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Are Student Startups Sustainable? – Investigating Potentiality of Student 

Enterprises of Gujarat 
 

DR. YASHASVI RAJPARA, ASST. PROFESSOR, SEMCOM 

DR. KOMAL MISTRY, ASST. PROFESSOR, SEMCOM 

Abstract: 

After various government initiatives to promote students’ startups, ‘Student Enterprise’ 

becomes one of the emerged areas of educational institutes. Not only that for various ranking 

and accreditation methodology, student startups and innovations considered by government 

agencies at very high weight. So, the question is arising whether Student Startups are 

sustainable in competitive environment? 

 

For this study we have selected state of Gujarat, as it is one of the highly industrialized states 

among other states, and entrepreneurial culture is well established. Here, researchers have 

made an attempt to collect evidences of problems faced by aspiring entrepreneurs of Gujarat. 

Keywords: Student Enterprise, Challenges, Gujarat 

 

Introduction: 
Studies of entrepreneurship have increased dramatically in the last decade, and this attention 

has not been limited to domestic markets. Most international business courses and textbooks 

now cover the topic of global entrepreneurship. The number of startups in India is rising, as a 

result the number of stakeholders involved in the ecosystem also tend to increase. Incubators, 

accelerators, mentors, investors, all are adding to prospering geographical-centered 

ecosystems round the nation, as India takes its first significant steps to become a knowledge-

driven economy. The challenge is, while India is an ideal place to start up today, we still lack 

some key ingredients for becoming an extraordinary startup ecosystem. 

 

Gujarat is known for its enterprising community and industries. A part from that Gujarat has 

become natural choice for entrepreneurs’ investor because of having friendly business 

climate, robust infrastructure, rich natural resources, skilled manpower & supporting 

Government policies. Government has been promoting start-ups by focusing on identification 

of business ideas & opportunities, supporting in networking, mentoring and incubation. In 

addition, Gujarat is the State where many third and fourth generation entrepreneurs are 
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opening new avenues of their family businesses, as well as various new ventures are 

launching by young entrepreneurs. These facts motivate researchers to study sustainability of 

student enterprises in Gujarat. 

 

Student Enterprise: 
 

The correlation between successful entrepreneurship ecosystems and the role of a key 

university in that ecosystem has been talked about time and again. The relationship between 

Stanford University and Silicon Valley is always used as an epitome for such a correlation 

and that makes absolute sense because a) universities have all the means and resources to 

support a young, budding entrepreneur, such as labs to experiment in, connections to jump up 

and mentors to rely upon; b) a student in a university has enough understanding of the world 

to start a business, and she has a significant amount of time to work on such business ideas; 

and c) the risk-taking ability for a student at this point is pretty low, so to say that if a venture 

fails, the student can always pick up the pieces and start again (Bhagchandani, 2017). 

 

Due to this students’ enterprises are being promoted in many countries with objectives 

including the specific objective of creating more entrepreneurial individuals who will act as 

independent entrepreneurs, and the more general objective of preparing individuals for a 

world where they will increasingly need to manage their own careers and lives in an 

entrepreneurial way. 

 

The Student Startup and Innovation Policy (SSIP) launched in January, 2017 by Government 

of Gujarat.  Government of Gujarat has developed this policy for assisting to Startups/ 

Innovation. Under this scheme, any individual/ group of individuals having innovative idea/ 

Concept will be eligible and/ or Universities/ education institutions, Incubation Centre/ PSUs/ 

R&D Institutions/ Private and other establishments will be eligible as an institution to support 

and mentor to innovators as approved by Committee. At the initial stage 29 colleges and 6 

universities were identified as nodal centers with growth of 24 colleges under 17 universities 

in next year of establishment, and drive to identify educational institutes as nodal centers is 

still continue by government. 
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Literature Review: 
Entrepreneurial activity occurs when there is a plausible combination of appropriate 

opportunity structures, as well as individuals with entrepreneurial motivation and access to 

needed resources. (Shane et. Al, 2003). Entrepreneurial environments are defined as factors, 

which are critical in developing entrepreneurship in certain regions (Gnyawali & Fogel, 

1994).  

 

Talent and skills of college-going youth and graduates, for one, is an ever-growing problem, 

and while the number of people starting up is increasing by the day, it isn’t still where the 

policymakers would like them to be. The need and the delivery of mentorship for young as 

well as for mature startups continue to remain mostly unrecognized, and home-grown 

funding remains to be hugely fragmented, isolated to a handful of top cities and significantly 

low in quantum nationwide. Add to that a lack of culture that isn’t as innovative and 

entrepreneurial as the time demands, and that’s a perfect recipe to stop India’s startup 

ecosystem to become the world’s best. (Bhagchandani, 2017). 

 

As for the entrepreneurs’ motivation, push-factors refer to events internally or externally, 

which literally push or force individuals to entrepreneurship. In turn, pull-factors refer to 

those influences, which pull individuals towards entrepreneurship. (Kirkwood, 2009; Amoros 

et. al 2013) The Global Entrepreneurial Monitor program (GEM) has also used the 

descriptive terms of necessity-driven (push) and opportunity-based (pull) for these factors. 

(Amoros et. al 2013) In addition, Amoros et. al, have also identified a third term 

improvement-driven opportunity as type of a pull-factor This means that an individual 

engages in entrepreneurial activities as a means of earning more money or gaining more 

independence, opposed maintaining a steady income. (Amoros et. al 2013) 

 

Research Gap: 
Various researches highlights various issues related to student enterprises, however after 

government interventions majority factors seems favorable to student startups. Particularly 

after successful drive by Government with Student Startup and Innovation Policy (SSIP) it is 

become important to analysis sustainability student startups in Gujarat. 
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Research Methodology 
Study is exploratory in nature, for which Interview was conducted of students who have 

participated in Business Idea Competitions. Based on interviews a structured questionnaire 

was designed and data were collected. Researcher selected the western state of India, Gujarat 

for the study. The sample was drawn from the Gujarat state of India, as it is one of the highly 

industrialized states among other states, were entrepreneurial culture is well established 

(Rajpara & Mistry, 2018) 

 

Data Collection 
Data analysis using the process of constant relative analysis (Glaser& Strauss, 2009) was 

conducted simultaneously throughout the data collection, which helped us to frame new 

questions and drop some questions, thus reconstructed descriptions from the interviewee 

became the fundamental basis for verifying and expanding argument for the selected 

phenomena of investigation. To identify sustainability of student enterprises, interview 

technique was used and on the basis interview (9 Participants) answers a questionnaire was 

developed and data were collected from 127 students who have participated in business idea 

competitions. Researchers have selected factors associated with sustainability of student 

enterprises as well as motivational factors for student enterprises to check potentiality of 

student startups. 

 

Challenges Faced by Student Entrepreneurs of Gujarat 
The biggest challenge is that most of the times you think that you don’t have resources. 

However, Complaining is not a strategy, here are responses of interviewees. 

Shlok, Health Oriented Food Solutions 

Whenever you enter into market with new solutions, there is a question mark on your 

existence since day one. The biggest challenge for innovation is skilled labor force not the 

funds. To get and retain desired manpower is the biggest problem for startups. 

Aastha, Acetylene fuel bikes 

The first challenge was putting our team together. We needed people who were business-

minded and who were passionate enough about what we were doing to work for peanuts for 

years until the money situation got more comfortable.  

Shivani, Activated Charcoal Drink 

Making a name for ourselves in a market dominated by big players was challenging. We 
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found that the best way to build our brand was through a grassroots approach.  

Abhir, App of pets 

People are happy with normal solutions they have, they hardly try to explore new 

technologies. Even in the age of mobile apps customers hardly know about useful apps 

available for their needs.  

Manish , Ornamental Fish Farming 

Market is dominated by traditional investors it is very difficult to lunch new idea in to 

market. Another difficulty is to convince customers to utilize new product instead of old. 

Krishna, Sound Limiting Device 

The biggest challenge I faced was to learn how to relax, rest and be less stressed.  I learn it is 

not easy to get funds, and after getting funds to convince people to join your business. 

Bhavesh, Renewable Electricity Generation 

The biggest challenge I found is that, the surrounding environment is not so favorable with 

student startups, even after getting started peers looking for your financial and social stability. 

Shrusti, Industrial & Logistic Park 

Entering into infrastructure project as a young entrepreneur is just like a fish out of pond, you 

hardly find people who are ready to work with you. Another challenge is to getting big funds 

for big dreams. 

Jay, Compact Washing Device 

All the factors are favoring to you then also you may be allowed to start your own enterprise 

by your peers. They always wish to join you with family business instead of experimenting 

innovations. 

 

Ananlysis of Data for Factors associated to Sustainabilty and Motivational factors for 

Student Enterprises 

Tabel 1: Personal Traits for Entreprenuership 

Factor N % 

Social and Cultural Attitude towards Youth Entrepreneurship 127 100.00 

Entrepreneurship Education 85 66.93 

Access to Finance/Start-Up Financing 94 74.02 

Knowledge of Administrative and Regulatory Framework 101 79.53 

Business Assistance and Support 120 94.49 
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The first aim of researchers is to identify personal abilities, which drive young students 

towards entrepreneurship; the most powerful factor is Social and Cultural Environment 

(100%) which reflects attitude of Gujarat towards entrepreneurship. Though Availability of 

finance (74.02%) is a powerful trait, Assistance & Support (94.49%) and Knowledge of 

Regulatory Framework (79.53%) are qualities that are more influencing factors for an 

entrepreneur. 

 

Table 2 : Fear Factors for Student Entreprenures  

Factor N % 

Management Orientation 77 60.63 

Organizational Culture 82 64.57 

Technology Orientation 56 44.10 

Alliance and Cooperation 94 74.02 

Market Orientation 103 81.11 

Innovation Practices 124 97.64 

 

Researchers have also tried to identify which are the factors, which creates distress for young 

entrepreneur. As market demands effective solutions for their needs, Innovation (97.64%) is 

the most powerful factor, followed by Market Knowledge (81.11%) which threats young 

entrepreneurs. Surprisingly according to student entrepreneurs, technology (44.10%) is not a 

big problem.  

Tabel 3: Factors Identifying Business Feasibility 

Factor N % 

Relationships with suppliers 122 96.07 

Market demand  114 89.77 

Competition exist in Market 121 95.28 

Risk Taking Culture in Market 109 85.83 

Financial Projections  92 72.45 

 

Once entrepreneur opt to enter into market, first they thought about sustainability of their 

business. Here, Relationship with suppliers (96.77%) and Competition (95.28%) are the 

factors, which effects most to business potentials according to respondents. Once business 

comes to operating level financial results (72.45%) are not much significant. 
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Table 4: Pull Motivational factors for Entrepreneurship 

Factor N % 

Influence of family and friends and role models 84 66.15 

Doing something interesting 102 80.32 

Business environment and opportunities 94 74.02 

Desire for independence 121 95.28 

Learning and Personal Growth 125 98.43 

 

Pull motivational factors are opportunity based factors, they are also may be considered as 

improvement driven factors. Learning And Personal Growth (98.43%) followed by Desired 

for independence (95.28%) are most powerful factors where students identify opportunity to 

be an entrepreneur. A desired to do something different (80.32%) and business opportunities 

(74.02%) also dominates mind of students to be an entrepreneur, influence by peers (66.15%) 

is least effective factor for entrepreneurship. 

 

Table 5: Push Motivational Factors for Entrepreneurship 

Factor N % 

Unemployment 97 76.38 

Lack of Career Opportunities 74 58.27 

Family Pressure 89 70.08 

 

Push motivational factors are necessity driven factors, which also considered as factors, 

which force an individual to be an entrepreneur. Unemployment (76.38%) is biggest factor, 

which leads young generation for startups; in addition, family pressure (70.08%) and lack of 

career opportunities (58.27%) are also factors, which lead students for enterprises. 

 

Conclusion: 
The purpose of this research was to look at the phenomena of entrepreneurship within an 

education institute environment in Gujarat. As the data collection method was a semi-

structured interview, the interviewees were let to elaborate freely on their challenges faced to 

become entrepreneurs as well as motivation.  

 

Based on literature framework as well as primary survey it is clear that for sustainability of 
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student enterprises Social Culture and Attitude, Support received at incubation stage, need of 

innovation, availability of desired resources and competition prevailing in market are playing 

important role. In terms of entrepreneurial motivation, the results indicate that the student 

entrepreneurs mostly motivated by pull-motivational factors than push motivational factors, 

specifically desired to prove self-worth is the key ingredient in student startups. 

With the launch of Student Startup and Innovation Policy (SSIP) of Government of Gujarat, 

we may able to identify changes required at policy level after couple of years. It now remains 

to be seen how quickly policymakers around the country are able to address the need of 

support for student entrepreneurship and how well such policies are executed. It is understood 

that the startup ecosystem of the country, thanks to strong city-centered ecosystems, is 

growing at a swift pace, and with receptive and responsive governments at the helm, the 

scenario appears bright for startups in India (Rajpara & Mistry, 2018). 

 

Limitations of the present Study 
As the study has been carried out among the entrepreneurs in a limited geographical area, i.e. 

Gujarat the derived interpretation cannot be generalized to the whole Indian ethnicity in terms 

of entrepreneurial behavior; a wider study in this area in terms of quantitative research taking 

into consideration the above mentioned variables (Rajpara & Patel, 2014). 

 

Future Scope of the Study 
Similar studies can be carried out in all over India. Further, studies covering various other 

aspects of building effective environment for student startups can be carried out in order to 

overcome challenges faced by budding entrepreneurs. 
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ABSTRACT: 

The purpose of this study is to understand the difference in buying behaviour and 

preferences between men and women during the purchase of bathing soap. In this study 

researcher has used primary data and secondary data’s. A sample of 50 respondents is taken 

from Anand district of Gujarat. The focus of this study is basically to understand the 

difference between male and female during the purchase of bathing soap. The results stated 

that the various attributes influencing Gender Difference while purchasing Bathing soap in 

Anand city.  

 
An Explorative study were done in which a survey of about 50 respondents were 

carried out. Right from need recognition through the evaluation of alternatives to the 

post purchase behaviour, men and women work differently with different types of 

stimuli and different parameters of evaluations. Women seem to have satisfaction and 

find pleasure while they shop whereas men appear to be more disdain towards 

shopping. In this paper an attempt is made to study these differences at various levels of 

purchase decision. 

 
Keywords: Brand preference, gender differences, price, Brand Image, colour, size, 
packaging, Celebrity Endorsement, Quality. 
 

INTRODUCTION                                   

Gender differences:  

 Out of all the factors that influence customers decision making behaviour, one of the major 

factor is the gender. It refers to the social relationship/ roles and responsibilities of men and 

women, the expectations held about the characteristics, aptitudes and likely behaviour of 

both women and men (femininity and masculinity) that are learned change over time and 

vary within and between cultures. 
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Women are more likely to experience problems than men while shopping. According to the 

studies done by Chief Marketing Officer at CVS Care mart “Women tend to be more 

invested in shopping experience on many dimensions, whereas men buy specific tools and 

get out.” Male and Female shoppers also have different reactions to sales associates. Men 

feel that associates are there to help them find important things on their shopping list 

whereas women shopper’s value sales associates who make them feel important.  

According to Mitchell and Walsh (2004), males and females want different products and 

they are likely to have different ways of liking and obtaining these. Gender has an 

important role in consumer behaviours. Because, the differences between men and women 

about expectation, want, need, life-style etc. reflect to their consumption behaviour. 

Over and above physiological characteristics, gender identity is a psychological and a social 

construct. More than simply a biological classification, both gender and gender identity 

have been explored as portentous moderators of consumers and cognitive and emotive 

states, brand attributions and shopping behaviours. Furthermore, it provides a platform for 

investigating how gender identities may differ across two of the largest consumer buying 

groups in the global marketplace. 

Brand preferences: 

Characteristics of individual consumers such as, personality lifestyles and behavioural 

variables such as usage rates, usage occasion, loyalty, brand advocacy, willingness to 

provide referrals, in an attempt to understand people's wants and consumption are all 

investigated in formal studies of consumer behaviour. And the main thing that matters is 

gender buying behaviour. Whenever we study about male and female in the market, we 

focus on their purchasing habits and if it is about market then our obvious focus directly 

shifts to purchasing habits of FMCG i.e.fast moving consumer goods which also includes 

soaps. 

There are essentially two types of shopping motives: 

1. Utilitarian: The conscious pursuit of an intended consequence. Essentially, meaning 

you’re shopping “to get something done”. 

2. Hedonic: Related to intrinsic and emotional responses. In other words, you’re 

shopping because you love it. 

Men tend to follow a utilitarian, more logic-based approach. You need to tell them why 

they should buy your products and why it makes sense for them to purchase it. Get to the 

point quickly, focus on the products, and use active statements that demonstrate value. 

Women are mostly hedonic shoppers. To reach and engage women, you will have to create 
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emotive shopping experiences that resonate with them. A purely functional approach can 

fall flat pretty quickly. Women want to know more about you, your brand, the lifestyle you 

sell and how your products are going to make them feel. 

 

Indian Soap Industry: 

The Indian soap industries are about 700 with the annual revenue of about $ 17 billion. 

Indian per capita consumption of soap is 460 gms per annum. 70 % of the Indian population 

stays in rural areas out of which 50 % of the rural people are consuming soaps. 

There are different types of soaps such as laundry soaps, cleaning soaps, personal soaps, 

novelty soaps, perfumed soaps, guests soaps, beauty soaps, medicated soaps, glycerin 

soaps, transparent soaps and liquid soaps. So here my concentration is in the study on 

perfumed soaps, beauty soaps and glycerin soaps which are used by both male and female.  

Over and above physiological characteristics, gender identity is a psychological and a social 

construct. More than simply a biological classification, both gender and gender identity 

have been explored as portentous moderators of consumers’ cognitive and emotive states, 

brand attributions and shopping behaviours. 

Furthermore, it provides a platform for investigating how gender identities may differ 

across two of the largest consumer buying groups in the global marketplace. 

 

Soap became a necessity for the moneyed class by 1937. Today with the increase in 

disposable incomes all around the world including India, the rural class people are also 

consuming soaps to a large extend is verified by the survey. However in recent past the 

volume of premium soaps has reduced as compared to economy soaps due to increase in 

prices which has led some consumers to look for cheaper substitutes. 

 

REVIEW OF LITERATURE 

On the basis of research done by many authors and research scholars, it has being examined 

that a great gender buying difference is seen amongst them. So here we have highlighted 

the role of an impact of gender difference on brand preference. There has been extensive 

Research in the advanced and developing countries to measure the gender differences on 

brand preferences. 

Amanda Coley, Brigitte Burgess (2003) Examined that gender difference is seen in 

cognitive and affective impulse buying. And also stated that the main aim of the study is to 

identify gender differences in terms of impulsive purchases made from a variety of product 
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category. By analyzing  it was found that male and female are significantly different with 

respect to affective process components and cognitive process components. 

Khaled Mehmud and Khonika Gope (2012) revealed in their study, the loyalty of brand is 

highly maintained in consuming toilet soaps because it is highly influence by the family 

members and the nearby local shops and availabilities of that particular product.  

A Anandakumar and S Babu (2014) mainly focused on factors influencing consumer 

buying behavior with special reference to dairy products in Pondicherry state has 

mentioned that there is considerable observation found in the customers that they are 

shifting over the other brands due   to non availability of that particular brand. 

Sheth (1991) examines that gender differences in buying behaviours are initially affected 

by the functional values of the product. So there are some functional values stated below 

which affect the gender buying behaviour to a large extend. 

Social Value: According to Sheth at al (1991), social value is “the benefit that is perceived 

and obtained in relation to one social group or several social groups”. Social classes are 

generally determined according to “work, education and income status”. Apart from that, 

classification of social classes can be made by prestige, status, adopted values etc. (Myers 

and Bishop).  

Emotional Value: In the framework of consumer behaviors, emotions can be described as 

feelings or emotional reactions against components like “situations, products, 

advertisements and brands” (Hawkins 1992) 

Epistemic Value: Epistemic value can be described as the curiosity that is perceived or 

obtained from the product and the benefit that meets the desire and need of innovation. 

Conditional Value: Conditional value can be described as the benefit that arises as a result 

of a specific condition the person who is making a preference comes across and is 

perceived at that moment. The factors of “time, place and environment” are considered to 

be the main determiners in the identification of conditional factors (Hanse 1972,Belk, 1974) 

Rook and Gardener (1987) revealed that “when a consumer experiences a sudden, often 

powerful and persistent urge to buying something immediately”. And also impulse buying 

is prone to accur on buying behavior and willingness. 

