2021-2022
1. Professors of M.A.M.B-School published books for MBA students

- Dr.M.Hemalatha — Managerial Economics

Dr.R.Karthika - Statistics for Management

Dr.A.Kanimozhi - Legal Aspects of Business

Frof. (Dr.} & Chitra Devi
Dr. S. Sathyasundari
D AL Kasimozhi

1




3.3.2 Number of books and chapters in edited volumes/books published and papers published in national/ international naa.w.manann proceedings per teacher during last five year

. ; Affiliating
SL Name of the M“H_.M\M“_wwmga Title of the vanes Jﬁnﬂﬂﬁﬂ of Name of the National / Hhm“sc..mo ISBN number of Institute at the Name of the
No. | teacher P oLt pap P 8s ¢ conference International p | the proceeding time of publisher
published the conference n Ee
publication
1 |Dr.MHemalatha | Menagerial 2022 | 978-93-5480-114-3 | MAAM B-School | Thakur Publications
Economics
Strategic s s
2 Dr. M.Hemalatha 2022 978-93-5480-498-4 | M.A.M B-School Thakur Publications
Management
3 | DrR Karthika SHESCEA T 2022 | 978-93-5480-122-8 | M.AM B-School | Thakur Publications
Management
4 |DrAKanimozhi | LcBAl Aspects 2022 | 978-93-5480-106-8 | M.A.M B-School | Thakur Publications
of Business
Security
Prof. Analysis and " . I
5 & Senthilbumer Portfolio 2022 978-93-5480-532-5 | M.A.M B-School Thakur Publicatiogg]
Management
AICTE
SPONSORED
: A International
Modelling Women Madelbny lutoeationdl Conference on Newer
Women Conference on z
KHLE T Entrepreneurs Newer Couvepia it
6 Dr. M.Hemalatha Business Success 3 G Engineering and 2022
; : Business Success | Engineering
Using Dosiness: Using Business Concepts and Tochhology
nicliigense Tooks Fﬁ:m ence Tools | T Euv_o 2K22 JCORPER Y axad)
& SR K Ramakrishnan
College of
Technology
% En‘.—em_ L -
SPONSORED
; : International
Modelling Women Yiodcting Seeations Conference on Newer
Women Conference on .
Entrepreneurs E — Nevoar Concepts in
T Ms. N. Kayalvizhi Business Success ey Sy Engineering and
p : Business Success | Engineering ;
Lising Busined Using Business Concepts and g logy
Intelligence Tools A (ICONNECT 2K22)
Intelligence Tools | Technology 2K22 K_Ramakris}
College Of
Technology




Title of the

_ Title of the . Alflliedng
SL Niisof fhe tacties book/chapters Title of the proceedings | Name of the National / Year of | ISBN number of Institute at the Name of the
No. published paper of the conference International publication | the proceeding time of publisher
conference publication
Modelling | Modelling mﬂm,wmawﬂmzmowmu
Women Women .
Enpoears | Envpnes | msion |G N
Business Business N En egns d
8 Ms: M.Akila Success - Success G b e L 2022
Using Using Engineering Technology
Busingss Biinsss Concepts and (ICONNECT 2K22)
Intelligence | Intelligence Tedwology 2523 M; Koy ME.E-
Tools Tools .._,M _amn_omu
Business Business
Intelligence Intelligence AICTE SPONSORED
Modelling for | Modelling for : International
: i International
Measuring Measuring Conference on EDGE
9 Dr. M.Hemalatha EDG
b B Hema the Women | the Women | SV OREDGE | coMpyTING -MAM | 2022
Entrepreneurs | Entrepreneurs College Of
Business Business Engineering
Success Success
AICTE SPONSORED
Business Business : International
Intelligence Intelligence %Mﬂnﬁ%&g Conference on Newer
Conceptual Conceptual Ne Concepts in
10 | Dr. M.Hemalatha Model for Model for mum_.ﬂng Engineering and 2022
. customer customer - Coticants uw d Technology
perspective perspective ,_,nommw logy 2K22 (ICONNECT 2K22) K
on SWIGGY | on SWIGGY gy Ramakrishnan College
of Technology
AICTE SPONSORED
- ; . International -
wsz.nmu wﬁ_n.nmm International Conference on Newer
Intelligence Intelligence ClnBion Gii Condeitid
) ) Conceptual Conceptual Nevics E Mun%onn ik
11 | Ms. M.Akila Model for | Model for Engincering Hmmgcamw
to!
Hmah_nm& MH%M%& Concepts and (ICONNECT 2K22)
Technology 2K22 | K.Ramakrishnan
on SWIGGY | on SWIGGY College OF

Technology




Title of the

Title of the Allinting
SL Title of the proceedings | Name of the National / Year of | ISBN number of | Institute atthe = | Name of the
Name of the teacher book/chapters % i : 3 2
No. i paper of the conference International publication | the proceeding time of publisher
published S 2
conference publication
AICTE SPONSORED
3 . International
wﬁs.nwm wﬁ.ﬁn_ﬁ International Conference on Newer
Intelligence | Intelligence :
- Conference on Concepts in
Conceptual | Conceptual Neee Engineering and
12 | Ms. N. Kayalvizhi Model for | Model for | o0 asﬁmum 2022
customer customer g i34
ective ctivs Concepts and (ICONNECT 2K22)
mmmfa@n ES mﬁg GGy | Technology 2K22 | K RAMAKRISHNAN
COLLEGE OF
TECHNOLOGY
A Panoramic | A Panoramic |y BEEEP | SRR
13 | ProfM.Surya wﬁwwo.u me& L Startups ICEIS-22 | Entrepreneurship, 2022 Wmﬂwﬁ.w 78:81
Marketin Z.H.M in on Periyar Innovations and
B €& | University Startups ICEIS-22
A Panoramic | A Panoramic | Entrepreneurship, WMMHMM»M:
; Study On Study On Innovations and 7 ISBN No: 978-81-
14 | DeRKarthikn Neuro Neuro Startups ICEIS-22 wh%ﬂmﬂ&ﬁ%%. 2022 | 951140-0-9
Marketing Marketing Periyar University Startups ICEIS-22
AICTE SPONSORED
A Panoramic | A Panoramic . International
International
15 | DrRKarthika SHOYOR . | WOE | dveniiniy | Snstsncton Higs 2022
Neuro Neuro COMPUTING computing - MAM
Marketing Marketing College Of
Engineering
Scheduling | Scheduling 71 | AR S BRURED
. International
& Resource | & Resource | International Conference on EDGE
16 Dr. R.Jeevarekha Management | Management | Study on EDGE Computing - MAM 2022
: for EDGE | forEDGE | COMPUTING 9:%%,%
Infrastructure | Infrastructure Engineering




Title of the Title of the Affiliating
SL Hime ofilieiveiiiar Yookichauters Title of the | proceedings | Name of the National / Year of | ISBN number of | Institute at the Name of the
No. E_m__.“u_u s paper of the conference International publication | the proceeding time of publisher
pu conference publication
AICTE
Scheduling Scheduling SPONSORED
& Resource | & Resource | International International
17 | Prof. S Kiruthika Management | Management | Study on EDGE | Conference on Edge 2022
for EDGE for EDGE COMPUTING computing - MAM
Infrastructure | Infrastructure College of
Engineering
AICTE
: : SPONSORED
Wﬁwamuﬁ”ao Mﬂwnmnwﬂ.”ﬂ:n International International
18 | Prof.S.Senthilkumar Zn.hﬂ Nearo Study on EDGE | Conference on EDGE 2022
Markztin Marketi COMPUTING COMPUTING (ICEC
g & -2022) MAM College
Of Engineering
AICTE
SPONSORED
A Panoramic | A Panoramic - International
International
Study On Study On Conference on EDGE
il e e L Neuro Neuro ooy o EDGE | coMPUTING (CEC | 2022
Marketing Marketing -2022) MAM
College Of
Engineering
YEAR 2022-2021 2020-2021 2019-2020 2018-2019 ©2017-2018
NUMBER 19 - - - -
Y Total number books and chapters in edited volumes/book published #
and paper International conference proceedings
Number of full time teachers during the last five years (without repeat count)
o 1.266
15 u.m.mm Q.W
M.A.M. B-SCHOOL

Siruganur, Trichy-621 108




Statistics

C ~ Dr. P. Periyasamy
AU RGN PO, Dr. R. Karthika
CHENNAI Dr. M. Shunmugasundaram




STATISTICS FOR MANAGEMENT

MBA, FIRST SEMESTER

According to the new syllabus of ‘Anna University, Chennai’

Dr. M. Shunmugasundaram

Ph.D., PGDPM & IR, MISTE, M.Phill, MBA
Professor & HOD
Scad College of Engineering and Technology

Dr. P. Periyasamy

Ph.D., PGDEAS, M.Phill, M.Ed, M.Sc
Head of Department
Selvam College of Technology, Namakkal

Dr. R. Karthika

Ph.D., M.Phill, MBA
Associate Professor
M. A. M. B School

THAKUR PUBLICATION PVT. LTD., CHENNAI

* Ahmedabad * Bhopal * Bhubaneswar * Bengaluru * Dehradun * Ernakulam * Hyderabad *
* Jaipur * Jalandhar * Kolkata * Lucknow * Nagpt]r + Patna * Pune * Raipur * Ranchi * Rohtak *




Statistics for Management
- Dr. M. Shunmugasundaram

- Dr. P. Periyasamy
- Dr. R. Karthika

Published by:

Thakur Publication Pvt. Ltd. L
HO: Abhishekpuram, 60 Feet Road, J ankipuram, Lucknow-226021
Mob.: 9235318597/96/95/94/91'/22/]7, 93353185'17' -

Branch Office: el Meatoall
House No. 28/1, Thiruvallur Street, Rajbai Nagar, Avadi, Chennai-600054.
Mob.: 9543605656, 8144126950, 9543247241, 9543247130

Website: www.tppl.org.in
Email: thakurpublication@gmail.com

Books are Available for Online Purchase at. tppl.org.in
Download old Question papers from: www.questionpaper.org.in

ISBN No. 978-93-5480-122-8
First Edition 2022

Printed at:

Savera Printing Press
Tirupatipuram, Jankipuram Extension, Near AKTU, Lucknow-226031
E-mail: lkospp @ gmail.com Mobile No. 9235318506/07

Copyright © All Rights Reserved

This book is sole subject to the condition that it shall not, by way of trade or otherwise, be lent, resold, hired
out, or otherwise circulated without the publisher’s prior written consent, in any form of binding or cover, other
than that in which it is published and without including a similar condition. This condition being imposed on the
subsequent purchaser anghwithout limiting the rights under copyright reserved above, no part of this publication
may be reproduced, stored in or transmitted in any form or by any means (electronic, mechanical,
photocopying, recording or otherwise), without the prior written permission of both the copyright owner and the

below mentioned publisher of this book. 8



“Dedicated

to
my Parent’s, Wife Mrs. M. Mijimol,
daughter’s S. Mahesh Swaathi
&
S. Mahesh Swethaa

- Dr. M. Shunmugasundaram

“Dedicated
o
my Family, Friends and Students

- Dr. P. Periyasamy

e

Dedicated
to
With Love and Affection to my
Family Members & my Students

. Dr. R. Karthika

i e

. <
Y1 ‘*i'{

DIREBCIU
M.A.M. B-SCHOOL
9 Simganur,'i‘richy-éz 1105




Acknowledgement

The publication of this book is possible due to encouragement and motivation of my Family. I am thankful
for their blessings and kind cooperation they have showered on me.

I am thankful to God, for his grace which encouraged me to write this book.

Words are inadequate in offering thanks to my Teachers Colleagues and students, for their encouragement and

. valuable assistance. .
- Dr. M. Shunmugasundaram

I wish to express my deep sense of gratitude and respect to our Chairman Dr. P. Selvaraj, Secretary Dr. B.
Kaviethra Nandhini and Principal Dr. A. Natarajan, Selvam College of Technology, Namakkal for their

continuous encouragement and support.

I express my sincere thanks to my Guide Dr. V. Chandrasekar, Professor and Head (Retd.), Kandaswami
Kandar’s College, Paramathi Velur, Namakkal(Dt.)

I would also like to thank my department staff members and colleagues from Selvam Coliege of Technology,
Namakkal.

I express my heartfelt thanks to my Family Members and Friends as they are the motivating force behind me.
- Dr. P. Periyasamy

It is my duty to thank CEO, Chairman and Management of M.A.M.B-SCHOOL, Siruganuf, Trichy, for
their consent motivation towards my effort. My heartfelt thank goes to Thakur Publication Pvt. Ltd., for
extending concern to me for initiating this effort and constant support and encouragement.

It is my duty to thank my beloved colleagues of M.A.M.B-SCHOOL, Siruganur, Trichy, for their support
and pooperation extended at every stage of my career. y

Last but not the least, 1 would like to thank Thakur Publication Pvt. Ltd. and its whole team, for facilitating
the work and providing me an opportunity to be a part of their organisation.

- Dr. R. Karthika

10



P ek kG ek e ek
o

[ A S TN N I Y

e
2 o
[ —

1:2:2.1.
1222,
1.2.3.
1.3.
1:3:1.
13
133,
14.
1.4.1.
142
1.43.
1.44.
1.5,
1.5.1.
157
1.6.

| iy
1.7.1.
1.7.2.
1.8.

1.9.
10:1,
1.9.2.
1.10.
1.10.1.
1.10.2.
1.10.3.
1.10.4.
1.10.5.
1.10.6.
1.11.
1.11.1.
111 LL
1.11:1.2,
M £ ecy
1.11.1.4.
W B
1.11.2.
1.11.2.1.
1.11.2.2,
1:11:2.3.
1.11.2.4,
1.1L2.5.
110 Dic

131131,
11132

g PR e
1.11.3.4.

11135

T

Contents

Unit I: Probability and Probability Distributions

Probability
Concept R R
Meaning and Definition of Probability
Characteristics of Probability Function P(A)
Applications of Probability

Uses of Probability in Decision-Making
Rules for-Probability ' '

e £t
N :

Probability Theory : ;

Introduction
Objective Probability
Classical Probability

Relative Frequency Approach/ Empirical Probability |

Subjective Approach to Probability
Fundamental Rules of Counting
Introduction

Counting Rules for Permutations
Counting Rules for Combination
Basic Concepts

Experiment

Sample Space

Events

Union and Intersection of Two or More Events © '

Theorems of Probability

Addition Theorem of Probability
Multiplication Theorem of Probability
Conditional Probability

Baye’s Thecrem

Need of Baye’s Theorem
Applications of Baye’s Theorem -
Business Application of Probability
Probability Distributions

Concept

Applications of Probability Distribution
Important Terms

Random Variable

Discrete Random Variables
Continuous Random Variables
Expected Value Concept

Probability Mass Function
Probability-Density Function

Types of Probability Distribution
Binomial Distribution

Definition and Probability Function
Assumptions of Binomial Distribution
Characteristics of Binomial Distribution
Applications of Binomial Distribution
Fitting a Binomial Distribution
Poisson Distribution

Definition and Probability Function
Assumptions of Poisson Distribution
Characteristics of Poisson Distribution
Applications of Poisson Distribution
Fitting a Poisson Distribution

Normal Probability Distribution
Definition and Pro‘g‘ability Function
Assumptions of Normal Distribution.
Characteristics of Standard Normal Distribution
Standard Normal Distribution

Normal Curve

11

11
11
11
12
12
12
12
13
13
13
13
14
15
15
15
16
16
16
16
17
17
18
i8
18
20
22

24

26
36
36
36
37
a7
37
37
37
38
38
38
40
40
41
41
41
41
43
44
45
45
45
45
50
50
51
51
51
51



—

o] N A
e

o S S
LS b e s
s

=

R =

Normnal Approximation of Binomial Probabilities
Normal Approximation of Poisson Distribution

Uniform Distribution

Mean and Standard Deviation of a Uniform Distribution

Probabilities in a Uniform Distribution

Miscellaneous Examples
Exercise

Unit I1: Sampling Distribution and Estimation

Sampiing
Introduction
Practical Sampling Concepts

Characteristics of a Good Sample Design

Sampling Distribution

Properties of Sampling Distribution
Sampling Distribution of Mean X
Sampling Distribution of Sample Proportion P

Sample Size

Factors Influencing Sample Size
Determination and Selection of Sample Member

Central Limit Theorem
Sampling Process
Advantages of Sampling
Disadvantages of Sampling

Sampling Designs/Sampling Techiques

Introduction

Probability Sampling
Simple Random Sampling
Systematic Sampling
Stratified Random Sampling
Cluster Sampling
Multi-Stage Sampling

Area Sampling

Advantages of Probability Sampling
Disadvantages of Probability Sampling

Non-Probability Sampling
Convenience Sampling
Purposive Sampling

Panel Sampling

Snowball Sampling

Advantages of Non-Probability Sampling
Disadvantages of Non-Probability Sampling

Ditference between Probability and Non-Probability Sampling

Estimation Theory
Estimator and Estimate
Types of Estimation
Point Estimation

Properties of Point Estimation

Point Estimation of Population Mean ( f)
Point Estimation of Population Proportion ()
Point Estimation of Population Variance (¢7)

Interval Estimation
Confidence Interval

Confidence Interval for Population Mean (Small Sample)
Confidence Interval for Population Mean (Large Sample)
Confidence Interval for Population Mean (6 Known)
Confidence Interval for Population Mean (¢ Unknown)

Exercise

_ Unit I1I: Testing of Hypothesis - Parametric Tests
Hypothesis

Introduction
Formulation of Hypothesis

Rl

12

=17
58
58
58
58

71
7
71

3
73
74

74
74

75
75
76
79
84

85

85
85

87
87
88
89
89

91
91
92
93
93
93
94

94
95
95
95

96
97
97
98

99
100
102

103
103
103

E""E‘“:’"'.“"!‘")E"’:"".L"'5‘35'”uwmuwwmmmtuwmmumutnror.\-.\o.\'-.a-.
T e O L S - . b Sl - . - 5 ) v

3.
3.4
34
34
34
34
35
3.5
3.5
3.5
3.5
3.5
i Lo
3.5,
35
3.6.

