confidence in the growth of and spend less. This leads
to a decreased demand for goods and services, which in turn
leads to a decrease in production, lay-offs and a sharp rise
in unemployment. Investors spend less as they fear stock

values will fall and thus stock markets fall on negative
sentiments.

The U.S. based National Bureau of Economic Research
(NBER) defines economic recession as: “a significant
decline in the economic activity spread across the economy,
lasting more than a few months, normally visible in the
real GDP growth, real personal income, employment,
industrial production, and wholesale-retail sales.” A
recession is charaterised by rising unemployment, increase
in government borrowing, decrease of share and stock
prices, and falling investment. All of these characteristics
have effects on people. In macroeconomics, a recession is
a decline in a country’s gross domestic product (GDP), or
negative real economic growth, for two or more successive
quarters of a year. An alternative, less accepted definition
of recession is a downward trend in the rate of actual GDP
growth as promoted by the business-cycle dating committee
of the National Bureau of Economic Research. The private
organization defines a recession more ambiguously as “a
significant decline in economic activity spread across the
economy, lasting more than a few months.” A recession has
many attributes that can occur simultaneously and can
include decline in coincident measures of activity such as
employment, investment, and corporate profits. A severe or
prolonged recession is referred to as economic depression.

Some recessions have been anticipated by stock market
declines. In stocks for the long run, Siegﬁl’ mentions that
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since 1948, ten recessions were preceded by a stock market
declines, by a lead time of 0 to 13 months (average 5.7
months). It should be noted that ten stock market declines
of greater 10% in the DJIA were not followed by a recession.
The real —estate market also usually weakens before a
recession. However real —estate declines can last much
longer than recession.

U.S. Experience

The reason we are in a major slowdown centers on U.S.
consumers, who drive the economy. Through the past six
years till beginning of recession has been the most maniacal
spending machine the world has ever seen. Stock- market
wobbles, rising interest rates, staggering personal debt,
war, floods, hurricanes nothing could slow them down.
That was mainly because the value of their largest asset,
housing, kept going up, and because they were confident
about their jobs. As long as their home equity looked like a
piggy bank and their paychecks looked solid, they just kept
buying, and America’s engine just kept turning. The default
on sub-prime mortgages (home loan default) have led to a
major crisis in the U.S. Sub prime is a high risk debt offered
to people with poor credit worthiness or unstable incomes.
Major banks have landed in trouble after people could not
pay back loans. The housing market soared on the back
of easy availability of loans. The realty sector boomed but
could not sustain the momentum for long, and it collapsed
under the gargantuan weight of crippling loan defaults.
Foreclosures spread like wildfire putting the US economy
on shaky ground. This, coupled with rising oil prices at $100
a barrel, slowed down the growth of the economy.
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The relation of this with globalization is also Important,
The housing bubble was fueled by the extraordinary cheap
money that lenders were virtually throwing at borrowers.
As a result, the prices paid broke free of any connection to
plausible values in relation to rents or tota] housing supply.
That superabundance of cheap money didn’t come from
Americans, since they haven’t been saving for years. It came
from the rest of the world, from what fed chairman Ben
Bernanke calls the “global saving glut”. While Americans
were spending, nearly everyone else on earth was saving
at unprecedented rates, and those hundreds of billions
of dollars made their way to US. No body forced them to
borrow the money and pay ridiculous prices for homes. The
fact remains that without the global saving glut; there could

not have been a housing bubble or the resulting housing
collapse.

The job picture also has an Important global dimension.
For a majority of Americans, the most significant fact of
globalization is the advent of a large scale global labour
market. Millions of people around the world can now
compete for millions of US jobs. Never mind that the number
of jobs that actually get outsourced 1s relatively small.
What matters is the mere presence of those lower-wage
workers. They hold down the pay of high paid Americans
and constantly entice employers everywhere to create new
Jobs over there rather than in US. Thus, the problem isn’t
so much jobs being sent abroad but jobs that never showed
up in US at all. But, while the American influences the
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. . L)
world economy, the new reality is that the world’s economy
influences America,
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After four years of above average growth the global
economy is facing substantial challenges: Financial
distress caused by the fallout of the US sub prime crisis;
the corrections in a number of residential property markets,
the surge in global headline inflation driven by record oil
and food prices plus — outside the US.- the effect of the
declining US$. The US slowdown will subtract about half
a percentage point from European growth and higher oil
prices might take away another % of g percentage point.
These numbers are the result of model simulations, which
obviously cannot pick up the financial ramifications of the
current sub prime crisis. It is predicted that the substantial
USS$ depreciation of the last two years, decisive and timely
fed action and USD 150 bn fiscal package will prevent a
US recession. But even in 2009 US growth remained below
potential. Since we do not believe in decoupling, Euro land
growth will slow to 1% %, German GDP to 1%% in 2008,

The global economy is in a difficult situation.
Economic growth virtually came to a standsti]] in the
US in Q4 2007 and already passed the top of the cycle
in the Euro area around the end of 2006. After rea]
GDP rose by an annualized 4.9% in the US in Q3, it
increased by a measly 0.6% in Q4. The reason is the deep
seated recession in the American housing sector. The
contraction of the market there, which had already been
underway for over 2 years, recently became even more
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GDP growth slows In 2000 US imports set pace for
% yoy rvorld exports
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acute as a result of the dee
starts in December 2007, a
(annualized), were almost
level and around 56%
market valuations se
longer whether there

pening financial crisis. Housing
t a little over 1 millions units
40% down on their year-earlier
lower than their peak in 2006, Capital
em to indicate that the question is no
will be a US recession but rather how
deep it will be and how long it will last. We however, believe
that a US recession will be avoided. Our argument is based
on the expansionary monetary policy of the fed and the
government’s fiscal stimulus package running to over USD
150 bn or slightly more than 1% of GDP. The fed had cut its
fed funds target rate by 225bp since mid September 2007
to 3% most recently and is likely to reduce it by a further
o0bp to march. Seldom has there been such unanimity
among Americans politicians regarding stimulus for the
economy. As the presidential primary races shifts into top
gear no party wants to risk putting itself in a position where
it can be blamed for the recession by opposing the package.
The stimulus package contains not only tax breaks for
companies but above tax rebates for US households worth
around USD100bn, which will be disbursed in the form
of tax- cheques as was the case in 2001. In 2001 the US
government sent out cheques worth USD 38 bn- equivalent
to 0.4% of GDP of which two-thirds were spent within two
quarters. This year’s temporary tax rebate is thus twice the
volume of the 2001 package. Against this background our
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consumption forecast of 1.8% in 2008 is on the conservative
side. Going by the experience in 2001, the stimulus could
well turn out to have a greater impact. For example, a
tax payer can expect to receive a tax cheque of up to USD
600 while a couple with two children can look forward to
receiving USD 1800.
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Such a package is well timed. The tax cheques that are
this time also to be given to households with only small
incomes and which do not pay tax could already be spent
by the end Q2. i.e. take effect at the very moment when a
significant weakening of private demand and an increase
in the saving ratio can be expected as a result of shrinking
housing prices. To date, private consumption has remained
robust and relatively untouched by the fallout from the real
estate and financial crisis, and rose even in Q4 by 2% verses
the preceding quarter. This does seem astonishing at first
glance, but it can be explained by the still relatively stable
labour market in Q4. However, at 17000, non farm payrolls
fell in January for the first time since 2003.