Cobb and Hoyer (1986) and D Antony and Shenson (1973) looked at the relationships 

between of irrelevant personality traits and used inadequate measures for their constructs. 

Bianca Grohmann (2009) describes the development and variations of two different scales 

i.e spokespeople in advertising shape masculine and feminine brand personality perceptions 

and brand personality can give positive effects on attitudinal and behavioral brand related 
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consumer responses. According to him, gender buying behaviour is greatly seen when the 

male and female makes an impulsive purchases and futher it also depends on the brand 

loyalty. 

RESEARCH METHODOLOGY: 

OBJECTIVE OF THE STUDY: 
 To study the Gender Difference in brand preference of bathing soap in Anand city. 

HYPOTHESIS 

HO1: There is significant Gender difference in while purchasing soap in terms of colour. 

HO2: There is significant Gender difference while purchasing soap in terms of size. 

HO3: There is significant Gender difference while purchasing soap in terms of smell. 

HO4: There is significant Gender difference while purchasing soap in terms of price. 

HO5: There is significant Gender difference while purchasing soap in terms of celebrity 

endorsement. 

HO6: There is significant Gender difference while purchasing soap in terms of quality. 

HO7: There is significant Gender difference while purchasing soap in terms of packaging. 

HO9: There is significant Gender difference while purchasing soap in terms of brand 

image. 

RESEARCH DESIGN: 
An explorative study is done to assess the Gender Difference while purchasing bathing soap 
with various attribute in Anand city. 
 

❖ Sampling method: 

In this present study, the non- probability convenience sampling method is 

adopted. 

❖ Sample unit: 

All age group people are selected from D-mart and Big bazaar. 

❖ Sample size: 

50 respondents are selected from D-mart and Big bazaar. 

❖ Data collection: 

The primary data are collected for this research study through the structured non– 

disguised questionnaires. 

❖ Instrument of data collection: 

The responses were measured on five scale point scale. The method is based on 

Likert Scaling technique from strongly agree (1) to strongly disagree (5). 

❖ Data analysis techniques: 
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Statistical analysis is done with SPSS package. Mean, Standard Deviation ANOVA 

are used to analyse the data. 

DATA ANALYSIS AND INTERPRETATION: 

 
The 26% respondents are female and 74% respondents are male. 78% respondents are having 

annual income between 0-2 lakhs, 16% are having annual income between 2-4 lakhs and 6% 

respondents’ annual income is above 4 lakhs. The age of respondents is between 20 to 60 

years. 

Descriptive Statistics: 

The eight attributes are used to assess the gender difference while purchasing the bathing 

soap in Anand city. Table.1 shows the mean and standard deviation value of those attributes 

on five point scale from Strongly Agree (1) to Strongly Disagree (5).  

Table 1-Descriptive Statistics of eight Attributes 

Attributes Strongly 
Agree (1) 

Agree 
(2)  

Neutral 
(3) 

Disagree 
(4) 

Strongly 
Disagree 

(5) 
Mean 

Std. 
Deviatio

n 
Rank 

Smell 
F 10 11 13 13 3 

2.76 1.222 4 
% 20 22 26 26 6 

Brand Image 
F 20 15 5 7 3 

2.16 1.26749 3 
% 40 30 10 14 6 

Colour 
F - 3 6 24 17 

4.1 0.83909 7 
% - 6 12 48 34 

Celebrity 
Endorsement 

F 1 2 7 19 21 
4.14 0.94782 8 

% 2 4 14 38 42 

Quality 
F 39 10 - 1 - 

1.26 0.56460 1 
% 78 20 - 2 - 

Price 
F 18 26 4 2 - 

1.8 0.75592 2 
% 36 52 8 4 - 

Size 
F 5 9 17 12 7 

3.14 1.17820 5 
% 10 18 34 24 14 

Packaging 
F 3 8 17 17 5 

3.26 1.04608 6 
% 6 16 34 34 10 

 

74%

26%

Gender
Male Female

78%

16%
6%

Annual Income 

0-2 lakhs 2-4 lakhs Above 4 lakhs
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Table 1 show that the attributes like Quality and Price has minimum mean value i.e., 1.26 & 

1.8 respectively whereas Celebrity endorsement has maximum mean value i.e., 4.14. 98% 

respondents agree that the quality of the product attracts to buy bathing soap. 88% of the 

respondents agree that the price of the product affect buying bathing soap. The respondents 

who purchase bathing soap are influenced more by quality and price of the product than 

celebrity endorsement. 

 

ANOVA  

Table 2 shows the One way ANOVA. 
ANOVA 

 Sum of Squares df Mean Square F Sig. 

Smell 
Between Groups 2.725 1 2.725 1.858 .179 

Within Groups 70.395 48 1.467   Total 73.120 49    

Brand Image 
Between Groups 10.229 1 10.229 7.169 .010* 

Within Groups 68.491 48 1.427   Total 78.720 49    

Colour 
Between Groups .300 1 .300 .422 .519 

Within Groups 34.200 48 .712   Total 34.500 49    

celebrity Endorsement 
Between Groups 1.051 1 1.051 1.174 .284 

Within Groups 42.969 48 .895   Total 44.020 49    

Quality 
Between Groups .015 1 .015 .046 .831 

Within Groups 15.605 48 .325   Total 15.620 49    

Price 
Between Groups .599 1 .599 1.049 .311 

Within Groups 27.401 48 .571   Total 28.000 49    

Size 
Between Groups .344 1 .344 .244 .623 

Within Groups 67.676 48 1.410   Total 68.020 49    

Packaging 
Between Groups 2.219 1 2.219 2.072 .157 

Within Groups 51.401 48 1.071   Total 53.620 49    
 *0.05 Significance level 
 
One way ANOVA has been conducted to assess the gender difference with these eight 

attribute for purchasing bathing soap. Except Brand Image (0.01), other attributes are not 

showing significant gender difference while purchasing bathing soap. So, we fail to reject the 

hypothesis. We reject hypothesis in case of Brand Image only. 

From the ANOVA table 2, we state that there is no gender difference in case of Brand image 

while purchasing bathing soap. Whereas, there is significant difference in case of smell, 

colour, celebrity endorsement, quality, price, size and packaging while purchasing bathing 

soap. 
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FINDINGS AND CONCLUSION: 

1. Majority of the respondents are Price, Quality and Brand Image conscious while 

purchasing bathing soap in Anand city. 

2. Celebrity Endorsement, smell, size, colour and packaging do not influence much 

while purchasing bathing soap in Anand city. 

3. Out of eight attributes, Quality is first attribute to buy and Celebrity Endorsement is 

last attribute to buy bathing soap in Anand city. 

4. The study result shows that there is no significant difference for Brand Image of the 

product between Male and Female consumers while purchasing bathing soap in Anand city. 

5. The result indicates that there significant difference for smell, colour, celebrity 

endorsement, quality, price, size and packaging of the product between Male and Female 

consumers while purchasing bathing soap in Anand city. 

6. This study reveals that there is a Gender Difference for the Attributes like smell, 

colour, celebrity endorsement, quality, price, size and packaging while purchasing bathing 

soap in Anand city. 

7. The result also states that there is no Gender Difference for Brand Image while 

purchasing bathing soap in Anand city. 

 

Hence, this study concludes that the attributes like smell, colour, celebrity endorsement, 

quality, price, size and packaging of bathing soap has Gender Difference while purchasing 

bathing soap in Anand city. Whereas for Brand Image, there is no Gender Difference while 

purchasing bathing soap. 

 

LIMITATION & FUTURE SCOPE OF THE STUDY: 

 The study is limited is to Anand city only, so the result cannot be generalized for the 

entire Gujarat. 

 The study is limited to bathing soap only. 

 The same study can be conducted for another region and with other FMCG products. 

 The further study can be conducted to find out the gender difference for various 

attribute while buying products. 

 The further study also can be done that which attribute influence Male and female 

consumer while purchasing bathing soap. 
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ABSTRACT  
The main objective of the study is to determine the profitability of selected pharmaceutical 

companies in India. For that purpose data were collected from secondary sources mainly 

annual financial report of the selected companies, which were published by particular 

companies. To analyzing the profitability, certain financial ratio gathered from selected 

companies for the period from 2014 to 2018 and percentage, average and ANOVA test were 

applied for the study. 

Key Words: Profitability, Pharmaceutical, ANOVA 
 
INTRODUCTION 
Pharmacy was considered as an art of compounding and dishing out of drug treatments. 

Today sciences and generation is growing each day and want of people is likewise increasing 

so a mass of progress has been made in profession of pharmacy. Pharmaceutical companies 

adopt adjustments very quickly. Pharmaceutical is leading production region in India. 

Pharmaceutical industry is anticipated to be really worth of $4.five billion developing about 8 

to 9% yearly in India. Pharmaceutical businesses in India are growing at a totally fast price 

and this made pharmaceutical industry as second biggest developing enterprise. So there is 

want to locate factor figuring out of profitability because of earnings is the primary objective 

of any enterprise. In point of view the heavy investments which can be vital for the successes 

of most enterprises. income within the accounting time period tends to a long time objective 

which measures no longer handiest the achievement of the product but also the development 

of the market for it. profit and profitability are  one-of-a-kind phrases. Profit manner as an 

absolute measure of incomes capacity, while profitability is relative degree of incomes 

potential. 

REVIEW OF LITERATURE  

Majumder and Rahman (2011) advanced the concept that financial statements include a 

wealth of statistics which, if properly analyzed and interpreted, can offer treasured insights 

right into a company’s performance and function on the market. Numerous researches that 
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techniques the performance problem on the microeconomics level prove the special 

importance of monetary control elements, on the development of which depend the results 

and the businesses’ competitiveness. Thukaram Rao (2009) states that ratio analysis is the 

manner of determining and decoding numerical courting based on financial statements. It 

helps to summaries the huge quantities of monetary statistics and to make qualitative 

judgment about the company’s economic performance. Lazaridis and Tryfonidis (2006) 

argue that the connection among running capital control and profitability of 131 organizations 

indexed inside the Athens inventory alternate for the length 2001- 2004. They observed that 

account receivables, inventories and account payables had terrible dating with profitability 

Okwuosa (2005) sees ratio analysis is one number expressed in phrases of every other to 

reveal the connection between them. He adds that in economic accounting and reporting, it is 

commonly agreed that there are positive relationships among items shown inside the earnings 

and loss account and those in the stability sheet in addition to among items in these 

statements. So ratios are used as a means of expressing those relationships. Kieu (2001) 

makes a speciality of operating capital control and equipment of economic control together 

with ratio analysis, profitability. Chin (1997) adds that the relationship among the 

profitability of a business enterprise with diverse capital shape variables i.e. cash and 

marketable securities, receivables, operating capital, long time investment, debt and fairness 

capital and many others. Rees (1995) talked about that inside the monetary analysis, the wide 

use of financial ratios is an answer to the high amount of statistics contained in a set of 

financial statements and to the difficulty of comparing agencies of various sizes. financial 

ratios may be used in my view or in organizations, with the intention to compare agencies 

among themselves or towards enterprise benchmarks. In most cases, the result of such 

analyses depends to a high volume on the monetary analyst’s abilities and understanding. 

OBJECTIVES OF THE STUDY  

 To study the profitability of selected pharmaceutical companies in India. 

RESEARCH METHODOLOGY 
This research paper is based on secondary data only. The data are obtained from the annual 

reports of the selected pharmaceutical companies and also from different journal, website and 

books related to the financial management. The study has been taken for a period of 10 years 

i.e. 2014 to 2018. The data collected secondary data, percentage, average and ANOVA test is 

applied for the study. 

LIMITATION OF THE STUDY 
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 The subsidiary data used in the study is collected from website and annual report of 

selected pharmaceutical companies. The study conducted for the period of 2014 to 

2018 that is 5 years only. 

 The sample companies are only ten companies selected for the current study. 

DATA ANALYSIS AND INTERPRETATION  
TABLE-1:- GROSS PROFIT RATIO FOR SELECTED PHARMACEUTICAL 

COMPANIES 

COMPANY YEAR  
2014 2015 2016 2017 2018 Average 

Sun Pharma -3.9 -4.01 -11.8 -15.2 -3 -7.58 
Aurobindo Pharma 24.37 24.77 23.87 21.73 22.54 23.46 
Piramal Enterprises -0.66 14.81 39.47 46.23 33.54 26.68 
Dr Reddys Laboratories 24.47 18.98 17.19 10.39 5.93 15.39 
Divis Laboratories 36.86 33.27 34.38 32.66 29.04 33.24 
Cipla 17.75 15.08 13.29 10.18 14.62 14.18 
Biocon 15.84 13.46 12.04 17.04 7.52 13.18 
Cadila Healthcare 16.81 25.02 33.49 2.17 23.29 20.16 
Lupin 30.7 31.13 32.81 32.63 16.82 28.82 
Torrent Pharmaceuticals 29.16 19.08 44.63 18.67 12.32 24.77 
Alkem Laboratories 13.23 11.06 16.35 17.16 16.69 14.90 
Average 18.60 18.42 23.25 17.61 16.30  

Table 1 present the data on Gross Profit ratio for selected Pharmaceutical companies’ period 

of five years from 2014 to 2018.  It is founded that Divis Laboratories have highest 33.24% 

and Sun Pharma lowest -7.28 gross profit ratio. It is seen that Divis Laboratories Company is 

better than other pharmaceutical company.  If gross profit ratio higher than the last years it 

means financial performance has been improved. 

TABLE-2: OPERATING PROFIT RATIO FOR SELECTED PHARMACEUTICAL 
COMPANIES 

COMPANY 
YEAR  

2014 2015 2016 2017 2018 Average 
Sun Pharma 0.60 -6.96 -5.71 1.48 1.55 -1.81 
Aurobindo Pharma 26.99 27.79 26.74 24.71 25.99 26.44 
Piramal Enterprises 3.47 18.51 41.73 48.73 36.93 29.87 
Dr Reddys Laboratories 28.38 23.88 23.55 17.95 14.20 21.59 
Divis Laboratories 40.52 37.67 37.56 35.73 32.77 36.85 
Cipla 21.20 19.35 16.94 14.82 19.27 18.32 
Biocon 21.48 19.17 18.11 22.86 13.15 18.95 
Cadila Healthcare 19.96 29.03 36.64 9.93 28.33 24.78 
Lupin 32.57 34.58 35.53 35.53 20.69 31.78 
Torrent Pharmaceuticals 31.52 24.26 48.55 24.54 21.35 30.04 
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Alkem Laboratories 14.83 12.93 18.21 18.80 18.72 16.70 
Average 21.96 21.84 27.08 23.19 21.18 
Table 2 indicates that the data on operating profit ratio for selected pharmaceutical 

Companies period of five years from 2014 to 2018. It is founded that Divis Laboratories have 

highest 36.85% and Sun Pharma lowest -1.81 operating profit ratio. Ii is seen that Divis 

Laboratories Company is better than other pharmaceutical company. 

TABLE-3: NET PROFIT RATIO FOR SELECTED PHARMACEUTICAL 
COMPANIES 

COMPANY YEAR  
2014 2015 2016 2017 2018 Average 

Sun Pharma -99.99 -18.38 -14.09 -0.29 -6.24 -27.80 
Aurobindo Pharma 0.00 18.73 17.74 17.76 17.65 14.38 
Piramal Enterprises -20.07 15.52 30.17 20.62 15.76 12.40 
Dr Reddys Laboratories 19.86 16.77 13.26 14.24 6.05 14.04 
Divis Laboratories 31.49 27.46 29.76 26.17 22.78 27.53 
Cipla 14.80 11.65 12.06 9.05 12.89 12.09 
Biocon 14.97 16.11 16.01 20.06 9.85 15.40 
Cadila Healthcare 22.35 24.05 28.97 20.48 18.77 22.92 
Lupin 25.99 24.58 25.23 24.87 13.33 22.80 
Torrent Pharmaceuticals 22.65 17.93 32.04 18.59 11.34 20.51 
Alkem Laboratories 16.46 13.78 17.72 18.91 13.50 16.07 
Average 4.41 15.29 18.99 17.31 12.33 

Table no 3 indicate that Net Profit margin of selected pharmaceutical companies for the study 

period of five years 2014 to 2018. There is no standard set for net profit margin. It is founded 

that Divis Laboratories have highest 27.53% and Sun Pharma lowest -27.13 Net profit margin 

ratio. Ii is seen that Divis Laboratories Company is better than other pharmaceutical 

company.  

TABLE-4: RETURN ON CAPITAL EMPLOYEDV (%) RATIO FOR SELECTED 
PHARMACEUTICAL COMPANIES 

COMPANY 
YEAR  

2014 2015 2016 2017 2018 Average 
Sun Pharma 0.94 -3.57 -1.72 0.80 3.08 -0.09 
Aurobindo Pharma 26.48 25.10 22.38 19.66 17.56 22.24 
Piramal Enterprises 2.84 4.29 7.37 9.45 5.22 5.83 
Dr Reddys Laboratories 21.11 15.43 13.61 11.47 5.27 13.38 
Divis Laboratories 33.11 29.79 31.28 25.53 20.26 27.99 
Cipla 17.75 13.44 14.41 9.34 14.00 13.79 
Biocon 16.22 17.00 7.08 8.09 4.50 10.58 
Cadila Healthcare 19.60 26.04 34.61 6.94 15.01 20.44 
Lupin 44.39 35.47 31.44 27.38 11.56 30.05 
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Torrent Pharmaceuticals 31.33 19.41 49.54 17.37 8.81 25.29 
Alkem Laboratories 14.40 12.79 22.72 19.28 17.79 17.40 
Average 20.74 17.74 21.16 14.12 11.19  
 
Table no 4 represent that return on capital employed of selected pharmaceutical companies 

for the study period of five years 2014 to 2018. There is no standard set for return on capital 

employed. It is founded that Lupin have highest 30.25% and Sun Pharma lowest -0.09 return 

on capital employed ratio. Ii is seen that Lupin Company is better than other pharmaceutical 

company. 

TABLE-5: RETURN ON NET WORTH (%) RATIO FOR SELECTED 
PHARMACEUTICAL COMPANIES 

COMPANY 
YEAR  

2014 2015 2016 2017 2018 Average 
Sun Pharma -2.5 -0.1 -4.99 -6.48 -38.18 -10.45 
Aurobindo Pharma 18.15 20.23 23.69 28.29 29.21 23.91 
Piramal Enterprises 2.42 5.38 8.13 0.64 -4.25 2.46 
Dr Reddys Laboratories 4.8 11.93 11.67 15.79 20.71 12.98 
Divis Laboratories 14.59 19.47 25.46 23.78 26.09 21.88 
Cipla 10.4 7.61 12.2 10.65 13.76 10.92 
Biocon 3.53 7.94 6.14 13.98 13.65 9.05 
Cadila Healthcare 14.08 10 32.46 28.08 24.89 21.90 
Lupin 8.51 21.25 23.76 26.55 33.3 22.67 
Torrent Pharmaceuticals 10.57 19.17 47.01 23.03 33.29 26.61 
Alkem Laboratories 14.65 20.1 19.45 14.15 16.21 16.91 
Average 9.02 13.00 18.63 16.22 15.33  

Table no 5 represent that return on net worth of selected pharmaceutical companies for the 

study period of five years 2014 to 2018. There is no standard set for return on net worth. It is 

founded that Torrent Pharmaceuticals have highest 26.61% and Sun Pharma lowest -10.45 

return on net worth. It is seen that Torrent Pharmaceuticals Company is better than other 

pharmaceutical company. 

HYPOTHESIS TESTING: 

H01 there is no significant difference between profitability of selected pharmaceutical 

companies in India. 

H02 there is no significant difference in the GP, OP, NP, ROCE and RONW of selected 
pharmaceutical companies in India. 