4.1.
4.1.
4.1,
4.1.
4.1
4.1.!
4.1.:
4.1.¢
s
4.1
4.1.5
4.1.€



3.2. Hypothesis Testing 164
%20 Introduction . 104
3.22. Hypothesis Decision Table 104
323, Element of Hypothesis Testing 104
3.24. Advantages of the Tests of Hypothesis 105
3.2.5: Disadvantages of the Tests of Hypothesis 105
33 Impertant Terms 105
330 Null Hypothesis 105
3.3.2. Alternative Hypothesis 105
333 Errors in Hypothesis Testing 106
3.33.1. TypelEmor 106
3.3.3.2.  Type II Error 106
3.34. Level of Significance 106
3.4.5 Degree of Freedom 106
3.3.6. Onme Tailed and Two Tailed Tests 107
3.37. Measuring the Power of Hypothesis Test 107
33.8. Types of Hypothesis Test 107
3.3.8.1.  On the Basis of Size of Sample 107
3.3.8.2.  On the Basis of Parameter Used 108
34. Small Sample test 108
34.1. Introduction {08
34.2. Z-test 108
34.2.1.  Applications of Z Test 1if)
34.22.  Hypothesis Testing for One Mean of One Sample 110
34.23. Two-tailed Test for Difference between Means of Two Samples i1l
3.424.  Hypothesis Testing for One Proportion (1) of One Sample P12
3.4.25.  Hypothesis Testing for Two Proportions (m, versus 1) of Two Samples 113
3.4.2.6. Hypothesis Testing for Two Standard Deviations of Two Samples 113
3.4.27.  Standard Error of the Difference between Two Standard Deviation 114
343, t — Test 116
3.43.1.  Properties of t - Distribution 116
3.4.3.2.  Assumptions for Student’s t-Test 17
3.4.3.3.  Appiications of t- Distribution 117
3.4.34.  Testing Significance of Single Mean of One Sample i17

119

3.435.  Testing Difference Between Means of Two Samples (Independent Samples)
3.4.3.6.  Testing Difference between Means of Two Samples (Dependent Samples or Matched Paired Observations) 121

344 F-Test 124
3.4.4.1.  Assumptions of F-test 124
3.44.2.  Applications of F-Test 124
3.5, Analysis of Variance (ANOVA) 128
35.1. Introduction 128
352, Characteristics of ANOVA 128
3.53. Assumptions of ANOVA 128
354, Applications of ANOVA 128
393 Basic Principle of ANOVA 128
3.5.6. ANOVA Technigues 129
3.5.7. Analysis of Variance for One-way Classification 130
3.58. Analysis of Variance for Two-way Classification 134
3.6. Exercise 140
Unit IV: Non-Parameiric Tests

4.1. Non-Parametric Tesis for Hypothesis Testing 143
4.1.1. introduction 143
4.1.2. Assumptions about Non-Parametric Test 143
4.13. Difference between Parametric & Non-Parametric Tests 143
4.1.4. Important Non-Parametric Tests 144
4.1.5. Chi-Square Test (x°) 144
4.1.5.1.  Definition of Chi-Squgge Test 144
4.1.52.  Sieps of Chi-Square ﬁﬂt 144
4.1.5.3.  Conditions for Applying Chi-Square Test 145
4.1.54.  Applications of the Chi-Square Test 145
4.1.5.5. . Chi-Square Test for Goodness of Fit of Data 13 148

152

I 4.1.6. Run Test for Randomness



=10

4.1.7. Sign Test for Paired Data

4.1.7.1.  One-Sample Sign Test

4.1.7.2. Two-Sample Sign Test :
4.1.8. Mann-Whitney U Test-Comparing Two Populations
4.19, Rank Sum Test / Wilcoxon Signed-Rank Test

4.1.10. Kruskal-Wallis Test (H-Test)

41.11 Kolmogorov-Smirnov Test for Goodness of Fit (K-S Test)
4.2. Exercise

Unit V: Correlation and Regression

5.1. Correlation Analysis

5.1.1. Meaning and Definition

512 Types of Correlation

5.1.2.1.  Positive Correlation and Negative Correlation
5.1.2.2. Linear Correlation & Non-linear (Curvilinear) Correlation
5.1.2.3.  Simple, Partial and Multiple Correlation
513, Degree of Correlation

5.14. Correlation Coefficient

5.1.5. Advantage of Correlation Analysis

5.1.6 Applications of Correlation

52 Methods of Computing Correlation

5.2.1. Scatter Diagram

5.2.1.1.  Advantages of Scatter Diagram

5.2.1.2.  Disadvantages of Scatter Diagram

5.212. Karl Pearson’s Coefficient of Correlation

5.2.2.1.  Properties of Karl Pearson’s Coefficient of Correlation
5222.  Advantage of Karl Pearson’s Coefficient of Correlation
5.2.2.3. Disadvantage of Karl Pearson’s Coefficient of Correlation
52.2.4. Calculation of Karl Pearson Coefficient of Correlation
522.5.  When Deviations are Taken from Arithmetic Mean
5.22.6. When Deviations are Taken from Assumed Mean
823, Spearman’s Rank Correlation

5.2.3.1.,  Advaniages of Spearman’s Rank Method

52.32. Disadvantages of Spearman’s Rank Method

5.2.3.3.  Calculation of Rank Correlation

53 Miscellaneous Examples

5.4. Regression Analysis

5.4.1. Meaning and Definition of Regression

54.2. Application of Regression Analysis

5.4.3. Difference between Correlation and Regression Analysis
5.4.4. Regression Lines

5.4.5. Regression Equations

5.4.6, Regression Coefficient

54.7. Properties of Regression Coefficients

5.4.8. Determination of Linear Regression Equation

54.8.1 Method of Least Squares Method
5.482. Regression Equations when Deviation Taken from Actual Mean
5.4.8.3.  Regression Equations when Deviation Taken from the Assumed Mean

5.5. Coefficient of Determination

5.6. Relationship Between Correlation & Regression Coefficients
5.7. Probable and Standard Error of Estimate

oA Probable Error of the Coefficient of Correlation

5.7.2. Standard Error of the Coefficient of Correlation

5.8. Miscellaneous Examples

5.9. Exercise :

Solved Paper (2017) »

Solved Paper (2018) =

Question Paper (2019)

14

154
154
155
156
161
162
168
170

172
172
172
172
172
173
173
173
174
174
174
174
175
175
175
175
175
175
176
176
177
182
182
183
183
186
203
203
204

204
204
205
205
205
205
208
209
21
212
214
214
215
216
232

239
242



(About the Book] @

This book of Statistics for Management provides an overview of the fundamental aspects related tc
business Statistics. In this book, every effort has been made to make the text easy to understand while keeping
the material according to syllabus. Exercises are also provided in this book which will help students to
prepare for the examination. This book is useful not only for students who are pursuing their studies but also
for those working in the educational institutions and corporate world.

(About the Author)

Dr. P. Periyasamy is working as an Professor and Head in the Department of Mathematics.
Selvam College of Technology, Namakkal. He is teaching Mathematics at various levels for
| Undergraduate and Postgraduate Students with a credit about 17 years of teaching experience.
He is awarded with the degree of Ph.D. by Periyar University, Salem. He is completed M.Sc.,
Psychology and Post Graduate Diploma in Educational Administration and Supervision. He
has published nine research papers in National and International journals.

Dr. R. Karthika is currently working with M.A.M.B- SCHOOL, Trichy as Associate
Professor. She obtained MBA Degree from Bharathidasan University, Trichy, M.Phil from
Alagappa University, Karaikudi and Ph.D. from Bharathiyar University, Coimbatore. She is
i® having 14 years teaching experience in academics. She has published 12 articles in

International and National Journal and more than 15 papers in National and International

conferences. Her area of interest is Statistics for Management, Accounting for Management,
Organisational Behaviour, Business Research Methods, Security Analysis and Portfolio Management and
International Trade Finance. |

1
.Dr. M. Shunmugasundaram has obtained his MBA, M.Phil., Ph.D., MBA '(IBM).'. '
PGDPM&IR., MISTE. He have around 12.9 years of experience, including industrial and -
research experience. He is presently working as Professor and Head at Scad College of
Engineering and Technology teaching subjects at Master’s level. His areas of interest are
Strategic Management, Human Resource Management, Statistics for Management and
- Operations Management. His Journals published in International level and presented papers
in National and Conferences.

Anna University, MBA 1* Semester

Subject Name Author Name i
Statistics for Management Dr. P. Periyasamy, Dr. R. Karthika, Dr. M. Shunmugasundaram .
Management Concepts and Organisational Behaviour | Dr. G. Pandi Selvi, Dr. R. Florence Bharathi, Dr. M. Indhumathi
Managerial Economics Dr. M. Hemalatha, Dr. V. Mohanasundaram, Dr. J. Niruba Rani i

“_Accounting for Decision Making Dr. P. Megaladevi, Dr. S. Shanthi, Mr. S. Merlin
st i@"eq‘ai Aspects of Business Prof. (Dr.) 8. Chitra Devi, Dr. S. Sathyasundari, Dr. A. Kanimozhi

‘Inforipation Management Dr. V. Ravikumar, Dr. A. Manikandan
Sr%e‘p;reneurship Development Prof. Dr. J. Mohanraj, Dr. S. Kanda Prasath
éu“f‘;ﬂ.f Management

Also Book Available on:

TPPL  amazon
)

App Download Now

P> Googieray | ki ndle

www.tppl.org.in :
www.questionpaper.org.in BT



Prof. (Dr.) S. Chitra Devi
Dr. S. Sathyasundari
Dr. A. Kanimozhi

N o - s TS 81
.,\ %} *""w»—-,.-—--_' . O ¢ J L
N\ ur, Tric®/ 1058
i - iU
e ———




—
|

- LEGAL ASPECTS OF BUSINESS
MBA, FIRST SEMESTER |

According to the new syllabus of ‘Anna University, Chennai’

Dr. S. Chitra Devi
Ph.D., M.Phill, MBA
Professor
SRI Muthukumaran Institute of Technology

Dr. S. Sathyasundari
Ph.D., PGDCA, M.Phill, MBA
Professor
Shree Venkateshwara HI-Tech Engineering College