The fiscal package is not the appropriate means of
solving structural imbalances, such as the extremely low
saving ratio. We therefore expect that the US economy will
be able to avoid slipping into recession, but that growth will
nevertheless remain a long way below potential, which we

estimate at 2% to 3%. 1
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After an average growth rate of 1%% for 2008 we forecast
GDP growth of 1%% at best in 2009. Private consumption
is likely to grow 1%% in the current year mainly for fiscal
reasons, declining however, to below 1%% in the coming

year, while the saving ratio climbs from 0.5% in 2007 to
2%% in 20009,

This is based on the assumption that employment
increases by just 1%% each year in 2008 and 2009, compared
with nearly 2% in 2006 and 1.3% 1n 2007, and that the
unemployment rate rises towards 6% in 2009 compared with
an annual average of 4.6% in 2007. A sharper slump in the
labour market appears unlikely as US companies repeatedly
cited the 2001 recession as a reason for consolidation and

are currently far better equipped for a downturn than in the
weak phases of the 1980s, 1990s and 2001.

The biggest imponderables in our US economic forecast
lie in the housing sector and the impact of the subprime
crisis on US consumption. Looking at the past developments,
we assume that the nadir for housing starts will soon be
reached. At present, construction is being started on around
1 million dwellings per month. In the three months around
the lows of 1982 and 1991 the average figures were between
8,75,000 and 9,00,000. A rapid recovery is, however, unlikely
given that vacancy terms are far higher than the long term
trend. The correction could even take several years,

_____
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C‘31‘1'0Sli>ondingly, housing investment is likely to contract
by nearly 14% in the current year, after falling 4.6% in 2006
and nearly 17% in 2007, and will remain slightly negative in
2009 as well. Relative to GDP, housing investments would
thus drop to 3%% in 2009 and thereby fall considerably

below the long term trend, which however would correspond
with earlier developments patterns.

The recession in the housing sector weighs on private
consumption via falling housing prices and thus shrinking
asset values. On top of this, losses are suffered from
corrections in the equity market. How much these wealth
effects actually dampen private consumption is open to
question, however. According to our calculations the wealth
effect on US private consumption of 2 cents per dollar of

asset loss is possibly only half as much as estimated by the
IMF and other institutions,

In addition, the fed’s rate cuts have made the refinancing
of mortgages attractive once again. This reduces the
household’s interest burden directly. In addition, the rate
cuts have also appreciably reduced the increase in burden
from mortgages with a low initial interest rate that is
adjusted after 1-2 years to match market developments. For
this reason we do not expect a massive slump in private
consumption. However, the effects of the mortgages crisis
will continue to reverberate for a long time- albeit with a
muted impact following the key rate cuts- and the default

rates particularly in the subprime segment will continue to
rise for a while. —
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EURO Experience

Euro area growth has remained robust of late with
employment continuing to increase. In fact, the purchasing
Mmanager index in manufacturing rose slightly in January,
Nevertheless, the European economy is scarcely likely to

be able to decouple completely from the US economy on a
Permanent basis.

The reason is that ongoing globalization and the
increasing use of Information and communication
technologies have resulted In closer transatlantic links in
external trade and financial markets than in the 1980s. The
growth slump in the US could restrain growth in the eurc
area by roughly one-half of a percentage point, with the
effect being reinforced by the strong euro and stubbornly
high oil prices. Against this backdrop we expect euro area
growth to slow in the current year, from 2.7% to merely
1.6%, and continue at a similarly mode
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After two years of unusually strong growth (real GDP up
2.9% 1n 2006 and 2.5% in 2007) the economic expansion in
Germany is also set to ease. However, our forecast of 1.5%
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Emerging Market Experience

The emerging markets will continue to outperform
the rest of the world in terms of economic growth and likely
with respect to financial markets as well. The be sure, due to
ongoing global market turmoil and sharp slow down in the
US economy, EM growth will be lower and financial market
returns smaller than in 2007. In the sense, EMs have not
decoupled from the rest of the world. But EM resilience to
external shocks has significantly increased in recent years,
due to much improved fundamental conditions (especially
sovereign credit quality) and favorable medium term growth
prospects. It was expected for emerging market economies
to grow at 6% to 6.5% in 2008-2009, a drop of approximately
0.25 pp from 2007. Asia (without Japan) would remain the
most dynamic region, growing at roughly 7.5% in 2008,
powered by china (10.5%) and India (8.5%). GDP growth in
other regions will range from 4% (Latin America) to 5.5%-
6% (Eastern Europe, Middle East and Africa).
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INDIAN Experience

F Ty .
“VeN as sove

: ral top financial institutions and banks
With footprintg

across several countries have crumbled
under the relentless onslaught of a global turmoil, Indian
banks ang institutions have come out relatively unscathed
from the recession. Built on strong financial fundamentals,
strict vigil on risk appetite and firm monetary guidelines,
Indian banks have proved among the most resilient and
sound banking institutions in the world. But there has been
considerable divergence in the performance of the various
banking institutions in the country as also among the
public, private and foreign banks operating in India. Going
by the performance for the calendar year 2008, Indian
public sector banks have not only been able to weather the
storm of global recession but have been able to moderate
its impact on the Indian economy as well, compared to its
peers among the foreign and private banks. Figures put out
by the reserve bank of India suggest that banking sector in
the country continued unabated during the first phase of
recession, thanks to the better than expected performance
of public sector. This was while the assets and liabilities
of both foreign and private sector banks dipped during the
corresponding period last year. But public sector banks
seem to have more than made up for the shortfall from

foreign and private sector banks and the growth inflow of
bank resources to the diverse sector of th

e Indian economy
has continued unabated.
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(In percentage)
Deposit Credit
2007 | 2008 2007 | 2008
‘Public sector banks 24.2 242 198 286
Foreign banks 34.1 2.1 307 169
Private sector banks 269 134 242 118