TABLE-6: ANOVA ANALYSIS 
RATIO  Source of Variation SS df MS F P-value F crit 

GP Between Groups 303.8801 4 75.97003 0.419102 0.794079 2.557179 
Within Groups 9063.428 50 181.2686    
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Total 9367.308 54     

OP 
Between Groups 246.533 4 61.63326 0.389834 0.814918 2.557179 
Within Groups 7905.073 50 158.1015    

Total 8151.606 54     

NP 
Between Groups 1448.965 4 362.2413 0.987842 0.422791 2.557179 
Within Groups 18334.98 50 366.6996    

Total 19783.95 54     

ROCE 
Between Groups 813.1711 4 203.2928 1.642155 0.178342 2.557179 
Within Groups 6189.815 50 123.7963    

Total 7002.987 54     

RONW 
Between Groups 583.5579 4 145.8895 0.850407 0.500152 2.557179 
Within Groups 8577.626 50 171.5525    

Total 9161.184 54     

Inference: 
As P value is more than 0.05 for the GP, OP, NP, ROCE and RONW so it seen that accept 

null hypothesis. It means there is no significant difference in the GP, OP, NP, ROCE and 

RONW of selected pharmaceutical companies in India. 

FINDING AND CONCLUSION  
 It is found that in gross profit ratio, operating profit ratio and net profit margin ratio of 

Divis Laboratories have highest in comparison of the other pharmaceutical companies 

during the study period where Sun Pharma lowest ratio during the study period. In 

case of return on capital employed ratio lupin found favorable ratio. Where in case of 

return on net worth Torrent Pharmaceuticals found highest ratio during the study 

period. During the study period P value found more than 0.05 it means there is no 

significant difference of selected pharmaceutical companies in India. 

SUGGESTIONS  

The top management should review periodical the accounts of the pharmaceutical company 

and takes suitable step before the situation gets out of the control.  And Sun Pharma should 

have improved its performance to run profitable business.  
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Abstract 

Mobile Commerce is the next generation mode of business. Mobile Commerce is an 

evolving Area of E-Commerce, where users can interact with the service providers 

through a mobile and wireless network, using mobile devices. M-Commerce services and 

application can be adopted through different wireless and mobile networks. Important 

factor in designing M-Commerce services and applications is the identification of mobile 

users. This study is one of the few empirical studies which have investigated the adoption 

of mobile commerce in India, which is considered as one of the fastest growing countries 

in terms of mobile usage. This paper tried to provide an overview of the fundamentals 

concepts of M-Commerce. This paper summarized the different technologies used for 

Mobile Commerce, different services and applications of Mobile Commerce and  also 

Mobile Internet Users in India. The study found that, M-Commerce market grows in India 

because so many growth drivers are favorable in India. It is the next generation wireless 

e-commerce that needs no wire and plug-in devices. It is gaining increasing acceptance 

amongst various sections of the society.  

Keywords: Mobile commerce, E- commerce, Mobile applications, Technologies, Mobile 

Internet Users in India, Services. 

History 

Mobile Commerce services were first delivered in 1997, when the first two mobile 

phones enabled Coca Cola vending machines were installed in the Helsinki area in 

Finland. The Mobile Commerce server developed in late 1997 by Kevin Duffey at 

Logica. Since the launch of iPhone, mobile commerce has moved  away from SMS 

systems and into actual applications. 

 FEATURES OF MOBILE COMMERCE 

  Provision for cash deposit and withdrawals. 

  Ability for third parties to make deposits into a user account. 

 Ability to retail purchase. 

   Ability to transact cash between user account. 

  Provision for bill payment. 
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OBJECTIVE  

Main objectives of this research paper are as follows:-  

 To find out what are the impact of М-commerce in India.  

 To understand the basic concepts of Mobile Commerce. 

 To study the Technology used for Mobile Commerce. 

 To study the Services and Applications of Mobile Commerce. 

 To find out what problems and issues are going to face by М-commerce industry in 

India.  

 To find out the growth rate of М-commerce in India.  

 To understand the benefit and features of М-commerce in India  

 To study the Mobile Internet Users in India and Worldwide Mobile Transactions 

Volume. 

NEED FOR THE STUDY 

Mobile Commerce has become the latest topic for today. Business organizations have 

been restlessly evaluating the revenue potential of the M-commerce market and 

developing business models to exploit the huge profit potential of this new market. So the 

main purpose of this paper is to provide a description about mobile wireless technologies 

and applications of M-commerce. Understand the mobile internet users in India. 

RESEARCH METHODOLOGY 

Secondary sources of data would be used for the study. Secondary sources of data would 

involve the use of Books, Journals, Websites and Magazines etc. 

 REVIEW OF LITERATURE 

1. Chandan Gupta, Anil Chandhok and Manu Gupta (2016) 

The article entitled “Hardship of M-commerce in India: Problems, Issues and challenges” 

This paper presents M-commerce is able to penetrate Indian market really or not, 

problems and issues with M-commerce in India and stopping M-commerce to expand its 

growth and help the people to connect to the global business. The study found that, the 

increasing demand of M-commerce applications in India shows that it has penetrated the 

Indian market but still M-commerce is at nascent stage in India and is evolving every 

passing day. 

2  Manpreet Kaur (2015) 

The article entitled “M-commerce: SWOT Analysis”. This paper is intended to bring out 

the facts about the feasibility of M-commerce today, its growth and the strength and 
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opportunities, the weaknesses and threats lying ahead. The study found that, many 

companies in India started using mobile for doing Business, Financial sector, Telecom 

sector, Banking and Real Estate are some of the sectors using mobile commerce. The 

study also found that, there has been tremendous growth in wireless technology in the last 

decade. 

3. Tarandeep Kaur (2015) 

The article entitled “Transformation from E-commerce to M-commerce in India”. This 

paper evaluates the position of E-commerce and M-commerce in India which will be 

further helpful for increasing productivity in India. At the same time it will also useful to 

design and implement different models of mobile commerce in India as model for the 

commerce in India. The study found that, customized and innovative services, right 

regulation and right models will drive the future E-commerce and M-commerce in India. 

4.  Kush Dhingra, Abhishek Bhardwaj and Aashish Aggarawl (2015) 

The article entitled “M-commerce”. This paper identifies the progress and future direction 

of Mcommerce. M-commerce is the next generation of E-commerce which enables the 

user to access internet without need of a place plug in. The study found that, today mobile 

is not use for sending message or calling but it also used for other ways like web 

browsing etc. The study also found that, the technology used in M-commerce based on 

Wireless Application Protocol (WAP), M-commerce helps in improving relationship with 

customer. 

5. Dr. Sachin Gupta and Mr. Anand Vyas (2014) 

The article entitled “Benefits and Drawbacks of M-Commerce in India: A review”. The 

purpose of this research paper is to identify factors affecting the adoption of M-

Commerce and how M-Commerce is developing in India. The study found that, still there 

is lot of work, which is to be done for M-Commerce. Internet connectivity and mobile 

networking is still not accessible to entire population. 

TOOLS USE FOR MOBILE COMMERCE 

In present market, number of mobile tools available for the companies to engage 

customer in business, the following are some of the technologies that are help in reaching 

the customers: 

1. SMS: SMS(Short Message Service) is short messaging service which consists of 160 

characters of black and white. It is the widely used and cheapest form of mobile 

marketing. Companies can send bulk messages and customers can also respond in the 

same form to order a product or services 
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2. MMS: MMS(Multi-media Message Service) is Multimedia Message Service. This 

Consists of time slide show of images, text audio and video. Mobile set with color screen 

are capable of sending and receiving standard MMS message. Product demonstration, use 

and other things can be done with help of MMS to convince customers to buy products or 

services. 

3.  Mobile Web Applications: Accessing web page on mobile devise is an option. 

Yahoo, Google and other mobile content providers have been selling advertising 

placement on their properties. Customer can access the products or services through the 

web pages of the companies through mobile phones . 

4.  Bluetooth: A Bluetooth message can be circulated with in a 10meter range, retailers, 

mall owners and small business holders use this tool to sell their product to the customers 

who come to in the proximity of that area. 

5. Location-based marketing: Location based marketing helps to locate the customer 

location via GPS (Global Positioning System) technology and company delivers the 

contents, offers relating to that particular location. 

6. Voice: Voice based marketing over the mobile is emerging form of marketing. 

Interactive voice Response (IVR) is very popular and companies use to offer various 

services to their customers. A customer has to follow the instructions recorded on the 

system at the other end. 

7.   GSM (Global System for Mobile) Communication. 

8.   HSCD (High speed circuit switched data). 

9.   GPRS (General Packet Radio service). 

 SERVICES AND APPLICATIONS OF MOBILE COMMERCE 

1. Mobile Ticketing: Mobile Ticketing is the process where the customers can order, 

pay for, obtain and  validate tickets from any location and at any time using Mobile 

Phones. Tickets can be booked and cancelled on the mobile device with the help of 

simple application downloads. Delivery of tickets to mobile  phones can be done in the 

form of SMS or by MMS. Mobile ticketing is used in many applications like Airline 

ticketing, Cimena ticketing, Railway and Bus ticketing, Concert/ Event ticketing, 

Consumer voucher distribution. 

2. Mobile ATM: With the introduction of mobile money services for the unbanked, 

operators are now looking  for efficient ways to roll out and manage distribution networks 

that can support cash-in and cash-out. Mobile ATM have been specially engineered to 

connect to mobile money platform and provide bank grade ATM quality. 
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3. Mobile Money Transfer: Refers to payment services which are performed by using a 

mobile phone. By using this service we can transfer money from one person to other by 

using a mobile phone. 

4. Mobile Content Purchase and Delivery: Currently, mobile purchase and delivery 

mainly consists of the sale of ring tones, wallpapers and games for mobile phones. The 

convergence of mobile phones, portable  audio players and video players into a single 

device is increasing the purchase and delivery of full length music tracks and video. The 

download speeds available with 4G networks make it possible to buy a movie on a mobile 

device in a couple of seconds. 

5. Mobile Information and Extended Packaging Services: A wide variety of 

information services can be delivered to mobile phone users in much the same way as it is 

delivered to PCs. These services include 

News, Stock quotes, Sports scores, Traffic reporting. 

6. Mobile Banking: Banks and other financial institutions use mobile commerce to 

allow their customers to access account information and make transactions such as 

purchasing stocks, remitting money, receive notifications, transfer money to other banks. 

Mobile Banking services are; 

  Mini statements and checking of account history. 

  Checking the balance and ecent transactions. 

  PIN provision, change of PIN and reminder over the internet. 

  Cash in Cash out transactions on an ATM. 

Problems & Issues in M-commerce in India 

There are the some issues which directly or indirectly affects the growth of М-commerce 

adversely. Many of the challenges faced by М-commerce are as follows: -  

1. Lack of awareness: Today people in India are using smart phones but still they are not 

aware about the applications in smart phones and what they can do with their smart 

phones. They feel insecure while making money transaction over mobile phones. It would 

be correct to say that it will take a while for business and consumers to accept M-

commerce. Since the consumers do not get face to face customer services so it is less 

personal and hence people tends to avoid its usage. Most of the people of India even does 

not know what they have with them and how to make the best use with smart phone. 

2. Low Internet Connectivity (2G, 3G): It is acceptable that the as the use of internet 

facility increases with increase in the trend of using smart phone the rate of using 3 G is 
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going downward. Even though the services of 3G & 2G is not same by the each service 

provider. It means problem of unevenly distributions of connectivity as there. For e.g. we 

can see that concept of 4G is introduced in the Pune & Bangalore but default is, rates are 

very high.  

3. Lake of Simple, standardized payment Mechanism: Like ATM or credit card no 

other mode of payment is become popular in India. As they are easy to make payment 

than other mode so, it create a problem for growing М-commerce in doing financial 

transaction even though "Mobile Wallets" concept is there. Mobile commerce in India is 

still at nascent stage or embryonic stage & companies are still in experimentation stage 

for growth of M-commerce. Though M-commerce could provide convenient and hassle 

free environment for companies and for customers, yet there are many reasons people are 

not using M commerce  so widely: 

4. Security Issues: Consumers fears for their privacy using M-commerce as it is easier 

for information to get stolen. Also the speed of internet does not allow user to make 

payment efficiently that is why many times order remains pending and many times 

cancelled. People in India are technology lovers but not users. As all the smart phones 

does not have security software available which makes them vulnerable to the threats of 

hacking, 

ADVANTAGES AND DISADVANTAGES OF MOBILE COMMERCE  

After the enormous expansion of E Commerce over the past few years, mobile commerce 

is stepping up to take its place. M-Commerce is an emerging discipline involving 

applications, mobile device and wireless networks. While most of existing ecommerce 

application can be modified to run a wireless environment. M- Commerce is beneficial 

for both types of businesses large scale and small scale. The mobile users increase day by 

day, so through Commerce, business gets large and growing market place for the natural 

range of goods and services.  

  Now a day’s Mobile is one of the technologies which become necessary for any 

person in social and business life than computers. So, it is easy to reach users through 

M- Commerce and cover wild distance.  

  Most of the companies use the M-Commerce site to reach them by giving different 

and better deals in comparison to their competitor.  

  Companies try to reach to the consumer directly through M- Commerce, so users 

have no need to go far to the store physically it save user’s time and money.  



ISSN: 2457-0273 
 (Online) 

RADHANVALLI: An International Peer Reviewed Multidisciplinary Research Journal (Bi-Annual) 

32 
Vol.:03 Issue :05 May - 2019 

 

 In M-commerce no need of the skilled consumer. Buyers can have look thousands of 

items on their cell phones and there is no need of online checkout process.  

 It provides easy Connectivity. If the network signal is available, mobile devices can 

connect and do commerce transactions not only mobile to mobile but also mobile to 

other devices.  

 It is very time efficient way of doing business because transactions do not require the 

users to plug anything like personal computer or wait for the laptop to load.  

Disadvantages of M-commerce  

  Lack of Internet Connectivity is the one of the most drawback of India because In 

India at rest internet connectivity is under the dark room; still broadband connection is 

not accessible at many places in India. Also 3G networks are not available at so many 

states.  

 Mobile commerce needs high-speed connectivity of 3G. Otherwise, it is become 

hectic for the user to go through entire product purchase process.  

 In India enormous percentage of people lives in villages and small towns so people do 

not aware about M-commerce. Literacy rate of India is grown by 74.04%, but in 

world literacy rate is 84% in 2011. So it is very difficult for the all Indian People to 

buy products through M-commerce.  

FINDINGS OF THE STUDY 

Still there is a lot of work, which is to be done for Mobile Commerce. Internet 

connectivity and mobile networking is still not accessible to entire population. Mobile 

Commerce market grows in India because so many growth drivers are favorable in India 

such as changing youth’s perception, introduction of trusteeship model, growth of 

financial area and numbers of smart phone buyers are increasing. 71% of the estimated 

371 million mobile internet users in India will belong to urban area. However, the rural 

area still holds an enormous potential to drive the future growth of mobile internet in 

India. Mobile Commerce reduces the cost; provide information regarding goods and 

services. With the help of this wireless technology all commerce activities has become 

very easy and there is no need of direct interaction between buyers and sellers. In India 

our young youth mobile phone subscribers use their handsets for M-Commerce activities.  

SUGGESTIONS 

Indian government should take necessary steps to enhance these growth factors like 

building off infrastructure to internet connectivity, provide awareness and literate more 
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people for English language and M-Commerce usage. The government should take 

necessary action for improvement in affordability of mobile devices, mobile internet 

connectivity, mobile payments, security, low tariffs-high revenue, proper government 

policies.. Government had to start campaigns for mobile commerce knowledge. 

Companies need to integrate capabilities in both telecommunication and information 

system.  

CONCLUSION 

M-commerce is technology is very suitable for saving time because people would not go 

outside and using smart phone and do many works like transaction ,sale purchase etc. But 

now a day's people face many problems in fully adoption of this technology because there 

are lots of problems. M-Commerce is adding significant value to the businesses in India. 

Key drivers of M-Commerce include widespread adoption of mobile phones and smart 

phones, rising affluent middle class consumers. These factors have increased the strength 

for M-Commerce in India; it has lead to newer opportunities for the businesses to grow. 

With the help of M-Commerce one can get the entire word knowledge on their smart 

phones, can access and manage bank accounts, save time. Mobile commerce is on growth 

track. It is gaining increasing acceptance amongst various sections of the society.  

This research paper shows that Mobile commerce is the extension of e-commerce. It 

works within a mobile device using a mobile network infrastructure. M-commerce is an 

rising technology like a e-commerce. It has numerous issues and concerns with them. 

These days everybody is busy in their life and they want save the time and money.  
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ABSTRACT:  
 
Growing interest in workplace spirituality has led to the development of a new paradigm in 

organizational science and consequently spirituality is introduced providing the groundwork 

for empirical testing. Number of previous researches has shown that including spiritual 

practice at work also leads to increase in organizational as well as individual performance. 

And as a result many top corporate companies are juxtaposing work and spirituality.This 

review paper attempts to review 35 research studies approximately and outline major 

facilitator to spirituality at workplace and its outcomes. This will help further to study the 

domain of spiritual management and can be used as a base for designing and conceptualising 

future research direction. 

Key Words: Spirituality, Workplace Spirituality, Employees, Performance. 
 
Introduction 
Organizations as diverse as Taco Bell, Pizza Hut, Bio-Genenex, Aetna International, 

Big Six accounting’s Deloitte and Touche, and Law Firms such as New York’s Kaye, 

Scholer, Fierman, Hays &Haroller are practicing the values usually taught in temples, 

churches, and mosques (Mitroff and Denton 1999). Organizations facilitating 

workplace spirituality are not only reporting an increase in the inner development of 

employees, but an increase in profits and efficiency(e.g., Ouimet-Cordon Bleu Inc.; 

Cordon Blue-Tomasso Corporation, The Body Shop, Timberland, etc.). these 

outcomes are also supported by the scientific studies from organizational researchers, 

who have found out that spirituality have positive influence on work unit performance 

(Duchon and Plowman 2005; Fry et al.2011), organizationalperformance(Fry and 

Matherly 2006; Ouimet 1997), and individual well-being ( Hawley 1993, Mackenzie 

et al. 2000; Matthews et al. 1994; Quick et al. 1997).  
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Research performed by University of Southern California’s Marshall Graduate School 

of Business Professor Ian Mitroff (Mitroff, 1999) indicates that organizations which 

identify themselves as spiritual have employees who: 

1) Are less fearful of their organizations; 

2) Are less likely to compromise their basic beliefs and values in the workplace; 

3) Perceive their organizations as being significantly more profitable; and, 

4) Report that they can bring significantly more of their complete selves to work, 

especially their creativity and intelligence. 

WORKPLACE SPIRITUALITY 
The term “spirituality” is derived from a Latin word “spiritus” or “spiritualis” that 

means breathing, breath, air or wind (Merriam-Webster). Spiritus is defined as “an 

animating or vital principle held to give life to physical organism”(Merriam-Webster). 

This implies spirit is the life force that inhabits us when we are alive and 

breathing(Garcia-Zamor, 2003). 

Spirituality has been described as “the science of the soul, a peculiarly Indian science” 

(Rolland, 1960, p. 91) 

Neck and Milliman (1994, p.9) define spirituality as “expressing our desires to find 

meaning and purpose in our lives and is a process of living out one’s set of deeply 

held personal values”. Therefore, spirituality is generally viewed as some “internal 

substance”, “a value, belief, attitude, or emotion”, “that affects people’s 

behaviour”(Moore & Casper, 2006, p.109-110). 

Burack (1999) defined workplace spirituality by using three concepts of spirituality in 

the workplace as his working definition: 

 Spiritual growth and advancement of the human experience involve mental 

growth – problem solving and individual learning will often be the main 

vehicles of individual development. 

 Spiritual growth reflects the gratification of individual needs especially 

“belonging” and those of higher order such as a sense of achievement. The 

individual’s context for these is broad encompassing work-family connections 

and work-place settings. 
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 Spirituality in the workplace is communicated and reinforced through the 

institution’s leaders, organizational culture, policies and work design among 

other factors. Sensitivity to interest in the person(employee) must be common 

to all approaches (p.281). 

Also, workplace spirituality has been defined as “a framework of organizational 

values evidenced in the culture that promote employees’ experience of transcendence 

through the work process, facilitating their sense of being connected to others in a way 

that provides feelings of completeness and joy ( Giacalone&Jurkiewicz, 2004, p.129). 

Spirituality in the workplace is about people who perceive themselves as spirited 

beings, whose spirits desire and need to be energized through work. It is about 

experiencing real purpose and meaning at work beyond pay checks and performance 

reviews. Spirituality is about people sharing and experiencing some common 

attachment, attraction, and togetherness with each other within their work unit and the 

organization as a whole (Harrington, 2004). 

Workplace spirituality involves the effort to find one’s ultimate purpose in life, to 

develop a strong connection to co-workers and other people associated with work, and 

to have consistency or alignment between one’s core beliefs and values of their 

organization (Mitroff and Denton, 1999). 