Dr. A. Kanimozhi
Ph.D., MBA, B.Com
Assistant Professor
o - M.A.M.B School

Pt

i’:“?g%)ﬁ;ﬁ’t,}ii

~~~~~

- M.A.M. B-SCHOOL

Siruganur,Trichy-621105

THAKUR PUBLICATION PVT. LTD., CHENNAI

* Ahmedabad * Bhopal * Bhubaneswar * Bepgaluru * Dehradun * Ernakulam * Hyderabad *
* Jaipur * Jalendher * Kolkata * Lucknow * Nagpur * Patna * Pune * Raipur * Ranchi * Rohtak *




Legal Aspects of Business
- Dr. S. Chitra Devi

- Dr. S. Sathyasundari

- Dr. A. Kanimozhi

Published by:

Thakur Publication Pvt. Ltd.
HO: Abhishekpuram, 60 Feet Road, Jankipuram, Lucknow 226021
Mob.: 9235318597/96/95/94/91/22/17, 9335318517

Branch Office:
House No. 8, Ambu Nagar, Main Road, Goverthanagiri, Avidi, Chennant 600071,
Mob.: 9543605656, 8144126950, 9543247241, 9543247130

Website: www.tppl.org.in
Email: thakurpublication @ gmail.com

Books are Available for Online Purchase at: tppl.org.in
Download old Question papers from: www.questionpaper.org.in

ISBN No. 978-93-5480-106-8
First Edition 2022

= \

o)
W 4
i

\

; 3=
-'g?’ /}
<loy

3

__I ey
"o,

‘70

Printed at: X300/- :

Savera Printing Press ‘-.i‘:;?‘j‘i 0y
Tirupatipuram, Jankipuram Extension, Near AKTU, Lucknow-226031 gl :
E-mail: Ikospp @ gmail.com Mobile No. 9235318506/07

Copyright © All Rights Reserved

This book is sole subject to the condition that it shall not, by way of trade or otherwise, be lent, resold, hired
out, or otherwise circulated Without the publisher’s prior written consent, in any form of binding or cover, other
than that in which it is published and without including a similar condition. This condition being imposed on the
subsequent purchaser and without limiting the rights unde]r opyright reserved above, no part of this publication

may be reproduced, stored in or transmitted in any form or by any means (electronic, mechanical,
Ay N it the nrar written bermission of both the copyright owner and the



“Dedicated

fo

my Husband, Parents & Sons.

- Dr. S. Chitra Devi

“Dedicated
to

Almighty & my Family”

- Dr. S. Sathyasundari

“Dedicated
to
my Parents, my Husband &
my Family

- Dr. A. Kanimozhi

19




1.1

[ [

1.12.

1.1.3.

1.1.4.

120

121,
120,
1.2.3.

1.3.
1.3.1.

1.32.
133,

1.4.

T4l

"1.4.2.

“1.43.
1.4.4.
1.5.
1.5.1.
1.5.2.

‘1.6.

" 1.6.1.
1.62.
1.6.3.
1.6.4.
1.7
1.71.
1.7.2.
1.8.
1.8.1.
1.8.2.
1.83.
1.9,
1.9.1.
1.9.2.
1.9.3.
1.10.

1.10.1.
1.10.2.
1.10.3.
1.10.4.
1.10.5.
1.10.6.
1.10.7.
1.10.8.

1.11.

2.1.

2.1.1.
2.1.2
213,
2.14.
2.1.5.
2.2.

=

Contents
UNIT-I g 2.3.2.
Chapter 1: Commercial Law & Indian Contract A 2.3.3.
1872 L 2.34.
Commercial Law ' n 24
Meaning and Definition of Commercial Laws 11 24.1.
Scope of Commercial Law 11 24.2.
Sources of Commercial Law 11 24.3.
Importance of Commercial Law 12 2.3,
Indian Contract Act, 1872 1 2L
Introduction to the Act 12 2.5.2.
Application of the Act [Section 1] 12 253
Important Definitions [Section 2] 12 2.5.4.
Law of Contract 13 255.
Meaning and Definitions of a Contract 13
Essential Elements of a Valid Contract 13 25.6.
Types of a Contracts 14 - 2.5.7.
Formation of a Contract 17 2.6.
Introduction : 17 2.6.1.
Essentials for Formation of Contract 18 2.6.2.
Agreement and Contract - : 18 2.6.3.
Distinguish between Agreement and Contract 18 L:6.4.
Offer and Acceptance 19 2.7.
Offer 19: &%
Acceptance [Section 2(b)] 22 28.1.
Performance of Contracts 23 282.
Meaning of Performance of Contract [Section 37] 23 243
Types of Performance of Contract 23 2.9.
Who may perform a Contract? 23
Who may Demand Performance? 24 3.1
Discharge of Contract 24 3.1.1.
Meaning of Discharge of Contract 24 3:1.2,
Modes of Discharge of Contract 24 3.1.3,
Breach of Contract 27 32
Meaning of Breach of Contract 27 321
Types of Breach of Contract 27 403,
Remedies for Breach of Contract 27 3.2.3,
Quasi-Contract 28 33
Meaning of Quasi-Contract 28 3:3:1.
Features of Quasi-Contract 28 332
Types of Quasi-Contract 28 3313,
Contract of Agency 29 34.
Nature of Agency 29 3.4.1.
Meaning and Definition of Contract of Agency 29 34.2.
Essentials of Contract of Agency 29 3.4.3.
Creation of Agency 30 3.5,
Agent [Section 182] 31 3.5.1.
Authority and Liability of Agent and Principal 31 3.5.2.
Relations of Principal and Agent 34 353,
Termination of Agency 36 3.54.
Exercise . 36  3.6.
? 3.6.1.
Chapter 2: The Sale of Goods Act 1930 3.6.2.
Sale of Goods Act, 1930 37 3.6.3.
Introduction 32
Scope of the Act 7. AT
Short Title, Extent and Commencement 37 371,
Salient Features of the Act 37 372
Definitions [Section 2] e 38 173,
Contract of Sale of&o00ds /?’;: B-SCx N\38 3.8.
Concept of Contract of Sale = /_* P e N 38.1.

221
222,
2280
2.24.
2.3.

Nature of a Sales Contract v/ RAH
Formation of Contract of Sale g{a* 0odE

Sale and Agreement to Sell | ™ | L
Goods: Subject-Matter of Cdp@ﬂélgt %@%"ﬂ

Classification of Goods

Document of Title to Goods [Section 2(4)]

Risk of Loss

Guarantees

Types of Guarantee

Variations in the Form of Guarantee

Parties Involves in a Guarantees

Conditions and Warranties [Sec 12-17]
Introduction )

Condition [Section 12(2)]

Warranty [Section 12(3)]

Condition v/s Warranties

Importance of Condition and Warranties in Sale of
Goods Act

When a Condition may be Treated as a Warranty
Express and Implied Conditions and Warranties
Performance of Contract of Sale

Meaning of Performance of Contract of Sale
Meaning of Delivery [Section 2(2)]

Modes of Delivery [Section 33] .

Rules of Delivery of Goods

Conditional Sale

Unpaid Seller [Sec 45-58]

Meaning and Definition of Unpaid Seller
Rights of Unpaid Seller

Rights and Duties of Buyer and Seller

Exercise

Chapter 3: Negotiable Instrument Act
Negotiable Instruments Act, 1881

Introduction

Objective of the Act

Commencement of the Act

Negotiable Instruments

Meaning & Definition of Negotiable Instruments
Nature and Requisites of Negotiable Instruments
Types of Negotiable Instruments

Promissory Note

Definition of Promissory Note [Section 4]
Essential Elements of a Promissory Note

Parties to a Promissory Note

Bills of Exchange

Definition of Bill of Exchange [Section 5]
Characteristics of Bill of Exchange

Parties to Bill of Exchange

Cheques

Meaning & Definition of Cheque [Section 6]
Characteristics of Cheque

Special Rules for Cheque

Difference between Cheque and Bill of Exchange
Dishonour of Cheque

Obligations of Drawee on Dishonour of a Cheque
Obligations of Banker for Dishonour of Cheque
Legal Procedure to be Followed in Case of
Dishonour of Cheque

Demand Draft

Meaning and Definition of demand draft
Characteristics of Demand Draft

Special Rules for Drafts

Parties to a Negotiable Instruments
Introduction

Holder or Indorser [Section 8]

Holder in Due Course [Section 9]

Liabilities of Parties to'a Negotiable Instrument
Difference between a Holder and a Holder in Due

40

42
42
42
43

43
43
43
43

44

60
61



3.

(L7 ke
192,
33
194,

.10.

4.7.

4.7.1.
4.7.2.
4.7.3.

4.74.
4.7.5.

4.7.6.
4.7.7.
4.7.8.
4.7.9.
4.7.10.
4.7.11.

Discharge of Negotiable Instruments
Introduction

Discharge of an Instrument

Mode of Discharge of an Instrument
Discharge of Parties from Liability

Mode of Discharge of Parties from Liabilities
Exercise

UNIT-II
Chapter 4: Company Act 1956 & 2013
Companies Act, 1956
Introduction
Objectives of the Act
Salient Features of the Act
Scheme of the Act
Extent & Application of the Act
Companies Act, 2013
Background of Companies Act, 2013
Salient Features of the Companies Act 2013
Short Title, Extent, Commencement
Application (Section 1)
Definitions under Companies Act, 2013
Company
Meaning and Definition of Company
Nature of Company
Types of Companies
Merits of Companies
Demerits of Companies
Formation of a Company [Section 3]
Steps in Formation of a Company
Promotion Stage
Incorporation of a Company (Section 7)
Subscription/Floatation Stage
Commencement of Business (Section 11)
Memorandum of Association (MOA)

Meaning & Definition of Memorandum of

Association

Importance of Memorandum of Association
Purpose of Memorandum of Association
Clauses of Memorandum of Association
Alteration of Memorandum (Section 13)
Doctrine of Ultra Vires

Articles of Association (AOA)

Meaning of Articles of Association
Provision with Respect to Content of Articles
Content of Articles of Association

Alteration of Articles (Section 14)

Procedure for Alteration of AOA

Effect of Memorandum and Articles (Section 10)
Doctrine of Constructive Notice

Doctrine of Indoor Management

Distinction between Memorandum of Association

& Articles of Association

Prospectus i
Meaning and Definition of Prospectus
Objective of Prospectus

Document Containing Offer of Securities for Sale
to be Deemed Prospectus (Section 25)

Contents of a Prospectus

Variation in Terms of Contract or Objects in

Prospectus (Section 27)
Advertisement of Prospectus€$tctic

and

61
61
61
61
62
62

81
81
81
82

4.8.

Chapter 5: Directors, Winding-up & Corporate

5.1.
1.
el
kS
5.1.4.
=y
5.1.6.
5.1,
5.1.8.
519
5.1.10.
5.2.
.21,
522,
523
5.2.4.
5.3.
3.3l
532,
533
534.
5.3.5.
5.3.6.
R TR
5.5,

6.1.

6.1.1.
6.1.2.
6.1.3.
6.1.4.
6.1.5.
6.1.6.

6.1.7.
6.1.8.
6.2.

T 8

0 55 )
7.1.2.
L3
7.1.4.
7.1.5,
7.1.6.
7.1
7.1.8.
7.1.9.
72

8.1.

8.1.1.
8.1.2.
8:1.3.
8.1.4.
815,
8.1.6.
2t

8.1.9.

Exercise

Governance
Directors
Meaning & Definition of Directors
Number of Directors
Types of Directors
Legal Position of Directory
Qualifications ol Directors
Disqualification of Directors [Section 164]
Appointment of Dircctors
Powers of Directors
Duties of Directors
Liabilities of Directors
Winding-Up of Companies
Meaning of ‘Winding Lip’
Modes of Winding Up
Voluntary Winding-Up [Section 484-521]
Winding-Up Under the Supervision of the Court
Corporate Governance
Meaning & Definition of Corporate (Glovernance
Features of Corporate Governance
Objectives of Corporate Governance
Constituents ol Corporute Governance
Structure of Corporate Governance
Essentials of Corporute Clovernunce
Significance/Benelits of Corporate Governance
Exercise

Chapter 6: Competition Act, 2002
Competition Act, 2002
Introduction
Definitions [Section 2|
Objectives of Competition Act
Features of Competition Act
Major Provisions of Competition Act, 2002
Powers of Central Government under
Competition Act, 2002
Competition Commission of India
Offences and Penaltics under the Act
Exercise

UNIT-III

Chapter 7: An Overview of Factories Act
Overview of Factories Act 1948
Introduction
Short Title, Extent and Commencement
Objectives of the Act
Definitions [Section 2]
Occupier | Section 2(n)]
Factory [Section 2(m)]
Inspectors [Section 8]
Certifying Surgeons [Section 10] -
Provisions under Factories Act, 1948
Exercise

Chapter 8: Payment of Wages Act
The Payment of Wages Act, 1936
Introduction
Objectives of the Act

Short Title, Extent, Commencement and Application

Definitions [Section 2]

Rules for Payment of Wages

Deduction from Wages [Section 7]

Fines [Section 8]

Deductions for Absence from Duty [Section 9]
Deductions for Damage or Loss [Section 10]

the

102
102
102
104
104

106

167
114
115

116
116
116
116
116
117
118
118
118
119
128

129
129
129
129
130
130
131
133
133
133



B.1.10. Deductions for Services Rendered [Section 11] 134+ 121 GST 173
8.1/11. Deductions for Recovery of Advances - - 134 12.1.1. Overview of Latest Developments in Indirect Tax 173
8.1.12. Deductions for Recovery of Loans [Sectnon 12- A] 134 Laws Relating to GST
8.1.13. Deductions for Payments to Co-operative 134  12.1.2.  An Introduction to GST 174
Societies and Insurance Schemes [Section 13] " 12.1.3. Constitutional Aspects of GST 174
8.1.14. Maintenance of Registers and Records 134 = 12.1.4. Meaning of Goods and Service Tax (GST) 175
8.1.15. Enforcement of the Act iy 134 12.1.5. Features of GST g 176
8.2. Exercise e 140 ' 12.1.6. Objectives of GST 2 176
i 12.1.7.  Rates of GST in India 176 -
Chapter 9: Payment of Bonus Act 12.18.  Subsuming of Taxes under GST 177
9.1. Payment_ of Bonus Act, 1965 41 o 1.9. Principles of GST iy
9.1.1. . Introduction it 141 121.10. Benefits of GST : ; 172
9.1.2. - Objectives of the Act 141 121.11. Limitations of GST 178
9.1.3. Short Tlﬂe, Extent and App]lca[loﬂ {Sﬁctlol'l l] 141 12.1.12. Structure of GST 178
9.14.  Definitions [Section2] ¢ 141 122, Levy and Collection of GST : 180
9.1.5.  Computation of Gross Profits [5"‘1‘0?' 4] 143 1221, Leyy and Collection Under CGST Act, 2017 180
9.1.6.  Computation of Available Surplus [Section 5] - 144 - 1555  yeyy and Collection Under IGST, Act 2017 181
9.1.7.  Sum Deductible from Gross Profits [Section 6] 144 1553 | eyy and Collection Under UTGST Act, 2017 * 181
9.1.8. Calculation of Direct Ta.x Payablc by thc 144 53, Time of Supply 181
Employer [Section 7]« " 12.3.1.  Concept of Time of Supply _' 181
9.1.9. - Eligibility and Disqualification for Bonus 145 1332 Time of Supply of Goods (Default Rule) 182
9.1.10. Amountof Bonus -, 145 - 1233 Time of Supply of Services (Defailt Rule) - 182
9.2. Exercise 4 i B 147 1234, Time of Supply in Case of Change in Rate of Tax 184
Chapter 10: Industrial Dlsputes Act in Respect of Supply of Goods or Services g
10.1. Industrial Disputes Act, 1947 2l 148 124, Value of Supply (Section 15) ' Sl L
10.1.1.  Concept of Industrial Dispute Act, 194? 148 12.4.1.. Concept of Value of Supply s 185
10.1.2.  Short Title, Extent and C{m[mencement 148 124.2. Transaction Value [Section 15(1)] 185
10.1.3.  Objectives of the Act : 148  12.43. Items includes in Transaction Value 186
10.1.4. Definitions [Section 2] 148 12.4.4. Discount Before or at or After the Time of Supply 186
10.1.5. Industry [Section 2(j) 151 124.5. Residual [Sec. 15(4)] 187
10.1.6. Methods for Settlement of Industrial Disputes 151 12.4.6. Value of Supply Notified by Government 187
10.1.7.  Authorities under the Act 152 © 12.5: Input Tax Credit (ITC) 188
10.1.8.  Provisions under Chapter V- Stnkcs and Lock- 154 12.5.1. Meaning of Input Tax Credit 188
Outs 12.5.2.  Eligibility to Avail Input Tax Credit under GST 188
10.1.9.  Provisions under Chapter V-A — Lay-Off and 155 12.53. Apportionment of ITC and Blocked Credits 189
Retrenchment . - . 12.5.4.  Availability of Credit in Special Circumstances 190
10.1.10. Procedure,of Settlement and Award . : 158 12.5.5. Input Service Distributor (ISD) [Section 20] 191
10.2. Exercise tor 159 12.6. Registration under GST (Section 22 to 28) 198
o 12.6.1. Introduction - 198
; UNIT-TY - 12.6.2.  Persons Liable to Get Registered (Section 22) 198
Chapter 11: Corpl.)rate Tax Planning 12.6.3.  Persons Not Liable for Registration (Section 23) =~ 198
111 Corporate Tax Planning 160 1564, Compulsory Registration in Certain Cases 199
1LL1.  Meaning of Tax Planning - 160 1265 Types of GST Registration 199
11.12.  Scope of Tax Planging 160 1366 Registration Procedure (Section 25) 200
1113.  Meaning of Corporate Tax Planning 160 157,  Various Documents under GST / Types of 202
11,1.4.  Objectives of Corporate Tax Planning 160 Invoices
11.1.5.  Issues in Corporate Tax Planning 161 . ey e Eeniee (Section 31) ' Lo R
11.. 1.6. Areas of Corporake Tax P]Bllﬂil]g 161 1273, Credit Note 205
11.1.7. Tax Planning with Respect to Setting up New 161 127.3. Debit Note 7 : C 206
Business 128.  Electronic Way Bill 206
11.1.8. Tax Planning with ReferencefRespect to Fmanmal 162 12.8.1.  Meaning of Electronic Way Bill (E-Way Bill) 206
Managerial Decisions - 1282. Issue of E-Way Bill 206
11.19.  Capital Structure Decisions 162 1283, Persons who can Generate an E-Way Bill 207
11.1.10. Tax Planning for Amalgamations 163 1284 Validity of E-Way Bill 207
15.1.11. Tax Planning for Demerger of Companies 163 1285,  Documents Required to Generate an E-Way Bill 207
11.2.  Corporate Taxes 163 1586. Cancellation of E-Way Bill 207
11.2.1. Meaning of Corporate Taxes 163 129, Return (Section 37 to 48) 207
11.2.2.  Features of Corporate Tax 163 1791. Meaning and Definition of Return 207
11.2.3.  Residential Status of a Company [Section 6(3)] 163 1292 Types of GST Returns 207
11.2.4. lncidcnce of Tax for Companies Return Filing Process 209
11.2.5.  Types of Income in a Company : 9.4. Provisions Regarding Filing of Return 209
11.2.6. Computation of Taxable jJmcome and Tax.plggbﬂg";iﬂ 9.5.  Furnishing Details of Outward Supply 209
of Companies / wh- OC%?"OH .9.6. Furnishing Details of Inward Supplies 210
11.2.7. Minimum Alternative Tax (MAT) _ ?;-Bs\- Foimishiag of Refuriis (Section 30) 210
11.28. Deductions w/s 80 for Companies &/ mamMaY First Return (Section 40) 210 -

113.  Exercise *
Chantar 17 Coande And Saryvice E Qa

Claim of Input Tax Credit and Provisional 210 ,"-'
Acceptance (Section 41) e



128,10
129,11,

12.9.12.
12.9.13.
12.9.14,
12.9.15.

12.10.

12.10.1.
12.10.2.

12.10.3.
12.10.4.
12.10.5.

12.10.6.
12.10.7.

12.11.

12:k1:1:
12312,
12.11.3.
12.11.4,

12.12.

13.1.

13:1. 1
13.1.2,
13:1.3,
13.1.4.
13.2.

1321
13.2.2.
13.2.3.
13.3.

13:3.1,
13:3:2.
13.3.3.
13.4.

134.1.
13.4.2.
13.4.3.
13.5.

13.5:1.
13.5.2,

13:53
13.5.4.
13.5.5.
13.6.

Matching, Reversal and Reclaim of Input Tax Credit
Matching, Reversal and Reclaim of Reduction in
Output Tax Liability (Section 43)

Annual Return (Section 44)

Final Return (Section 45)

Notice to Return Defaulters (Section 46)

Late Fees (Section 47)

Payment of Taxes (Section 49 to 53)

Introduction

Payment of Tax, Interest, Penalty and Other
Amounts

Utilisation of Input Tax Credit Subject to Certain
Conditions

Powers Assumed by the Government to Notify
Order of Utilisation of Input Tax Credit

Interest on Delayed Payment of Tax (Section 50)
Tax Deduction at Source (TDS) (Section 51)

Tax Collection at Source (TCS) by an E-
Commerce Operator (Section 52)

Reverse Charge Mechanism in GST

Concept of Reverse Charge

Provision of Reverse Charge Mechanism

Time of Supply for Goods Under Reverse Charge
Time of Supply for Services Under Reverse

Charge
Exercise

UNIT-V
Chapter 13: Consumer Protection Act
Consumer Protection Act, 1986
Introduction
Salient Features of the Act
Objectives of Consumer Protection
Definitions
Consumer

Meaning and Definition of Consumer
Consumers Rights

Duties of Consumer

Consumer Dispute

Unfair Trade Practices [Section 2 (1)(1)]
Restrictive Trade Practices [Section 2 (1)(nnn)]
Difference between RTPs and UTPs
Consumer Protection Councils

Central Consumer Protection Council

State Consumer Protection Councils

District Consumer Protection Council
Consumer Disputes Redressal Agencies
Introduction

Types of Consumer Redressal Machineries and
Forums

District Forums

State Commission

National Commission

Exercise

Chapter 14: Introduction to Cyber Crimes &

14.1.

14.1.1.
14.1.2.
14.1.3.
14.1.4.
14.1.5.
14.2.

14.2.1.
I4 2.2,

= e

IT Act 2000
Cyber Laws
Introduction
Aims of Cyber Laws
Provisions of Cyber Lay$
Advantages of Cyber Laws
Disadvantages of Cyber Laws
Cyber Crimes
Meaning of Cyber Crime
Concept of ‘Cyber Crime’ and the IT Act, 2000

R T .. TR PRt (RSt o B SRl o Sre g oy

=1y

210
211

211
211
211
211
211
211
212

213

213

213
214
214

215
215
215
215
216

216

217
217
217
218
218
219
219
220
221
221
221
222

223
224

224
224
224

225
226
227
230

231
231
231
231
232
232
233
233

233
717

14.2.5.
14.3.
14.3.1.

14.3.2.
14.3.3.
14.3.4,
14.3.5.
14.4.

14.4.1.
14.4.2.
14.4.3.
14.4.4.
14.5.

14.5.1.
14.5.2.

14.5.3.
14.5.4.
14.6.

14.6.1.
14.6.2.
14.6.3.
14.6.4.
14.7.

14.7.1.
14.7.2.
14.7.3.
14.7.4.
14.7.5.

14.7.5.1.
14.7.5.2.
14.7.5.3.
14.7.5.4.

" 14.8.
14.8.1.
14.8.2.
14.8.3.
14.8.4.
14.8.5.

14.8.5.1.

14.8.5.2.
14.8.5.3.
14.8.5.4.
14.8.5.5.
14.8.5.6.

14.9.

14.9.1.
14.9.2.
14.9.3.

14.9.3.1.
14.9.3.2.
14.9.3.3.
14.9.3.4.

14.10.

14.10.1.
14.10.2.
14.10.3.
14.10.4.
14.10.5.
14.11.

Solved Paper (2016)

2Blved Paper (Nov. Dec. 201
Solved Paper (Jan. 2018)
Caolved Paner f2019l

Prevention ol Cyber Crime

Information Technology Act, 2000

Salient Features of the Information Technology
Act, 2000

Objectives of the I'T Act

Scope and Application of the I'T Act, 2000

_Definitions [Section 2|

IT Act 2002
Electronic Governance (E-Governance)
Meaning of E-Governance

Objectives of E-Governance

Evolution of E-governance

Importance of E-Governance

Electronic Records

Meaning & Definition of Electronic Record
Attribution, Acknowledgment and Dispatch of
Electronic Records

Legal Recognition of Electronic Records
Authentication of Electronic Records
Intellectual Property Rights

Introduction

Salient Features of Intellectual Property Rights
Importance of Intellectual Property Rights
Forms of IPRs

Legal Aspects of Patents

Introduction

Importance of Patent

Filing of Patent Application

Rights from Patent

Indian Patent Act, 1970

Invention

Non-Patentable Inventions

Registration of Patents

Infringement of Patent

Copyright and its Ownership

Meaning of Copyright

Object of Copyright

Rights of Copyright Owner

Importance of Copyright

Indian Copyright Act, 1957

Classes of Works for which Copyrights Protection
is Available in India

Term/Duration of Copyright

Ownership and Assignment

Licences

Registration of Copyright

Infringement of Copyright

Trademarks

Meaning and Definition of Trademarks
Types of Trademarks

Trademarks Act, 1999

Trademarks not Registerable

Procedure for Registration

Essentials for Filing an Application
Infringement of Trademarks

Right to Information Act, 2005
Introduction

Salient Features of RTI Act

Definitions

Objective of RTI Act

Right to Information [Sec,uoh .,
Exercise

-

235
237

237
238
238
239
239
239
240
240
242

243
243

244
244

244
245
245

247
247
247
248
248
249
249
249

250
251
251
251
251
252
252
252

253
253
255
260
260
261
261
261
262
262
262
262
262

264
264
264
265
265
2677
268
2716~
271
273



(About the Book]
This book of “Legal Aspects of Business” covers the various provisions of A@ts related to business. Anattempt hay bt
made to bring up-to-date information regarding latest Amendments of various Acts. The content of the book is writte!
a simple language with detailed information. The text is supported with numerous illustrations to enable practi
understanding. This book also contains exercise and solved papers to assist the students in preparing for

examination.

(About the Author]

Prof. (Dr.) S. Chitra Devi presently working in Sri Muthukumaran Institute of Technology, Chen
department of Manangement Studies with the qualification of MBA.., M.Phil., Ph.D. She has compl
her doctorate in entrepreneurship development with 22 years of teaching experience in various institu
and 10 years research experience. She has published 22 research papers in various international jour