Annual percentage growth as on January 4,2008, and January 2,2009
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letrndicl.ing the general trends of the economy, the
extension of non-food bank credit has grown faster in
calendar year 2008 against the previous -ycar. The same
has been the cago with regard to the flow of resources to
ic commercial sector, which includes non-food bank credit,
mvestment on shares/bonds/debentures and commercial
paper issued by public/private sector companies. Despite
this visible growth in credit extension by banks, there was

a perception of decelerating credit growth to the Indian
economy as a whole during 2008,

This slow down in credit extension could be primarily
attributed to reduced flow of funds from non-bank sources
suchasfinancialinstitutions, NBFCs and resources mobilized
from the capital market and by way of external commercial
borrowings- ADR, GDR, FCCB, foreign direct investment-
and other forms of short term credit. In fact, resources flow
from these sources had dipped by over 30% during 2008,
which flow from the banking sector had increased by close
to 30%. The review of the monetary policy by the RBI for the
third quarter of 2008-09 said, “There has been noticeable
variation in credit expansion across bank groups. European
of credit by public sector banks was much higher this year
than in the previous year, while credit expansion by foreign
and private sector banks was significantly lower”. This
credit expanded by the banking sector was also reflected in
the deep divergence in the pace of growth in deposits among
the banks. It was only the public sector banks which could
maintain the pace of growth in deposit accretion at 24.2%.
Deposit accretion in foreign banks fell sharply from 34%
to12% and to private sector banks from 27% to 13%. Backed
by the steady pace of growth in deposits, the growth in
public sector banks disbursal also grew quite significantly.
Meanwhile, there was a deceleration in credit extension by
foreign and private sector banks during 2008.
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2007 | 2008
Agaregate deposits 251 217
Bank credit 214 210
Non=food bank credit 220 739
Flow to commercial sector A7 | 734
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The slow down in the economy along with the high
interest rate regime and risk aversion by banks had led to
a declaration in some credit portfolios. While extension of
credit to agriculture, industry and real estate continued, to
grow during 2008, there was a deceleration of credit to the
housing sector. Flow of credit to the housing sector fell from
Rs 31,780 crore in year 2007 to Rs 21,989 crore in 2008.
This was partly due to slow down in the Indian economy,
the high interest rate regime and growing risk aversion of
the banking sector. As the interest rates breached levels
of 12%, the potential home loan seekers deferred their
investment decisions. Moreover, the real estate market
had already peaked and the investors were waiting for the
prices to dip before reentering the market. For the banking-
sector 1t was a case of risk aversion and the prevailing high
interest rates which deferred further growth in the home
loan portfolio. But the successive slash in key interest rates,
repeated promptings by the RBI and a corpus of low cost
funds prompted some public sector banks to cut interest
rates for fresh loans.

Facilitating the extent and reach of public sector bank’s
credit extension program was the huge corpus of cheap
current accounts/saving accounts (CASA) deposits, which
command just nominal rates of interest. While foreign and
private sector banks have been stymied by lower accretion
and higher interest rates, access to cheap deposits have
further fuelled credit delivery by public sector banks. The
corpus of cheap funds has also prompted public sector banks
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to take the lead in dishursement credit by offering retail
loans at, attractive prices,

. State bank of Tndia had taken the lead by slashing
mterest rates to 8% for certain home loans to rejuvenate
?.ho Hlagging home loan markets and reviving the demand
n a sluggish economy. Others such as canara bank have
followed suit, swectening the home loan portfolio with
additional incentives and offers. Led by the public sector
banks, the deposits and credit portfolio of the Indian
banking industry had continued to grow during the first
phase of India’s economic slowdown. Now the very same
banking institutions had led the way in slashing rates and
reviving demand, which in turn drove the Indian economy
away from the recessionary spell.

Conclusion

While 2008 was the year of crisis, the origin of this crisis
dates back to the middle of 2007 when evidence erupted
that homeowners who had borrowed to finance the property
they purchased had begun defaulting on their debt. Soon
it became clear that too many people with limited or poor
creditworthiness had been induced to borrow large sums
by banks eager to exploit the large amounts of liquidity
and the low level of interest rates in the system. An
unsustainable proportion of defaults seemed inevitable.
What was disconcerting in the events that followed was
that this “sub prime” problem soon spread and created a
systemic crisis that soon bankrupted a host of mortgage
finance companies, banks, investment banks and insurance

companies, including big players like Bear Sterns, Lehman
Brothers and AIG.

Thereason this occurred are not well known. The increase
in sub- prime crisis occurred because of the complex nature
of current —day finance that allows an array of agents to earn
lucrative returns even while transferring the risks. Mortgage
brokers seek out and find willing borrowers for a fee, taking

ﬁ
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on excess risk in search of volumes. Mortgage lenders
flllﬂl}ce these mortgages not with the intention of garnering
the Interest and amortization flows associated with such
lending, but because they can sell these mortgages to Wall
Street banks. The wall street banks buy these mortgages
bOC{lII.SEJ they can bundle asset with varying returns to create
securities with differing probability of default that are then

sold to a range of investors such as banks, mutual funds,

pension funds and insurance companies. Nevertheless to

say, institutions at every level are not fully rid of risks but

those risks are shared and rest in large measure with the

final investors in the chain. And unfortunately all players

were exposed to each other and to these toxic assets. When

sub-prime defaults began this whole structure collapsed

leading to a financial crisis of giant proportions.