Factors facilitating spirituality at workplace 
There have been many studies which outlines the dimensions which affect the 
spirituality at workplace some of them are given in table below. 

Sr. 
No. 

Research Studies Dimensions 

1 Dehler and Welsh (2003) Search for meaning; deeper self-knowledge and 
transcendence of self 

2 Ashmos and Duchon (2000) Meaningful work, sense of community and inner 
life 

3 Milliman et al. (2003) Meaningful work, sense of community and 
alignment with organizational values 

4 Kinjerski and Skrypnek 
(2004) 

Engaging work, spiritual connection, sense of 
community and mystical experience 

5 Neck and Milliman (1994) Meaning and purpose in life, transcendent personal 
state and positive attitudes and relationships 

6 Ashforth and Pratt (2003) Transcendence of self, holism and harmony and 
growth 

7 Sheep (2004) Self-workplace integration, meaningful work, 
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transcendence of self and personal growth and 
development 

8 Moore (2008) Self-work immersion, interconnectedness and self-
actualization 

Source: Based on literature review  
 
 

i) Meaningful work 

Employees today look beyond efficiency and effectiveness and seek meaning, purpose 

and fulfillment in their work (Mitroff and Denton, 1999). People quitting their jobs in 

search for meaning or spiritually enriching life have become a common phenomenon 

these days (Burack, 1999).Milliman et al. (2003) considers having meaning and 

purpose in one’s work as the primal aspect of workplace spirituality. It is reported that 

lack of meaning or purpose of work can lead to alienation from oneself, reduce the 

productivity and can result in employee frustration (Naylor et al., 1996). Thus, 

meaning that one obtains from work is important for spiritual development at the 

workplace. 

ii) Interconnectedness 
 
“If a single word can best capture the meaning of spirituality and the vital role that it 

plays in people’s lives, that word is interconnectedness” (Mitroff and Denton, 1999, p. 

83). Interconnectedness involves having a deep connection to, or relationship with, 

others(Ashmos and Duchon, 2000) that fosters positive feelings ( Jurkiewicz and 

Giacalone,2004). The relationship is developed with the inner selves of others and 

connection is experienced at a deeper level (Neal and Bennett, 2000). It can further 

encourage thedevelopment of virtues like compassion, forgiveness, freedomfrompride, 

aversion to fault finding (Nair, 2012). 

iii) Transcendence of self 
 
Transcendence of self suggests connection to something greater than the self 

(McCormick, 1994). To achieve transcendence at workplace employees should 

perceive their work and workplace as greater than the self. One who practices to walk 

beyond the material nature can bring his or her mind to a state where all differences 

dissolve and leave the individual in the state of fulfilment. 
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iv) Alignment with organizational values 
 
This dimension of spirituality in the workplace is said to exist when personal values of 

the employees are in sync with the organizational values. It encompasses the 

interaction of employees with larger organizational purpose (Mitroff and 

Denton,1999). Employees will feel aligned to the organization when they “believe that 

managers and employees in their organization have appropriate values, have a strong 

conscience, and are concerned about the welfare of its employees and community” 

(Ashmos and Duchon, 2000). This dimension requires organizations to provide a 

workplace environment that fosters ethical decision making, moral behaviours and 

workplace spirituality. 

v) Holistic growth and development 
 
Holism is bringing together the various aspects into coherence. Growth is concerned 

with development of self. Holistic growth therefore refers to complete growth. This 

dimension gives spirituality a dynamic flavour. The whole process of holistic growth 

and development is all about “reaching one’s full potential and to have 

positiveattitudes and relationships with the world” (Neck and Milliman, 1994, p. 10). 

It bridges the distance between what the person is to what a person must become. 

Organizations should thus “provide opportunities for employees to experience greater 

personal growth and development” (p. 10). 

Brandt (1996) offered the most practical spiritual management tactics to make any 

company a more spiritually satisfying place that is briefly described as follows: 

1. Help employees connect with nature by bringing as many natural features as 

possible – green plants, skylights, and fountains – to offices and factories. 

    Nature is a prime source of spiritual sustenance. 

2. When possible, hold at least some meetings outdoors. These nature breaks refresh, 

revive and can greatly improve productivity. 

3.  Allow manufacturing staff, in particular, to take exercise breaks (TEB), which 

promote both physical and spiritual wellness. 

4.  Stage frequent company celebrations to acknowledge milestones and 

achievements, in example by throwing a party or a picnic when your employees can 
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celebrate and feel proud of this corporate achievement. 

5.  Honor and encourage creative expression (HECE) by decorating your workplace 

with employee-made paintings, sculpture, craft work and poetry, and allow all staff 

members to participate in creating of the newsletter. 

6.  Create an evolving mission statement (CEMS) employees are proud to live by, in 

example by holding meetings with all employees to create one. 

7.  Define education broadly to include non-business courses (NBC), from yoga and 

meditation to book discussion groups or assertiveness training. Intellectual and 

spiritual growth often goes hand in hand. 

8. If your firm participates in trade shows or similar business showcases, rotate 

attendance by staff (RAS), and do not limit participation to marketing staff. 

9. Start holding your meetings by the round table, as it encourages openness and  has a 

nonhierarchical manner. 

10.Encourage everyone to get to know fellow employees as human beings, as well as 

co-workers. 

11. Encourage all employees to take a turn at answering customer correspondence. 

 
OUTCOMES OF SPIRITUALITY AT WORKPLACE 
 
EMPLOYEE PERFORMANCE 
 
Lloyd (1990) maintains that an organization high in workplace spirituality 

outperforms those without it by 86%. Such organizations reportedly grow faster, 

increases efficiency and produce higher returns on investments.  

On a personal level generalized benefits of spiritual culture include increased physical 

and mental health of employees, advanced personal growth by contributing to 

something larger than oneself and enhanced sense of self-worth(Di Padova 1998).  

 
MOTIVATION 
Under conditions of high workplace spirituality employees believe that their efforts 

make a difference to organizational outcomes and increase those efforts(Friedman et 

al 1998). Workplace spirituality is said to measurably enhance team output in both 

quantity and quality of work(Lovallo, 1997). 
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COMMITMENT 
Attitudes of employees in organizations with high levels of spirituality are positive, 

supportive of the organizations and demonstrate commitment to a much greater degree 

than in organization without such value( Milliman et al 2001 ppfer and vega 1999). 

ADAPTABILITY 
Employees in organizations with higher levels of spirituality exhibit increased 

flexibility towards organizational change(Salzmann, 1997). They are better able to 

manage the change process, are less resistant to new ideas( Wagner 1996) and 

experience less stress as a result. (Adams et al 2003).  

The anti-materialist characteristic of spirituality may pose important challenges in the 

scientific investigation of its links to financial performance (Fornaciari and Lund 

Dean, 2001).  Milliman(1994) claim spirituality values have positive effects on both 

personal well-being and job performance. Research suggest that the encouragement of 

spirituality in the workplace can lead to benefits in the areas of creativity, process 

improvement, customer service, honesty and trust, personal fulfilments, and 

commitment, which will ultimately lead to increased organizational performance 

(Krishnakumar et al., 2002).  
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Abstract: 

 Effective communication skills are enormously important for the successful career of present 

commerce students. Acyually, effective communication skills are equally essential for 

everyone in today’s ultra competitive business world. In the existing globalization picture, 

most of the employers are incisive for a right and suitable candidate with sound knowledge in 

communication skills in addition to the hard skills. Unfortunately most of the present 

commerce students are not up to the mark in communication skills and as a result they are 

disqualified. This present paper of us tries to focus on why effective communication skills are 

incredibly important and also a few suggestions that are highly advantageous in overcoming 

the most common communicative problems of Commerce students. 

 Key Words: Effective communication skills, Commerce students, important, overcome 

I. Introduction  

 

The accomplishment of a commerce student depends on the ability to communicative 

effectively in today’s high speed world. In such a life effective communication holds the 

key. The study confirms the fact that a person with a solid knowledge of communication 

skills will be able to corroborate his or her academic performance in a relatively better 

manner. These skills develop self-confidence, and they also increase the individuals’ 

employment opportunities. It has been found out that the majority of the present-day 

graduates fail to write correct and complete sentences in English. They do not have a 

thorough understanding of grammatical aspects or the significance of punctuation marks. 

The commerce students should bear one thing clearly in their minds i.e. having requisite 

hard skills are not only adequate for their forthcoming career but also effective 

communication skills are utmost important and very much needed. Various eminent 

personalities have defined communication in many ways. Effective communication is 

about more than just exchanging information. Effective communication combines a set 

of skills such as non-verbal communication, attentive listening, LSRW (Listening, 

Speaking, Reading and Writing) skills, ability to present clearly and confidently to the 

audience etc. It is usually expected that commerce students should be well balanced with 
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commercial knowledge in addition to the relevant communication and soft skills. The 

MultiNationalCompanies and other companies are now keenly looking for the right 

candidates who hold strong communication skills to meet the challenges of the current 

global job market. The following are the most important communication skills that are to 

be practiced and developed by the young commerce students:  

 

II.  Good speaking skills: The need for giving emphasis on the English speaking skills is of 

utmost importance in the present scenario with an objective to make the job aspirants 

gainfully employed. Effective speaking skills are incredibly important to the commerce 

students. It is stated by the CEOs of top companies that the primary things they look for 

when hiring new employees is how well they are able to communicate. As mentioned 

earlier, commerce students must possess good speaking skills to face and attend 

interviews, group discussions, and oral examinations etc. They should be able to present 

themselves effectively in all these activities. Hence, a commerce student should 

consciously practice and develop his speaking skills without wasting his precious time 

any more. 

 

III.   Good listening skills: Speaking and Listening are the two sides of a same coin. It is 

incumbent upon the commerce students to cultivate good listening habits. But listening 

is often a neglected skill now-a-days. A successful communication process not just 

comprising of talking but also includes effective listening. One should not forget an 

important quote that is related to listening ―one cannot become a good communicator 

unless one is good listener. Many studies have also revealed that business people spend 

majority of their working time for listening. The most important rule that the students 

remember while listening to someone is to listen deeply without any kind of 

defensiveness.  

 
IV.  Good writing skills: It is no doubt that good writing is a blessing. Good writing skills 

are very much essential for effective communication. In this competitive world, the 

commerce students should know how to write different formal and informal letters, 

reports, and e-mails. In spite of numerous papers written and many presentations made 

throughout their college career, many of these people will not be able to communicate 

their skill by means of written communication. Hence the commerce students of present 
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generation must not ignore these important skills and with continuous practice and hard 

work they surely enhance writing skills.  

 
V.  Good reading skills: In addition to the above LSW skills reading skills are also most 

important language skills which are required to the commerce students. Speedy, capable, 

and ingenious reading techniques are essential in order to achieve academic success. It is 

said that today’s readers are tomorrow’s leaders. In view of the need to read enormous 

amounts of materials relating to different fields of knowledge, the commerce students 

should learn different reading styles such as - skimming, scanning intensive reading and 

extensive reading and also they must develop a real love for reading which an important 

part of Communication skills.  

 
VI.  Body language: Effective communicators are the people who listen to what other 

people say and continuously give and receive wordless signals. All of our nonverbal 

behaviors—the gestures we make, the way we sit, how fast or how loud we talk, how 

close we stand, how much eye contact we make—send strong messages. This is an 

essential part of the communication process. Various studies show that the words 

account for only 7% of the message you convey. The remaining 93% is non-verbal. 

Hence, the commerce students must pay attention to the nonverbal clues and signals they 

send and receive and with this effort their ability to communicate will improve.  In 

addition to the above said skills, commerce students should also develop various 

important skills such as – team work, leadership skills, critical thinking and problem 

solving skills etc. With all these necessary skills, commerce students will undoubtedly 

become a active professional without any doubt. 

 
VII.  Some of the most important communicative problems of Commerce Students: 

Having been in the teaching field for few years, I have interacted with the hundreds of 

Commerce students in couple of institutions and I came to know various hurdles or 

problems that are being faced by the student community of Commerce institutions. Some 

of the most important common communicative problems expressed by the students are:  

 
 Lack of confidence: Of late, good communication skills are absolutely vital for 

everyone for the successful career. Confidence is the key to success. Majority of the 

Commerce students especially Gujarati medium and rural area students are found lack of 

confidence. Interestingly we have come across a few students who are good at English 
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speaking are also unable to speak well by standing before audience due to lack of 

confidence. It is necessary on the part of Commerce students to overcome this hurdle by 

developing self confidence in themselves.  

 
 The Psychological pressure: We have also heard another common most important 

communicative problem among the engineering students is the psychological pressure of 

making mistakes in the presence of their classmates. By having these kinds of 

psychological feelings, the students are unable to communicate effectively. 

 
  Lack of exposure to English speaking: Since their childhood the students have been 

speaking in their respective dialects or mother tongue and they do not have proper 

exposure to speaking in English.  

 
 Fear and shyness: The surprising note is that most of the Commerce students are 

basically strong in their academic but poor in the segments of communication skills. As 

a result of this, they do have fear and shyness while communicating with others. Due to 

these twin hurdles they may remain as ineffective communicators. 

 
Inadequate practice: This is considered another very important problem among the 

Commerce students. In spite of the fact that they are lagging behind in communication 

skills, they do not practice more. They are quite aware that they word power is 

inadequate, poor in sentence construction, poor in listening skills etc. Only a few 

students who are very serious about their bright future and career will practice well and 

eventually succeed in their endeavors. 

 
VIII.   Suggestions to overcome communicative problems of Engineering Students 

The poor communication skills of the educated youth are a matter of serious concern, as 

they minimize the employment opportunities. Most employers expect five top skills: (a) 

time management, (b) ability to work under pressure, (c) accuracy and attention, (d) oral 

communication, and (e) multitasking. 

 Here are the most important suggestions for overcoming the common communicative 

problems of students:  

 Try not being fearful when you are asked to speak in front of the audience. 

  Take appropriate steps to enhance your confidence level. 

  Try to avail every single opportunity to speak in the public. 
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 Make sure when speaking to someone you are using the right body language, hand 

gestures, facial expressions, and emotions.  Practice more to develop all the segments of 

communication skills with conscious effort. 

  Do not bother about errors while communicating with others, instead keep on talking 

in English. 

  Read expansively various news items, articles, magazines, journals etc. in order to 

improve up your word power and reading skills.  

 Carefully observe how expert speakers of the English language pronounce words and 

frame their sentences.  Many online sites suggest you the opportunity to voice chat with 

another user. 

  Give your full attention on the person who is speaking. 

  Keep writing about something for at least twenty minutes daily. Writing everyday is 

the key to improving your writing skill.  Maintain proper eye contact with the person 

whom you are talking to 

   Make a conscious commitment to strive for better communication skills every day. 

   Stop listening to that little negative voice. With a substantial dose of positivity give a 

counter-punch on the negative self-talk.  

The basic aims of teaching English/ Communication Skills at commerce colleges are to 

provide professional expertise and leadership quality to the students as per the order of 

the day. But in reality, there is a vast gap between the syllabus prescribed for the 

commerce students and the utility of that syllabus in their practical life. 

 

 Conclusion  

As stated in the introduction, having effective communication skills are indispensable for 

the successful career of Commerce students. Commerce is a field that is continuously 

evolving, changing and developing and thus, there is a need to be well-informed in 

aspects other than studies. Just graduate degrees no more bring high-paid jobs. Other 

requisite skills without communication skills would make a person a knowledge worker 

but not a manger or leader. This is the harsh reality. A fairly high degree of proficiency 

in English and excellent communication skills will undoubtedly increase students’ 

employability. Finally, this article emphasizes the need to revise teaching strategies, 

changing roles of the teachers and learners as per the needs of the changing society. As 

Kalam (2006) said, “Education system must create Employment generators, not 
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Employment seekers”. Apart from gaining academic knowledge in their core subjects the 

Commerce students have to focus on communications skills, so as to become dynamic 

and efficient communicator which is the very vital need in the present corporate world.  
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ABSTRACT     

Spending on R&D plays a very important role in the growth and development of firm, result 

in to sales and profit. This paper examines the R&D expenditure and its impact on 

profitability of selected software companies. The data used in this study was gathered from 

fourteen software Companies for the period of 2005-06 to 2015-16. The result shows that 

R&D spending influences significantly profitability of software companies.  

 

Keywords: R&D, R&D Expenditure and Profitability. 

 

INTRODUCTION  

The world developments are quick changing as we rest by night. The mystery is sound and 

viable research, which prompts improvement. This examination was performed to explore 

spending on R&D and measure effect of benefit factors for innovative work. Research and 

Development is portrayed as the route toward making new items, methods and progressions 

that can be used and publicized for humanity’s favorable position later on. The R&D shapes 

and their costs change from industry to industry, from country to country and from year to 

year.  (Global R & D funding forcast, 2016) 

R&D work is unavoidable for association for its advancement and improvement. Since 

changes are occur quick in any industry thus, they may consistently reexamine their structure 

and scope of item. It is fundamental because of improvement and changing inclination of 

clients. When all is said in done R&D specific units or focuses having a place with 

organization, colleges, and state offices do exercises.  Research and development include 

creative work endeavored on an intentional reason remembering the ultimate objective to 

fabricate the heap of data (counting learning of man, culture and society) and the usage of 

this figuring out how to devise new applications. Innovative work covers three activities: 

major research, associated examine, and exploratory improvement. 

In short R&D is an essential means for accomplishing future development and keeping up an 

important item in the market. 
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REVIEW OF LITERATURE 

Lee and Shim,(1995) R&D is normally connected with high benefit and execution in an 

expanding number of various enterprises. The assets dedicated to R&D. So as to deliver 

better items and services at last lead than market growth and profits. Perry and Grinaker 

(1994) studied profitability expectations and discretionary research and development costs in 

America. In this study, they investigated the ratio between R&D expenditure and profitability 

of 90 major USA companies. Results showed that the effect on profitability of research and 

development is effective. Also, research and development has been associated with an 

increase in prosperity, but in times of recession, R & D expenditure had been reduced. 

Morbey and Reithner (1990) recommend that there is an intricate connection among benefit 

and R&D force. The profitability of the firm will greatly affect the normal benefit created by 

expanding the R&D power. In any case, despite the fact that the role of R&D costs is 

significant, only it doesn't secure firm success.Franzan and Radhakrishnan (2009) 

evaluated the relationship between R&D costs and the profitability or loss. They applied the 

residual earnings model to illustrate that the multiplier for R&D costs would probably be 

negative (positive) for profit (loss) generating firms. This is due to the fact that the dynamics 

of linear information in the residual earnings model is mostly appropriate for profit 

generating firms rather than loss generating ones. The income statement for income 

generating firms includes information on future benefits of R&D; while no such information 

is presented in the income statement of loss generating firms. Empirical evidence approves 

predictions made by researchers for loss generating firms.  

RESEARCH METHODOLOGY  

Objective of the study  

1. To study spending on R&D by selected Software companies. 

2. To find correlation between R&D expenditure with selected profitability variable of 

Software companies. 

Data collection  

The study is based on secondary sources data relating to R&D and profitability collected 

from annual report of the companies. Annual reports are downloaded from the sample 

company’s website.  
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TABLE NO: 1 CAPITAL R&D EXPENDITURE OF SOFTWARE COMPANIES 

FROM 2006-07 TO 2015-16.   (Rs In Crore) 
S. 
N. Companies 06-07 07-08 08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 Mean SD 

1 Cyient Ltd. 0.17 0.04 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.02 0.05 

2 H C L Technologies Ltd. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

3 Infosys Ltd. 0.00 0.00 31.00 3.00 6.00 5.00 6.00 0.00 15.00 31.00 9.70 12.07 

4 Odyssey Technologies Ltd. 0.17 0.00 0.05 0.04 0.07 0.03 0.12 0.05 0.19 0.16 0.09 0.07 

5 Ramco Systems Ltd. 0.47 0.23 1.45 22.97 0.14 0.02 3.51 0.00 59.70 0.48 8.90 19.19 

6 Tanla Solutions Ltd. 0.17 12.93 25.12 1.24 1.96 0.00 0.00 0.00 0.00 0.00 4.14 8.38 

7 Tata Consultancy Services 
Ltd. 5.62 1.84 1.61 0.39 1.41 1.82 1.46 1.17 1.06 3.00 1.94 1.46 

8 Tata Elxsi Ltd. 3.28 4.42 3.26 2.26 2.73 3.90 3.70 3.85 5.64 6.16 3.92 1.22 

9 3I Infotech Ltd. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

10 Persistent Systems Ltd. 0.13 0.13 0.00 0.00 0.00 0.83 0.00 0.24 0.03 0.01 0.14 0.26 

11 Sasken Technologies Ltd. 17.03 0.00 0.00 0.00 0.00 1.75 0.21 0.00 0.00 0.00 1.90 5.34 

12 Sterling International 
Enterprises Ltd. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

13 Subex Ltd. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

14 Aftek Ltd. 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 

 Mean 1.93 1.40 4.46 2.14 0.88 0.95 1.07 0.38 5.83 2.92   

 SD 4.64 3.54 10.11 6.07 1.72 1.63 1.92 1.05 16.04 8.27   
Interpretation:  

The above table No. 1 demonstrates the capital R&D spent by selected Software companies. 