and attend more than 20 national and international conferences. She was keynote speaker in conference
chief guest for various events. She has produced doctorate candidate under Bharathiyar University ut

management.

Dr. S. Sathyasundari is working as a Professor & Head of MBA Department at Shree Ven kateshw
| Hi-Tech Engineering College, Gobi, Erode District. She has completed MBA, M.Phil, PGDCA, P
| and is having 21 Years of teaching Experience and 1 Year of Industrial experience. She has participated
| presented several papers at State, National and International conferences and has published several arti
in leading academic National and International journals. She has attended various FDPs sponsored by L
and AICTE. She is lifetime members in ISTE and IACM.

Dr. A. Kanimozhi has over 7 years experience in teaching and Research field. She is ablc to hai

multiple tasks on a daily basis and dependable person when comes to time management. Sheusccrea
approach for problem solving and always be energetic & eager to learn new skills. Sheis ablc to wor
a team and as an individual able to work in evenings and weekends. She is a workaholic, ambitious
| hardworking individual, with broad skills and experience in Lectures, Digital designing and

strength is Communication and Building strong relationships with people in order to deliver the

results when comes to Marketing, Lectures and can mentor the students very well. She is curre
working as an Assistant Professor in M.A.M B-SCHOOL always committed to learn more in her Profession from
Head & Management for consistent achievement in career and engaged as a Active member of Mamcet Toastmas
Club and wrote article for Toastmaters International Journals on the topic “Regale”, and learning event managing s!

asa Yi— Coordinator.

Anna University, MBA 1° Semester

Author Name
Dr. P. Periyasamy, Dr. R. Karthika, Dr. M. Shunmugasundaram
Dr. G. Pandi Selvi, Dr. R. Florence Bharathi, Dr. M. Indhumathi

Subject Name
Statistics for Management
Management Concepts and Organisational Behaviour

Dr. M. Hemalatha, Dr. V. Mohanasundaram, Dr. J. Niruba Rani
Dr. P. Megaladevi, Dr. S. Shanthi, Mr. S. Merlin
{Prof. (Dr.) S. Chitra Devi, Dr. S. Sathyasundari, Dr. A. Kanimozt

Managerial Economics

Accounting for Decision Making

Legal Aspects of Business

Dr. V. Ravikumar, Dr. A. Manikandan
Prof, Dr. J. Mohanraj, Dr. S. Kanda Prasath

Information Management

Entrepreneurship Development

Event Management

-93-5480-106-

| % Also Book Available on: ISBN: 978
i pkart ¢ AmMazon
TPPL Fhfnkart £ 7
appDownicasnow  kindle  tppl.org.in
oll7’e8 935411301068

P> Google Play www.questionpaper.org.in

24 :




C? Dr. M. Hemalatha

b pu/;s; ;‘““T] o _ | Dr. V. Mohanasundaram
HAKUR, LICATION PVT. LTD. _ :
CHENNAI | Dr. J. Niruba Rani

!
=]
V)



&’% P 9/\/;&
MANAGERIAL ECONOMICS

MBA, FIRST SEMESTER

According to the new syilabus of ‘Anna University, Chennai’

Dr. M. Hemalatha

Ph.D., MBA
Director and Professor
M.A.M.B. School

Dr. V. Mohanasundaram
Ph.D., M.Phil, MBA
Director
Vivekanandha Institute of Information and Management Studies

Dr. J. Niruba Rani
Ph.D., MBA
Professor and Head of Department
RVS Institute of Management Studies, Coimbatore

DIRECTOR
M.A.M. B-SCHOOL

;i?; Siruganur, Trichy-621105

THAKUR PUBLICATION PVT. LTD., CHENNAI

» Ahmedabad * Bhopal * Bhubaneswar * Bengaluru * Dehradun * Ernakulam * Hyderabad *
+ Jaipur # Jalandhar * Kolkata * Lucknow * Nagpur * Patna * Pune * Raipur * Ranchi * Rohtak *

26




Preface

We feel very happy in bringing this book “Managerial Economics” for the udents of MBA, First Semester ;

ANNA UNIVERSITY. This book is specially designed to cover the New syllabus of the University.

This book results from a long-standing classroom notes for the graduate courses offering Managerialf§
economics. We have taken a lot of efforts to make the subject more interesting by arranging the units logicaliy.
We are sure that students using this book will be able to acquire knowledge in economics concepts verys

quickly.- The exercise questions are set considering the importance for the examinatiéns_of the University.

The salient features of this book are:
5 The text has been written in a very simple and clear language.

» The text has been presented in an interesting way to enhance reading experience.

While writing the book, we referred many books on the subject and we are grateful to all those authors for the
influence. We hope both the students and teachers will be able to use this book effectively. Constructive!
suggestions for improvement of the text will be gratefully appreciated. ]
Please e-mail us at, thakurpublication @gmail.com

Website, www.tppl.org.in

27



Acknowledgement

Q’\
I am thankful to my Family for their support and encouragement throughout the preparation of this book.

Thanks to my Students and galaxy of learned teachers, who have taken time to provide feedback with their
learning experience.

I am thankful to Friends and Colleagues, to bring out the mistakes and also suggestions given by them for the
improvement of this book. '

I extend special thanks to Thakur Publication Pvt. Ltd. especially respected Mr. Vipin Singh (Assistant
Editor) for the spirit of cooperation shown t0 achieve perfection.
- Dr. M. Hemalatha

It is my privilege and pleasure in publishing the book titled “Managerial Economics, a unique contribution to
the sphere of Management and also involves in decision-making with both short-term business goals and long-

term economic growth in mind.

I wish to express my sincere and deepest gratitude to my parents P. Venkatachalam and S.Saraswathi for their
love and support.

I would like to thank our beloved Chairman Vidya Rathna Pref. Dr. M.Karunanithi., Vivekanandha Group of
Educational Institutions for his valuable guidance and support and encouragement in publishing this book.

My gratitude and special thanks to my beloved wife Dr. S.Yesodha and my loving children M.Y. Janushya
and M. Y. Chatresh for their encouragement.

My sincere thanks to Thakur Publication Pvt. Ltd. for enabling me to present this book to the students
pursuing management studies.

- Dr. V. Mohanasundaram
First and foremost I would like to express my sincere gratitude to the authorities of my esteemed institute for
their positive comment.

I would like to thank my Management and my Director Dr. P. V. Prabha, RVS Institute of Management
Studies, Kanampalayam, Coimbatore, who constantly trusted and mentored me to become what I am today.

{ am thankful to my husband Mr. S. Ramanujam, he deserves to be complimented for his constant and
unconditional support and my Princess Dakshana Ram for her tolerance and patience o have allowed me {0
work and not giving time to her while writing this book.

[ want to extend my gratitude towards my colleagues and ali my friends for encouraging me (0 write a book.

Last but not the least; I would like to thank a lot to my Publisher and the whole team, especially Editorial team,
for facilitating the work and providing an opportunity to be part of their organization.

;‘&’E'ﬁs‘{, iDr. J. Niruba Rani

T

&/




[ sy
[ S N Y
B e e
bt D B

1.1.2.1.
1.1.2.2

:—‘I.—:-lr-‘l—l‘-—ll—di-nl—ih-‘r—ll—lhl

PR erh b e b b e

ol el ol ad Bl = R = L B R
L% )

o o i o

1.1.8.4.

1.1.8.5.

1.2.
1.20).

1.2.2.
1.2.3,

1.3.
1.3:1,

13151
1.3.1.2.

1.3.2

1.3.2.1.
13.2.2.

1.33.

1.3.3.1.
1.3.3.2.

1.3.4.
1.3:5.
1.4.

1.4.1.
1.4.2.

1.4.2.1.
1.4.22.

1.4.3.

1.5,
151,
52

|

=4

Unit 1: Introduction to Economics

Economics

Introduction

Meaning and Definition of Economics
Themes of Economics

Scarcity

Efficiency

Types of Efficiency

Productive Efficiency Vs Economic
Efficiency

Nature of Economics

Scope of Economics

Branches of Economics
Micro-Economics

Nature of Micro Economics

Scope of Micro Economics
Importance of Micro Economics

Limitations of Micro Economics

Macro-Economics

Economic Problems

Reasons Behind Economic Problems
Three Fundamental Economic Problems
Market Forces in Solving Economic
Problem

Solution of Basic Economic Problems by
Price Mechanism

Society’s Capability

Production Possibility Frontier (PPF)
Meaning of Production Possibility
Frontier (PPF)

Assumptions of Production Possibility
Curve

Diagrammatic Representation of
Production Possibility Curve

Economic Growth And Stability
Economic Growth

Elements of Economic Growth
Importance of Economic Growth
Economic Stability

Stabilisation Policy

Objectives of Stabilisation Policy

Tools for Ensuring Economic Growth and
Stability

Monetary Policy Tools

Fiscal Policy Tools

Suggestion for Stabilising the Indian
Economy after Demonetisation

Indian Economic Scenario after GST
Implementation

Role of Market and Government
Introduction

Role of Markets and Government in India
(Developing Country)

Role of Markets

Role of Government

Role of Government and Markets in
Present Economy Scenario
Externalities

Introduction <4
Positive Externalities \

i

Contents
153 Negative Externalsties 38
11 1.54. Positive versus Negative Externalities 39
11 1.6. Exercise 39
11
12 Unit 2: Consumer and Producer Behaviour
12 2.1. Market 40
13 2.1.1. Meaning and Definition of Market 40
13 2:1.2. Nature of Market 40
15 21.3; Determinants/Factors of Market Structure 40
2.14. Basis of Market Classification 41
16 2.2, Demand i 41
17 2.2.1- Meaning and Definition of Demand 41
18 22.2. Types of Demand 42
18 223, Determinants of Demand 43
19 22.4. Demand Function 44
19 2.3, Law of Demand 44
19 23.1 Meaning and Definition of Law of 44
20 Demand
20 23.2. Assumptions of Law of Demand 44
21 ZAT, Demand Schedule 45
21 2.34. Demand Curve 45
21 2345, Why does Demand Curve Slope 46
22 Downwards?
2.3.6. Exceptions to Law of Demand 47
23 2.3.7. Change in Demand 48
24. Elasticity of Demand 50
24 241, Meaning of Elasticity of Demand 50
25 24.2. Importance of Elasticity of Demand 51
25 2.4.3. Types of Elasticity of Demand 51
24.4. Price Elasticity of Demand 51
25 244.1. Types/Degrees of Price Elasticity 52
2442 Determinants of Price Elasticity of 53
25 Demand
2.4.43. Role of Price Elasticity of Demand in 54
27 Managerial Decision Making Process
27 2.4.5. Income Elasticity of Demand 55
27 2.4.5.1. Types of Income Elasticity of Demand 55
28 24.52. Difference between Price Elasticity and 56
28 Income Elasticity
29 24.6. Cross Elasticity of Demand 56
29 25. Supply 57
30 TSl Meaning and Definition of Supply 57
235.2, Types of Supply 57
30 253, Determinants of Supply 58
31 2.5.4. Supply Function 58
32 2.6. Law of Supply 59
2.6.1. Meaning of Law of Supply 59
33 2.6.2. Assumptions of the Law of Supply 59
2.6.3. Supply Schedule 59
33 2.64. Supply Curve 60
33 2.6.5. Why does the Supply Curve Slopes 60
34 upwards to the Right?
' 2. Elasticity of Supply 61
Meaning and Definition of Elasticity of 61
Supply
Importance of Elasticity of Supply 61
Types/Degrees of Price Elasticity of 62
Supply
Equilibrium Analysis 63

Meaning and Definition of Equilibrium 63




2821,
2822,

2.83.
25

221,
2.9.2
2.9.4,
294,

2.9.6.
2.9.7,
2.9.8.

299,
ZOY1.
29952,

2993,
2.19,
2.10.1.
2.16.2.
2.10.3.
2.10.4.
2.11.

2011

Market Equslibrivm: Competitive
Equilibrium

Changes in Market Eqguilibrium
Simultaneous Shifts of Suvpply aad
Demand

tses of Equilibrium

Consumer Behavicur

Introductien

Utality

Measurement of Utility

Relationship between Total Utility and
Marginal Utility

[Hagrammatic Representation of Total
Utifity and Marginal Utility

Consumer Eguilibrium

Appreaches to Consumer Behaviour

Law of Diminishing Marginal Utility
(LDMU)

indifference Curve Analysis

Assumptions of Indifference Curve
Indifference Curve and Indifference
Schedule

FProperties of Indiffercnce Curve
Production Analysis

Meaning and Definition of Production
Factors of Production

Production Funciion

Types of Production Function

Short-Run Production Fuactien - Law
of Variable Proportions

Meaning and Definition of Law of

WVariable Proportions
Assumptions of Law of Variable
Proportions

Total, Average and Marginal Product
Stages of Law of Yariabie Proportions
Law of Increasing Reiurns

Law of Diminishing Retomns

Law of Negative Returns

Long Run Production Function
Iseguants

Meaning and Definition of Isoguants
Assumptions of Isoguants

Properties of Isvquants

Lomg-Run Production Funclion -
Returas To Scale

Meaning and Definition of Reiurmns to
Scale

Assumptions of Returns to Scale

Types of Returns o Scale

Difierence between Law of Variable
Proportions and Returns o Scale
Econamies and Diseconomies of Scale
introduction

Meaning and Definition of Economies of
Seale

Meaning of Diseconomies of Scale
Kirds of Economies and Diseconomie
Scale

Internal Economies and Disecono
Scale

External Economies and Disecono
Scale

JIE88L

3

75
76
76
76
77

79
79
&g
&1

81

2.14.5. Economiss Vs Diseconomies of Scale
2.15. Amnalysis of Cost

2. 15.0. Ieaning and Definition of Cost

2.15.2. Types of Costs

2153, Determinants of Cost

2.15.4. Cost Funciion

2.153. Costs Curve and Cost-Output Relationship

2.15.6. Short Run Ceost Function: Cost-Output
Relationship in the Short-Run

2.15,6.1.  Short-Run Total Costs

2.15.6.2.  Short-Run Average Costs

2.156.3.  Short-Run Marginal Cost

2.15.6.4. Relationship between Average Cost and
Marginal Cost

2157, Long-Run Cost Function: Cost-Ouiput
Relationship in the Long-Run

2.15.7.1.  Long-Run Total Cost Curve

2.15.7.2.  Long-Run Average Cost Curve

2.15.7.3.  Long-Run Marginal Cost Curve

L1588, Relation Between Production and Cost
Function
2.36. Exerqise

EInit 3: Product and Factor Market

3.1, Product Market

3.1.1, Introduction

3.1.2 Narture of Product Market

3.1.3 Circular Flow of Money in Product
Market

3.2. Different Market Structures

F2.1, Introduction

3.2.2. Types of Market Structures

33. Perfect hMarket

3.3.1. Meaning and Definition of Perfect
Market! Perfect Competitive Market

332, Features of Perfect Market

333, Pros/Advantages of Perfect Market

3.34. Cons/Disadvantages of Perfect Market

3.3.5. Price Determination and Firm Equilibrivm

3.35.1. Conditions for Firm Eguilibdum

3.3.5.2. Assumptions for Firm Equilibrium

3353 Firm Equilibrium in Short Run
3.3.54. Firm Equitibrizm in the Long Run

33.6. Seppiy Curve of a Firm
3361, Firm Supply Curve in Short Run
3362 Firm Supply Curve in Long Run
24, Imperizct Market
5. Monogpoly
351 Meaning and Definition of Monopoly
352 Features of Monaopoly Market
355 Assumpiions of Monopoly
354 Pros/ Adventages of Monopoly
3.5.5. Cons/Disadvantages of Monopoly
356 Equiiibrium of a Firm under Monopoly
%57 Price Determination Under Monopoly
3.5.8. Difference between Monepoly & Perfect
Competition
Price Discrimination

Conditions for Price Discrimination

Tools of Price Discrimination
Monopolistic Competition

Meaning and Definition of Monopolistic
Competition

g5

85
86
87
87
87
88

38

51
92

533

93
95

97

L]
160
160

i

ie1
iG1
101
g2
192

102
103
163
103
104
104
104
105
165
103
106
ife
107
107
107
108
108
109
109
110
i1t

iil
i1l
112
113
113



- 3.6.2.
3.6.3.

3.6.4.
3.6.5.

3.9,
37.1.

372
375
3.74.
3.2.5.
3.7.6.
3.1

3.7.8.
3.7.9.
3.7.10.

3.8.

3.8.1.
3.8.2.
3.83.
3.84.
3.8.5.
3.5.

391
33.2.

3.18.
3.106.1
3.10.2.
3.10.3.
3.104.
3.104.1.
3.104.2.
3.10.4.3.
31044,
2.10.4.5.
3.10.5.
3.10.6.
3.10.7.
3.10.7.1.
3.10.7.2.

3.10.7.3,

3.10.8.
3.10.8.1.
3.10.8.2.
3.10.9.
3.10.9.1.
3.109.2.

3.10.9.3.
3.10.10.
3.10.10.1.

Features of Monopolistic Competition

Pros/Advantages of Monopolisiic
Competition
Cons/Disadvantages of Monopolistic
Competition

Pricing and Output Decisions under
Meoenopolistic Competition

Cliogopely

Meaning of Oligopoly

Features of Gligopoly

Pros/Advantages of Oligopoly
Cons/Disadvantages of Oligopoly

Price Determination under Oligopoly
Kinked Demand Curve
Collusive Oligopoly
Difference  between
Oligopoly

Difference  between
Competition & Oligopoly

Dependability of Market Struciure on
Relative Cost and Demanrd Factor
Market Efficiency

Meaning of Market Efficiency

Benevolent Social Planner

Efficiency Pinnacle

Evaluating the Market Equilibrium

Market Efficiency and Market Failure
Econoriic Costs of  Imperfect
Competition

Cost of Inflated Prices and Insufficient
Gutput

Measuring the Waste from Imperfect
Competition

Facior Market

Introduction

Factors of Production

Land

Lebour

Features of Labour

Functions of Labour

Labour Market

Monopsony m the Labour Market
Equilibrium of Labour Market
Capital

Entrepreneur

Demarnd of Factors

Features of Demand Factor
Marginat Productivity (MP) for
Factor

Firm’s Demand Curve for Une
Facter ‘2’ (or Short-Runa Firm's
Curve for a Factor

Supply of Factor

Supply of Factors to the Whole Economy
Supply of Factors to a Particular Use
Determination of Factor Price
Modern Theory of Factor Pricing
Market Equilibrium and Factor Prige
Determination

Factor Price Differentials
Interaction of Product and Factor Markets
Product and Factor Markets and within
Firm Growth

Mormnopoly and

Monepolistic

Demand

Variable
Demand

113
113

114

2.10.10.2. Factor and Product Maikets and Resource 137
Reallocation

3.11. General Equilibriom & Efficiency of 137
Competitive Market

3.11.1 Introduction 137

3112 Properties of a Competitive General 138
Equilibrium

3.11.3 Detailed Analysis of General Equilibrium 138

3114 Methods of Improving Efficiency of 139
Competitive Markets

3.12. Exercise 140

Unit 4: Performance of an Economy-Macro
Economics |

4.1. Macre Economics : 141

4.1.1. Meaning and Definition of Macro 141
Economics

41.2. Nature of Macro Economics 141

413 Scope of Macro Economics 142

4,14, Importance of Macro Eccnomics 143

4.1.5. Limitations of Macro Economics 144

4.1.6. Macro-Economic Aggregares 144

4.2. Circular Flow of Macro economic 146
Activity

4.2.1. Introduction 146

4.2.2. Types of Circular Flow 147

423, Circular Flow of Macro Economic 147
Activity in Two Sector Economy

424, Circular Flow of Macro Economic 148
Activity in Three Sector Economy

4.2.5. Circular Flow of Macro Feonomic 149
Activity in a Four-Sector Econonty

4.2.6 Circular Flow of Macro Economic 150
Activity in a Five-Sector Economy

4.2.7. Significance of Circular Flow of Macro 133
Economic Activity

4.3 National Income 153

43.1 Meaning & Definition of National Income 153

43.2, Features of National Income 154

433, Terms of National Incomie 154

434, Formulas and Relationship between the 157
Terms

435, Component of National Income i58

4.3.6. Factors Determining Size of National 159
Income

4.3.7. Determination/Methods  of  National 159
Income

4.3.8. Difficulties in Measuring Nationa! Income 161

4.4. Aggregate Demand and Supply 162

44.1. Introduction 162

442 Aggregate Demand 163

44.2.1 Components of Aggregate-Demand 163
Ageregate-Demand Curve 164
Aggregate  Demand  Curve  Slope 164
Downwards
Shifts in Aggregate Demand Curve 165
Aggregate Supply 166
Macroeconomic Equilibrium 166
Muitiplier Effect 166
Meaning and Definition of Multiplier 166
Assumptions of Multiphier 167
Diagrammatic Representation of 167

Multiplier



—10=

5 4.54. Importance of Multiplier 168 552 Features of Inflation 1925
4.5.5. Limitations of Multiplier 169 5.5.3. Types of Inflation 192
4.6. Demand Side Policy and Management 170 5.5.4. Impacts of Inflation 195
4.6.1. Introduction 170 5.5.5. Reasondafor Inflation -Demand Vs Supply 1974
4.6.2. Monetary Policy Influences Aggregate 170 Factors §

Demand 5.5.6. Measures to Check Inflation 198
4.6.2.1. Theory of Liquidity Preference 171 5.57. Difference  between Inflation and 199
46.2.2. Money Market and the Slope of the 171 Deflation
Aggregate-Demand Curve s Phillips Curve
4.6.2.3. Role of Interest-Rate Targets in Fed 172 564 Meaning of Phillip Curve 200
Policy ; 5.6.2.  Inflation Vs Unemployment Trade-off 2004
4.6.3. Fiscal Policy Influences’ Aggregate 173 5.6.2.1. Short-Run  Phillip  Curve/Trade-off 201%
Demand between Inflation and Unemployment L
4.6.3.1. Changes in Government Purchases 174~ 56.22. . Long-Run  Phillip  Curve/Trade-off 201
46.3.2. Changes in Taxes 175 between Inflation and Unemployment
4.7. Fiscal Policy ) : 176 5.6.3. Importance of the Phillips Curve 202 4
4.7.1. Meaning and Definition of Fiscal Policy 176 5.6.4. Disadvantages of the Phillips Curve 202 §
,4.7.1. Features of Fiscal Policy 176 5.7. Money Market 203 1
4.7.2. Objectives of Fiscal Policy 177 5.7:1. Meaning and Definition of Money Market 203
4.7.3. Types of Fiscal Policy 177 5.7.2, Functions of Money Market 203
47.4. Tools of Fiscal Policy 178 5.7.3. Importance of Money Market 204 ¢
4.7.5. Significance of Fiscal Policy 178 5.74. Money Market Instruments 204 §
4.7.6. Limitations of Fiscal Policy 178 375, Demand of Money 205 ¢
4.8. Exercise 179 5.75.1, Interest Rates and the Demand for Money 205
5.7.5.2 Demand Curve for Money 205 §
Unit 5: Aggregate Supply and the Role of Money 5.7.53. Factor Affecting the Demand for Money 206
5.1. Aggregate Supply 180 5.7.6. Supply of Money 206 3
5.1.1. Meaning of Aggregate Supply 180 5.7.6.1. Factors Affecting Money Supply 206 &
5.1.2. Aggregate Supply Curve 180 5.7.6.2. Measures of Money Supply in India 207 |
5.1.2.1.  Short Run Supply Curve 181 (Monetary Aggregates)
5.1.2.2.  Shift in Short-Run Aggregate Supply 181 5.7.6.3.  Need to Regulate the Money Supply 208 4
Curve 5.7.6.4, Impact of Inflation on Supply of Money 208
& 5.1.23.  Long-Run Supply Curve 182 =2 Money Market Equilibrium 209 §
5 5.1.2.4, Shift in Long-Run Aggregate Supply 182 57.7:1. Changes in Demand of Money 210 |
Curve 5.7:7.2. Changes in the Supply of Money 211
5.2. Macroeconomic Equilibrium 183 5.7.8. Money Market Equilibrium and National 211
531 Meaning of Macroeconomic Equilibrium 183 Income (LM Curve)
5232 Macroeconomic  Equilibrium-Model of 184 5.7.8.1.  Features of LM Curve 212
Aggrcga[e Demand and Aggregate Supp]y T8 Derivation of LM Curve 213
5.3. Supply Side Policy And Management 184 5.7.8.3. Derivation of LM Function (Algebraic 214
534 Introduction 184 Method)
532 Free-Market Supply-Side Policies 185 5.7.84. Shifts in the LM curve 215
$33 Interventionist Supply-Side Policies 186 35.7.9. Money Multiplier 215
5.3.4. Use of Supply Side Policy in Management 186 3.7.9.1. Credit Creation in a Single Bank Model 216
53.5. Importance of Supply-Side Policy 187 5.79.2. Credit Creation in a Multiple Bank Model 216
538, Limitations of Supply-Side Policy & i87 5.8. Monetary Policy 218
Management 5.8.1. Meaning & Definition of Monetary Policy 218