The crisis had a number of consequences in the developed
countries. It made households whose homes were now ‘worth
much less’ more cautious in their spending and borrowing
behaviour, resulting in a collapse of consumption spending.
It made, banks and financial institutions hit by default,
more cautious in their lending resulting in a credit crunch
that bankrupted businesses. It resulted in a collapse in the
value of the assets held by banks and financial institutions,
pushing them into insolvency. All this resulted in a huge pull
out of capital from the emerging markets: net private flow
of capital to developing countries was projected to decline
to $530 billion in 2009, from $ 1 trillion in 2007. The effect
it had on credit and demand, contributed through a sharp
fall in exports, was to transmit the recession to developing
countries. Indian companies have major outsourcing deals
from the US. India’s export to the US has also grown
substantially over the years. The Indian economy was likely
to lose between 1 to2 percentages points in the GDP growth
in the fiscal year 2009. Indian companies with big tickets
deal in the US would see their profit margins shrinking. All
of these effects soon translated into a collapse of demand
and a crisis in the real economy with falling output and
rising unemployment. This only worsened the financial

crisis even further. __i:,/*ﬂ./
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A crisis of this nature requires holes to be plugged
at many places simultaneously. While there was wide
agreement on what was needed was a globally coordinated
and l?uge fiscal stimulus, the actual efforts on the ground
remmm.zd fragmented and meager. Because of this results
were disappointing, threatening to make this crisis the
most protracted in a long time. Year 2008 is likely to
be remembered as a year in which a crisis of immense
proportions unfolded.
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ASTUDY ON TALENT MANAGEMENT
PRACTICES AND I'TS IMPACT ON
ORGANIZATIONAL COMMITMENT

Dr. Archana Joshi'
Dr. Ashish Mathur?

ABSTRACT

In today’s competitive environment, it is very difficult for
an employee or an organization to maintain their position
for Jong. Long-time employees are scarce, which not only
leads to high employee costs but also the employee turnover
rate are ever increasing. Employees are changing jobs more
often than ever, Today’s booming economy is also affecting
employee engagement levels. The opportunities available n
the market are leading employees to leave their jobs to find
better positions offered by other organizations. Employees
are more focused on their best interests and no longer think
about the best interests of the organization they are currently
working in. Thus it brings to light the importance of Talent
management in every organization. Talent Management is
very complex but important for every organization. Good
talent management practices strengthen an organization’s
commitment, Employees are constantly looking for career
growth and are willing to move to other organizations that
offer better opportunities, Employees choose organizations
that are willing to pay higher salaries and have
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A Study on Talent Management Practices and its Impact...

opportunities for career growth. Research shows that !:alent
management is considered by researchers, professionals
and scholars to be one of the most positive and su.cces'sful
ways of employee engagement. This helps Organlzlel?ns
to make the employees recognize their responsibilities.
The organization should endeavour to promote employee
involvement in the organization, Employees who meet their
expectations and needs can contribute to the organization
and stay longer. Organizations that fail to practice talent
management lose their employees to competitors. Since
these institutions, researchers, and academics cannot excel
In the current market environment, the definition and
framework of the department’s talent management practices
are still lacking. The practice of talent management helps
employees maintain their commitment to the organization.
Every organization needs a strong organizational structure
that can easily adapt to its talent management approach.
When an organization uses appropriate talent management
practices, it helps improve employee commitment to the
organization. Increased employee engagement leads to
increased productivity. The current paper aims to clarify
the relationship between talent management practices
and organizational commitment to assist HR managers
with information to build a talent management approach

as a strategic tool to strengthen employee engagement and
improve performance.

Keywords: Talent Management, Employee retention,
Employee Commitment, Organization Performance.

| Introduction

In the 21st century, organizations are undergoing major
changes in the behaviour, needs and demands of their
employees. Employees are willing to quit their jobs when
a better opportunity arises. Therefore, organizations have
adopted a new HR approach to better understand their
employees. To overcome the problems being faced due
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to employee turnover, talent management practices are
practised and are given high importance.

These days it's tough for employees to serve the same
organization for several years. Long-term workers in the
organization are a rare occurrence that is leading to the
increased turnover rate in the organization. Job hopping
by employees has increased several folds than before.
Today’s booming economy is affecting the level of employee
commitment towards the organization (Boles, Madupalli et
a., 2007). The availability of opportunities in the market
1s enabling workers to leave their current employment
to achieve better positions available in other companies.
Workers these days are increasingly concerned only for their
own interest and are no longer thinking for the interest of the
company they are working with (Brewer, 1996). Employees
always believe in career advancement and are willing to
look to other organizations that offer better opportunities.
Employees will choose organizations that are willing to pay
higher salaries and have opportunities for career growth.
Research shows the impact of talent management practices
on employee engagement and performance. Organizations
need to recognize their responsibilities to their employees.
Organizations should strive to promote employee
engagement with the organization. Employees, whose
expectations and requirements are fulfilled, can contribute
to the organization and stay longer. Organizations that
do not practice talent management will lose employees to
competitors (Zheng, 2009). In the difficult environment
of globalization and increasingly fierce competition,
organizations are under increasing pressure to lmprove
their performance. In recent years, talent training and
protection has become an important tool to accelerate and
improve an organization’s ability to respond to market
changes (Bryan, 2004). The current paper is based on data

gathered from secondary sources which include journals,

websites and research papers. The study tries to have an
understanding of the talent management practices and
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i ; d his
how it is affecting the performance of an employee an
commitment towards the organization.

Meaning and Definition of Talent Management

The word Talent Management is a combination of two
separate words viz. Talent and Management. Talent in
general means a skill or art which any individual possesses
in any given area. It includes those workers possessing
high capabilities, real understanding and expertise who
could effectively drive transformation and change in the
organization. These types of workers are set of talented
workers, who not only add value to the organization through
strategic or competitive positioning but also drive the desired
change in the organization. Management is the process of
bringing these types of workers together to efficiently and

successfully achieve desired goals and targets using scarce
available resources.

Fegley (2006) in his paper referred to Talent Management

as a vital process comprising of HR processes including (1)
recruitment (2) selection (3) training and (4) development.
He further states that it also includes succession planning
and performance appraisal of all skilled workers to ensure
that all the human resource needs of the organization which
not only include current needs but also future needs are
addressed. Talent Management not only helps to rope in
the best of talented workers in the company but also makes
them a key foundation for success. It is how high potential
workers are retained. Talent Management guarantees
that the type of high skill workers which the organization
requires for the fulfilment of its business plan or strategy
ie available. In the developing new market sphere where
success 15 guaranteed only by learning and developing new
skill sets so that current and future challenges can be met.

Talent Management deals with the potential of the future
and worker development.
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Objectives of The Study

This present research study has been carried out with
the following two stated objectives:

To understand the purpose and importance of talent
management at work

To study the effects of talent management on the
organizational commitment.

Research Methodology

The current study is primarily based on literature review
derived from various published sources. Several papers
from leading databases which includes Springer, Scopus,
Google Scholar etc were referred together with reports and
published papers from leading journals from libraries of

different universities. - -
D \low
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The research and practice area of Talent Management
has gained popularity among HR professionals in the last
couple of decades only. Several researchers have been
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conducted and studies made on Talent Management across
various industries and academia. On examining some of the
published reports and papers, we would like to summarise
the following major studies related to Talent Management.