We can observe that in the year 2015-16 overall average of all Software companies were high 

which was 2.92 cr. Whereas in the year 2013-14 capital R&D expenditure of Software 

companies were most minimal this was just 0.38 cr. We can also observe Infosys Ltd.  has 

spent  highest capital R&D expenditure which was 9.70 cr. and followed by Ramco Systems 

Ltd. which was 8.90 cr., Tanla Solutions Ltd. which was 4.14 cr. whereas following 

companies like H C L Technologies Ltd., Sterling International Enterprises Ltd., 3I Infotech 

Ltd., Subex Ltd. and Aftek Ltd. has spent zero capital R&D expenditure during the study 

period. As far as we can also observe that maximum amount was concern Infosys Ltd. has 

spent highest amount of capital R & D expenditure in the year 2015-16, which was 31.00 cr. 

during the study period. 

S. 
N. Companies 06-07 07-08 08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 Mean SD 

1 Cyient Ltd. 1.52 0.23 0.20 1.26 0.30 1.44 1.35 1.32 1.47 5.60 1.47 1.55 

2 
H C L 
Technologies 
Ltd. 

12.07 19.44 40.86 40.53 93.16 167.81 157.92 152.73 181.77 102.62 96.89 65.52 

3 Infosys Ltd. 167.00 201.00 236.00 437.00 521.00 655.00 907.00 873.00 590.00 384.00 497.10 263.45 

4 
Odyssey 
Technologies 
Ltd. 

1.48 0.91 1.18 1.44 2.20 2.15 2.86 3.42 3.46 3.68 2.28 1.02 
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TABLE NO: 
2 CURRENT 
R&D 
EXPENDITU
RE OF 
SOFTWARE 
COMPANIES 
FROM 2006-
07 TO 2015-
16. (Rs In 
Crore) 
Interpretation

:  

The above 

table No. 2 shows the current R&D spending by selected Software companies. It is found  

that in the year 2012-13 overall average of all Software companies were uppermost which 

was 95.88 cr. while lowest current R&D spending found in 2006-07 i.e. 22.28. It is also 

found that Infosys Ltd. has spent highest current R&D expenditure which was 497.10 cr. 

followed by Tata Consultancy Services Ltd. which has spent 115.44 cr. and H C L 

Technologies Ltd. i.e. 96.89 cr. Whereas Sterling International Enterprises Ltd. i.e. 0.04 cr.  

Aftek Ltd. 0.39 cr. and Tanla Solutions Ltd. 0.87 cr. companies were found lowest spending 

on current R&D during the study period.  

 

5 Ramco Systems 
Ltd. 22.47 39.38 31.39 26.32 38.15 50.90 60.20 61.81 37.50 35.80 40.39 13.32

6 Tanla Solutions 
Ltd. 1.77 2.97 1.63 0.79 0.52 0.41 0.25 0.12 0.12 0.14 0.87 0.95 

7 
Tata 
Consultancy 
Services Ltd. 

28.02 36.94 42.31 77.19 97.20 127.16 149.90 175.14 191.56 229.00 115.44 70.34

8 Tata Elxsi Ltd. 7.63 9.24 10.39 8.54 9.92 12.80 13.75 12.46 17.73 15.56 11.80 3.24 
9 3I Infotech Ltd. 38.33 0.00 41.67 40.61 39.90 27.13 32.71 16.34 5.83 2.28 24.48 16.89

10 Persistent 
Systems Ltd. 2.58 4.71 0.00 0.00 0.00 3.64 2.79 3.72 6.20 6.25 2.99 2.40 

11 
Sasken 
Technologies 
Ltd. 

21.68 21.46 2.41 0.00 0.00 1.17 2.54 0.00 0.00 0.00 4.93 8.83 

12 
Sterling 
International 
Enterprises Ltd. 

0.21 0.19 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.04 0.08 

13 Subex Ltd. 4.49 6.68 7.05 8.51 10.74 12.95 11.09 13.66 14.15 0.00 8.93 4.50 
14 Aftek Ltd. 2.60 0.90 0.23 0.16 0.00 0.00 0.00 0.00 0.00 0.00 0.39 0.83 

 Mean 22.28 24.58 29.67 45.88 58.08 75.90 95.88 93.84 74.99 56.07   
 SD 43.34 52.52 61.85 114.89 137.45 174.62 239.61 231.60 161.99 113.69   

S. 
N. Companies 06-07 07-08 08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 Mean SD 

1 Cyient Ltd. 1.69 0.27 0.2 1.26 0.3 1.44 1.35 1.32 1.47 5.6 1.49 1.549 

2 H C L Technologies Ltd. 12.07 19.44 40.86 40.53 93.16 167.81 157.92 152.73 181.77 102.62 96.89 65.51 

3 Infosys Ltd. 167 201 267 440 527 660 913 873 605 415 506.8 260.76 

4 Odyssey Technologies Ltd. 1.65 0.91 1.23 1.48 2.27 2.18 2.98 3.47 3.65 3.84 2.36 1.063 

5 Ramco Systems Ltd. 22.94 39.61 32.84 49.29 38.29 50.92 63.71 61.81 97.2 36.28 49.28 21.11 

6 Tanla Solutions Ltd. 1.94 15.9 26.75 2.03 2.48 0.41 0.25 0.12 0.12 0.14 5.01 9.014 

7 
Tata Consultancy Services 
Ltd. 33.64 38.78 43.92 77.58 98.61 128.98 151.36 176.31 192.62 232 117.38 69.98 

8 Tata Elxsi Ltd. 10.91 13.66 13.65 10.8 12.65 16.7 17.45 16.31 23.37 21.72 15.72 4.270 

9 3I Infotech Ltd. 38.33 0 41.67 40.61 39.9 27.13 32.71 16.34 5.83 2.28 24.48 16.88 

10 Persistent Systems Ltd. 2.71 4.84 0 0 0 4.47 2.79 3.96 6.23 6.26 3.12 2.461 

11 Sasken Technologies Ltd. 38.71 21.46 2.41 0 0 2.92 2.75 0 0 0 6.82 12.97 

12 
Sterling International 
Enterprises Ltd. 0.21 0.19 0 0 0 0 0 0 0 0 0.04 0.084 

13 Subex Ltd. 4.49 6.68 7.05 8.51 10.74 12.95 11.09 13.66 14.15 0 8.93 4.496 

14 Aftek Ltd. 2.6 0.9 0.23 0.16 0 0 0 0 0 0 0.38 0.826 

  Mean 24.20 25.97 34.12 48.017 58.95 76.85 96.95 94.21 80.81 58.98     

  SD 43.51 52.16 69.25 115.44 138.90 175.74 241.05 231.52 165.25 120.816     
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TABLE NO: 3 TOTAL R&D EXPENDITURE OF SOFTWARE COMPANIES FROM 

2006-07 TO 2015-16. (Rs In Crore) 

Interpretation: The above table no. 3 shows the total R&D expenditure incurred by selected 

Software companies. We can observe that in the year 2012-13 overall average of all Software 

companies were high which was 96.95 cr. while lowest R&D spending found  in the year 

2006-07 i.e. only 24.20 cr. From the above selected Software companies Infosys Ltd.  has 

spent highest total R&D expenditure which was 506.8 cr. followed by  Tata Consultancy 

Services Ltd. which was 117.38 cr.  and  H C L Technologies Ltd. which was 96.89 cr. 

Whereas following companies has spent lowest total R & D expenditure such as Sterling 

International Enterprises Ltd. 0.04 cr. and Aftek Ltd. has spent 0.38 cr. only during the study 

period. 

Pearson Correlations between PAT to Total R&D expenditure, Capital R&D 

expenditure and Current R&D expenditure of the Software Companies. 

H0: There is no significant correlation between PAT to total R&D expenditure, Capital R&D 

expenditure and Current R&D expenditure of the software companies. 

To test the above-mentioned hypothesis, researcher has applied Pearson correlation. 

Following is the result of Pearson correlation. 

Table No: 4 Pearson Correlations between PAT & other variable of Software 

companies. 

 PAT R&D 
Total 

R&D 
Capital 

R&D 
Current 

PAT 
Pearson Correlation 1    

Sig. (2-tailed)     
N 140    

R&D 
Total 

Pearson Correlation .636** 1   
Sig. (2-tailed) .000    

N 116 116   
R&D 

Capital 

Pearson Correlation .075 .234 1  
Sig. (2-tailed) .566 .069   

N 61 61 61  
R&D 

Current 

Pearson Correlation .635** .999** .181 1 
Sig. (2-tailed) .000 .000 .162  

N 116 116 61 116 
 

 

Inference: From above table, we can say that Pearson correlation shows that value is 0.636 

between PAT to Total R&D Expenditure and value is 0.635 between PAT to current R&D 
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Expenditure. It means there is positive correlation between PAT to Total R&D expenditure 

and Current R&D expenditure of selected software companies.  Where Pearson correlation 

shows that value is 0.075 between PAT to Capital R&D expenditure it means there is no 

correlation between PAT to Capital R&D expenditure of selected software companies.  

Pearson Correlations between NPR to Total R&D expenditure, Capital R&D 

expenditure and Current R&D expenditure of the Software Companies. 

H0: There is no significant correlation between NPR to total R&D expenditure, Capital R&D 

expenditure and Current R&D expenditure of the software companies. 

To test the above-mentioned hypothesis, researcher has applied Pearson correlation. 

Following is the result of Pearson correlation. 

Table No: 5 Pearson Correlations between NPR & other variable of Software 

companies. 

 NPR R&D 
Total 

R&D 
Capital 

R&D 
Current 

NPR 

Pearson 
Correlation 1    

Sig. (2-tailed)     N 140    

R&D 
Total 

Pearson 
Correlation .175 1   

Sig. (2-tailed) .060    N 116 116   

R&D 
Capital 

Pearson 
Correlation .063 .234 1  

Sig. (2-tailed) .630 .069   N 61 61 61  

R&D 
Current 

Pearson 
Correlation .172 .999** .181 1 

Sig. (2-tailed) .065 .000 .162  N 116 116 61 116 
 

Inference: The above table demonstrates that linear correlation between NPR to Total R&D 

Expenditure shows value is 0.175 and significant value is 0.060, linear correlation between 

NPR to Capital R&D Expenditure shows the value is 0.063. and linear correlation between 

NPR to Current R&D expenditure shows that value is 0.172.  It means there is no correlation 

between NPR to total R&D expenditure, Capital R&D expenditure and current R&D 

expenditure of selected software companies. 

FINDINGS & CONCLUSION  

The study reveals that Software industry has spent maximum on capital Research and 
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development expenditure was 59.70 cr., current Research and development expenditure was 

907 cr. and total Research and development expenditure was 913 cr. Where It is also found 

that Infosys Ltd has spent highest Capital and current R&D expenditure i.e. 506.8 cr. and 

followed by Tata Consultancy Services Ltd i.e. 117.38 cr.  H C L technologies Ltd i.e. 96.89 

cr. Whereas Cyient Ltd, Aftek Ltd. and Sterling International Enterprises Ltd. were spent 

lowest on R&D expenditure during the study period. Linear correlation found that that is 

moderate correlation between PAT to total R&D and current expenditure. Whereas there is 

no correlation between NPR to total R&D expenditure, Capital R&D expenditure and current 

R&D expenditure of selected software companies. 

LIMITATIONS OF THE STUDIES  

The present study is limited to 14 companies which represent small samples. Data analysed 

for 2005-06 to 2015-16. i.e. 10 years only more years can be added.  
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                ડૉ. ભરત ઠાકોર, Ȥુજરાતી િવભાગ,વીર નમ½દ દ�ëણ Ȥુજરાત Ȼુિન., 

Ʌુરત  
 

Ĥણીતા બંગાળ� સા�હƗયકાર બં�કમચં  ̃ચüોપાƚયાય ેપોતાની ચૌદ નવલકથાઓમા ંછેƣલી 

́ણ નવલકથાઓ અȵુ˲મ ે આનંદમઠ (ઈ.સ.૧૮૮૪) અન ે સીતારામ (ઈ.સ.૧૮૮૭)મા ં

દ°શ̆ેમ અન ે રાƧ˼�ય ભાવનાઓન ે ઉĤગર કરવાનો સફળ ̆યાસ કયҴ છે. આ ƨવાત ંǞય 

સં˴ામ ĥવન-વેદ છે. અƗયાર Ʌુધીમા ં તેના �હƛȳુવાદ� ƨવર અન ે એમા ં સંયો�જત 

‘વંદ°માતરમ’ ગીતન ેલઈન ેȐટલો િવવાદ થયો એટલો િવવાદ િવĖ સા�હƗયમા ંબીĥ કોઈ 

Ȣૃિતન ે લઈને નથી થયો. એકમા́ આ  ઉદાહરણ છે. “આનંદમઠ” ભારતની ̆થમ 

રાજનૈિતક, ઐિતહાિસક નવલકથા છે. તેની ̆િસ�ć ‘વંદ° માતરȺ’્ (રચનાકાળ ઈ.સ.૧૮૯૬) 

ગીતન ેકારણ ેછે, Ȑ આ નવલકથાનો Ⱥ ૂળ સંદ°શ છે. નવલકથાકારની અપેëા Ⱥુજબ લોકો 

એમના ગીત પર ઉƛમત થઈ ઉઠÈા. ઈ. સ. ૧૯૦૫ મા ં થયેલ બંગ-ભંગના ӕદોલન 

દરƠયાન આ ગીત બંગાળના દર°ક ƥય�ƈતના ગળામા ં Ȥુંĥ ઉઠȾુ ં હȱ ુ.ં Ɨયારબાદ રાƧ˼�ય 

ƨવાધીનતા ӕદોલનની ̆ગિતન ેકારણ ેસંȶ ૂણ½ ભારતે આ ગીતન ેરાƧ˼ગાન તર�ક° ƨવીકાર� 

લીȴુ.ં આઝાદ� મƤયા પહ°લા ંઆ ગીત રાƧ˼ગાન રɖુ ંઅને આઝાદ� મƤયા બાદ ભારતીય 

બંધારણ ̳ારા આ ગીતન ેરાƧ˼ગીતનો દરƏજો આપવામા ંઆƥયો. 

‘આનંદમઠ’ નવલકથાએ ઈ.સ.૧૯૦૫થી લઈન ેઆƉખા રાƧ˼�ય ӕદોલન, સશĘ અથવા 

અ�હ�સાƗમક ˲ાં િતની મશાલની ȹ ૂ િમકા તૈયાર કર� અન ે ‘વંદ° માતરમ’ ગીત ેએ ̆Əજિવત 

મશાલની Ԍયોતની ȹ ૂ િમકા અદા કર�, િવĖસા�હƗયના ઈિતહાસમા ં આ ̆થમ એવી 

નવલકથા છે. Ȑનો ઉપયોગ રાƧ˼�ય ƨવાતંǞય સં˴ામના હિથયાર તર�ક° થયો હોય અને Ȑȵુ ં

એક ગીત ƨવાત ંǞય સં˴ામમા ંશહ�દ થયેલા હĤરો શહ�દો માટ° ĥવનમં  ́બની રĜો, તેમા ં

લાખો કરોડો ĳદયોન ે ӕદો�લત કરનાર (કાળજઈ) નવલકથા આનંદમઠȵું ગીત ‘વંદ° 

માતરમ’ ˲ાંિતȵ ું મં -́બીજ તો બƛȻુ ંજ. તેની સાથ ેસાથ ેતેનો એક િવિશƧટ અ�ભવાદન Įપ ે

પણ ƨવીકાર કરવામા ંઆƥયો. 

કથાવƨȱુની ̃Ƨટ�એ આ નવલકથા ઈ. સ. ૧૭૭૦-૭૧ દરિમયાન ઉĂર બંગાળમા ંપડ°લા 

ભયંકર ȳુƧકાળની ȶ ૃƧઠȹ ૂ િમમાં ઐિતહાિસક સƛયાસી િવ̃ોહની મહાગાથા છે. ̆ેમ, Ɨયાગ, 

કȿુણા અન ે બ�લદાન Ȑવા ં માનવીય Ȥુણોથી વણાયેલી આ નવલકથા પોતાની રા�Ƨ˼ય 

ભાવના માટ° આજ�દન Ʌુધી ચચા½તી આવી છે. આ નવલકથાનો ̆ારંભ ઐિતહાિસક 

ȳુƧકાળના ભયંકર વણ½ન સાથે થાય છે. એ જ પ�ર̆ેǛયમા ંસƛયાસી દળȵુ ંએક તરફ ȹ ૂખી 

અન ે́ƨત ̆Ĥ છે. Ԍયાર° બીĥ તરફ Ӕ˴ેજ અન ેȺુ �ƨલમશાસક છે. આ અરાજકતાની વƍચે 
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ગામના ખેȮૂતો પોતાની રëા માટ° સંƛયાસી(સંતાન) દળȵુ ં ગઠન કર�ન,ે Ӕ˴ેજ અન ે

Ⱥુ�ƨલમશાસકો સામ ેસશĘ િવ̃ોહ કર° છે અન ેӔિતમ Ȼુćમા ંӔ˴ેજો સામ ેસƛયાસીઓનો 

િવજય થાય છે. િવજય સમય ેએ લોકો “વંદ° માતરȺ”્ અન ેɅ ૂ́ો પોકાર° છે. નવલકથાના 

̆થમ ભાગના ચોથા ̆કરણમા ં “હર°  ȢૃƧણ Ⱥુરાર° મȴુકµટ ભાર°”ȵુ ંગાન કરતા Ƀુ  ̉શર�ર, 

Ėેત ક°શ, સફ°દ દાઢ�, સફ°દ વĘોમા ંમહાશર�ર, મહાȺુિન હાથમા ંવીણા લઈન ેચાંદની સભર 

નીલગગન નીચે ગાઈ રĜા છે. ̆થમ ભાગના દશમા ̆કરણમા ં ભાવાનંદ Ďારા ‘વંદ° 

માતરમ’ ગીતȵુ ંȶ ૂણ½ ગાન કરવામા ંઆƥȻુ ં છે. મહ°ƛ̃ન ેસંબોધીન ેભાવાનંદ કહ° છે ‘અમ ે

બીĥ કોઈ માતામા ં નથી માનતા, જનની જƛમȹ ૂ િમ ƨવગા½દપી ગર�યસી, અમે મા́ 

જƛમȹ ૂ િમને માતા માનીએ છ�એ. અમાર� બીĥ કોઈએ માતા નથી, િપતા નથી, ઘરબાર 

નથી. અમારા માટ° છે મા́ Ʌુજલામ, Ʌુફલામ, માંલાયાજ િશતલા,ં શƦય શામલા માતા... 

 

̆કરણ અ�ગયારમા ં “આનંદમઠ” નામના ƨથાન ે રહ°લા દ°વાલોયોમા ં મહ°ƛ  ̃ એક ̆કાંડ 

ચȱુȹુ ½જ Ⱥૂ િત�ને ȩુએ છે. શંખ-ચ˲-ગદા-પČઘાટ�એ Ⱥૂ િત�ના ɂëૃ પર મીણ Ʌુશો�ભત હતો 

અન ે સામે Ʌુદશ½નચ  ˲એ ર�તે ƨથાિપત હȱ ુ ં Ĥણે ક°, મƨતક લાલ રંગથી રંગીન ેએ ર�ત ે

રાખવામા ં આવે છે, Ĥણે એમનામા ં રƈતધારા વહ� રહ� હોય. એમની જમણી તરફ 

લǛમીĥની Ⱥ ૂ િત� હતી. Ȑના વાળ અƨતƥયƨત હતા અન ેશત પંȣ ુડ�ઓની માળા પહ°ર�ન ેએ 

�ભત, સં́ƨતની Ȑમ ઊભી હતી. ડાબી બાȩુ સરƨવતી �બરાજમાન હતા. એ પણ ȶુƨતક 

વાČ, વીણા, રાગ-રાગીણી વગેર°થી ઘેરાયેલી હતી. િવƧȰુના Ӕકમા ંએક મો�હની Ⱥૂ િત� હતી. 