5.4. Unemployment 187 58.2. Targets/Objectives of Monetary Policy 218
54.1. Meaning and Definition of 187 5.83. Roles of Monetary Policy 219
Unemployment 5.84. Tools of Monetary Policy 220
54.2. Types of Unemployment 188 5.8.5. Significance of Monetary Policy 220
543. Causes of Unemployment in India 189 5.8.6. Limitations of Monetary Policy 221
5.4.4. Impact of Unemployment 189 5.8.7. Difference between Monetary Policy and 222
5.4.5. Measures to Reduce Unemployment 190 Fiscal Policy
5.4.6. Okun's Law 190 ... 59. Exercise 223
5.4.6.1. Relationship  Between  Change in .-‘I‘Sl B-S z“;‘\
Unemployment Rate and Growth Rate /’1\ e ofved Paper (2018) 224
54.6.2.  Uses of Okun’s Law v A9k amB per (2019) 226
5.4.6.3. Criticisms of Okun’s Law ification 230

5.5 Inflation
Meaning and Definition of Inflation




(About the Book]

The objective of this book “Managerial Economics” is to introduce the principles of migrg economics to managing an organisation
and principles of macro economics to have an understanding of economic environment oﬁzsiness. This book covers the concepts of
scarcity, efficiency, consumer behaviour, demand, supply, production, cost, market structure, national income, money, fiscal &
monetary policy, etc.

(About the Author]

o=

| Dr. M. Hemalatha, Director and Professor of M.A.M B-School Trichy, hold Doctorate program from the Country’s
| finest Prestigious Institute, NIT, Tri chy in the field of Retailing and Data Analytics and have contributed her work in 23
international journals in Marketing and Finance in 18 National Conferences and in 15 International Conferences. She
had contributed 2 Book Chapters on Data Mining and Business Intelligence. Won the Young Scientist Award for the year
2017 funded by TNSTSC and worked on joined research with [IM-B in the area of Multiple Intelligence.Under her
dynamic leadership B school has been evolving as a leading premium institute with best of class amenities like smart
classrooms, skill development and placements. In a span of two years, she has reached a milestone of 100% students
with 400+ placements and 30 plus India's leading companies and Industries visiting B-School campus every year,
Graduates brag about by leaving the institute with multiple offers. Under her guidance she has trained almost 2000+ Enterpreneurs with
the support of DST and EDII programs. She has bragged 24 sponsored research funds from various funding agencies like DST, AICTE,
TNSTSC, EDI Chennai etc. . t

Dr. V. Mohanasundaram is the Director in the Department of Management Studies, Vivekanandha Institute of
Information and Management Studies, Tirchengode, Namakkal. His educational qualification is ML.B.A., M.Phil.,
DPMIR., Ph.D. He has 20 years of teaching experience and guided nearly 300 M.B.A projects. He is a recognized
Ph.D supervisor of Anna University, Bharathiar University and Periyar Universi ty. He has published a Text Book on
“Strategic Management”. He has received fund for his researches from various funding agencies like ICTACT, EDI and
AICTE. His other professional activities include Ph.D research guidance for many scholars and being the Editorial
Advisory Board member for nearly twelve journals and Member of Editor Review committee for two journals. He is a
life member of ISTE. He has attended and published papers in twenty five International and National Conferences & Seminars and
attended eight Faculty Development Programmes organized by various colleges and published thirty articles in reputed journals. He has
organized various programmes, has given many guest lectures in many colleges and been the guest and the resource person for various
progammes. His area of focus is on teaching design, implementand evaluate the students based learning.

Dr. J. Niruba Rani has done BA in Economics, MBA (HR and Marketing) and Ph.D in Management-HR from
Bharathiar University. Her area of interest is HR, Economics, Marketing and General Management. She has published -
and presented several papers at State, National and International Conferences and has also organized State, National and
International Conferences. She has attended FDPs sponsored by AICTE and IIM-K. She has chalked up experience of §
years in industry and 20 years in Academics. She has served as NSS Program Officer during the year 2003-2008. Her
interests include reading, art & craft. She is an active social worker and is currently involved in Community
Development Program.

Anna Uhiversity, MBA 1* Semester

Subject Name Author Name
| Statistics for Management Dr. P. Periyasamy, Dr. R. Karthika, Dr. M. Shunmugasundaram
*& "“:_:e@lianagement Concepts and Organisational Behaviour | Dr. G. Pandi Selvi, Dr. R. Florence Bharathi, Dr. M. Indhumathi
\ ‘gl}gﬁnagerial Economics Dr. M. Hemalatha, Dr. V. Mohanasundaram, Dr. J. Niruba Rani
¥ (-:A?jcounting for Decision Making Dr. P. Megaladevi, Dr. S. Shanthi, Mr. S. Merlin
‘1 legal Aspects of Business Prof. (Dr.) S. Chitra Devi, Dr. S. Sathyasundari, Dr. A. Kanimozhi
| Information Management Dr. V. Ravikumar, Dr. A. Manikandan .
Entrepreneurship Development Prof. Dr. J. Mohanraj, Dr. S. Kanda Prasath

Event Management

ISBN: 978-93-5480-114-3

gl e e
el ! o, AMAZON
WWW. .0rg.in . | i . |
o > klndl_e oll7 8935410801143

Google Play

www.questionpaper.org.in T

L0/00CRT CCCZ6 B0 MOLDEWTY WIS Far “oesu 5-F s wi s rrarsamen <n oo e






Strategic Management -
- Dr. G. Pandi Selvi
- Dr. M. Hemalatha

Published by:

Thakur Publication Pvt. Ltd.
HO: Abhishekpuram, 60 Feet Road, Jankipuram, Lucknow-226021
Mob.: 9235318591/95/94/97/22, 9335318517

Branch Office:
House No.: 8, Ambu Nagar, Main Road, Goverthanagiri, Avadi, Chennai-600071.

Mob.: 9543605656, 8144126950, 9543247241, 9543247130

Website: www.tppl.org.in
Email: thakurpublication @gmail.com

ISBN No. 978-93-5480-498-4
First Edition 2018
Second Edition 2022

3265/-

Printed at:

Savera Printing Press
Tirupatipuram, Jankipuram Extension, Near AKTU, Lucknow-226031
E-mail: Ikospp@ gmail.com Mobile No. 9235318506/07

Copyright © All Rights Reserved
This book is sole subject to the condition that it shall not, by wity of trade or otherwise, be lent, resold, hired

out, or otherwise circulated*Without the publisher’s prior written consent, in any form of binding or gover, other
than that in which it is published and without including a similar condition, This condition being imposed on the
subsequent purchaser and without limiting the rights un;i; copyright reserved above, no rlﬂ of this publluﬂon

may be reproduced, stored in or transmitted in any°form or by any means (electronie, mec )
Y O e L wice) without the prior written permission of both the copyright owner and the

e —




“Dedicated
to

my Family Members,
Students and Friends”

-Dr. G. Pandi Selvi

“Dedicated
to
Almighty
&
my Father”

- Dr. M. Hemalatha

DIRECTOR
M.A.M. B-SCHOOL
Siruganur, Trichy-62110 5

36



~Acknowledgement

| would like to express my sincere thanks to the respected Secretary Sir, Dhanalakshmi Srinivasan College of

Iingineering, Coimbatore provided opportunity to work under this reputed Institutions to do service for the

students community.

My heartfelt thanks to the beloved Principal and Dean- Academic of my Institution for their excellent support

and guidance.

I wish to express my gratitude to my Parents, my Sister and my Brother for their continuous encouragement,

and my beloved Son A. Ashok Kumar, who has given great support and enou gh idea.

Last but not least my sincere thanks to my Colleagues, Friends and Well-wishers for their valuable support.

Honestly I will thank who are all going read this book over the course of the year ahead.

-Dr. G. Pandi Selvi

I am thankful to my Family for their support and encouragement throughout the preparation of this book.

Thanks to my Students and galaxy of learned Teachers, who have taken time to provide feedback with their

learning experience.

| am thankful to my Friends and Colleagues, to bring out the mistakes and also suggestions given by them for

the improvement of this book.

I extend special thanks to Thakur Publication Pvt. Ltd. especially respected Ms. Namrata Dubey (Copy

Editor) and its whole team for the spirit of cooperation shown to achieve perfection.

- Dr. M. Hemalatha

S B-SCy
R, R
¥/ pavss

DIRECTOR

& M.A.M. B-SCHOOL
Siruganur, Trichy-621 165

37



1.2.2.
1.2.3.

1.24.
1.2.5.
12.6.
1.3.

1.3.1.
13.2.

133,

1.3.3.1.
1.3.3.2.

1.34,
135,
1.3.6.
1.4.
1.4.1.

142,
15.
15.1.
1.5.2.
1.53.
1.54.
155.
1.58.
L6.
16.1.
16.2.

1.6.3.
1.6.4.
1.6.5.

1.6.6.
1.7.

1.7:1.
1-7.2;
1.7.3;
1.7.4.

7

Contents
Unit 1: Strategy and Process 1.8.1.
Strategy 11 1.8.2.
Concept of Strategy ' 11
Nature of Strategy 11 1.8.3.
Levels of Strategy 12 1.9.
Corporate Strategy 12 1.9.1.
Business Strategy 12 1.9:2.
Functional Strategy 12 1.9.3.
Strategy Formation Process 12 1.10.
Roles of Strategies 13 1.10.1.
Approaches to Strategy Making 14 1.10.2.
Importance of Strategy 15 1.10.3.
Strategic Management 15 1.10.4.
Meaning and Definition of Strategic 15 L.10.5.
Management L.10.6.

Characteristics of Strategic Management 15

Conceptual Framework for Strategic 16 LI
Management 11LL
Importance of Strategic Management 18

Limitations of Strategic Management 19 L11.2.
Difference between Strategy and Policy ~ 20 L113,
Stakeholders in Business' 20

Introduction 20 S
Roles of Stakeholders in Strategic 21 1.11.5.
Management L116.
Classification of Stakeholders 21 LLES,
Internal Stakeholders 21 g od
External Stakeholders gy o LIk
Stakeholder’s Power in Business 22 LI12.L
Stakeholder Interest-Influence Grid 4y - =LA
Issues in Stakeholder Management 23 1.123.
Strategic Intent 24 L12.4.
Meaning and Definition of Strategic 24 L125.
Intent

Hierarchy of Strategic Intent 25 L12.6.
Vision S
Meaning & Definition of Vision 25 113
Features of Vision 26

Process of Envisioning 26

Significance of Vision 27

Limitations of Vision 27 2.1
Guidelines for Developing a Vision 27 211,
Mission 28

Meaning and Definition of Mission 28 212
Characteristics of Good Mission 28 2:1‘3_
Statements 9.13.1;
Components of Mission Statement 29 21.3.2.
Benefits of Mission 29 2.2,
Guidelines for Effective i 221
Statements 229
Difference betwecn Vision M 223,
Purpose t | 1224,
Introduction j ! g ol )

Factors Affecting Purpose | =
Significance of Purpose %,
Mission versus Purpose

2.2.6.

2.3.
” a1

Introduction

Abell’s Three-Dimensional Model of
Business Definition

Vital Aspects in Defining Business
Goals

Introduction

Features of Goals *

Types of Goals

Objectives

Meaning and Definition of Objectives
Features of Objectives

Classification of Objectives

Setting of Objectives
Importance of Objectives
Difference  between
Objectives

Corporate Governance
Meaning and Definition of Corporate
Governance

Nature of Corporate Governance
Objectives and Goals of Corporate
Governance

Goals and

' Constituents of Corporate Governance

Mechanisms of Corporate Governance
Benefits of Corporate Governance
Limitations/Issues of
Govemance

Corporate Social Responsibility (CSR)
Meaning & Definition of CSR

Nature of CSR

Objectives and Goals of CSR

Types of CSR

Corporate

“Social Responsibility of Business with

Respect to Different Stakeholders
Arguments for CSR

Arguments against CSR
Exercise

Competitive Advantage
Business Environment

Meaning and Definition of Business
Environment

Nature of Business Environment
Components of Business Environment
External Environment

Internal Environment

External Analysis

Introduction

Procedure of External Analysis

Factors Affecting External Analysis

Levels of External Analysis

Significance of External Analysis
Techniques of Environmental Analysis
Analysing Industry: Industry Analysis

Trntradinsatiam

32
33

33
34
34
34
35
35
35
35
36
37
38
38

38
38

39
39

40
40
42
42

44
44
44
45
46
46

49
49
50

Unit 2: Environmental Analysis and

51
51

51
52
52
54
55
55
55
55
56
56
57
58

&0



235,
234,
2.35.
23.6.
2.3.6.1.

23862
2.3.6.3.

23.7.
2.3.8.
2.4.

2.4.1.
242,

2.4.3.
2.4.4.

24.5.
2.4.6.
2.5.

2:5.1.
2:5.2.
215.3.

25.4.

2.6.
26.1.
26.2.
2.6.3.
264.
2.7
274
272
2723
2.74.
2.7.5.
2.7.6.
2.7.:6.1.
2.7.6.2.
2.8.
28.1.
2.8.2.
2.8.3.

2.9.

201,
2.9.2.
2.9.3.

2.10.
210.1:

Competitive Changes during Industry
Evolution

Dominant Economic Features

Industry Life Cycle Stages

Factors Analysed in Industry Analysis
Porter’s Five Forces Model

Components of Porter's Five Forces
Model

Utility of Porter’s Five Forces Model
Limitations of Porter’s Five Forces
Model

Globalisation and Industry Structure
Significance of Industry Analysis
Analysing Competition: Competition
Analysis '

Introduction

Sources of Information for Competition
Analysis

Factors Affecting Competition Analysis
Strategy Framework for Analysing
Competition

Steps in Competition Analysis
Importance of Competition Analysis
National Context and Competitive
Advantage: Porter’s Diamond Model
Introduction

Components of Porter’s Diamond Model
Porter's Stages of National Competitive
Development

Limitations of the Porter's Diamond
Model

Strategic Group

Introduction

Characteristics of Strategic Group

Types of Strategic Groups

Strategic Groups as an Analytical Tool
Internal Appraisal

Introduction

Internal Appraisal Framework

Procedure of Internal Appraisal
Techniques Used for Internal Appraisal
Factors Affecting Internal Appraisal
Structuring Internal Appraisal

OCP: Organisational Capability Profile
SAP: Strategic Advantages Profile
Resources

Introduction i

Types of Resources

VRIO Framework:
Advantage, Competitive
Competitive Disadvantage
Capabilities
Introduction
Types of Capabilities
Functional Areas
Relationship between
Capability
Competencies
Introduction

Competitive

58

59
60
61
61
62

65
65

66
67

68
68

69
69

71
72
72

72
73
74

75

75
73
76
76
76
T
717
77
79
79
80
81
81

82

83
83
84

2.10.2.1.
2.10.2.2.
2.10:3.

2.10.3.1.
2.10.3.2.

2.11.
2.11:L
2.11.2.

2.11.2.1.
2.11.2.2.
2.112.3:
2.11.3.
2.11.4.

2:11.3.

2.11.6.
2017

2.11.8.
2.12.

Unit 3:
3.1

3.1.1.
%12

'3.1.3.

3.14.

3.2.
321,
322,
32.3.
3.3.

33.1.
3.3.2.
333.
3.3.4.
3.3.5.
3.3.6.
336.1.
3.3.6.2.
337.
3371
83792
3.3.8.
3.3.9.
3.3.9.1.
33.9.2.
3.39.3.
33.98)
3.4.
34.1.
3.42.
3.4.3.

Characteristics of Core Competencies
Building Core Competence

Distinctive Competencies/
Competitiveness

Elements of Distinctive Competence
Methods of  Building  Distinctive
Competence

Competitive Advantage
Introduction

Competitive Advantage
Business Strategies

Low Cost

Differentiation

Focus

Sources of Competitive Advantage
Generic Building Blocks of Competitive
Advantage
Factors
Advantages
Durability of Competitive Advantage
Avoiding Failures and Sustaining
Competitive Advantage

Importance of Competitive Advantage
Exercise

through

Influencing Competitive

Strategies and Strategic Choice

Corporate Strategies

Introduction

Importance of Corporate Strategies
Limitations of Corporate Strategies
Generic Strategic Alternatives: Types of
Strategies at Corporate Level
Stability Strategies
Introduction

Reasons to Pursue Stability Strategy
Types of Stability Strategy
Expansion/Managing
Growth Strategy
Introduction

Reasons to Pursue Growth Strategy
Issues Involved in Growth Strategy
Types of Growth Strategy
Concentration Strategies
Diversification Strategies
Related/Concentric Diversification
Unrelated/Conglomerate Diversification
Integration Strategies

Vertical Integration

Horizontal Integration

Strategy ir: the Global Environment
Co-operative Strategy

Mergers

Acquisition/Takeover Strategies

Joint Ventures

Strategic Alliances

Retrenchment Strategy
Introduction

Reasons for Retrenchment

Types of Retrenchment Strategy

Growth:

89
89
90

90
o1

92
92
92

92
93
93
93
95

95

96
97

98
99

100
100
100
101
101

101
101
101
102
102

102
102
103
103
103
104
104
104
106
106
107
109
110
110
112
114
115
118
118
118
118

110



3.45.
3.4.6.
35

3.5
352.
353
3.6.

3.6.1.
3.6.2.
3.6.3.
3.6.4.
3.7

3.7:1:
3.72.
3.7.3
3.74.
375
38..
3.8.1.
3.8.2.
3.8.2.1.
3.82.2:
3.8.2.3.
3.8.3.
3.8.4.
3.9.
3.9.1.
L
30921,
3.92.2.
3:9.3;
3.9.2:1,
3.9.3.2.
3933.

3.94.

3.94.1.

3942,

3943/
3.9.44.
3.9.4.5.
3.94.6.
3.9.4.7.
3.9.4.8.
3.10.

Unit 4: Strategy Implementati

4.1.1.

AR
ok

Divestment

Liquidation

Combination Strategy

Introduction

Reasons to Adopt Combination Strategy
Types of Combination Strategy
Business Level Strategy

Introduction

Types of Business Level Strategy
Significance of Business Level Strategy
Limitations of Business Level Strategy
Building and Re-structuring the
Corporation

Introduction

Reasons of Corporate Restructuring

Process of Corporate Restructuring
Strategies of Building Corporations
Methods of Corporate Restructuring
Corporate Portfolio Analysis
Introduction

Portfolio Analysis Techmques

Corporate Parenting Analysis

BCG model =
GE 9 Cell Matrix
Advantages of Portfolic Analysis
Disadvantages of Portfolio Analysis
Strategic Analysis and Choice (SAC)
Introduction

Strategic Analysis

Process of Strategic Analysis
Benefits of Strategic Analysis
Strategic Choice

Process of Strategic Choice
Criteria for Strategic Choice
GAP  Analysis:  Strategic
Approach

Tools and Techniques of Strategic
Analysis and Choice

ETOP Study

SWOT Analysis
McKinsey’s 7S Framework
Comparative Cost Analysis
Operating Analysis
Financial Analysis
Balanced Scorecard
Selection of Matrix
Exercise

Choice

Evaluation
Strategy Implementation

Implementation
Nature of Strategg@lmplementaty
Strategy Implementation Proces

Barriers to Implementation of Strategy
Guidelines for Overcoming Barriers in

[ RS RS, SUetient, Mo R e L TV

120
121
122
122
122
122
123
123
123
125
126
126

126
127
127
129
129
131
131
131
131

G132,

134
135

136

137
137
137
137
138
139
139
140
140

142

154

4.1.7.

4.2

4.2.1,
422,
4.2.3.

- 4.3,

4.3.1.
4.3.2.
433,

4.3.3.1.
433.2.

434,

43.4.1.

4342,
4.343.

4344

43.5.

435.1.
4.3.5.2.

4.3.5.3.

44.

44.1.
4.4.2.

4.4.3.
4.4.4.
4.5.

4.5.1.
45.2.
4.5.3.
4.5.4.

45.5.

Difference between Strategy
Implementation & Strategy Formulation
Resource Aliocation

Introduction

Factors Influencing Resource Allocation
Approaches to Resource Allocation
Strategy [mplemeutauon __through
Structure -
Introduction

Role of Organisation Structure

Types of Organisational Structure

Basic Organisational Structures
Advanced Types of Organisational
Structures

Designing Organisational Structure
Objectives of Organisational Design
Structure

Determinants of Organisation Design

Steps in Designing Organisational
Structure
Approaches for Designing

Organisational Structure

Structure and Strategy

Maintaining the Organisational Structure
Change in Organisational Structure
Difficulies in Matching Organisational
Structure with Strategy

Matching Structure and Control fto
Strategy

Introduction

Structure and Control at the Functional
Level

Structure and Control at Business Level
Structure and Control at Corporate Level
Implementing Strategic Change
Introduction

Dimensions of Strategic Change

Types of Strategic Change

Process for Implementing Strategic
Change
Approaches for Implementing Strategic
Change

Issues in Implementing Strategic Change
Politics

Nature of Politics

Change and Politics

Power

Sources of Power

Change and Power

Conflict

Types/Levels of Conflict

Change and Conflict

Strategic Evaluation and Control
Introduction

Nature of Strategic
Control

Measures for Strategic Evaluation and
Control

Designing Strategic Control Systems

Evaluation &

155

155
155
155
155
156

156
156

- 456

156
158

160
160

161
162

162

163
163
164
164

164

164
165

165
166
167
167
167
168
168

169

169
169
170
170
171
171
173
174
174
175
175
175
176

177

178



4.6.6. Techniques of Strategic Evaluation and 179

Control

4.6.7. Importance of Strategic Evaluation and 181
Control

4.6.8. Guidelines for Strategic Evaluation and 182
Control

4.7. Exercise 182

Unit 5: Issues and Challenges and
Recent Trends in Strategic

Management
51 Managing Technology & Innovation 183
511 Introduction 183
5012, Technology 183
5.1.2.1. Nature of Technology 184
5.122. Components of Technology 184
515 Innovation ' 185
5.1.3.1.  Types of Innovation 185
5.1.3.2. Innovation Process 185
5.13.3. Need for Innovation 186

5.1.4. Strategic ~ Issues  in Managing 187
Technology and Innovation s

5.2. Non-Profit Organisations -188
5.2:1. Introduction 88
522 Types of Non-Profit Organisations 189

5.2.3. Strategies of Non-Profit Organisations 189
524. Strategic ~ Issues  for Non-Profit 190

Organisations

594.1. Mission, Goals & Objectives in Non- 190
Profit Organisations

5242.  Strategy Formulation and 191
Implementation in Non-Profit
Organisations

5243, Strategy Evaluation and Control in Non- 191
Profit Organisations

5.3. Use of Computers to Evaluate 192
Strategies

53.1. Introduction | 192

53.2. Characteristics of Internet Market 193
Structure

535. Strategy Shaping Characteristics of E- 194
Commerce Environment
53.4. Internet  Strategies for  Traditional 195

, Business
53.5.  Key Success Factors in E-Commerce 196
536. Internet & Competitive Advantage 196

5.3.7: New Business Models and Strategies for 197
Internet Economy

5.3.8. Impact of Internet on Strategies of 199
Business Organisations

54. Challenges in Strategic Management 201

54.1. Introduction

54.2. Strategic ~ JAanagement  as
Organisational Force

-10-

5.4.2.1. Key Challenges

54272. Global Competitiveness

5.4.3. Dealing with Strategic Management in
Various Situations

543.1. Strategic Change and Flexibility

5.4.3.2. Uncertainty

5.433. Crises and Chaos

5.434. Economic Cycles

5.4.3.5. Ethics and Social Welfare

5.4.3.6. Environmental Issues

544. Strategic Management Implications and
Challenges :

54.4.1. Liberalisation, Privatisation,
Globalisation (LPG)

5.4.42. E-commerce and E-business

54.43. Information Management and
Knowledge Driven Strategy

5.5, Recent Trends in Strategic
Management " %

5.5.1. Introduction

552 New Directions in Strategic Thinking

55.2.1. Back to Basics

5522 Seeking more Complex Sources of
Competitive Advantage

5523, Quest for a New Model of the
Corporation

5524. Complementarity in Management Practices

5.53. Organisational ~ Culture and Iis
Significance

553.1. Elements of Organisational Culture

553.2. Organisational Culture & Strategy

554. Organisational Development and
Change

554.1. Sustainable Competitive Advantages

55.472. Paradigm Shift from Shareholder to
Stakeholder Concept