Philips, UK (1999) in his study has described Talent
is a skill or trait that an individual has in a specific
discipline or endeavour, When a company makes sure that
appropriate workers, undertaking an appropriate task, at
an appropriate time performing appropriate tasks, these
number of complicated HR practices are integrated and that
has been given the name of Talent Management.

Michaels, Handfield-jones, H. & Axelrod (2002) in their
study observed that the term talent management is used to
define HR activities to attract, keep and develop appropriate
workers for the appropriate job at the appropriate time.
The success of any company 1s measured by the workers
who are working in that organization. Because of which
the concept of talent management has been considered a
priority area for the management of any organization. It
identifies an individual’s innate abilities, characteristics,
personality and offers him/her suitable work accordingly.
Each individual has a unique skill that fits a certain task
and every other work will bring him discomfort and impair
his or her efficiency. The HR department is responsible
for correctly placing workers for the right task. If the HR
department fails in this task or places the wrong person to
the wrong task then it will result in wasteful expenditure

of not only hiring a new employee but also spending on his
training and other unnecessary activities.

The study carried out by to McCauleyand Wakefield
(2006) noted that the process of talent management should
be more tactical, linked and must have a wider range
than has never been before. He further stated that Talent
Management is a vital process comprising of (1) planning (2)
selection and (3) recruitment. He further states that it also
includes development and the retention of the working in
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the organization, For every organization, it is imperati.VG to
mix and utilize these approaches together with the business
tactics and must be combined and used to deal with ever
fast-changing market and to create a better resilient work
environment for the workers in the organization.

CIPD (2006) in its study pointed out that talent
management is the methodological alignment of processes
which includes recruiting, identifying, developing, engaging
and retaining workers having significant capabilities and
those who have a distinctive worth for the organization. Its
objective is to sustain the organization’s talent pool.

Armstrong (2006) has defined talent as a group of related
corporate acts that enable organizations to attract, retain,
motivate and nurture talented employees they need and
will need to succeed in future.

Collings and Mellahi (2009) in their study defined talent
management as a standardized, persuasive process for
inventing, establishing and retaining talent. They further
stated that talent management depends largely on the
circumstances and how the organization carries out its
activities. ,

Oehley and Theron (2010) noted that talent management
skills are the set of behavioural patterns required by line
managers to attract, select, involve, nurture and retain
talented employees to achieve desired organizational goals.

Makela et al. (2010) observed that talent management
stems from the fact that the shortage of skilled workers is

growing fast is one of the major human resources problems
faced by the companies.

Yadav & Aspal (2014) noted that the phrase talent
management first appeared in 1990s and was formulated
in 1998 by David Watkins in an article, also defined in his
book in 2004 entitled Talent Management Systems. Its
major focus is to promote innovative techniques of human

resource development, particularly in ta}%n’a%nent.
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;:alanl (2'0’14) further observed that in today’s difficult
and competitive business climate, companies can get into

ag advantageous position over the competition in terms of
fcvantages and profitability only through the policies, they

frame and strategies they adopt to manage talent in their
company,

Management Study Guide (2015) mentioned that
as the term itself indicates that talent management
manages workers capacity, capabilities and influence in
the company. The goal of talent management is not just to
hire the appropriate workers at the right moment but also
developing workers invisible and unusual characteristics to
achieve the desired results. Keeping talent in sync with the
organizational culture, keeping them moving and making

the most of them is the biggest challenge beyond recruiting
into the company.

Uma R (2015) stated that the principles of talent
management seem logical in this period of fierce completion,
when survival is the greatest challenge for businesses.

(B) Organizational Commitment

Hounari (2004) had observed that organizations are
experiencing rapid changes as one of the great highlights of
present social order and as a result, there ought tobe an effect
of these human forces in these advances. Robbins (1986) had
stated that improving the performance of employees and
institutions is one of the key aims of a dynamic and active
organization. Therefore, consideration of variables that are
critical to an organization’s performance is an important

source of information for coordinating supervisors to achieve
this goal.

Enhanced human and institutional performance is one
of the key aims of any dynamic and active organisation; the
main source of coordination amongst supervisors in order to

achieve this purpose is thus the consideration of factors that

make an organisation’s performance appealing. f’ﬁ/
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Vﬂl"loug concepts and definitions of organizational
c?mm.li.nmnt. can be found in the relevant literature, sOme
of which are presented as part of this review.

The study carried out by Sheldon (1971) noted that
organizational commitment, the workers way of thinking or
thewaya company is introduced to the worker, which attracts
or connects a workers personality to the organization.

Buchanan (1974) in its study mentioned commitmer_lt as
an emotional link with the company’s goals and estimations,
as well as workers, own goals and estimates related to his

work, and to the company for the good of its own, aside from
its net value.

O'Reilly (1999) observed that organizational commitment
is a mental attachment to the company by a worker,

comprising a sense of job contribution, dedication and trust
in the company’s estimations.

Balay (2000) noted that organizational commitment
represents a worker’s emotional relationship with the
company bound by traditional respect, esteem and goals.

The Business Dictionary (2013) mentioned that
organizational commitment is the feeling of duty towards
the mission of the company by the workers.

Chelladurai  (2009) stated that organizational
commitment is one of those crucial and determining factors
that influence the worker’s investment sentiments in the
company’s exercises and execution.

Relationship Between Talent Management and Organisational
Commitment

Talent management assures that each capable and
talented worker in an organization was situated in the
correct activity, at the ideal time with high development in
their career growth and expanding invigorating elements
for enhanced business openings 1Inside and outside
the association. It is ground planning for growing the
commitment of employees towards their organizations.
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In current situation of rivalry, it is troublesome for
organizations to identify workers who have gorved them
for more than four or five years. Organizations these days
are required to keep up and grow with valuable workers for
quite a while. HR congidered the most significant resource
for an organization and are the fundamental factor for an
organization's survival and skill, Organizations do not just
need the number of services given by HR, however, quality
of services is the thing that an organization required really
to keep up its upper hand.

It is discovered that talent management ensures that the
perfect individuals with the best aptitudes are set properly
at work, it focuses on creating and enhancing ability by
giving monetary and non-budgetary advantages to them
to increase their execution and commitment towards the
organization, which consequently diminishes the issue of
turnover and expands the nature of work to accomplish the
upper hand.

In the competitive climate of today, every company
requires highly committed and enthusiastic workers and
wish engagement, involvement, teamwork and collaboration
of workers so as to offer their rivals a hard competition. In
such a circumstance, talent management is seen as a vital
aspect to assist to manage and keep talented workers, and
motivating them to contribute towards the objectives of the
company.