Ȑ લǛમી અને સરƨવતી કરતા ંપણ વધાર° આકષ½ક અન ેɅુંદર હતી. ગંધવ½, �કđર, યë, 

દ°વ, રાëસ એની ȶ ૂĤ કર� રĜા હતા. ̈ěચાર�એ ગંભીર તથા ʞુજતા ગંભીર અવાȐ 

મહ°ƛ̃ન ેȶ ૂછȽું ક°, બȴુ ંજોઈ શકો છો? 

મહ°ƛ  ̃  - હા! 

̈ěચાર� - િવƧȰુના Ӕકમા ંɃુ ંછે, દ°ખાય છે? 

મહ°ƛ  ̃  - હા પણ કોણ છે એ? 

̈ěચાર�  - મા ં

મહ°ƛ  ̃  - મા!ં કઈ મા?ં 

̈ěચાર� - આપણ ેȐના સંતાન છ�એ. 

મહ°ƛ  ̃  - આ માતા કોણ છે ? 

̈ěચાર�એ કɖુ,ં સમય આવશ ે Ɨયાર° બȴુ ંસમĤઈ જશ.ે બોલો ‘વંદ° માતરમ’ હવ ેચાલો 

અહ�થી આગળ વધો. 

બીĤ ખંડમા ં એક અƗયંત Ʌુંદર સવાંગ સંપđ તેમજ આȹૂષણોથી સƏજ જગતજનનીની 
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̆િતમા હતી. મહ°ƛ̃ ° ȶ ૂછȽું “આ કોણ છે.” 

̈ěચાર� - મા ંȐ પહ°લા આવી હતી. 

મહ°ƛ  ̃  - Ƀુ ંકહ� રĜા છે! તમે? 
 

̈ěચાર�- “આમણે હાથી અને િસ�હ Ȑવા વƛય પɃુઓને પગતળે કચડ�ન ેવƛય પɃુઓના 

આવાસ ƨથળે પોતાȵુ ંપċાશન ƨથાિપત કȻુ¿ હȱ ુ.ં એ સવ½ અલંકારોથી Ʌુશો�ભત હતી. એ 

ȣ ૂબ જ ƨવĮપવાન અને સવ½ એĖય½ની અિધકા�રણી હતી. એમન ે ̆ણામ કરો” મહ°ƛ̃એ 

ભ�ƈતભાવ ȶ ૂવ½ક જગતજનની Įપી માȱ ૃȹ ૂ િમને ̆ણામ કયા½. Ɨયારબાદ ȹ ૂગ½ભ �ƨથત એક 

Ӕધા�રયા ભાગમા ંએક કાળ� Ⱥ ૂ િત� જોઈ ̈ěચાર�એ કɖુ ં “ȩુઓ માતા હવ ેક°વા ંથઈ ગયા ં

છે.” 

મહ°ƛ̃એ ડરતા ડરતા કɖુ ં “આ તો કાળ� છે” ̈ěચાર�એ કɖુ,ં કાળ�... Ӕધકાર Ȑવી કાળ� 

માતા એમȵુ ંબȴુ ંજ હર� લેવામા ંઆƥȻુ ં છે. એટલા માટ° એ નƊન છે. આȐ આપણો દ°શ 

ƨમશાન Ȑવો થઈ ગયો છે. એટલા માટ° માના વë પર નરȺ ૂંડોની માળા છે. પોતાȵુ ંશીશ 

પોતાના જ પગ તળે કચડ� રહ� છે.... હાય મા!ં” 

̈ěચાર�ની ӕખો ભરાઈ આવી. મહ°ƛ̃એ ȶ ૂછȽું, “એમના હાથમા ંખડક અને ખોપડ� ક°મ 

છે.” ̈ěચાર�એ કɖુ-ં આપણે સંતાન છ�એ, માતાના હાથમા ં આ જ હિથયારો આƜયા છે. 

મા́ “વંદ° માતરમ”.... “વંદ° માતરમ” બોલીન ે મહ°ƛ̃એ કાળ� Ⱥ ૂ િત�ને ̆ણામ કયા½. 

Ɨયારબાદ ̈ěચાર� તેને લઈ ત ેબીĥ Ʌુરંગથી ઉપર ચઢવા લાƊયા. ઉપર ચઢતા જ એમણે 

જોȻુ ંક° સવાર પડ� ગાઈ છે અન ેપંખીઓ ગાઈ રĜા છે. Ɨયા ંપƘથર િનિમ�ત મં�દરના મƚયમા ં

દશȹ ૂĤ ȳુગા½ની ƨવણ½ ̆િતમા Ʌ ૂય½ �કરણોથી Ԍયોિતમ½ય થઈન ે Ĥણ ે ક° હસી રહ� હતી. 

̈ěચાર�એ બે હાથ જોડ�ને કɖુ ંક°, આ ‘મા’ȵુ ંએ Įપ છે, Ȑવા તેમણ ેભિવƧયમા ંબનવાȵુ ંછે. 

દશ ે �દશાઓમા ં ફ°લાયેલ દશ ȹ ૂĤ દશ ે ȹુĤમા ં દશ ̆કારના શĘ, દર°ક ̆કારની 

શ�ƈતઓથી શો�ભત, પગતળે કચડાયેલા શʛ ુ પċાંિ̒ત વીર-ક°શર�, શʛ ુ દમનમા ં માહ°ર 

કહ°તા કહ°તા ̈ěાનંદનો ƨવર Įંધાઇ ગયો. એ આગળ બોƣયા �દƊȹ ૂĤ, અĘ-શĘ ધા�રણી, 

શʛુમદ½ની, િવર°ƛ̃ȶ ૃ Ƨટ, િવહા�રણી-દાએ ભાƊય-ȿુપીણી લǛમી બાએ વાણી-િવìાન-દાિયની 

સાથ ેબળવાન કાય½િસć�Įપી ગણેશ, આવો, આપણ ેબંન ે ‘મા’ન ે̆ણામ કર�એ. બંનેએ હાથ 

જોડ�ન ેમાȲુ ંઊȧુ ંકર�ન ેએક સાથ ેઉƍચારણ કȻુ¿. 

“સવ½ મંગલ માંગƣયે િશવ ેસવા½ધ½ સાિધક°’ 

શરƖય ેǞયબંક° ગૌર� નારાયણી નમોƨȱ ુત”ે 

ભ�ƈતભાવ ȶ ૂવ½ક ̆ણામ કર�ન ેબંન ે Ԍયાર° ઊભા થયા Ɨયાર° મહ°ƛ̃એ ȶ ૂછȻ ું, “મા’ȵુ ં આ 

ƨવĮપ ðાર° જોઈ શક�Ƀુ?ં” 
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̈ěચાર�એ કɖુ,ં “Ԍયાર° ‘મા’ના સંતાનો ‘મા’ન ે‘મા’ં કહ�ન ેબોલાવશે એ જ �દવસથી ̆સđ 

થશ.ે” 

આ ર�તે ‘આનંદમઠ’મા ં ‘વંદ° માતરમ’ȵુ ં �દƥય દશ½ન ȶ ૂ ȿું થાય છે. આજ દશ½ન �લિપબć થઈન ે

ગીતમા ંઢƤȻુ ંછે. 

‘આનંદમઠ’મા ં વારંવાર ભગવાન િવƧȰુના શ�ƈતમય ƨવĮપȵુ ં િવિવધ પા́ો Ďારા ગવાયેલા 

ગીતમા ંવણ½ન જોવા મળે છે. ̆થમ ભાગના પ�રિશƧટ ચારમા ંએક સƛયાસી(સƗયાનંદ) ગીત ગાય 

છે--  

“હર°  Ⱥુરાર° મȴુકµટ ભાર° 

ગોપાલ ગોિવ�દ ȺુȢુƛદશૌર° 

હર°  Ⱥુરાર° મȴુકµટ ભાર°” 
 

પ�રƍછેદ બારમા ંકƣયાણી અન ેમહ°ƛ  ̃પણ આ ગીત ગાય છે. Ȭૂ ંકમા ં ‘એ સમય ેચાર°બાȩુ એક જ 

ગીત ગવાઈ રɖુ ંહȱ ુ’ં ‘હર° Ⱥુરાર° મȴુકµટ ભાર°!’ ɂ ૃëો પર કલરવ કરતા ંપંખી પણ Ĥણે ગાઈ રરĜા ં

હતા,ં ‘હર° Ⱥુરાર°....! નદ�ના કલકલમા ંપણ આજ ƚવિન Ȥુંજતો હતો, “હર° Ⱥુરાર° મȴુકµટ ભાર°” મહ°ƛ  ̃

ટાઢ તાપ ȹ ૂલી ઉƛમાદની Ȑમ કƣયાણી સાથ ેએક સાથે ઉƍચારતો રĜો. “હર° Ⱥુરાર° મȴુકµટ ભાર°”. 

પ�રƍછેદ અઢારમા ંȩુઓ ìાનાનંદ° કɖુ ંભાઈઓ બોલો “હર° Ⱥુરાર° મȴુકµટ ભાર°”! Ȑમણ ેમȴુકµટભ 

રાëસ Ďયનો િવનાશ કયҴ હતો- Ȑમણ ે �હરƖયકƦયપ, કંસ, દંતક, િશɃુપાલ વગેર° ȳુȒન અɅુરોનો 

સંહાર કયҴ હતો. Ȑમના ચ˲ના ƚવિનથી ƨવયમ Ⱥૃ ƗȻ ુંજય મહાદ°વ પણ ગભરાય ગયા હતા. Ȑ 

અȐય છે અન ેȻુƚધમા ં િવજય અપાવી શક° છે. અમ ેલોકો એમના ઉપાસક છ�એ. એમની જ Ȣૃપાથી 

અમાર� ȹ ૂĤઓમાં અનંત બળ છે. એ ઈƍછાȶ ૂ િત� કરનાર છે. એમની ઈƍછા હશ ેતો Ȼુćમા ંઅવƦય 

આપણો જ િવજય થશ!ે.... Ɨયાર° એ અરƖયમાંથી સહĘો કંઠƨવર એક સાથ ેȤૂંĥ ઉઠÈા “હર° Ⱥુરાર° 

મȴુકµટભાર°” સહĘો તલવારો એક સાથ ે ચમક� ઊઠ�, સહĘો ભાલા ઉપર ઉચકાયા. સહĘો 

બાȩુઓના ̆હારથી લોખંડ� અવાજ પડઘાયો, યોćાઓના કવચો સાથ ેઅથડાતી ઢાલો કરતા પણ 

̆ચંડ શƞદ-નાદ થવા માંડÈો. એ સમય ેસҪકડો રણ િશ�ગા એક સાથ ેĭકાઈ ઉઠÈા અન ેસંતાનોના એ 

દળ “હર° Ⱥુરાર° મȴુકµટભાર°”ના ંઉƍચારણ સાથ ે Ɨયાંથી Ȣૂચ કરવા લાƊયા... બીĤ ખંડના પ�રƍછેદ 

́ણમા ંસƗયાનંદ ĥવાનંદને સમĤવતા કહ° છે. શંખ-ચ˲-ગદા-પċધાર� વનમાળ�ના ંચરણ ƨપશ½ 

કર�ન ેઆપણ ેજ મહાન ̑તનો સંકƣપ કયҴ છે. એન ેઆપણે અવƦય ȶ ૂરો કરવાનો છે. પ�રƍછેદ ચાર 

Ӕતગ½ત સƗયાનંદ મહ°ƛ̃ન ે સમĤવ ે છે. ઈĖર િ́ȤુણાƗમક છે. સત, રજ તેમજ તમસ આ ́ણ ે

Ȥુણોની અલગ અલગ ઉપાસના છે. સતોȤુણથી દયા દ�ëણાની ઉƗપિĂ થઈ છે. એની ઉપાસના 

ભ�ƈતભાવ ȶ ૂવ½ક કરવામા ંઆવ ેછે. રજોȤુણથી એમની શ�ƈત ઉƗપđ થઈ છે. એની ઉપાસના Ȼુć 

Ďારા તેમજ ઈĖર િવરોધીઓના Ӕતથી કરવામા ંઆવ ેછે. આપણ ેએ જ કર�એ છ�એ. તમોȤુણ Ďારા 
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ઈĖર શર�ર ધારણ કર°  છે. પોતાની ઈƍછા અȵુસાર ચȿુȹ ૂ ½જ આ�દ ƨવĮપ ધારણ કર°  છે. માળા-ચંદન 

આ�દના ઉપહારથી એની ȶ ૂĤ કરવામા ં આવ ે છે. સામાƛય લોકો એɂુ ં જ કર° છે. ́ીĤ ખંડના 

પ�રƍછેદમા ં શાંિત પણ “હર°  Ⱥુરાર° મȴુકµટભાર°” ગાય છે. Ɨયારબાદ ‘વંદ° માતરમ’ ગાય છે. 

પ�રƍછેદ સાતમા ંશાંિત ગાય છે. 

̆લય પઘોધીĤલ ેȴૃતવાનિસ વેદમ. 

િવહ�નવહ�́ ચ�ર́ ખેદમ 

 ક°શમȴ ૃત મીન શર�ર  

 Ĥય જગદ�શ હર°!..... 

પ�રƍછેદ આઠમા ંસƗયાનંદ સંતાનોન ેસંબોધીન ેકહ° છે, “Ȑમણ ેબɆ ુબધા અɅુરોનો નાશ કયҴ છે. 

અન ે Ȑ લોકોȵુ ં પાલન કતા½ છે. એ તમારા સૌȵુ ં કƣયાન કર°, એ સૌને બાɆુબળ આપ,ે મનમા ં

ભ�ƈતભાવ આપ,ે ધમ½મા ંƚયાન પરોવ.ે તમ ેબધા ફર� એક એમȵુ ંમ�હમા ગાન કરો.” Ɨયાર° બધા 

એક સાથ ેગાવા માંડ° છે. “જય જગદ�શ હર°” સહĘો હર�ગાનના ંƚવિનથી વન Ȥુંĥ ઉઠȾુ ં “ðા ંછે 

એ”.. “હમણા ંમાર� નાખીશ”, “અમન ેબતાઓ”, “મારો, મારો શʛુનો નાશ કરો” વગેર° વાðોના 

પડઘા ȳૂર ȳૂર પહાડોમા ં પણ પડઘાવા માંડ� હતી. પ�રƍછેદ નવમા ં ભાવાનંદ સંતાનોન ે કહ° છે. 

આજના આ Ȼુćમા ં આપણે સંતાનોએ ĥવની બાĥ લગાવવાની છે. આ સમય ે ગાઓ “વંદ° 

માતરમ” ગોળા-ગોળ�ઓના ભયંકર શƞદો સાથ ેહĤરો કંઠ તાલમા ંતાલ િમલાવીન ેએક સાથ ેમેઘ-

મƣહાર રાગમા ંપોકાર� ઉઠÈા “વંદ° માતરમ”. પ�રƍછેદ દશમા ંવણ½ન છે, “વંદ° માતરમ” પોકારતા 

દશ સંતાન હĤર ભાલા әચા કર�ન ેતોપ ̒ેણી પર ચઢાઈ કરવા માંડÈા. પ�રƍછેદ અ�ગયારમા ં

વણ½ન છે ક° ... તોપ પર અિધકાર થતા જ ભાવાનંદ ઊછળ�ન ેતોપ પર ચઢ� ગયો અન ેતાળ� પાડ�ને 

બોƣયો, બોલો ‘વંદ° માતરમ’. બધાય ેએક અવાȐ કɖુ ં ‘વંદ° માતરમ’ ભાવાનંદ° Ɨયાર° કɖુ ંĥવાનંદ 

આવો. તોપȵુ ંમોȯુ ંફ°રવીન ેȳુƦમનોન ેȴ ૂળ ચાટતા કર�એ. સંતાનોએ ભેગા થઈન ેતોપȵુ ંમોȯુ ંફ°રવી 

દ�ȴુ ં અન ે પછ� એ તોપની સાથ ે જ સંતાનો “હ�ર હ�ર” ઉƍચારવા લાƊયા. શʛ ુસેના Ɨયાર° મોટ� 

સંƉયામા ં મરવા લાƊયા. આનંદમઠમા ં Ӕ˴ેજો અન ે Ⱥુ�ƨલમો િવȿુć લડવામા ં આવેલા બે મોટા 

Ȼુƚધોȵું વણ½ન છે. Ӕિતમ Ȼુć માઘ ȶ ૂ �ણ�માની રાિ́એ થȻુ ં હȱુ.ં ચોથા ખંડના છþા પર�ƍછેદમા ં

ĥવાનંદ કહ° છે. બોલો “હર° Ⱥુરાર°” હĤરો ƨવરોએ ȶુનરોƍચાર કયҴ. “હર° Ⱥુરાર°” ĥવાનંદ આȐ આ 

પવ½ત, િશખર, નીલાંબર અન ેરા́ીન ેસાëી માનીન ેસંતાન લોકો Ȼુć કરશ.ે જƣદ� ચાલો િશખર પર 

Ȑ વહ°લા પહોચશ,ે એ જ Ȼુć ĥતશે. સંȶ ૂણ½ વાતાવરણ “વંદ° માતરમ”ના ં ƚવિનથી Ȥુંĥ ઉઠȾુ.ં 

Ӕ˴ેજ સેના ̆ગટ થતા જ વૈƧણવ સેના મોટ°થી ગાવા લાગી. 

ȱ ુમ હ� િવČા, ȱ ુમ હ� ભ�ƈત 

ȱ ુમ હ� મા બાહો મ ેશ�ƈત 

Ɨવમ હ� ̆ાણ: શર�ર. 
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Ȼુćના Ӕિતમ સમય ેમહ°ƛ̃ કહ° છે, “હ° સંતાનો! ȩુઓ િશખર પર ̆ȹ ુસƗયાનંદનો ƚવજ લહ°રાય 

રĜો છે. આȐ ƨવય ંȺુરાર� મȴુકµટભ-કંસ-ક°શીનો વધ કરનાર રણમેદાનમા ંઉપ�ƨથત થયા છે. 

લાખો સંતાન પહાડની ટોચ પર �બરાજમાન છે. બોલો Ⱥુરાર° હર° Ⱥુરાર° ઊઠો, બંન ેબાȩુએથી 

શʛુઓને ઘેર� લો, Ɨયાર° “હર° Ⱥુરાર�”ના કંઠથી �દશાઓ Ȥુંĥ ઊઠ�. 

ઉપરોƈત બાબતોથી ƨપƧટ થાય છે ક°, શʛુઓનો િવનાશ ભગવાન િવƧȰુના રજોȤુણથી થાય છે. 

‘વંદ° માતરમ’મા ં આ જ રજોȤુણની િવધામ�ઓનો િવનાશ કર° છે. આનંદમઠમા ં વણ½ન સંતાનોȵુ ં

સામƘય½ સમ˴ ભારતીય સા�હƗયȵ ુસામƘય½ બƛȻુ ંછે. વત½માન પડકારોનો સામનો કરવામા ંસમથ½ 

છે. 

આ નવલકથાȵુ ં̆Ⱥુખ કાƥયતƗવ છે દ°શભ�ƈત. આ દ°શભ�ƈતના કાƥયાƗમક ƨવĮપȵુ ંઆɂુ ંિનĮપણ 

િવĖની બɆ ુઓછ� નવલકથાઓમા ંથȻુ ં છે. એન ેકોઈ પણ ધમ½ ક° સં̆દાયના ̆ચારક સા�હƗયની 

̒ેણીમા ં ન ગણɂુ ં જોઈએ. નવલકથાનો ȺુƉય સંદ°શ અƗયાચાર િવȿુć શ�ƈત સાધના અન ે

અȵુશીલન Ďારા સશƈત ӕદોલન કરવાનો છે. એને જ આધાર બનીન ે દ°શના Ⱥુ�ƈત સં˴ામને 

ĤȤૃત કરવામા ં બંક�મચં  ̃ સફળ થયા. ઉĂર બંગાળનો સƛયાસી િવ̃ોહ અને ભયંકર ȳુƧકાળ 

ઈ.સ.૧૭૬૯ȵુ ં વણ½ન આ નવલકથાȵુ ં ઐિતહાિસક સƗય છે. નવલકથામા ં વણ½વવામા ં આવેલી 

ȶુƧટȹ ૂ િમમાં જનĥવનની ભીષણ ȳુદ½શા માટ° તƗકાલીન Ⱥુ�ƨલમશાસકો અન ેӔ˴ેજોન ેબંક�મચં  ̃

ðાર°ય ëમા ન કર� શðા. 