5i9.5. Change Management

555.1. Managing Planned Change

5552. Strategies of Change Management

5.55.3. Importance of Change Management

5.554. Guidelines for Managing Change

5.5.6. Strategic Management in a New
Globalised Economy

5.5.6.1. Aspects of Globalised Economy

5.5.6.2. Dimensions of Strategic Management in
Globalised Economy

5.6. Exercise

Case Studies ,

Solved Paper (2016) e

Solved Paper (2017)

Solved Paper (2018)

201
201
202

202
203
204
204
204
204
205

205

205
206

206

206
206
207
207

207

207
208

208
208
209

209
209

209
210
211
212
212
213

213
214

214

215
225
230
233
234



~.| Banking and Financial Services
’-:'_ri-‘bqancial Derivatives

About the Book
This book of “Strategic Management” provides a refreshing insight to basic aspects of business strategies, threats and
opportunities. The material in this book is designed to provide maximum flexibility of us&,t‘or teachers and students alike. Each
topic has been started with fundamental introduction and developed steadily up to the standard form. Case study, exercises and
solved paper is also provided in this book. This book is useful not only for students who are pursuing their studies but also for those

working in the educational institutions and corporate world.

(About the Author)

3 Dr. G. Pandi Selvi working as a Dean — MBA Dhanalakshmi Srinivasan College of Engineering,
Coimbatore. She has qualified M.Com., MBA., M.Phil., Ph.D., ICS., PGDCA. She has 25 years of experience
in Teaching and Administration in India as well as Abroad. She worked as a Professor in Assosa University,
Ethiopia. She has published 5 books and 11 reputed International Journal. She has guided many Ph.D and M.Phil
| Research Scholars and has been Project Guide for more than 600 Post Graduate students. She has conducted
4 various Programme like FDP, MDP and Student Development Program in many Colleges and Universities in

India as well Abroad. She has contributed to Conduct more social service activities to the society in great extent.

She has received awards for Best Faculty in Assosa University and Best community service Co-ordinator in ICFAI National

College and Assosa University, Ethiopia.

: of M.A.M B-School Trichy, hold Doctorate program from the
| Country’s finest Prestigious Institute, NIT, Trichy in the field of Retailing and Data Analytics and have contributed
her work in 23 International Journals in Marketing and Finance in 18 National Conferences and in 15 International
Conferences. She had contributed 2 Book Chapters on Data Mining and Business Intelligence. She has won the
8 Young Scientist Award for the year 20 17 funded by TNSTSC and worked on joined research with IIM-B in the area
of Multiple Intelligence. Under her dynamic leadership B school has been evolving as a leading premium institute
with best of class amenities like smart classrooms, skill development and placements. Inaspan of two years, she has

reached a milestone of 100% students with 400+ placements and 30 plus India's leading companies and Industries visiting B-School

campus every year. Under her guidance she has trained almost 2000+ Entrepreneurs with the support of DST and EDII programs.

She has bragged 24 sponsored research funds from various funding agencies like DST, AICTE, TNSTSC, EDI Chennai etc.

Dr. M. Hemalatha, Director and Professor

Anna University, MBA 3" Semester

Author Name
Dr. G. Pandi Selvi, Dr. M. Hemalatha
S. Jebastine Suthan Raja, A Manikandan

Subject Name
Strategic Management
International Business

Security Analysis and Portfolio Management Dr. G. A Amutha, Dr. Senthilkumar U S, S. Senthilkumar

Dr. R. Murugeshan, Dr. M. Indhumathi, R Mohan Raj

Dr. N. Mohan, Dr. G. Arumugasamy, N Nithya

"':i;gé{national Finance

ail Marketing Dr. Balaji Vignesh R, Dr. M. Naveen Kumar, Dr. R. Karthika

Dr. P. T. Vijaya Rajkumar, Dr. V. Mohanasundaram, Dr. S. Ravi Shankar

eryices Marketing
Dr. S.V.Saravanan, Dr. Kadhirvel. R, T. Krishnakumar

fﬁ;éduct and Brand Management
Consumer Behaviour

Integrated Marketing Communication

Strategic Human Resource Management Dr. J. Kavitha, Dr. R. Florence Bharathi, Dr. P. Ganapathi

FAIAAAA | AAAT L ARIAL RO NAIT IR I0r-ssai4 BuliulA DISADS 10 Palulid

Industrial Relations and Labour Legislations Dr. K. Karthikeyam, Dr. V. Mahalaxmi, S. Jebastine Suthan Raja

Organizational, Design, Change and Development Dr. A Jayaseelan, Dr. B. Sasikala, Dr. J. Niruba Rani

Also Book Available on:

f__ """ T e .
= R = ISBN: 978-93-5480-498-4

o

App Downioad Now
: b" éoééle Play _'

kindle tppl.org.in

www.ques%ionpcper;org.’in oo

Scan QR Code



Dr. G. Amutha
L=\ ~ Dr. Senthilkumar U S

' THAKUR PUBLICATION PVT. LTD. g
18 CHENNAI Senthilkumar

A




Security Analysis and Portfolio Management
= Dr. G. Amutha

- Dr. Senthilkumar U S

- 8. Senthilkumar

Published by:

Thakur Publication Pvt. Ltd.
HO: Abhishekpuram, 60 Feet Road, Jankipuram, Lucknow-226021
Mob.: 9235318591/95/94/97/22, 9335318517

Branch Office:
House No.: 8, Ambu Nagar, Main Road, Goverthanagiri, Avadi, Chennai-600071.

Mob.: 9543605656, 8144126950, 9543247241, 9543247130

Website: www.tppl.org.in
Email: thakurpublication @ gmail.com

ISBN No. 978-93-5480-532-5
First Edition 2018
Second Edition 2022

<200/-

Printed at:

Savera Printing Press
Tirupatipuram, Jankipuram Extension, Near AKTU, Lucknow-226031
I* mil: Tkospp @gmail.com Mobile No. 9235318506/07

C'opyright © All Rights Reserved
Thin ook ix sole subject to the condition that it shall not, by way of trade or otherwise, be lent, renolil, hired

oul, v wtherwise circulated without the publisher’s prior written consent, in any form of hinding o cover, other
than that in which it is publish‘gﬁ and without including a similar condition. This condition heing lmpowed on the
subscquent purchaser and without limiting the rights under copyright reserved above, no putt of thix publication

may be aeproduced, stored in or transmitted in any gfm or by any mecans (clectioniv, mechanical,
photocopying. 1evording or otherwise), without the prior written permission of both the copyright owner und the
below mientioueil iniblivher of thic haolk:




“Dedicated
to
the Universe.”

- Dr. G. Amutha

“Dedicated
fo
my Father Mr. S. Santhakumar,
my Mother Mrs. S. Geethalakshmi,
my Wife Mrs. K. R. S. Anusaranya,
my Son & Daughter, Master S. A. Rudresh & Miss S. A. Nethra.”

- Dr. Senthilkumar U S

“Dedicated
to
“The Student’s Community
& i)
Family Members;

- S. Senthilkumar

DIRECTOR
M.A M. B-8CHOOL
Siruganur. T ithy-621108

o




|
LEL:

113
1.14.
1.1.5.
1.1.6.
rid
1.18.
1.1.9.
1.1.10.
B io

11411,

1.1.11.2.

1.1:12.
1113,
1.2.
121
1:2:2.
12.2.1.
1.2:22.
1.2.3.
1.24.
1.2.5.
1.2.6.
1257
1.2.8.

128,
13.

1.3.1-
1.3.2:
1-33.
1.3.4.
1.3.3.
1.3.0.
1.4.

A
Contents
Unit 1: Investment Setting 14.1.  Introduction
Investment 11 L.5. Preference Shares
Meaning and  Definition of 11 1.5.1; Concept of Preference Shares
Investment 1.5.2. Valuation of Preference Shares
Financial and Economic Meaning 11 1.5:3. Yields on Preference Shares
_ of Investment _ 1.6. Equity Shares
Characteristics of Investment 12 1.6.1. Concept of Equity Shares
Objectives of Investment 13 162 Valuation of Equity Shares
Investment Process 13 1.6.3. Discounted Cash-flow Technique
Importance of Investment 13 1.6.4. Balance Sheet Analysis
Constraints of Investment 14 1.6.5. Dividend Valuation
Risks Involved in Investment 14 ' Method/Dividend Discount
Investment Vs Speculaﬁon 15 Models :
Investment Vs Gambling 15 1.65.1.  Single-Period Valuation Model
Types of Investment/Investment 15 1.6.5.2. Multi-Period Valuation Model
Alternatives 1.6.5.3.  Zero Growth Model
Financial Forms of 16 1.6.54. Constant Growth Model (Gordon
Investment/Financial Assets Model)
Non-Financial Forms of 19 1.6.5.5. Multistage Growth Models
Investment/Real Assets 1.6.6. Earnings Multiplier Approach
Choice of Investment 20 1.6.7. Intrinsic Value Approach
Evaluation of Investments 22 1.6.8. Other Comparative Valuation
Risk and Return Concepts 23 Ratios
Concept of Risk 23 1.7. Exercise
Types of Risk 24
Systematic Risk 24 Unit 2: Fundamental Analysis
Unsystematic Risk 25 - 2.1. Fundamental Analysis
Measurement of Risk 28 7 72 9 Concept of Fundamental Analysis
Concept of Returns 30 213, Objectives ~ of ~ Fundamental
Components of Return 30 Analysis
Types of Return 30 213 Strengths of Fundamental
Measurement of Returns 31 Analysis
Relationship between Risk and 33 2.1.4. Weaknesses of  Fundamental
Return Analysis _
Risk-Return Trade-off 33 215 Tools and Techniques  of
Valuation of Bond 34 Fundamental Analysis
Meaning of Bond . e ,-—;—%2;: “ 2.1:6. Eﬁgl;lEef:;imy—Indusuy-Company
Features of Bond "5-\},;:-34 o\ 2.2 Economic Analysis
ey ?f o B [ [ Fo2900: Introduction

Necostiy of Bond V.a]uz{_‘ W, _ 222, Concept of Environment
Fresont ‘Valueﬂ}f Bond \:' N 6:? 2.2:8. Economic Forecasting
Bond Vield \'?.""". ™ 2.2.4. Types of Economic Forecasting
Valuation of Stock/Shares ; .

2.2.5. Importance of Economic Analysis

48
49
49
50

51
55
55
56

56

61

61
62
62
62




226 Factors  Affecting Economic 63
Analysis i
2.2.7. Stock Investment Decision 65
2.2.8. Forecasting ~ Techniques  or 65
Economic Indicators
2.3. Industry Analysis 68
2.5:1. Introduction 68
232 Industry Classification 68
2:.3.3. Industry Life Cycle 69
2.3.4. Importance of Industry Analysis 70
2.3.5. Factors Affecting Industry 70
Analysis
2.3.6. Industry Forecasting Techniques 74|
24. Company Analysis 72
2.4.1. Introduction R
24.2. Measuring Earnings 72
2.4.3. Financial Indicators 73
2.4.3.1. Financial Statement Analysis 73
2.4.32.  Ratio Analysis 74
2.4.4, Non-Financial Indicators 76
2.4.5. Importance of Company Analysis 77
2.4.6. Factors  Affecting Company 77
Analysis
2.4.7. Forecasting Earnings 78
2.4.8. Applied Valuation Techniques/ 79
Tools Used in Company Analysis
2.4.8.1.  Regression Analysis 79
24.82.  Correlation Analysis 80
2.4.83.  Trend Analysis 81
24.84.  Decision Trees 81
2.4.9. Graham and Dodd’s Investor 82
Ratios
2.5. Exercise 84

Unit 3: Technical Analysis

3.1 Technical Analysis 84
3.1.1. Concept of Technical Analysis 84
3.1.2 Assumptions of Technical 84 _
Analysis o “B-SC
3.1.3. Factors Considered in Tec. f" *‘“‘-’_"8#5'
Analysis </ ¢
3.1.4.  Merits of Technical Analysis )\ |
3.1.5. - Demerits of Teghmical Analygis,\ 185
3.1.6. Fundamental ~ Analysis
Technical Analysis
3.2. Tools and Techniques of 87

Technical Analvsis

33.
351,
232,
33.3.
33.4.
335,
3.3.6.
L
33.7.1.
3372
3.3.7.3.
33.74.

0% T e

3.3.7.6.
S o i
34.
34.1.
34.2.
3.4.3.
3.5.
3.35.1.

2 e il Al
331,32
35.13.

3.5.2.
253,
3.6.

3.6.1.
3.6.2.

5.6

Price Indicators 88
Dow Theory - 88
Elliot Wave Theory 90
Charting Methods.— ™ ' 91
Chart Patterns 93
Trend and Trend Reversals 95
New Highs and New Lows 95
Oscillators ‘ 96
Types of Oscillators 96
RSI (Relative Strength Index) 96
ROC (Rate-of-Change Oscillators) 96
MACD (Moving Average 97
Convergence Divergence)

MAO (Moving Average 97
Oscillators)

MO (Momentum Oscillators) 97
Stochastic Oscillators 97
Volume Indicators 98
Support and Resistance Charts 98
Short-Selling Theory 99
Odd-Lot Theory 99
Market Indicators 99
Moving  Average  Analysis 99
(MAA)

Types of Moving Average - >9

Simple Moving Average (SMA) 100

Exponential Moving  Average 100
(EMA)

Breadth of Market 101
Market Sentiment Indicators 101
Efficient Market Theory 101
Introduction 101
Meaning of Efficient Market 102
Hypothesis

Assumptions of Efficient Market 102
Theory

Forms of Market Efficiency or 102
Efficient Markets .
Weak Form 102
Semi-Strong Form 102
Strong Form 102
Empirical Tests of Market 103
Efficiency

Empirical Tests of Weak Form 103
Empirical Tests of Semi-Strong 104

Form



—

3.6.8.3.
3.6.9.

3.6.10.
3.6.10.1.

3.6.10.2.

3.7.

Empirical Tests of Strong Form 104
Application of Efficient Market 104
Hypothesis :

Random Walk Hypothesis/Theory 105
Implications of Random Walk 106
Theory ;

Limitations of Random Walk 106
Theory

Exercise 106

Unit 4: Portfolio Construction and

4.1.
4.1.1.

4.1.2.

4.1.3.
4.2,

4.2.1.
42.2.
4.2.3.
4.2.4.

425.
4.2.6.

4.2.7.
4.2.8.
4.2.9.

4.209.1.
4.29.2.
4.3.
4.3.1.
4.3.2.
4.3.3.
4.34.

4.3.5.
4.4.

44.1.
442.

4.4.3.
4.4.4.

Selection

Portfolio Construction 107
Meaning of Portfolio 107
Construction

Considerations in Portfolio 107
Construction

Process of Portfolio Construction 107
Portfolio Analysis 108
Concept of Portfolio 108
Concept of Portfolio Analysis 109
Portfolio Risk and Return 109
Expected Returns of a 109
Portfolio/Portfolio Return

Portfolio Risk 110

Portfolio Risk in One Asset 110
Model

Portfolio Risk in Two Asset Model 111
Portfolio Risk in n-Asset Model 113
Reduction of Portfolio Risk 115
Through Diversification

Covariance 115
Correlation Coefficient 116
Portfolio Selection 118
Meaning of Portfolio Selection 118
Advantages of Portfolio Selection 118
Issues in Portfolio Selection 118
Estimation of Fischer in Portfolio ~ 118
Selection

Portfolio Models 119
Markowitz Model

Introduction

Assumptions  of  MarkowitZ
Model

Feasible Set sf*Portfolios

Efficient Frontier

4.4.5.
4.4.6.

4.4.7.

4.4.8.

45.
45.1.
4.52.

4.5.3.

454.
4.5.5.
4.5.6.
4.6.

4.6.1.
4.6.2.
4.6.3.
4.7.

5.1.

Efficient Set of Portfolios
Efficient Frontier and Investor
Utility

Constructing/Selection of
Optimal Portfolio using Utility
Concept

Diversification-Portfolio
Selection

Single Index Model -~/
Introduction '

Assumptions of * Sharpe Single
Index Model

Computation of Risk and Return
on Sharpe’s Portfolio

Interpretation of Portfolio - Alpha
Interpretation of Portfolio - Beta
Uses of Single Index Model
Multi Index Model

Introduction

Uses of Multi-Index Model
Limitations of Multi-Index Model
Exercise

Unit 5: Portfolio Evaluation

Capital Asset Pricing Model
(CAPM)

Concept of Capital Asset Pricing
Model (CAPM)

Assumptions of CAPM
Applications of CAPM
Advantages of CAPM
Shortcomings of CAPM
Equation of CAPM

Beta of CAPM

Lending and Borrowing
CML (Capital Market Line)
SML (Security Market Line)

Difference between CML and
SML

Pricing with CAPM
Arbitrage  Pricing
(APT)

Introduction
Assumptions of APT
Equation of APT
Advantages of APT

Theory

122
122

123

124

125
125
125

125

126
126
128
128
128
129
130
130

132
132

132
133
133
133
134
135
138
140
140
142

142
143
143
144

144
144



5.2.5.

52.5.1.
3232

5.3.
53.1.
5. 3.2

3321,
5:3.2.2.
5.32.3,

54.

54.1.
54.2.
54.3.

54.3.1.
543.2.

- 544

Factor Model

One-Factor Model

Two-Factor Model

Portfolio Evaluation

Objectives of Portfolio Evaluation
Measures of Portfolio Evaluation
Sharpe’s Index/Ratio

Treynor’s Index/Ratio

Jensen’s Index/Ratio

Mutual Funds

Concept of Mutual Funds
Participants in Mutual Funds
Types of Mutual Fund Schemes
General Classification -

Broad Classification

Advantages of Investment _in

Mutual Fund

-10-

5.5. Portfolio Revision |

5.5.1.  Meaning of Portfolio Revision

332 Need for Portfolio Revision

353 Constraints in Portfolio Revision

5.5.4.  Portfolio Revision Strategies

5.5.5.  Formula Plan (Portfolio Revision
‘Method) ;

555.1.  Types of Formula Plan

555.2.  Advantages of Formula Plan

5§.55.3; Disad\_z_anta'gcs.bf Formula Plan

5.6. Exex_-ci:s'é:-_.'. B e

Case Studies ;

Solved Paper (2016)

Solved Paper (2017)

Solved Paper (2018)

Solved Paper (2019)

49

154
154
154

- 155
155
156

156
157

157
157

160
168
169
170
171



(About the Book)

The objective of this book is to provide knowledge a
suitable one. It orients on the procedures and forma

nd skill in identifying various investment alternatives and choosing the
lities involved in investing. Thigsbook provides essential for finance

professional to have knowledge on the process of making and managing investments.

(About the Author)

| Mr. S. Senthilkumar is an Assistant Professor Department of Ma

Dr. G. Amutha is a Doctorate in Management Studies from J awaharlal Nehru Technological University,
Hyderabad. She is having more then 18 years of teaching experience. She has been designated as Professor and
Head in the Department of Management Studies at Dhanalakshmi Srinivasan College of Engineering and
Technology, Mamallapuram, Chennai. She is working with the present college from 2007. She has published
papers in National and International journals. She has also participated and presented 12 papers in National and
International Conferences in India. She has guided more than 200 students in their project work. She has organised
various workshops, guest lectures, seminars and entrepreneurship programs in the department.

Dr. Senthilkumar U S presently working as Associate Professor in Akshaya Institute of Management Studies,
Coimbatore. His qualifications are B.E., MBA., MHRM., M.Sc., PGDMM., PGDPMIR., PGDPR., PGDHR.,
PGDE., Ph.D. He has completed his doctorate in Management with 14 years of teaching experience. He has
specialized in the area of Finance and Human Resource Management. He has published many research papers in
Annexure, Scopus, National and International reputed Indexed journals. He has attended various FDPs and PDPs
sponsored by NIT, UGC and AICTE. His area of interest are Financial Management, Portfolio Management, Human
Resource Management, Psychology, Entrepreneurship, Organizational Behaviour.

nagement Studies at M.AM.B-School,

Trichy. He has 13 years of experience in teaching. He completed MBA, M.Phil., M.Com, B.L.1.Sc. His areas of
interest include Finance, Marketing and Entrepreneurship. He is a dedicated, goal-oriented person towards the
profession. He received NPTEL Certification in the area of Marketing. He has actively participated and presented
more than 20 papers in various National and International Conferences, Seminars and published papers in Scopus
indexed journals, also got 02 patents in the area of Big Data Analysis. He has strong inquisitive pertinent to abreast
the business environment. He is a member in various professional body memberships.

Anna University, MBA 3" Semester

Author Name

1S Subject Name
= .-'S_‘t}?gfegic Management Dr. G. Pandi Selvi, Dr. M. Hemalatha
47 ;'f’):émational Business S. Jebastine Suthan Raja, A Manikandan

"Security Analysis and Portfolio Management

Dr. G. Amutha, Dr. Senthilkumar U S, S. Senthilkumar

Banking and Financial Services

Dr. R. Murugesan, Dr. M. Indhumathi, R Mohan Raj

Financial Derivatives

Dr. N. Mohan, Dr. G. Arumugasamy, N Nithya

ternational Finance

Betail Marketing

Dr. A. Murugan

Services Marketing

Dr. P. T. Vijaya Rajakumar, Dr. V. Mohanasundaram, Dr. S. Ravi Shankar

Product and Brand Management

Dr. $.V.Saravanan, Dr. Kadhirvel. R, T. Krishnakumar

Consumer Behaviour

Integrated Marketing Communication

Strategic Human Resource Management

Dr. J. Kavitha, Dr. R. Florence Bharathi, Dr. P. Ganapathi

Industrial Relations and Labour Legislations

Dr. K. Karthikeyan, Dr. V. Mahalakshmi, S. Jebastine Suthan Raja

Dr. J. Niruba Rani, Dr. A Jayaseelan, Dr. B. Sasikala

Organisational Design, Change and Development

Scan QR Code

Iso Boo Aiiale on: ISBN: 978-93-5480-532-5

@ --!] amazon
TPPL ~—"
glly g9 354305325

______ | kindle tppl.org.in

» Google Play | www.questionpaper.org.in

FAI0NCO 1007 A "AIOIAL "MOINONT ‘LUDINANUDE 'ssal4 Bullul4 DISADS |1D palulld



ISBN No: 978-81-951140-0-9

-
o
-

.

-

o
o
-

© Dr. V.R. PALANIVELU
51




ISBN No: 978-81-951140-0-9

Dr. V.R. PALANIVELU

S RN gy

52



CONFERENCE PROCEEDINGS OF THE
5™ INTERNATIONAL CONFERENCE ON
ENTREPRENEURSHIP, INNOVATION AND STARTUP-ICEIS'22
06™ & 07™ September 2022

Dr. V. R. PALANIVELU
Convenor & Organising Secretary
Professor & Head - DOMS

Periyar University, Salem

Published by

PERIYAR UNIVERSITY
(NAAC A++ Grade - State University - NIRF Rank - 63, ARIIA Rank - 10)

DEPARTMENT OF MANAGEMENT STUDIES
Salem — 636011, Tamil Nadu, India

53



Conference Proceedings of the 5" International Conference on

Entrepreneurship, Innovation and Startup-ICEIS'22

ISBN No: 978-81-951140-0-9

75

A Comparative Analysis On Knowledge Management Practices Of Public
And Private Sector Banks In Coimbatore
SujithaPaul.H, Dr. R.Murugesan

58

76

Impact Of Training And Development Of Employees Efficiencey And
Effectivenss — Empirical Evidence
Dr.M.Ganesan Alias Kanagaraj, Dr.S.Raja

59

77

Occupational Stress Of College Teachers With Special Reference To
Sriperumputhur ‘
M. Venkatesan, Dr. R. Venkatesan

59

78

Work-Life Balance Of Women Teaching Fraternity In Bangalore City
D.Bhuvaneswari, Dr.P.Thirumoorthi

60

79

A Panoramic Study On Neuro Marketing
Dr.R. Karthika, Prof. M. Surya, Dr. E. Saranya

61

80

A Study On Consumers’ Attitude Towards Organic Food Products In

Salem District
K Prabha, Dr.T.A.Tamilselvi

61

81

A Study On Customer Gratification Towards Service Quality Of Low Cost

Airlines In India
Dr. S.P. Deepeka, Dr. N. Madhumithaa

62

82

A Study On Factors Affecting The Consumer Intention Towards Online

Food Delivery Services
Dr. K. Vijayakumar, Mr.R. Padmanaban

63

83

A Study On Impact Of Celebrity Endorsement On Purchase Intention Of
Fmcg Products Through E-Commerce
S.Elango, Dr.M.Suryakumar

84

The Impact Of Gender Towards Consumer Preference & Satisfaction With

Special Reference To Instamart
S. Sairam, S. Vidhya

85

A Case Study Analysis On The Digital Nudging Of A Family-Owned
Business In Pathanamthitta District.
Merliyn Anna Thomas, Justin P. James, Dr. Leena K Cherian

65

86

A Study On consumers Perception And Attitude towards The Usage Of
Organic Products In ThiruvallurDist
Mr.B.Ravikumar, Dr.P.Raja

66

87

Guerrilla Marketing And Identifying The Factors That Influence Brand
Image
Namira P N, Dr. M. Kavitha

67

88

Effect Of Advetisement On Children On Their Parents A Study With
Special Reference To Confectionary Product In Tirupur City
Mrs.B.Jayanthi, Mr. Dr. D. Balamurugan

67

89

Influence Of Perceived Social Media Information Credibility On Online
Purchase Decision_

68

AswathySadasivan:

N '._}\.

A D_am
I\rf:‘“\!‘u ;L;-FE{JHOOL
54 Siruganur, Trichy-621105




byAIC WM&W&WWM
Acctoditd Wi 'A¥ maymcJsmnmzs__,;___, o nsititon

95



AICTE SPONSORED
International Conference on Newer Concepts in Engineering and
Technology (ICONNECT 2K22)

PAPER ID: CSE0058

BUSINESS INTELLIGENCE CONCEPTUAL MODEL
FOR CUSTOMER PERSPECTIVE ON SWIGGY

IDr. M. Hemalatha, 2Meha Jabeen Syed Mohamed Batcha, *S. Surya, “R. Naga Jothi

'M.A.M Business School, Siruganur, Trichy
2M.A.M Business School, Siruganur, Trichy
>M.A.M Business School, Siruganur, Trichy