There are numerous articles on different aspects of
Talent Management and how it can be used for maintaining
employee’s commitment,

Redman and Wilkinson (2008) in their study concluded
the important relationship between training and affective
organizational commitment. According to them training
and development is the main element in human resources
management. The development of staff is considered as the
key reason for the performance of employees,

Klein, H. (2001) observed that there's an essential
connection between workers training and his/her
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improving, strengthening and maintaining the commitment
towards the company,

Mo.sadeghard & Terdosi (2013) observed that employees
commitment and services towards their organization
depends on the Talent Management practices adopted by
managers of the organization.

Lesly Onnis (2014) stated that in organizations, leaders
and managers are responsible to influence people towards
their success. Organizations need to focus on new human
resource practices and the advantages of adopting them.

Tajuddin & Kamaruddin (2015) pointed out that talent
management is one of the latest the method adopted
by organizations to manage and retain employees. This
technique can be used successfully with traditional human
resource practices for providing better results in conserving

talents.

Similarly there are numerous articles and studies on
different aspects of Talent Management and how it can be
used for maintaining employee’s commitment.

Importance of Talent Management in an Organization

The world today is facing the most critical war “The War of
Talent”. As stated by several strategists to remain sustained
inthis highly competitiveand dynamicenvironment, the need
to identify the basic talent units i.e. competency to perform
each activity of organizational jobs has arisen. Today in the
talent hunger scenario, organizations are surviving in the
tough business competition and they all need is only the star
performers which are known as ‘Talent’. This all can be done
by Talent Management, as the organization has realized
the need for talent management and are now emphasizing
retaining their existing talent. Talent management is not

only retaining employees but also letting them build up
capabilities for organizational and business success.

Anumber of organizations are implementing this strategy
to identify the talent required for their organization and

thus integrating the talent management approach in their
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THE CURRENT ECONOMIC SCENARIO
AND METHODS FOR PROCUREMENT
- TO MINIMISE THE IMPACT OF
CORONAVIRUS ON HOSPITALITY
INDUSTRY

Dr. Manoj Srivastava'
Dr. Gaurav Bhattacharya?
Dr. Manish Vadera®

ABSTRACT

The overall Covid crisis, "as of now declared a pandemic, has
set off a crisis with proposals for the convenience business,
possibly more, anyway the warmth business has never
experienced an unforeseen slump. By putting the human at
the point of convergence of the condition, the contamination
makes significant fear and disorder and impacts us in a
significantly enthusiastic way that this age has never felt.
Moreover, the real control typically irritates the situation."

In general Hospitality industry contains a by and large
social affair of relationship, for example, staying industry,
bistros, festivals, occasion sorting out, and fundamentally
more that offers sorts of help to client. Variables that were
driving the Hospitality business before pandemic COVID-19
join expanding extra cash, new travel plans, building up
the web business of taking off because of broadened web

1 'Professor and Principal', Department of Hotel Travel and Tourism

Management, NIMS University, Jaipur
2 Associate Professor, School of Hotel Management, Manipal University,

Jaipur
3 Assistant Professor, Department of Business Administration, Faculty of

Commerce & Management Studies, Jai Narain Vyas University, Jodhpur
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The Current Economic Scenario and Methods... 31

path and web banking, web-presence of lodgings and the
development business records and some more. The steadily
expanding worldwide the development business was one
of the rule examinations driving the improvement of the
accommodation business before the Covid eject. The measure
of by and large voyager appearances had risen ceaselessly
over the past various years. According to the improvement
projection made by the World Tourism Organization
(UNWTO), the measure of pilgrim appearances over the
globe was relied on to cross 1.5 billion by 2020. Key segments
influencing the market after the pandemic review the
diminishing for visits and goes as the majority of the flights
are getting dropped. The public position wherever on the
globe are dropping the new visits and ensuring about the
greater part of the zone which is one of the other enormous
purposes for the dropping down of comfort industry.

On a business level, the impacts of the emergency have hit
each industry on the planet, and travel and the development
business have been hit hard. “As exhibited by OAG Aviation
Worldwide, travel imperatives on generally flights have
actuated by and large flying industry incidents of up to $
880 billion. Different lodgings are vacant and need to burn-
through entryways and rooms that were once full. In any
case, the unhinged condition has accomplished by and large
fortitude with different inns around the globe giving their
work environments to clinical work power, people available
as necessities be or focus patients who are not influenced by
subject generally, food association get-togethers and cooks
are wanting to give free suppers to clinical staff as they face
their difficulties to battle the crisis.”

Keywords: Covid 19, Hospitality, Industry, measures,
Scenario '
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Introduction

Elements that were driving the agreeableness business
before pandemic COVID-19 were expanding extra cash, new
traw_al plans, building up the web business of making a trip
considering broadened web path and web banking, web-
presence of lodgings and the development business records
and some more.

'I"he consistently growing worldwide the development
business was one of the key examinations driving the
progression of the benevolence business before the Covid
scene. The measure of overall explorer appearances
had risen perseveringly over the past various years. As
shown by the improvement projection made by the World
Tourism Organization (UNWTO), the measure of explorer
appearances over the globe was relied on to cross 1.5 billion
by 2020.

Key fragments influencing the market after the pandemic
remember the reduction for visits and goes as by a long shot
the greater part of the flights are getting dropped. The public
position wherever on the globe are dropping the new visits
and ensuring about the vast majority of the zone which is
one of the other tremendous explanations for the dropping

down of Hospitality industry.

The general kind air industry report is partitioned
dependent on food and drinks, travel and the development
business, housing, and redirection. Travel and traveler zones
near to the entertainment part are out and out declining a
consequence of the lockdowns occurring over the world.

The impact of COVID-19 on cordiality industry can be
found in all the regions including North America, Europe,
Asia-Pacific, and Rest of the World. In the US, different

Jodgings had unmistakable an unexpected advancement in
fixing’s for both individual reservations and get-together

occasions. ﬂ
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Additionally, since the starting point of the COVID-19
scene, dlf:ferent metropolitan locales in the Asia-Pacific
are on finished lockdown, which is in this way limiting the
1mprovement of the warmth business.