ઈ.સ.૧૯૦૫ થી ૧૯૨૧ Ʌુધીનો Ȼુગ એકંદર° વંદ°માતરમનો Ȼુગ હતો. બંગાળની સીમા ઓળંગીને 

‘વંદ° માતરમ’ આખા દ°શમા ંફ°લાઈ ગȻુ.ં એન ેરાƧ˼�ય ફલક મƤȻુ.ં Ӕ˴જ સરકાર° ગભરાઈ જઈન ે

ઘણીવાર આ નારા પર ̆િતબંધ પર ̆િતબંધ Ⱥૂðો. આ ગીત પર આધા�રત બીĤ ઘણા ંગીતો 

ભારતની તમામ ભાષાઓમા ંલખાયા અને ગીતનો અȵુવાદ થયો. ગીત Ⱥુળȹ ૂત સંƨȢૃતમાં હȱ ુ.ં 

એટલે એȵુ ં Ⱥ ૂળ ƨવĮપ ે સંƨȢૃતમાં જ સમ˴ ભારતમા ં લોકિ̆ય બƛȻુ.ં આ ગીતના અȵુવાદમા ં

તાિમલના મહાકિવ Ʌુ̈મƖયમ ભારતી પણ હતા. એમણે Ⱥૂળ ગીતના બે અȵુવાદ તાિમલમા ંકયા½ 

હતા, અન ેતેઓ ƨવયંમ ગાયા હતા. ‘વંદ° માતરમ’ આનંદમઠ લખાયા પહ°લા ંપણ ઘણા ંવષ½ અગાઉ 

લખાઈ ગȻુ ંહȱુ ંઅને એ બંક�મબાȸ ુને ȣ ૂબ િ̆ય હȱુ.ં ઈ.સ.૧૮૮૨મા ̆કાશનના બે વષ½ની Ӕદર 

રવીƛ̃નાથ ઠાȢુર° આ ગીતના ̆થમ બે છંદની ƨવરલીપી બનાવી હતી. અન ેબંક�મચં̃ને ગાઈન ે

સંભળાƥȻું હȱ.ુ ઈ.સ.૧૮૮૬મા ંકલકતામા ંકҭ˴ેસના ં �Ďતીય અિધવેશનમા ંરિવƛ̃નાથ ઠાȢુર° બીĤ 

રાƧ˼�ય ગીતો સાથે આ ગીતન ેપણ મંચ પરથી ગȻુ ંહȱ ુ.ં Ɨયારબાદ ‘વંદ° માતરમ’ શીષ½ક હ°ઠળ 

અનેક પ́-પિ́કા અને ȶુƨતકો ̆કાિશત થયા. આ ગીત ે�̈�ટશ સા̊ાԌયના પાયા હલાવી નાƉયા. 

ƨવરાԌયની માંગન ેસ�˲ય Įપ આપવામા ંઆ ગીતȵુ ંબɆ ુમોȬુ ંયોગદાન છે.  

બંક�મચં̃એ Ȼુગમા ં દ°શ̆ેમ અન ે રા�Ƨ˼યતાની મં -́દ�ëા આપી હતી. એની ȶ ૂવ±ની શતાƞદ�મા ં

રાƧ˼�યતાની ભાવનાન ેકોઈ આધારȹ ૂ િમ ̆ાƜત નહોતી. બંક�મચં  ̃̆ાચીન ભારતીય આદશ½વાદ 
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અન ે રાƧ˼�યતાની ƥયાƉયા શોધી રĜા હતા. તƗકાલીન સામા�જક રાજનૈિતક પ�ર�ƨથિતઓ અન ે

જનસાધારણની ȳુદ½શાએ બંક�મચં̃નાં મનમા ંછેક әડ° Ʌુધી ‘િમ�લટ°ƛટ નેશ�લજમ’ને જƛમ આƜયો. 

‘આનંદમઠ’ના ંિમ�લટ°ƛટ સંƛયાસી દ°શમા ંમાટ° ̆ાણનો પણ ભોગ આપવા તૈયાર હતા. અને એમણે 

શીખવેɀુ ંȻુć પણ દ°શ̆ેમ જ હતો. એમની એ સફળતા એમા ંજ છે ક° એ દ°શવાસીઓ માનિસકતાને 

સામા�જક રાજનૈિતક પ�રવત½ન માટ° તૈયાર કર� શðા. દ°શ માટ° ̆ાણȵુ ંપણ બ�લદાન આપɂુ ંએ 

આનંદમઠનો ȺુƉય ઉદ°Ʀય હતો. એમા ંશસĘ િવ̃ોહ� દળȵુ ંȤુƜત સંગઠન ગો�રલા-Ȼુć-નીિત, શĘ 

િનમા½ણ અને સં˴હનો સમાવેશ થાય છે. એ જ આદશҴ પર ƨવાધીનતા સં˴ામમા ં અનેક સશĘ 

દળોએ ƨવયંને સંગઠ�ત કયા½ હતા. 

અ�હ�સકસƗયા˴હ� અન ે સશĘ˲ાંિતકાર� બંન ે સંગઠનોએ આનંદમઠમાંથી ̆ેરણા લીધી હતી. એ 

�દવસોમા ં ˲ાંિતકાર�ઓના એક હાથમા ં ગીતા અન ે બીĤ હાથમા ં ‘આનંદમઠ’ રહ°તી હતી. આખી 

નવલકથામા ંબે મોટા Ȼુćોȵુ ંવણ½ન છે. નવલકથાકાર° ðાંય પણ Ⱥુ�ƨલમધમ½ પર આ˲મણ નથી 

કȻુ¿. બાદશાહ, બેગમ, શાહજદા અને શાͰĤદ�ઓન ેક°̃મા ંરાખીન ેȐ નવલકથા લખી એન ેઇƨલામ 

ક° Ⱥુસલમાન સાથ ે કોઈ સંબ ંધ ન હોય શક°. Ⱥુસલમાનો આ˲મણ કરɂુ ં એમનો ઉદ°Ʀય નહોતો. 

Ⱥુ�ƨલમȻુગની અરાજકતાȵ ુ ં �ચ́ રȩૂ કર�ન ેએ વત½માન Ȼુગની રાજનૈિતક સમાધાન શોધી રĜા 

હતા. એમા ંપહ°લા ંȻુćની વાત છે. ફોજદાર�, બાદશાહ�, Ӕ˴ેĥ, દ°શી, િવલાયતી, કાળ�, ગોર�,  સેના 

હતાશ થઈન ેધરાસાઈ થઈ રહ� છે. દ°શી તોપોથી Ӕ˴ેજોના Ⱥૃ ƗȻ ુ અન ેતમામ Ӕ˴ેĥ સેનાઓના 

સંહાર બીĤ Ȼુćના Ӕતમા ંસંતાન દળના હાથ ȶુર°ȶ ુર� Ӕ˴ેજ સેનાનો સંહાર થાય છે. 

મહાકિવ રવીƛ̃નાથ ઠાȢુરની સાધનામા ંબંક�મચં  ̃પર ̆કાિશત લેખના ક°ટલાક Ӕશો- એમણ ેઆ 

અભાગી દ�ર̃ દ°શન ેએ અȺૂƣય સંપદા આપી Ȑનો કદ� Ӕત ન આવ.ે એ ƨથાયી ઉđિતનો એક મા́ 

Ⱥ ૂળ ઉપાય ƨથાિપત કર� ગયા છે. એમણે આપણા બધા માટ° સાચા અથ½મા ંશોક વƍચ ેશાંƗવનના, 

અવદશા વƍચ ેઆશા, હતાશા વƍચ ેઉƗસાહ, અન ેĎાર�̃ની Ƀ ૂ ƛયતા વƍચે �ચર સૌƛદય½નો અëય 

સાગર ઉમટાવી દ�ધો છે. એમણ ે ભગીરથ સમાન સાધના કર�ન ે આપણી ̆ાચીન ભƨમ રાિશમા ં

ĥવન ભર� દ�ȴુ.ં આ કોઈ સમ સામાિયક મન નથી. આ વાત કોઈ તક½  પર આધા�રત નથી. આ એક 

ઐિતહાિસક સƗય છે. ઈ.સ.૧૯૪૮મા ંલોકસભામા ંપં�ડત નહ°ȿુએ કɖુ ંહȱુ,ં ‘વંદ° માતરમ ƨપƧટ ર�તે 

અન ે િનિવ�વાદપણે ભારતȵુ ં ̆Ⱥુખ રા�Ƨ˼ય ગીત છે’. અન ે એક મહાન રચના છે, Ȑની એક 

ઐિતહાિસક િવિશƧટ પરંપરા છે. આપણા ƨવાત ંǞય સં˴ામ સાથ ેએનો બɆ ુિનકટતાનો સંબંધ છે. તેȵુ ં

ƨથાન હંમેશા અિવચળ રહ°શ.ે બીȩુ ંકોઈ ગીત એȵુ ંƨથાન ન�હ લઇ શક°.  ̆િસć બંગાળ� િવવેચક 

̆થમનાથ �બશીના મત Ⱥુજબ “એ સમજɂુ ં ȹ ૂલ ભર°ɀુ ં હશ ે ક° મં  ́ (વંદ° માતરમ)ની તમામ 

સંભાવનાઓ સમાƜત થઈ ગઈ છે. તમ ેકોઈ પણ �ચનગાર� ̆Ɨય ે �બલȢુલ એવી ર�ત ે િનિĔત ન�હ 

થઈ શકો, Ȑ ર�ત ે કોઈ ԍવાળાȺુખી િવશ ે િનિĔત નથી થઈ શકાȱ ુ”ં Ȭૂ ંકમા ં તેમા ં �ચનગાર�માંથી 

ԍવાળાȺુખી બનવાની અદȹ ૂત ëમતા રહ°લી છે. 
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ABSTRACT:  

Customer Relationship Management is best tool of to build a powerful customer experience 

as the most competitive weapon around our businesses. Customer relationship management 

seeks to encourage better marketing effectiveness and helps in identifying potential 

customers. CRM industry making it one of the fastest growing sectors in the market. This 

paper deals with Customer Relationship Management (CRM) in hospitality industry. This 

paper shall discuss new strategic equation for hospitality industry which reflects to 

understand their existing customer experience and identify unmet customer needs and wants. 

We create the Customer Experience every day.  We are not mechanical.  We are now, we are 

vibrant, we are sensual and tactile, and we are proud, innovative and driven to excellence.  

We can deliver our goods and services distinctively.  We are Artisans! The hospitality 

industry is a fascinating one from a CRM perspective, because of the quality and quantity of 

customer touch points. These results come from a strategy of strengthening customer 

relationships by constantly providing customer value leading to satisfaction. 

KEY WORDS: Services, Consumer, Relationship Management, Hospitality. 

 

Hospitality is about serving the guests to provide them with "feel-good-effect". "Athithi devo 

bhavha" (Guest is God) has been one of central tenets of Indian culture since times 

immemorial. In India, the guest is treated with utmost warmth and respect and is provided the 

best services. Today hospitality sector is one of the fastest growing sectors in India. Many 

international hotels including Sheraton, Hyatt, Radisson, Meridien, Four Seasons Regent, and 

Marriott International are already established in the Indian markets and are still expanding. 

At its most basic level, hospitality is simply the art of making guests feel welcome. But it's 

far more than that. Hospitality is the world's largest service industry, employing millions of 

people working in hotels, restaurants, cruise lines, resorts, private clubs, casinos, and bed-
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and-breakfasts throughout the world.  

Nowadays the hotel, travel and tourism industry is also included in hospitality sector. The 

boom in hotel, travel and tourism has led to the further development of hospitality industry.  

Objectives of study:  

1. To know customer relationship management in hospitality industry. 

2. To identify growth of hospitality industry through CRM. 

3. To extract new strategic equation for hospitality industry which reflects to understand 

their existing customer experience and identify unmet customer needs and wants.  

SWOT ANALYSIS:  

STRENGTHS  

1. Natural and cultural diversity: India has a rich cultural heritage. The "unity in diversity" 

tag attracts most tourists. The coastlines, sunny beaches, backwaters of Kerala, snow capped 

Himalayas and the quiescent lakes are incredible. 

2. Demand-supply gap: Indian hotel industry is facing a mismatch between the demand and 

supply of rooms leading to higher room rates and occupancy levels. With the privilege of 

hosting Commonwealth Games 2010 there is more demand of rooms in five star hotels. This 

has led to the rapid expansion of the sector. 

3. Government support: The government has realized the importance of tourism and has 

proposed a budget of Rs. 540 crore for the development of the industry. The priority is being 

given to the development of the infrastructure and of new tourist destinations and circuits. 

The Department of Tourism (DOT) has already started the "Incredible India" campaign for 

the promotion of tourism in India.  

4. Increase in the market share: India's share in international tourism and hospitality 

market is expected to increase over the long-term. New budget and star hotels are being 

established. Moreover, foreign hospitality players are heading towards Indian markets.  

WEAKNESSES 

1.Poor support infrastructure: Though the government is taking necessary steps, many 

more things need to be done to improve the infrastructure. In 2003, the total expenditure 

made in this regard was US $150 billion in China compared to US$ 21 billion in India.  

2. Slow implementation: The lack of adequate recognition for the tourism industry has been 

hampering its growth prospects. Whatever steps are being taken by the government are 
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implemented at a slower pace. 

3. Susceptible to political events: The internal security scenario and social unrest also 

hamper the foreign tourist arrival rates. 

 

OPPORTUNITIES 

1.Rising income: Owing to the rise in income levels, Indians have more spare money to 

spend, which is expected to enhance leisure tourism. 

2. Open sky benefits: With the open sky policy, the travel and tourism industry has seen an 

increase in business. Increased airline activity has stimulated demand and has helped improve 

the infrastructure. It has benefited both international and domestic travels.  

THREATS 

1. Fluctuations in international tourist arrivals: The total dependency on foreign tourists 

can be risky, as there are wide fluctuations in international tourism. Domestic tourism needs 

to be given equal importance and measures should be taken to promote it. 

2. Increasing competition: Several international majors like the Four Seasons, Shangri-La 

and Aman Resorts are entering the Indian markets. Two other groups - the Carlson Group and 

the Marriott chain - are also looking forward to join this race. This will increase the 

competition for the existing Indian hotel majors.  

HOTEL AND TOURISM INDUSTRY: 

Hotel industry depends largely upon the foreign tourist arrivals further classified into 

business travelers (around 65% of the total foreign tourists) and leisure travelers. The 

following figures show that business as well as the leisure travelers (both domestic and 

international) formed major clientele for hotels in 2004. 

Over the last two years, the hotel industry has seen higher growth rates due to greater number 

of tourist arrivals, higher occupancy rate (being around 75% in FY'06) and significant 

increase in average room rate (ARR). The major factors contributing to this growth include 

stable economic and political conditions, booming service industry, FDI inflow, 

infrastructure development, emphasis on tourism by the central as well as state governments 

and tax rationalization initiatives to bring down the tax rates in line with the international 

levels. 

This year the number of tourists visiting India is estimated to have touched the figure of 4.4 
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million. With this huge figure, India is becoming the hottest tourist destination. The arrival of 

foreign tourists has shown a compounded annual growth of 6 per cent over the past 10 years. 

Besides, travel and tourism is the second highest foreign exchange earner for India. 

Moreover, it is also estimated that the tourism sector will account for nearly 5.3 per cent of 

GDP and 5.4 per cent of total employment. 

Tourists 
year wise GDP Employment Visitor 

Export 
Personal 
T&T 

Capital 
Investment 

Govt. 
Expenditure 

Outlook 
for 2006 7.80% 1.40% 10.90% 6.90 % 8.30% 7.70% 

Outlook 
for 2007-
2016 

6.60% 1.00% 7.80% 6.70% 7.80% 6.60% 

 

The factors that will account for the further growth of tourism will include the following: 

 Change in standards of living 

 More disposable income 

 Better education 

 Long leisure time 

 Aging population 

CUSTOMER RELATIONSHIP MANAGEMENT (CRM) : 

CRM is best tool of to build a powerful customer experience as the most competitive weapon 

around our businesses. 

It manages to cultivate a one on one relationship with its end users. Strengthening a 

relationship with long standing customers is more than beneficial because almost 80% of 

profits are actually generated from loyal customers. CRM ensures that the organization pays 

adequate attention to customer ideas. It instills the idea that these end users- customers are 

highly essential to success and focuses on the organizations need to study their behavioral 

patterns.  

Customer relationship management seeks to encourage better marketing effectiveness and 

helps in identifying potential customers. 

CRM industry making it one of the fastest growing sectors in the market. CRM services 

include a concentrated focus on the customer, adhering to his likes and dislikes, endeavoring 

to create and sustain a relationship with him -all this serves to increase CRM s salability and 

to boost its status to that of one of the most rewarding customer centric strategies of the 

decade. 
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As a hotel guest, your experience of hospitality may be limited to the front desk associate 

who gives you your room key, the valet attendant who carries your luggage, and the server 

who takes your dinner order. But hospitality also encompasses the purchasing agent who 

ordered the linens for your bed, the executive chef who created the signature entrée for the 

restaurant menu, and marketing manager who designed the brochure that told you about the 

property. 

These positions share the traits common to all hospitality jobs: a dynamic working 

environment, a desire to provide quality service, and interaction with people. There's no 

industry that DEMANDS customer service more than the hospitality industry -- hotels, 

restaurants and related sectors. Learn how to provide effective customer service in the 

hospitality industry.  

 

STRATEGIC EQUATION OF CRM: 

We need to rethink what makes that experience memorable, for our consumer is very savvy, a 

prudent shopper, no longer swayed by our claims of value. This requires an investment by 

you to “do business differently”. Only through this paradigm shift to the Customer-Centric 

will you enter the realm of excellence. Our goal is to assess resources, realign process, people 

and products and then compete with advantage, exceeding consumer expectation. 

We can learn to better manage that critical guest experience with a new strategic equation, 

which reflects the following: 

1. VALIDATION of your relationship with the Guest. Perceptions and values of your 

guests indicate their needs and expectations. This information can be gathered by 

multiple means, through surveys, Customer Satisfaction feedback, Focus Groups and 

the like. How do you know how you are doing, if you have not solicited this 

response? Next, you must consider the product and service mix that you currently 

offer to that Guest. If the guest expects A, and you emphasize B, the disconnect is 

apparent. Lastly, the organizational structure which delivers these products and 

services must be reviewed. 

2. ANALYZE what information you have compiled. You now have matched your guest, 

your products and services and your staff and made an assessment of where 

realignments must take place. A new strategy will evolve with performance standards, 

measurement and recommended action to better manage that guest experience. 
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3. IMPLEMENT your new credo, the “Customer-Centric” approach.  You will need 

a practical means of expression, grounded methods of measurement, and a 

consistency of delivery. Every exchange (“touch point”) with your Guest must 

emphasize that you will care for them, attend to their needs and that their business and 

concerns are valued. All your staff will need to reflect this behavior, understanding 

that Guest Satisfaction is the only performance yardstick. And, you must be prepared 

to reward those employees who excel with this value proposition. 

Life is good.  Average is the new Hospitality Norm, easy to match because expectations are 

so low. 

“Needs to think of himself as an ‘artisan’ – the term used before mass manufacturing to apply 

to people who made things or provided services with a distinctive touch in which they took 

personal pride.” 

Hospitality was not part of the Industrial Revolution; we are not manufacturing and cannot 

outsource our business overseas.  We create the Customer Experience every day.  We are not 

mechanical.  We are now, we are vibrant, we are sensual and tactile, and we are proud, 

innovative and driven to excellence.  We can deliver our goods and services distinctively.  

We are Artisans! 

We need to better embrace the simple concept of engaging our Guest, gaining their loyalty, 

and better than meeting their expectations. We need to better manage the experience, frame 

expectations, create real value and then market our uniqueness. This is all about the Customer 

Experience. 