“M.A.M Business School, Siruganur, Trichy

Maild iD: hemaconsultant@yahoo.com

Abstract
Business intelligence is the right solution to help make more effective business decisions based on

facts. The custom reports can be generated through BI. Online food delivery platform is a trending
business model in the e-commerce platform and it opens us scope for several online business. The
main purpose of this study is to understand the origin, evolution, competitive scenario of Swiggy, an
online food ordering and delivery business in the Indian market. The study focuses on consumer’s
perception and satisfaction level towards the services offered by Swiggy. The concern focuses on
developing relation between restaurants and retail stores. The consumer behaviour is highly dynamic
and is influenced by various factors. Business intelligence in the food industry assists in analyzing

data and to take advantage of the opportunities and trends prevailing in the market.
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Abstract
Business intelligence (BI) is a readily available tool that easily enables the gathering, storing

and processing of information. The women entrepreneur needs to be considered in the
economic development of the nation for various reasons. it is important to identify factors
contributing to the success which may vary from person to person and country to country.
This research is addressed the success drivers of rural women entrepreneur. It is very
important because the finding of such research is useful to economic development planners as
well as to women entrepreneurs. The Existing literatures have not covered the success factors
of rural women entrepreneurs in India. So we fill this gap through this research. A Total of
681 rural women entrepreneurs were surveyed. The data mining and business intelligence
technique multiple regression analysis is applied in the research analysis phase. The multiple
regression model on rural women entrepreneur business success is significant with R square
value 0.718. We have used 22 factors in the Multiple Regression analysis, these factors are
subjected to multiple regression analysis to construct a model for the rural women
entrepreneur business success measurement. The result of multiple regression analysis of the
rural women entrepreneur business success depicts that tax concession, availability of utilities
at a nominal rates, network selling at colleges and adaptability have the greatest impact on
business success of rural women entrepreneur. The implications of this research expose the

areas of women entrepreneurs as well as policy makers.
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ABSTRACT

In recent years, the rising field of
neuromarketing, which makes use of brain
explore during a managerial context, has
gained  growing  recognition within
literature also because

Therefore, the

the academic
the practical world.

aim of this paper is to measure the
influence of neuro marketing tools on

traditional marketing inputs so asto

finish the understanding of consumer
behavior. After an assessment of out of
reflexes to

doors reflexes, and Inside

research brain activities, the present paper
influence  of

appraise upon the

neuromarketing on different relevant
marketing inputs. The results indicate that
neuro marketing is associated to possess a
high

behavior as marketing inputs. Therefore,

influence on consumer buying

neuromarketing could also be considered

to bean interesting extension within

the research of human behavior and

therefore the brain because fots practical
g = e

. - ~ PO\
applicableness. '

INTRODUCTION

The knowledge is active in nature and due to this,
fashionable marketing is frequently subject to
challenges that market relations progress brings
about. This new field is anoutcome of joining
neuroscience with marketing, neuro marketing
research

ascends as a comparatively new

discipline. Taking advantage of advances in
technology, this emerging field goes beyond
traditional tools of quantitative and qualitative
in consumer's  brain

research, that  specialize

reactions ahead of  selling stimuli. Since the
appearance of the sector of Neuromarketing in
2002, its importance is constantly growing and its
fame is scattering over companies, marketers and
advertisers. Although the subject gains increasing
industry  and

will deliberate the

the medical

paper
explanation of human behaviour by the use of

attention within
psychology,  this

neuromarketing and its benefits and

disadvantages within the economic sector
(Sanfey, Loewenstein, McClure, & Cohen, 2006;
Khushaba, Wise, Kodagoda, Louviere, Kahn &
Townsend, 2013; Hubert, 2010)

With the help of the

Nanrarmarbatine namhinas tha Aalda afnanvrncnianna

58

scientific knowledge,



psychology and marketing. In order to
gather knowledge in various areas such as
learning, memory, impact of infcemal and
external environment in brain’s activities,
information processing etc. Neuroscience
can disclose the interdisciplinary side of the
marketing tactics and consumer behavior.
Neuroscience gives deep understanding
about the composite information processing
and thought process such as selection,
making, attitude,

emotion and memory which has a great

decision reasoning,
impact on marketing management. It has a
great impression on various topics such as
segmentation, targeting, positioning, brand
equity, brand loyalty etc. Consumer
perception and selection is also influenced
by the above mentioned factors.(Prof.

Aradhita Deb-2021)

Keywords: Neuromarketing, Marketing

research, Consumer behavior, fMRI,

EEG,
REVIEW OF LITERATURE:

Cognitive ~ process and  unconscious

emotional characteristics can  affect

consumer thoughts and actions.Natures of

emotional replies differ and vary from
consumer to consumer; as they are having
behavioral

preferences. Interaction with several actions

specific selections  and
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and inducement can impact the consumer selection
and preference. Different consumption pattern and
effect between inducement types can be the
important factors in case of defining the cognitive
load. By identifying different cognitive and general
emotions between the channels through which
subjectsare presented to the consumers, it can be
observed that in some cases words can generate
higher cognitive load and companion than images
and videos can create higher emotional responses.
Various emotions such as memory, attention,
perception  and (either
physiologically or linguistically). An assumption can
also be formed that there might be a preferential link

physical  actions

exist between the creation of mental imagery and
memory (Michael et al., 2019)Even a question can
also ascend that whether Neuroscience has impact on
various factors on the industry, as it has been
predictable. A matter of concern over the application
of neuroscience in markets is the time and cost. To
get an answer of a specific instance after the
application of neuroscience, is quite time consuming
and the cost of the application of neuroscience might
not appear as viable in most of the cases (McDowell
& Dick, 2013). Even determining the complex
situations and application of neuroscience in day to
day conditions and situations in a market might not
be viable and cost advantageous from the

ciatmarket viewpoint. Therefore it can come



up as a concern that if neuromarketing has
to strive with the traditional marketing
from the
prospective, it should be more viable by

tactics commercial market

reducing the labor and overhead cost
(Spence, 2019)

Advertisement is one of the most operative
mediums through which the marketers can
communicate the message about the subject
to the target customer. But the essentials of
the advertisements that is content, linguistic
should be systematized and presented in the
most effective way in order to the effective
and efficient transmission of the message. It
observed that

linguistic elements and most

can be psychological
elements,
importantly the application of the
neuroscience in the advertisement can make
the storytelling more effective and efficient.
In orderto create a long lasting impact on
the target customer base, the marketers need
to enhance the effectiveness ofthe content of
the  advertisement by  applyingthe

neuroscience elements effectively and

efficiently (Kih¢ & Yolbulan Okan, 2020).

APPROACHES TO MEASURE BRAIN

ACTIONS IN REGARD TO
CONSUMER BUYING BEHAVIOR e
—SoN\

The brain itself as an organ is anﬁountablw'g
for all consumer behavi:tr »that is: tﬁlkmgf }

alnan Totaeantinnle alilaass kf \-Mu+n_

—

AICTE Sponsored International Conference

b M.AM.

B cmwmm' A

-'--.._

only 2% of the entire body, it stings approximately
20% of humans‘energy. Another important point is
that about 80% of the human‘s brain activity is
taking place unintentionally in order to sustain the
tranquility state, leaving only 20% of the brain

activity for conscious purposes (Morin, 2011).

Due to the origin of a human as a predator and
collector who is striving for survival, the brain was
and still is used to scan the environment for possible
dangers, which is mainly done by the part called
reptilian brain‘. This part is capable of processing all
visual stimuli by not making use of the visual cortex,
which is the biological argumentation for the fact that
human beings in general have a general preference
for images over words, or comparably experiences
over explanations (Morin, 2011). So, knowing that
the brain is one of the most complexes and
interwoven biological organs existing, including
numerous interconnected cells, it should be obvious
that the translation and interpretation of its activity is
a highly complex procedure (Purves, Fitzpatrick,
Augustine, & Katz, 2008).

Although it is accustomed that the purchasing
decision does not represent a binary social response,
meaning that one cannot predict that with using a
certain advertisement one will make the purchase for
sure, there are still high expectations in the ability of
neuromarketing observing and analyzing the entire
brain in order to find out new, unpredictable results

that give new insights into the field of neuroscience

@Dee, & Kacen, 2008; Hubert, & Kenning, 2008).



PRACTICES OF NEURO

MARKETING

The overall goal of using neuromarketing

to understand the

between

practices  is
interconnection “marketing
happenings and the response upon that from
consumers (Kumlehn, 2011). It is expected
that by doing so, next to the subjective self
valuation methods, an objective perspective
of brain activity can be evaluated (Hubert,
& Kenning, 2008). The various methods
available in this arena range from Body
Language, Facial Coding, Empathic design,
Eye tracking, over FMRI, EEG, MEG to
galvanic skin conductance and heart rate
(Calvert, & Brammer, 2012), with the
most EEG
(Electroencephalography) FMRI
(functional Magnetic Resonance Imaging)
brain imaging (Kumlehn, 2011).

advanced being

and

The collection of different methods which
already occur for a longer time period,
namely body language, empathic design,
facial coding and eye tracking, all together
fall under the topic of outside. reactions.
Since the technology was not that advanced
earlier, these methods were the most
appropriate in former times in order to
the bram
Specifically, these methods do t"leck at

the inside activities of the brauj’ .Eu{
St

\2\ {

BN\

collect information about

\
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perceive the outside reactions which have their origin
in the brain, without considering the statements of
the observed people about certain things. These so
called "outside reflexes" are simply observable when
one concentrates on them. Put differently, it can be
described as a method, which, on basis of biological
reactions, can determine what the brain of a person
actually thinks, feels or does, without considering
what the person says, or even when the person does
not say anything. A famous example of a quantity of
outside reflexes is a lie detector. This machine reacts
upon sweat glands at the inside of the hand, which
normally gives a biological reaction of sweating
upon an emotional stimulus. However, since the
reason for the emotional stimulus can also stem from
something else than lying, this method cannot be
considered as totally reliable (Postma, 2012).

The "Inside reflexes" approach drags in technological
advanced methods originally developed for the
medical area. By making use of this approach, one is
looking inside the brain self. This is done properly by
using EEG or fMRI-scans, which will be explained
in the following sections. One significant difference
between the input-/output model and the inside
reflexes is the applicability: Neuromarketing in
inside reflexes is about advertising, packaging, and
association with brands. No one is being asked to
actually make a purchase, but you can determine

what a person experiences during an advertisement

?\ and if the desire can be determined neurologically.

{

'Neuromarketmg in the input-/output model is more



about the buying processes themselves

(Postma, 2012).

EEG

EEG is the abbreviation for
Electroencephalography, which means an
electrical reproduction of brain activity
(Postma, 2012). Although the technique of
EEG is a relatively old method, it is still
considered to be an appropriate way to
measure changes in the electrical field in
certain brain regions (Ariely, I& Berns,
2010; 2011;
Loewenstein, & Prelec, 2004; Madan,
2010). It makes use of numerous electrodes
skull that

electronic signals which represent current

Morin, Camerer,

attached to the recognize
brain activity (Postma, 2012; Morin, 2012;
Ariely, & Berns, 2010; Madan, 2010).
Usually a short period recording of
approximately 20 to 40 minutes can be
made. The responsible cells for all our
cognitive responses are called neurons.
There from, every human being has more
than 100 billion at its command, which are
interconnected with trillions of synapses
(Morin, 2011).

relatively long extensions where electricity

These neurons have

if a certain

runs through. Therefore,

stimulus like advertising is presenic’d,

——

neurons fire some electric current (,hat m o)
f ! wlimhj can be increased by the number of electrodes

be perceived by the EEG (Morin, Zéﬁ){

*\"ve. \
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Put if multiple neurons are

"communicating" to a certain spot, more electricity is

differently,

produced than normal, which can ultimately be
measured with the EEG on the scalp. If upon that,
neurological knowledge is applied, the recognized
electricity can be attached to certain function areas in
the brain, which in turn can provide relevant insights
to marketing (Postma, 2012). In practical terms, a
researcher can simply put on the electrodes attached
to a helmet or cap on a person‘s head, and then
present certain products or services from which the
attractiveness in form of brain activity can ultimately
be measured and recorded (Morin, 2011; Postma,
2012). An advantage of the method is that EEG is
very precise in regard to timing since its temporal
resolution is in milliseconds. Therewith, short neural
activity can be easily detected (Ariely, & Berns,
2010; Camerer, Loewenstein, & Prelec, 2004).
Additionally, one should keep in mind that the

necessary to carry out an EEG

equipment
measurement is relatively light and portable, which
facilitates the act of measurement (Madan, 2010).
Thus, the person being studied is not being stressed
during the measurement since he/she can move
freely, although the measurement will mostly take
place in a laboratory (Postma, 2012). A drawback of
this method is that with using EEG, undesired
electronic activities in the brain, which one does not

want to measure, will be recorded (Postma, 2012).

Bos Iherefore, the spatial resolution is relatively

}m;:n'ecme (approximately precise to one centimeter),



attached to the skull (Ariely, & Berns,
2010; Camerer, Loewenstein, & Prelec,
2004; Morin, 2011). These disturbances
have to be filtered out at the end. An
effective method can be also to combine the
EEG method with the eye tracking method,
since then brain activities can be recorded

more specifically (Postma, 2012).

FMRI

The term MRI stands for ‘'magnetic
resonance imaging' and basically describes a
makes  an

representation of the brain by making use of

tool, which anatomic
magnets (Postma, 2012). An MRI scanner
is used to measure the blood oxygen level,
which can give an indication of increased
brain activity in certain regions (Ariely, &
Berns, 2010). The measurement works as
follows: The magnetic field is able to
recognize the blood oxygen content in the
brain. Therefore, if neural activity in a
certain brain area is increasing, the oxygen-
rich blood increases too because oxygen is
required by the brain to work. A sub area of
MRI, and also the latest and most popular
brain imaging method in the field of
neuromarketing used for investigation of
brain activation differences is the so called
—f{MRII, where the f stands for /,nctxonal‘
indicating that it is a proces)s/;.ﬁé
snapshot being observed (Poﬁtm&, ggg,z ;
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Dimoka et al., 2012; Madan, 2010; Vecchiato et
al,, 2011). The method became practicable during the
1990‘s and enabled scientists‘insights into the human
brain, which was until then some kind of a black box
(Kumlehn, 2011). Simply speaking, it displays the
blood flow of oxygen-rich blood to different regions
in the brain in order to explore human behavior
(Eser, Isin, & Tolon, 2011). FMRI is a form of non-
invasive neuroimaging technology that is primarily
used for marketing purposes. The interest in it has
increased enormously during the past years since it
makes it possible to isolate certain systems of
neurons that are connected with specific functions of
the brain (Postma, 2012; Wilson, Gaines, & Hill,
2008). This isolation of the neural system is a highly
complex task and is only facilitated by todays
advanced technology (Kumlehn, 2011).

Therefore, during an fMRI experiment, there is first a
brain scan made at a persons —rest conditionl or
when there is no stimulus being presented (Raichle,
& Mintun, 2006). Afterwards,

presented for instance in form of an advertisement

a stimulus is

which in turn activates certain brain areas and
increases the oxygen-rich blood flow to certain
regions being recognized by the fMRI (Wilson,
Gaines, & Hill, 2008; Morin, 2011).

A famous example where this method was used is
—The Pepsi Paradoxl, where participants were
initially presented with the blind taste test, where two

glasses were offered without knowing if Coke or



majority of participants decided that the
Pepsi drink is the more delicious one.
Afterwards,
about the contents brand, and then activation
in the —thinking partl of the brain is

recognized since the participant remembers

participants were informed

the attractive Coke advertisements, which
finally drives him to choose for the Coke
drink as the more delicious drink (Gang,
Lin, Qi, & Yan, 2012, May).

CONCLUSION:

Neuromarketing  itself is frequently
described as a tool to determine internal
unknown —secrets of the human brain by
of imaging technology
(Kampakoglou, 2012). This

influenced by the fact that researchers

making use
can be

increasingly pay attention to emotions and
unconscious processes that influence human
behavior, and that argumentations and ways
of reasoning cannot be regarded as rational
anymore (Bechara, & Damasio, 2005;
Camerer, Loewenstein, & Prelec, 2005;
Oechler, & Reisch, 2008). Additionally, the
prefrontal cortex has been established to be
the most important region in the brain in
regard to the research of neuromarketing
since in that area, conscious processes as

well as emotions are

(Vecchiato et al., 2011). All ﬁxglr qne;:am

say that if the ethical aspect 1* méelhgcﬁr ' f
\% \
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by executing neuromarketing activities in an ethically
correct way, it can be argued that the emergence of
neuromarketing creates a win-win situation for
marketers and consumers at the same time. Marketers
can gain internal information which leads to better

product commercialization and customers are

provided with more customized products (Kenning,
& Linzmajer, 2011; Ariely, & Berns, 2010; Lee,
Broderick, & Chamberlain, 2007; Madan, 2010).
The method combines the commercial part of

economics with the psychological part of

neuroscience (Madan, 2010).
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1. Business intelligence

The large variety of BI solutions on the
makes it

organizations to select one and evaluate the

market very difficult for
impact of the selected . solution to the
organization. The need of a strategy to help
organization chose the best solution for
investment emerges. In the past,‘BI market
was dominated by closed source and
commercial tools, but in the last years open
source solutions developed everywhere. An
open source business intelligence solution
can be an option due to time-sensitive,
sprawling requirements and tightening
budgets (Tarnaveanu, 2012).

Women entrepreneurs starting and operating
a business involves considerable risks and
difficulties because the Indian social
environment women has always lived as
subordinate to men. There has been a

noticeable change in the socio-psycho

Infantena lourdes mary. D
Studentl-MBA

Email — infantenadevadass@gmail.com

It has now been recognized that to promote self-
employment and to reduce the incidence of poverty,
some drastic efforts have to be made to accelerate

self employment of women in various sectors.

The entrepreneurial problems faced by the women
range from mobilizing various resources including
problem of capital, marketing, raw material, sales,
labour, technical, competition, new technology,
problem of land/ Shed/ water/ power/ taxes, lack of
family support as well as lack of government support
and the like. Hence their problems arise both from
within and outside and also differ from enterprise to
enterprise. Some of these problems are many and
similar to all, where as for some others it is more
specific and related to the line of activity of the