With even suppers, the social occasion comparatively
continually conceptualizes considerations in giving a section
of shock and an individual help, keeping understudies
persuaded in this time of extraordinary crisis” “We're
hoteliers since we customarily have evaluations of welcome,
fortitude, jollity, solid human relations”

“With such significant effects, the Hospitality business
should figure out some approach to work in a manner not
seen already. As the relationship between each brand and
purchaser begins by building trust, recuperating client
affirmation will be the fundamental stage in pounding the
emergency. Requesting clean and tidiness examinations
ought to be applied, with new practices set up to screen and
control the environment wherein the business takes place.”

As in all emergency circumstances, the correspondence
should play the lead part in contacting the clients 1n a
delicate and non-forceful way to console them of the security
in their choice to begin voyaging once more. Advancing the
business should be done in a positive way, indicating the
advantage to the client, and furnishing the explorers with a
promising end to current circumstances. The players of the
business ought to consider how to get the voyagers once kept
genuinely and delicately in their homes after the lockdown

is lifted.

Because of the substantial overall effects of COVID-19,
the humankind will stroll into another period of a post-
emergency world which will require the players of the
business to adjust their methodology towards the new
voyager. This will take into consideration new ideas to be
created expecting to profit the public needing enthusiastic
withdraws and zeroing in on mental prosperity.
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- ;It;lssi aClliltang.edwill likewise appl'y to the majo? parts
ST, toy dlnlusifry on the bl.lSl.neSS level. W.lth the
o nee}:j ; eél. with far off ‘vatorklng, the o.rgamzations
réhoarsen %}a just ’?0 the arising patterns in the work
. . The proficiency of current work models should

eva gated, and the representative prosperity should be
put Slgl}lﬁcantly higher in the need list. With the drawn-out
}:Epressmn'beginning to show consequences for individuals,
perm anxiety” the close consistent condition of uneasiness
voyagers experience because of international occasions,
environmental change and other neighbourhood issues -
should be considered when requesting that staff return
to venturing out to the nations as of late recuperated and
recently considered as high risk.”[6]

Be that as it may, as much as the explorers depend on
“the cordiality businesses to be agreement, the organizations
are similarly deprived for the correct choices made by the
general population. The world travel ought not be dropped
yet rescheduled for short term. By commonly being touchy,
aware and demonstrating solidarity, both the organizations
and the buyers ought to receive a similar message: live for
now and plan for tomorrow.”

Governments will have a significant task to carry out
in sparing the inn productiveness. France, Switzerland,
Spain and other European governments have embraced
help worth huge number of euros to protect a wide range of
neighbourhood organizations influenced by the Coronavirus,
and with comparable practices received by numerous

administrations in different pieces of the world.

For those business that do keep themselves lowered 1n
there are measures that can be taken
to reduce the more extended term effect of this emergency.
Holding and drawing in with their groups, adding to their
neighbourhood networks and investigating elective types
of revenue, for example, conveyance Or ill-equipped drnfe
tosses, may assist with keeping up the generosity of their

the present moment

gEAD Agmintetrsties
nt of ug!ﬁegs ql;'ment S{Ud;“
Apnay i
'opaﬂmec‘“mmeme -'\\i.‘l;“’ Jnnup\ |
wetsthtt”

G kR
cacU o i \Jy3s



The Current Economic Scenario and Methods... 35

Staff. and clients for when ordinariness returns.” to feature
applicable chances and issues as they emerge and imparts.

Gareth Ogden, Partner at hay Macintyre remarks on
the UK Government declarations offering extra help to

friendliness organizations adapting to the monetary impacts
of the Covid.

' Acguirement and “Cordiality Can Work Together to
Mlmmlze. the .Impact of Coronavirus. Some acquirement
tips for friendliness foundations during the Covid crisis.”

While the feature measures are invited there stay
genuine Inquiries around the detail behind the different
plans and how rapidly the important assets will be given.
Administrators, with no pay, are now losing money and
confronting the separation of the groups and culture they
have put resources into and sustained over numerous
years. This makes the work uphold measures guaranteed
throughout the next few days basic to most organizations
and the public authority needs to organize this before a
heap of firings are made.

The accessibility of advances is a twofold edged blade.
Getting to support current misfortunes will permit some
breathing space whenever actualized as expected, however
there will be confusions for those with existing elevated
levels of obligation. Amusingly for the individuals who were
at that point battling before the Covid emergency, this could
speak to a “escape prison free” card albeit much of the time
this will just be an instance of kicking the can not far off for
the time being. Chiefs are like never taking a chance with
the chance of activity for exchanging while bankrupt.

All organizations should be on crisis balance; one
Hotel bunch we have addressed is being run as though in
receivership to endure the vulnerability of the coming many
months, despite the fact that it as of now has an agreeable
degree of money for the battle. All money instalments are
solidified until the accessibility of crisis financing is clear
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. Predominant rent limitations: Check allowed use,
rights, and reservations. Check on account of shared

territories/normal parts if the proposed client will influence
the proceeded with utilization of thoge regions.

New rent/permit archives: Dependant on proposed
use, consider if there should be explicit reimbursements
around wellbeing ang security and garbage removal,
penetrate of enactment,

Accommodate:
reestablishment; evac
of conductors and ove
should be present mo
and Tenant Act and

making great harm and full
uation of tainted material; utilization
r-burdening arrangements the report
ment, contracted out of the Landlord

be unequipped for task/underletting.
Consider adding arrangements requiring a profound tidy

and investigations on yielding up. If for clinical use as a
flood (not for isolate or treating Covid-19 cases) think about
confining to quite certain clinical or different employments.

Arranging: Check the current approved utilize and
consider whether it is proper to apply for a difference in
arranging use or whether suitable reimbursements/breaks
can be set up to cover any requirement activity.

Establishment Agreement: Request suspension or
potentially composed agree to leave from brand norms to

coordinate the term of any concurrence with the proposed
user.”

The COVID-19 pandemic has endured an extreme shot
on the incomes of the Indian Hospitality area — coordinated,
semi-coordinated and chaotic. The all-out income misfortune
for the area in 2020 is assessed at Rs 89,813 crore as against
absolute assessed income of Rg 1,568,113 crore in 2019, a
report said.