In the world of servicing guests, there are as many challenges as there are, well... challenging 

customers, but I think in the current age of "branding" one of the biggest ones is ensuring a 

consistent customer service experience. This challenge is three-pronged: First, managers must 

be able to manage consistency in the face of interchanging slow and busy times and seasons. 

Second, consistency needs to be ensured across job titles, roles, and pay ranges. Third (or 

perhaps First, if you'd like), the marketing message must be in tune with a plan to set guest 

expectations according to the season and customer tier considerations. 

On the subject of job roles, I found that while some job roles had specific training on 

interacting with customers, others did not, or worse, were trained in an inconsistent way. So 
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the first order of things in this area is to establish a clear procedure for greeting, servicing, 

and addressing guest issues across various situations. All employees which come in direct 

contact with guests need to be in tune with this common standard. A set of behavior and 

service standards also provides clear guidelines which can empower employees to provide 

special or "magical" moments to their guests. 

CRM has some obvious benefits for the hotel industry, but these are not especially different 

than they are for any other industry. The principal benefits that come to mind are fairly 

obvious -- increased customer satisfaction and retention, increased repeat business, increased 

share of category spend, and increased likelihood of referral business. These results come 

from a strategy of strengthening customer relationships by constantly providing customer 

value leading to satisfaction. 

Through CRM we have helped companies and brands better understand their existing 

customer experience and identify unmet customer needs and wants. These findings guide us 

in our work with clients to design the optimal future experience, ensuring that the brand 

promise becomes operational reality. The result – satisfied and loyal customers that spend 

more and drive profitable growth. 

The hospitality industry is a fascinating one from a CRM perspective, because of the quality 

and quantity of customer touch points. 

FINDINGS: 

Current users of CRM in hospitality industry have realized the following business benefits 

and more: 

 Sales increases online and offline, through specified product promotions. 

 �Cost reductions from moving customer contact from call center to lower-cost 

channels, such as the company website 

 Customer retention and loyalty improvements, and increased value of each customer 

 100% ROI in five months 

 Better measurement of campaigns results 

 Improvements in the tracking and reporting of business performance so C-level 

executives get faster access to the information they need for decision-making 

CONCLUSION 

We conclude by saying that CRM is best tool of to build a powerful customer experience as 

the most competitive weapon around our businesses. CRM invert the pyramid for achieving 
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success in businesses in the 21st century and CRM as the prime focal weapon to win over 

your customer and competition. If you want to drive the competition crazy, ignore your 

competitors and concentrate on your customer’s one on one.  
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0F[P NL5S 58[, HIFZYL VwIF5S TZLS[ HF[0FIF tIFZYL ;FlCtIGF NZ[S ;\XF[WG1F[+DF\ 5F[TFGL S,DG[ 

;]5[Z[ R,FJL K[P VJF"RLG U]HZFTL ;FlCtI4 Nl,T ;FlCtI JFTF"4 GJ,SYF4 RFZ6L ;FlCtI4 DwISF,LG 

;FlCtI4 lCgNL VG]JFN 1F[+[ T[D JGJF;L 5|HFGF ;FlCtIG[ 5|SFlXT SZJFDF\ 56 T[DGF[ OF/F[ IX:JL 

ZCIF[ K[ T[D 5|:T]T U|\YGF VwIIGYL SCL XSFIP 

 ZFQ8=LI1F[+[ VFlNJF;L ;FlCtIG[ 5|SFlXT SZJFG]\ SFD 0F[P EUJFGNF; 58[,G]\ VHF[0 VG[ 

VlâTLI K[P VFlNJF;L EL,L AF[,LGF S\9:Y ;FlCtIG[ EUJFGNF;[ ;Z/ U]HZFTL l,l5DF\ pTFI]"\ K[P 

 0F[P NL5S 58[,[ ——EL,L ;FlCtI o S'lT  VG[ ;\:S'lTˆˆ DF\ p¿Z U]HZFTGF VFlNJF;L ;FlCtI lJX[ 

;\:S'lTD},S VeIF; ZH} SIF[" K[P VF U|\YDF\ EL,LHFlTGF ,F[S;FlCtI p5Z SFD SZGFZ 0F[P EUJFGNF; 

58[, âFZF ;\XF[lWT ;\5FlNT EL,L ;FlCtIGL D]bItJ[ DZ6F[¿Z lJlW ;FY[ ;\S/FI[,P  ,F[SFbIFG 

S'lTVF[GF[ VeIF;G[ ;DFJJFDF\ VFJ[, K[P VF ;FlCtIGL S'lTVF[DF\ —EL,F[GF ,F[SHLJGGF[ ;\NE" D/[ K[P 

T[DGL WFlD"STF4 ;FDFlHS ZLTvlZJFHF[ VG[ lJlWlJWFGF[ p5ZF\T T[DF\ jIST YT]\ ;FlCltIS TtJ SIF\ S[J]\ 

5|U8[ K[ T[ HF[JFGF[ 5|ItG VCL\ ZCIF[ K[P 

 0F[P NL5S 58[, 5|:T]T U|\YDF\ ;FlCtIGF[ ;\:S'lTS[gN=L :JFwIFI ZH} SIF[" K[P 0F[P NL5S 58[,[ 

EUJFGNF; 58[, ;\5FlNT SYFVF[G]\ D}<IF\SG 56 SI]" K[P H[G[ SFZ6[ VF56G[ EL,L ;\:S'lTGF[ 5lZRI 

YFI K[P 

 0F[P NL5S 58[,[ 5F[TFGF VeIF;G[ 5|:T]T U|\YG[ AFZ 5|SZ6F[DF\ lJEFlHT SIF[" K[P H[DF\ EL,L 

;DFHDF\ S\9F[5S\9 ;RJFI[,F ;FlCtIGL ;\XF[lWT ;d5FlNT S'lTVF[ VG[ 5|:T]T lJQFI 1F[+DF\ GF[\W5F+ 

5|NFG SZGFZF VeIF;]VF[GF lGQ9F5}J"S SZ[,F VwIIGG]\ 5|lTlA\A 5|:T]T 5]:TSDF\ jIST YFI K[P 
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 5|YD 5|SZ6 —p¿Z U]HZFTGL EL,LvVFlNJF;L ;\:S'lT VG[ DZ6F[¿Z lJlWlJWFGF[̂ ˆ DF\ 

VFlNJF;LVF[DF\ D'tI] 5KL S[8S[8,L 5|lS|IFVF[DF\ lJlW YFI K[ T[GF[ ;]5[Z[ 5lZRI SZFjIF[ K[P 0]\UZL EL,F[DF\ 

DZ6F[[¿Z lJlW RFZZLT[ YFI K[ H[DF\ :JFEFlJS D'tI] JBTGL lJlW4 —CDFWˆ 5-JFGL lJlW4        —C]ZF[[̂  

DF\0JFGL lJlW VG[ GFGLvDF[8L gIFTGL lJlWP ;FDFgI lJlWDF\ DFGJLG]\ :JFEFlJS VFSl:DS D'tI] lJlW 

SZJFDF\ VFJ[ K[ VG[ T[DF\I HF[ :+L CF[I TF[ T[GF l5IZ51FG[ CFHZ ZFBJFDF\ VFJ[ K[ H[YL :+LGF D'tI] lJX[ 

SF[. X\SF G SZ[4 h30F[ G SZ[P T[ JBT[ —JFZL -F[,ˆ JUF0JFDF\ VFJ[ K[P NZ[S jIlST 5F[TFGF 3Z[YL V[S ,FS0] 

,.G[ VFJ[ K[P 

UFDGF VFU[JFG ;FW] S[ EF[5FG]\ D'tI] YFI tIFZ[ T[G[ ;DFlW VF5JFDF\ VFJ[ K[ T[G[ —CDFWˆ SC[JFI 

K[P T[ ;DFlW p5Z N[ZL AGFJJFDF\ VFJ[ K[P D'TSG[ NF8JFDF\ VFJ[ K[ tIFZ[ ;FW]4 ;\TF[ âFZF D\+F[rRFZ YFI 

K[ T[G[ —CDFW 5-JLˆ SC[JFI K[P 

0]\UZL EL,F[DF\ J[Z ,[JFGL 5|6Fl, 36L H}GL K[P VgI åFZF DZFI[, :JHGF[GL DZ6F[¿Z lJlWG[  —

C}ZF[ DF\0JF[̂   SC[ K[P B}G SZGFZGF\ UFD S[ 3Z p5Z R0F. SZJFDF\ VFJ[ K[P DZGFZG[ XF[WL T[G]\ ,F[CL ,FJL 

XA 5F;[ 5yYZGL -U,L 5Z KF\8JFDF\ VFJ[ K[P HF[ DZGFZ DF6; G D/[ TF[ 3F[0[;JFZGF[ 5Fl/IF[ 

5WZFJFI K[ H[G[ C]ZF[ SC[JFI K[P J[Z JF?IF 5KL T[ 5Fl/IF p5Z ,F[CL KF\86F SZJFDF\ VFJ[ K[P VF ZLT[  

5|YD ,[BDF\ 0]\UZL EL, VFlNJF;LVF[GF HLJG VG[ ;\:S'lTGF[ 5lZRI T[DGL HgDv,uGvDZ6 lJlWVF[4 

;FDFlHS A\WFZ6 JU[Z[GL RRF" SZJFDF\ VFJL K[P 

5|:T]T U|\YGF ALHF 5|SZ6YL DF\0LG[ VlUIFZDF 5|SZ6 ;]WL S], N; ,[BDF\ DF{lBS 5Z\5ZFGL 

SYF lJXNŸ ZLT[ VF,[BL K[P T[DF\ ALHF 5|SZ6 —VF¶\; N[JGL JFZTFo VFtDFGF ~5SGL SYFˆ ,[BGF 5|FZ\E[ 

VF JFTF" SIF\ SIFZ[ SF[GF âFZF ZH}VFT YFI K[ T[GL DFlCTL D}SL VF5L K[P tIFZAFN SYFGSGF[ 8}\SF[ 5lZRI 

SZFjIF[ K[P —VF¶\; N[JGL JFZTFˆG[ ;\XF[WS 0F[P NL5S 58[, VFtDFGF ~5SGL SYF U6L K[P VF JFTF"DF\ 

C\;N[JGF A[ VJTFZF[ ATFjIF K[P 5|YD VJTFZDF\ C\;G]\ DFGJSF[l8G]\ lG~56 SZJFDF\ VFjI]\ K[ VG[ C\;GF 

ALHF VJTFZDF\ C\; DFGJSF[l8DF\YL N[JSF[l8DF\ S[J]\ 5lZJlT"T YI]\ K[ T[ T[GF VFRZ6 âFZF jIST YT]\ HF[JF 

D/[ K[P VFBL SYF EL,L ;DFHGF HLJGGL GLlTvZLlTG]\4 3FlD"S DFgITFVF[G]\ VFNX" JF:TJ~5 ZH} SI]" 

K[P VF A\G[ ~5F[DF\ ,F[SzwWF ZH} Y. K[P 

+LHF ,[B —,F,] VlZNFˆGL EHGJFZTF lJX[GF[ ,[B K[P T[DF\ D'tI],F[SGL SF<5lGS JFTF[ VFJ[ K[P 

NFGv5]̂ IGF[ DlCDF jIST YIF[ K[ H[ ,[B —VF"\; N[JGL JFTF"̂ G[ VG];Z[ K[P 

RF[YF[ ,[B —UF[5LR\N EZYZLGL JFZTFˆGF[ VeIF;,[B ZH} YIF[ K[P DZ6F[¿Z lJlW JBT[ 

EF[5Fv;FW]VF[ âFZF ZH} YTL VF SYFDF\ UF[5LR\N VG[ EZYZLGL SYF HF[0FI[, K[P J{ZFuIGL EFJGFYL 
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5|[ZFI[,F\ 5F+F[GL VF SYF HLJGGL V;FZTF VG[ 1F6E\U]ZTFG[ 5|AF[W[  K[P VF JFTF" 5ZGF\ VUFpGF VgI 

lJåFGF[GF D\TjIF[ lJX[I lJRFZvlJDX" SIF[" K[P 

tIFZ5KLGF\ A[ 5|SZ6DF\ ZFDN[JGF RlZ+GL VFlNJF;L ~5F\TZ SYF VG[ ZFDN[JGF HLJG ;\3QF"GF[ 

lJX[QF 5lZRI SZFJTL SYFG]\ lG~56 YI]\ K[P —ZFDN[JGL JFZTFˆDF\ UF\0F ZFDN[JGL JFTF" S[ T[GF GFD[ H[ SYF 

VFlNJF;L S\9 5Z\5ZFDF\ 5|Rl,T Y. T[G]\ lG~56 K[ HIFZ[ ALHL ZFDN[JGL JFZTFDF\ ZFDN[J5LZGF\ 

RDtSFZF[4 5ZRFVF[ ATFjIF\ K[P 0F[P NL5S 58[, VF JFTF" lJX[ GF[\W[ K[ S[ —;DIF\TZ[ ZFDN[JGL VF ,F[SSYF 

5]ZFSYFG]\ ~5 WZLG[[ ,F[S;D}CGL zwWFG[ A/J¿Z ATFJT]\ 5lZA/ AGL ZC[ K[Pˆ 5|:T]T ,[BDF\ ,F[SzwWF 

âFZF ZFDN[J zwWFElSTG]\ S[gN= AGL ZC[ K[P ZFDN[JG]\ RlZ+ DFGJDF\YL N[JSF[l8V[ 5CF[\R[ K[P VF ,[BDF\ 

VF56[ 5ZRFVF[YL lCgN]vD]l:,D A\G[ ;DFHDF\ ZFDN[J EUJFG TZLS[ lAZFH[ K[P 

;FTDF 5|SZ6DF\ —;lZIF/F[ X[9 o ;UJF8L JF[J6ˆDF\ ;UF/XF X[9GF HF6LTL JFTF"G]\ EL,L ~5F\TZ 

jIST YI]\ K[P VF EHGJFZTFGF S[8,F\S V\XF[ —C}ZF[ DF\0TLˆ JBT[ UJFI K[P —C]ZF[ DF\0TFˆ H[ SYFV\XF[ ZH} 

YFI K[ T[ SYFV\XF[ ;FY[ VF EHGJFZTF ;FdI WZFJ[ K[P X[94 R\UFJTL VG[ S[,{IF[ S]\JZ +6[I 5F+F[GL 

HF6LTL SYF VCL\ ZH} Y. K[P 

VF9DF[ ,[B —HU N[ 5ZDFZˆGL JFTF" lJX[GF[ K[P V{lTCFl;S RlZ+G[ S[gN=DF\ ZFBTL VF SYF 

,F[S5Z\5ZFYL VF 0]\UZL EL,F[DF\ VFJL K[P VF JFTF” ;NŸvV;NŸGL ;\3QF" SYF K[P VF JFTF" 56 —C]ZF[̂  

DF\0TL JBT[ ZH} SZJFDF\ VFJ[ K[P J{ZJ'l¿ VG[ T[GF âFZF YTF GZ;\CFZGL SYF HUN[JGF V{lTCFl;S RlZ+ 

lGlD¿[ ZH} Y. K[P VF JFTF"DF\ VFJTF H/E{ZJ4 AFAZF[4 B[lTIF[ JU[Z[ lJ,1F6 5F+F[ jIST YI[,F HF[. 

XSFI K[P H[ wIFGFæ"  AGL ZC[ K[P 

GJDF[ ,[B —CF,N[ CF[/\ULGL JFZTFˆV[ JLZTF VG[ XF{I"GL ;]BFgT SYF K[P SYFGFIS CF,N[ ;F[,\SL 

H[8,]\ H DCtJ VF SYFDF\ RDtSFZL VD'T3}\8F[G[ 56 D?I]\ K[P CF,N[ ;F[,\SLG]\ D'tI] YFI K[P OZL ;HLJG 

YFI K[P VFD4 —VD'T3]\8F[̂ V[ 5]GlH"JLT YT]\ 5F+ K[P T[ V[S 5NFY" âFZF SYF VFU/ JW[ K[ 5Z\T] D'tI]GF 

5|;\UG[ SFZ6[ H[ SNFR VF 5|[D VG[ I]wWGL SYF DZ6F[¿Z lJlW ;DI[ ZH} YTL CX[P 

N;DF[ ,[B —Cl5IFN[vCF[B,Lˆ lJX[ K[P HDLG VG[ GFZL lJX[GL VF I]wWSYF K[P VF EHGJFZTF 

K[ H[DF\ DG]QI VG[ N{JLTtJGF  ;\WQF"G[ jIST SZ[ K[P VCL\ 5F\R[S I]wWGF J6"G p<,[B5F+ K[P SYF5|FZ\E[ 

D\U,FRZ6 K[ T[JF[ p<,[B ;\XF[WGSFZ[ SZ[, K[P 

T[ 5KL —CF[GF, CF[8Lˆ EL,EHG JFZTF K[ H[DF\ DG]QIGF VC\SFZ VG[ 5F5GF 5lZ6FDGL SYFG]\ 

lG~56 S[J]\ YI]\ K[ T[ ATFjI]\ K[P T[DF\ T[D6[ V[S ;]\NZLG[ SFZ6[ YT]\ I]wW VG[ J\XJFN S[J]\ lJSZF/ ~5 ,[ K[ 

T[ ATFjI]\ K[P V\T[ —Cl5IFN[vCF[B,LˆGL JFTF" ;FY[ ;ZBFD6L SZL K[P 
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5]:TSGF V\T[ —p¿Z U]HZFTGL EL, EHGJFTF"VF[ o TtJNX"G VG[ ;\:S'lT NX"GˆGL RRF" SZL K[P 

DZ6F[¿Z lJlW JBT[ ZH} YTL VF AWL SYFVF[GL S[8,LS BF; AFATF[ TFZJL ATFJL K[P H[DS[ U]~G]\ DCtJ4 

HLJGD]lSTGF[ DlCDF4 HLJGGL V;FZTF VG[ J{ZFuI4 D'tI] 5KL HLJGGL ;NŸvV;NŸUlT4 NFGv5]̂ IG]\ 

DCFtdI4 D'tI] 5KL p5GFY5\Y4 DCF5\Y4 JU[Z[GF[ 5|EFJ S[JF[ VG[ S[8,F[ K[ T[ WFlD"S  TtJ7FG SYFVF[DF\ 

S[J]\ lG~5FI] K[4 HgDv5]G"HgD JFTF[4 RlZ+F[4 VIF[lGH HgD WFZ6 SZ[4 EL,L ;DFHGL J[ZJ'l¿4 N[JL 

N[JTFVF[ VJTFZ WFZ6 SZ[ K[ JU[Z[ EL,L DFgITFVF[ lJX[GF TFZ6F[ NXF"jIF\ K[P  

VFD4 0F[P NL5S 58[,[ p¿Z U]HZFTGF 0]\UZL EL,F[ lJX[GL JFZTFGF[ ê0F[ VeIF; SIF[" K[ H[DF\ 

T[D6[ H[ TFZ6F[ TFZJL ATFjIF K[ T[DF\ 5|FRLG ;\:S'lTGF[ 5lZRI YFI K[P VFH[ 56 T[ 0]\UZL EL,F[GL 

;\:S'lTG]\ 5|FRLG ;\:S'lT ;FY[ VG];\WFG ;WFI K[ T[D T[DGF VF VeIF;5}6" U|\Y p5ZYL SCL XSFIP 

0F[P NL5S 58[, 5]:TSGF NZ[S ,[Bv5|SZ6GF XLQF"SDF\ SYFG]\ CFN" A[vRFZ XaNF[DF\ D}SL VF%I] K[P 

H[G[ SFZ6[ EFJSG[ T[DF\ 5|J[X SZJFGL lH7F;F pt5gG YFI K[P H[wIFGFæ" K[P p5ZF\T T[VF[ VFlNJF;L 

;FlCtIv;\:S'lTGF lGQ9FJFG VG[ UCG :JFwIFIL K[ T[GF[ bIF, VFJ[ K[P 

zL A/J\T HFGL SC[ K[ T[ 5|:T]T 5]:TS lJXNŸ ZLT[ VF:JFND},S lJ`,[QF6 âFZF ;\:S'lT,1FL 

VlEUD VG[ DZ6F[¿Z lJlWG[ S[gN=DF\ ZFBLG[ EL,L ;\:S'lTGF[ 5lZRI SZFJJFG]\ J,6 ZCI]\ K[ H[ 

VFG\NGLI K[P 
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