Of this, the income misfortune for coordinated players is
seen at Rs 40,309 crore, semi-coordinated at Rs 8,379 crore,

and sloppy at Rs 41,126 crore. _ﬁ_,/—_z,
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as phenomenal considering ever
sneak to re-visitation of run of
ought to in like manner continy

up next are proposals that ough
of customary.,

ything. As customers wil]
the mill travel, the hotels
e gently to re-open. Coming
t to be taken to re-visitation

With new certified cases bein
the penetration of the COVID-
has caused broad frenzy, the r
depended upon to continue wit
the timetable year 2020.

g represented step by step,
19 contamination in India
everberations of which are
h into the second quarter of

Effect on the Indian Hotels Sector

“The Impact on the Indian Hotel Sector will be Significant
the Indian lodgings area cruised easily into January 2020,
following a record year in 2019, with 2020 set to be “much
greater”. The nation initially began feeling the gradua%ly
expanding influences of the worldwide COVID-19 strife
towards the finish of February 2020, which compounded
in the start of March. Inhabitancy across lodgings in key
urban communities declined quickly and according to our
assessments has declined by an amazing 45 rate -focus.es
contrasted with earlier year. Quite a lofty decrease in quite
a brief timeframe has never been seen by the area.

We anticipate the second quarter of the year to be f:he
most exceedingly terrible hit. Inns will be not able to drive
rates and may even try to draw in business at profound
limits.

While the veracity of the effect on the area may just be
completely known a lot after the suspension of the pandemic,
at HVS we have attempted to decide the absolute misfortune
in incomes looked by industry utilizing two situations - both
expecting that request development will continue before the
year’s end.

The general inhabitancy in the marked lodgings fragment
in 2020 is assessed to decay by 16.7 - 20.5 rate focuses more
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As an “
N COman 1nn dea!s coach, “it appears to be exceptionally odd
: p.ose, a train-the-mentor article about how to oversee
abrogation’s, yet this is totally vital as the housing business
has been flipped around temporarily.”

. Probably the best bit of business guidance I ever gotten
I my expert profession came from my Dad. He let me know
“child, the way to long haul achievement isn't realizing how
to endure the tempest however figuring out how to play in
the rain”

“This week, the movement business is reeling after the
crossing out of ITB Berlin and different occasions because
of COVID-19. Regardless of whether this is only a blip on
the radar or the beginning of a drawn-out slump, we do not
have the advantage of holding back to discover. We have to
refocus and re-plan now.”

“Your lodging is your home away from home, with a
couple of special cases: the hundreds or even large number
of outsiders from each edge of the world who have dozed
there. What is more, the inn staff might not have the very
norms of tidiness that you do at home.”

“The developing worldwide Covid wellbeing emergency
is significantly influencing purchaser travel far and wide,
and worldwide travel brands are feeling the effect most
legitimately. As movement abrogation’s mount and travel
to specific locales turns out to be even more seriously
influenced, travel brands should screen the circumstance
and shrewdly change their advertising spends to boost their

p D' S
Earulty H ymerce IU“E\’“('\;e”le' t S!udl“

Sarain Vvas Universi?



The Current Economic Scengri,, and Methods "

ad ' '
adequacy during thjq €xceptional event.”
References

Alisa Voitika, Hotels
§t1*ategies without je
Industyy news ]
distribution 8
tripte

in crisis can still win: How to adjust
opardizing your future, Met search,
» Tevenue management, hotel heroes, and
trategy, retargeting April 09, 2020 https://
ase'comlblog/hotcls-coronaVirus-crisis-strategy/

]S)alvu% Elsen, Director of Hotel Intelligence and Customer
olutions for HotStats How Hoteliers Can Get Over the
COI‘Olnavirus — By David Eisen,11 June 2020, https://www.
hospitalitynet.org/opinion/4099116.html

Doug Kennedy, President of the Kennedy Training
Network, Train Your Reservations and Sales Team to Show
Compassion for Cancellations— By Doug Kennedy 20 March
2020, https://www.hospitalitynet.org/opinion/4097645.html

Daniel E. Craig, Founder, Reknown. Events Canceled
Due to Coronavirus? Here’s How to Replace Lost Business
— By Daniel E. Craig, March 3, 2020, https://reknown.
com/2020/03/events-canceled-due-to-coronavirus-heres-
how-to-replace-lost-business/ '

* Gino Engels, Co-founder, and Chief Commercial Officer
-How to navigate coronavirus disruption in travel — 9 March
2020, https://www.hospitalitynet.org/opinion/4097405.html
at OTA Insight

* Gregg Hopkins, Senior Managing Director at PROVision
Partners How to play in the Rain, Not Just Survive the
Storm — By Gregg Hopkins, 17 March 2020, https:/www.
hospitalitynet.org/opinion/4097572.html

Heleri Rande, Partner, THINK Hospitality, 16 March
2020, how can restaurants & bars survive COVID-19
pandemic? — By HeleriRande https://www.hospitalitynet.
org/opinion/4097545.html] Food & Beverage

Hospitality net, Coronavirus Can Live on Surfaces for Hours

HEAD
Adminlstratiea

iness
artment of Busine
FB:\.F'.W +f Commerce Management Spl:s:iplu
a""' Norain Vvas Ualversitv. JODH



44

Con :
temporary Issues in Commerce and Management

;t(‘) ;)Day}? ;tHe.I}e,S How to Sanitize Your Hotel Room- 19 March
» Dttps://www.hospitalitynet.org/mews/4097635.html

2
ospitality net, The Coronavirus Effect: Latest Trends and

How to respond, 16 M
) arch 2020, https: hositali
orgiews/4097525.html bl vy e oSt L ymes,

II;Iassan Djeebet, Food & Beverage Manager/Practical
hrOgram Manager, Les Roches Marbella, 9 April 2020,
ttps://www.hospitalitynet.org/opinion/4098062.html

Mandeep S Lamba, MRICS, President (South Asia), New
Delhi and Dipti Mohan, Senior Manager - Research, New
Delhi and Akash Datta, Senior Vice President - Consulting
& Valuation, New Delhi, https:/!www.hvs.comlarticle/S’T 25-
covid-19-impact-on-the-indian-hotels-sector

Xenia zu Hohenlohe, Partner/Director at the Considerate
Group How to Make the Most of a Coronavirus Situation
— By Xenia zu Hohenlohe, 5 March 2020, https://fwww.
hospitalitynet.org/opinion/40973 62.html

s
af 13 p‘5'.‘1\\1\\!'“':;‘u,s‘us!:

€5 n
eus e g pUB



	3.4.6 (1) 2020-21
	3.4.6 (2) 2020-21
	3.4.6 (3) (7), 2020-21
	3.4.6 (5) 2020-21
	3.4.6 (6) 2020-21
	3.4.6 (9) 2020-21
	3.4.6 (10)  2020-21
	3.4.6 (11) 2020-21
	3.4.6 (13) 2020-21
	3.4.6 (15) 2020-21
	3.4.6(12) 2020-21
	3.4.6(14) 2020-21