enterprise. Some have the problem of the external
environment; whatever be the problem there is no
prescribed formula to deal with them. The problems
have to be dealt with them by the entrepreneurs

themselves otherwise it would affect the working of

cultural and economic norms of our society fhe,entexpnse itself. Efficient and timely handling of

of India

/< SR ;
due to liberalized policy of the government / * ;"fh_.‘.’fP?OEl.ef{fﬁ_'}?adS to their success.
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Therefore it is important to idenﬁfy factors
contributing to the success which may vary
from person to person and country to
country, depending on their marketing
strategies and on economies, geographical
and cultural differences. Therefore, they
should explore the prospects and strategies
of starting new enterprise; undertake risks,
introduction of new innovations,
coordination administration and control of
business and providing effective-leadership
in all aspects of business. So this research is
planning to address the success drivers of
rural women entrepreneur. It is very
important because the finding of such
research is useful to economic development
planners as well as to women
entrepreneurs.

2. Research Gap

In the recent years, Entrepreneurship and
Innovation have taken new dimension due
in the globalization and
liberalization. Archana et al. (2022)
identified the three major factors that are

to increase

playing important role in women

entrepreneurship are Firstly, internal
factors such as individual's attitude towards
risk taking or family encouragement,
secondly external factors such as
government support or reward system and

finally the third factor is education and

3 M.AM.
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competencies. Noor et al. (2022) reviewed literature
related to the success model of women entrepreneurs,
particularly in developing Asian countries.
Highlighted the

SuUcccss

clear picture of women’s

entrepreneurial models comprised of
controllable and uncontrollable issues and challenges
that can be classified under several factors, such as
socio-cultural, environmental and individual.

Entrepreneurship has been pointed out by researchers
as well as policymakers as one of the main drivers of
economic growth and development. Guelich et al
(2021) empirically studied framework for women’s
entrepreneurship and culture research to organize the
empirical research herein into three interconnected
themes: gender role expectations and identities,
societal cultural dimensions, and the entrepreneurial
environment. Saraswat and Lathabahvan (2020) has
attempted to generate awareness and to understand
the meaning of what women entrepreneurship is and
how important it is or the development of the world
rationally, economically and in all spheres. At the
end some major problems faced by Indian women
entrepreneurs, success stories of Indian women
entrepreneurs, factors  influencing  women
entrepreneurship and the perspective of different
sections of the society about women entrepreneurship
have been noted. Cardella and Hernandez Sanchez
(2020) reviewed 2,848 peer-reviewed articles
published between 1950 and 2019, using the Scopus
database. The analysis of the clusters allowed to
isolate 6 different lines of research in which

emerged, on the one hand, the importance of

67



entrepreneurial education, social

entrepreneurship and the socio-cultural
context of reference as tools to overcome
the gender gap, on the other, the importance
that women entrepreneurship assumes in the
economic growth of the country, promoting
social inclusion and combating poverty and
discrimination. Jackulin Ancy (2019) found

that Career Entrepreneurial

challenge,
opportunities and Ideas for business venture
are the important factors influencing success
of women entrepreneurs. Meyer (2018)
about

challenges and barriers. The

investigated Females encounter

different
findings further indicate that,

research on female entrepreneurship as a

although

focussed study field has slightly increased
over the decades, there is still room for

improvement.

Business success has been attributed to
many factors. A few of them stand out and
are more often cited by researchers. Studies
conducted among small business owners in
developing countries suggested managerial
skills, personal qualities, and the ability to
secure funding the most critical ingredients.
Finally a low level of competition was also

regarded as condition for the high levglnﬁ
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entrepreneurs in small business are varied (Alam et
al., 2011). An extensive field survey was undertaken
to identify the main background factors which
influence the success or failure of migrant
entrepreneurs. It turns out that personality, work
discipline and business ambition is the critical
success factors for a good business performance on

the part of migrant entrepreneurs (Sahin et al,
2009).

Much of the research on entrepreneurial activity
indicates that many female encounter barriers
because they lack the requisite skills, training, and
background. These barriers are, for example,
socialization practices, educational experiences,
family roles, lack of a network of business contacts.
Success factors and the causes and effects as related
to female owned business remain a key area of
emphasis. Exploring structural relationships such as
motivations of female business owners, success
factors of their business and business performance is
important (Lee and Stearns, 2012). In this study, the
conceptual framework of the success drivers of
women entrepreneurs in rural areas in India is
designed. The literatures have covered only about the
challenges and problems of women entrepreneurs.
Only few studies are talking about the success of
women entrepreneur in western countries. So the

Existing literatures have not covered the success

business performance (Chu, 201 1) In fe}'fﬂ-fffo ctors of rural women entrepreneurs in India. So we
of the factors contributing to sucéeés of ‘_ \ﬁﬁ this gap through this research.
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3. Modelling the Success Drivers of
Women Entrepreneurs in Rural Areas
Finally a total of 681 rural women| [Independent TR | I ) SRR
N Variables d Multiple d Error Muitiple
entrepreneurs were surveyed. First, we have
regression regression
checked the missing values prior to data Coefficients Coefficients
t-Value Sig.
analysis. Normality was tested based on the Fo—— T = T 500
. Network selling at
skewness and kurtosis of the observed | colicg et Wi e e
bl Ficall daored v R s 0.085 0.044 0.072 1.945 0.050
variables. Fina we tested for the
Y 4 el aloster-pinier -0027 0044 -0023 | -0.601 0.548
existence of univariate and multivariate Clster memmbers el O | R e 2 oo
outliers. We have used a combination of [t ofprodics 0097 | 0043 0087 224 L0023
pplar Relntion-ao) 0.003 0.041 0.003 0.065 0948
. . . " Credit Policy i . . . =
multivariate  analysis techniques. The Eimployee managing T 0044 i T
rati joti | Marketing skill 0117 0.043 0.106 2707 0.007
statistical software such as Statistical [FakemEset S T — e
. . Technical skill 0.034 0.041 0.032 0.829 0.408
Package for Social Sciences (SPSS) was Fanily members . wa ) Sy e
used for the analysis. The data mining | Had Workand 0.105 0.036 0.113 2944 0.003
. i s i i Experience 0.107 0.045 0.084 2357 0.019
technique multiple regression analysis is Confideneswnd e 0082 i o s
applled in the research analysis phase A%. .ability 0.132 0.041 0.124 3.248 0.001
Trammggrom 0.068 0.038 0.068 1.789 0.074
ooy g 0018 0039 0017 0463 0,644
The multiple regression model on rural Availbily ofailies A . | e
women entrepreneur business success is (Lo conession 0275 0045 0239 6089 | 0000
b“B‘m‘.‘" £ o 0.097 0.043 0.095 2238 0.026
significant with R square value 0.718 (F= Alvays Toke Rk ak o - ) =
11.812 and p < 0.01). The result of F-test f‘:f“e“‘fm“ 0.073 0,040 0.068 1812 0.070

signifies that the explained variation was
statistically significant at one per cent level.

So the proposed model explained a

Dependent Variable = Rural Women

Entrepreneur’s Business Success

significant percentage of variance in rural It is observed from the multiple regression model that

women entrepreneur business success. We

have used 22 factors in the Multiple

the overall rural women entrepreneur business
success = 0.537 + 0.182 (Network Selling at
Colleges) + 0.085 (Trade Fairs and Exhibitions) -
0.027 (I Sell Cluster Member) + 0.102 (Cluster
Members Sell My Products) + 0.097 (Variety of
Products) + 0.003 (Supplier Relation and Credit
Iéoglicy) + 0.071 (Employee Managing Skill) + 0.117

Regression analysis These factors are

subjected to multiple regression analysis to

,—.\_....;

construct a model for the mrai qugaq_

O\
busm,ess -sucséss

entrepreneur

measurement.



(Marketing Skill) + 0.080 (Financial
Analysis Skill) + 0.034 (Technical Skill) +
0.062 (Family Members Support) + 0.105
(Hard Work and Commitment) + 0.107
(Experience) + 0.115 (Confidence and
Motivation) + 0.132 (Adaptability) + 0.068
(Training Programme) + 0.018 (Machinery
and Infrastructure) + 0.174 (Availability Of
Utilities At A Nominal Rates) + 0.275 (Tax
Concession) + 0.097 (Better Control on
Business) + 0.046 (Always Take Risk in the
Business) + 0.073 (Business/Service Idea)

The result of multiple regression analysis of
the rural women entrepreneur business
depicts that

availability of utilities at a nominal rates,

SUcCcCess tax concession,

network selling at colleges and adaptability
have the greatest impact on business success
of rural women entrepreneur. Our rural
women entrepreneurs’ business success
model also confirms that hard work and
commitment, confidence and motivation,
marketing skill and cluster members sell my
products are the second most important
rural women

elements driving the

entrepreneurs business success. Our rural
women entrepreneurs’
model also confirms that experlencp*beuer
control on my business, variety of Erpducts
and trade fairs and exhibitions aré tjae tl:nrd

PR e S SISO ey SRRy Ry [ eg st S, L SR . B ..'\.':.
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women entrepreneurs business success. Finally the

supplier relation and credit policy, machinery and
infrastructure, I sell cluster member products,
technical skill, always take risk in the business,
family members support, employee managing skill,

training programme,
financial analysis skill are insignificant to the rural

business/service idea and

women entrepreneurs business success.

4. Contributions in Rural Women

Entrepreneurship Theory building

The implications of this research expose the areas of
women entrepreneurs as well as policy makers.
Although this study is not expected to be generalized,;
nonetheless, the findings reveal that tax concession,
availability of utilities at nominal rates, network
selling at colleges, adaptability, hard work and
commitment, confidence and motivation, marketing
skill, cluster members selling their products,
experience, better control on business, variety of
products and trade fairs and exhibitions have impact
on business success to the rural women
entrepreneurs. The implications for policy makers are
therefore they should concentrate on above factors to
make rural women as successful entrepreneurs. In
addition, by identifying these characteristics, the
government can encourage those women who have
these kinds of characteristics to establish or grow

ir businesses.

. "':.-Th \ N \

Tﬁe tremendous growth in women entrepreneurs

forged an overall emphasis on the occurrence and a



need to understand the multitude of factors
that impact this extraordinary group. There
is increased inspiration abounding that calls
for an understanding of the drivers’ leads to
the success of the rural women
entrepreneurs. Most studies focus on the
challenges and problems faced by the
women entrepreneurs. By engaging in this
current study, the deficiency that has
persisted in the literature due to a lack of
focus on success factors has been covered.
The purpose of this investigation was to
build a model of factors determining the
successful rural women entrepreneur in an
Indian context. This model can act as a
confidence builder to remind women that
they have the necessary characteristics to be
successful. Considering the role of women
in economy, studying the factors leading to
the success of the rural women’s businesses
increase the development process in

developing countries.
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Abstract— In this paper, we present the scheduling &
resource management for edge infrastructure, under
which different collaborative manners for resource
scheduling are discussed. An on-demand computing
resource allocation can be achieved by adjusting the
task schedule of the edge gateway via the lightweight
virtualization technology. The resource scheduling in
edge infrastructure, which is the key to the success of
edge infrastructure, has attracted increasing research
interests. Based on two modes of operation, i.e.,
centralized and distributed modes, different techniques
for resource scheduling are discussed and compared.
To shed light on the significance of resource
scheduling in real-world scenarios, we discuss several
typical application scenarios involved in the research
of resource scheduling in edge Infrastructure.
Recently, - significant research is carried out on
Resource Management (RM) techniques that focus on
the efficient sharing of cloud resources among
multiple users.

Keywords—component, formatting, style, styling,
insert  Resource  Management  in Edge
Infrastructure

Resource management is acquiring, allocating and
managing the resources, such as individuals and their
skills, finances, technology, materials, machinery and
natural resources required for a project. Resource
management ensures that internal and external
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resources are used effectively on time and to budget.
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surging demand for data communications and
computing calls for the emerging edge computing
paradigm. By moving the services and functions
located in the cloud to the proximity of users, edge
computing can provide powerful communication,
storage, networking, and communication capacity. The
resource scheduling in edge computing, which is the
key to the success of edge computing systems, has
attracted increasing research interests. Particularly, we
introduce a unified model before summarizing the
current works on resource s ing from the paper.
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Abstract— In this paper, we present the scheduling &
resource management for edge infrastructure, under
which different collaborative manners for resource
schedulmg are discussed. An on-demand computing
resource allocation can be achieved by adjusting the
task schedule of the edge gateway via the lightweight
virtualization technology. The resource scheduling in
edge infrastructure, which is the key to the success of
edge infrastructure, has attracted increasing research
interests. Based on two modes of operation, i.e.,
centralized and distributed modes, different techniques
for resource scheduling are discussed and compared.
To shed light on the significance of resource
scheduling in real-world scenarios, we discuss several
typical application scenarios involved in the research
of resource scheduling in edge Infrastructure.
Recently, significant research is carried out on
Resource Management (RM) techniques that focus on
the efficient sharing of cloud resources among
multiple users.
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insert  Resource = Management  in Edge
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Resource management is acquiring, allocating and
managing the resources, such as individuals and their
skills, finances, technology, materials, machinery and
natural resources required for a project. Resource
management ensures that internal and external
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resources are used effectively on time and to budget.
The

surging demand for data communications and
computing calls for the emerging edge computing
paradigm. By moving the services and functions
located in the cloud to the proximity of users, edge
computing can provide powerful communication,
storage, networking, and communication capacity. The
resource scheduling in edge computing, which is the
key to the success of edge computing systems, has
attracted increasing research interests. Particularly, we
introduce a unified model before summarizing the
current works on resource scheduling from the paper.
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Scheduling in EDGE infrastructure

Edge infrastructure refers to small data center sites
located near the populations they serve that deliver
cloud computing and cached content to end users.
Typically, edge infrastructure is connected to a large
central data center or multiple data centers.

the paper. Do not number text heads-the template
will do that for you.

Cbjective Pool

Selected
Objectives
y

Algorithm Library
Usages of Edge Infrastructure
1) L Autonomous vehicles
Autonomous platooning of truck convoys will likely
be one of the first use cases for autonomous vehicles.
Here, a group of truck travel close behind one another
in a convoy, saving fuel costs and decreasing
congestion.
2) 2. Remote monitoring of assets in the
oil and gas industry
However, oil and gas plants are often in remote
locations. Edge computing enables real-time analytics
with processing much closer to the asset,
3) 3. Smart grid
Edge computing will be a core technology in more
widespread adoption of smart grids and can help allow
enterprises to better manage their energy consumption,
4. Predictive maintenance
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Manufacturers want to be able to analyses and detect
changes in their production lines before a failure
oceurs,
3. In-hospital patient monitoring
Healthcare  contains several edge _opportunities.
Currently, monitoring devices (e.g. glucose monitors,
health tools and other sensors) are either not
connected. This presents security concerns for
healthcare providers,
6. Virtualized radio networks and 5G (v RAN)
Operators are increasingly looking to virtualize parts
of their mobile networks (v RAN). This has
both cost and flexibility benefits,

Computin

Cloud-based application provider

7. Cloud gaming
Cloud gaming companies are looking to build
edge servers as close to gamers as possible in
order to reduce latency and provide a fully
responsive and immersive gaming experience,
8. Content delivery

By caching content — €.g. music, video stream, web
pages — at the edge, improvements to content deliver
can be greatly improved,

9. Traffic management
Edge computing can enable more effective city traffic
management. Examples of this include optimizing bus
frequency given fluctuations in demand, managing the
opening and closing of extra lanes, and, in future,
managing autonomous car flows.

10. Smart homes
By using edge compute and bringing the processing
and storage closer to the smart home, backhaul and
roundtrip time is reduced, and sensitive information
can be processed at the edge.

Key elements of an edge infrastructure:
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Hardware and software standards that enable seamless
integration.

Security embedded at the lowest levels of both
hardware and software.

A deep ecosystem that adheres to these standards and
fully utilizes such security capabilities, enabling
deployment at scale.

Scheduling & Resource Management in Edge Infra

Edge computing comprises of compute, storage,
data management, data analysis and
networking among  others. Depending on the
complexity of analytics needed, the computing
infrastructure might range from a simple MCU to a
high end GPU. Scheduling & resource edge
infrastructure  be used to  improve Edge
Computing reduces ~ community  visitors  and
information Centre usage.

With Edge
Computing the

information
traversing the
community may be
decreased greatly,
releasing up
bandwidth. .. Edge
infrastructure allows
through bringing the
processing and garage
of information in the direction of the equipment.

B. Selecting a Template (Heading 2)

First, confirm that you have the correct template for
your paper size. This template has been tailored for
output on the A4 paper size. If you are using US letter-
sized paper, please close this file and download the
Microsoft Word, Letter file.

C. Maintaining the Integrity of the Specifications

The template is used to format your paper and style
the text. All margins, column widths, line spaces, and
text fonts are prescribed; please do not alter them. You
may note peculiarities. For example, the head margin
in this template measures proportionately more than is
customary. This measurement and others are
deliberate, using specifications that anticipate your
paper as one part of the entire proceedings, and not as
an independent document. Please do not revise any of
the current designations.
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* Edge computing value proposition: The °
emerging concept of ‘“observability,” which
refers to the ability to closely monitor a far-
flung platform, is quickly becoming a must-
have for enterprise customers.

. #A Microsoft Azure

* Microsoft is focused on winning big market
share in edge, and is investing accordingly.

. <Mobiledge><>

¢ Edge is an environment that prizes managing
and monitoring application workloads across
regions.

¢ secondary units (in parentheses). An exception
would be the use of English units as identifiers
in trade, such as “3.5-inch disk drive”.

® Avoid combining SI and CGS units, such as
current in amperes and magnetic field in
oersteds. This often leads to confusion because
equations do not balance dimensionally. If you
must use mixed units, clearly state the units for
each quantity that you use in an equation.

* Do not mix complete spellings and
abbreviations of units: “Wb/m2” or “webers per
square meter”, not “webers/m2”. Spell out units
when they appear in text: “. . . a few henries”,
not*. ..afew H”.

Use a zero before decimal points: “0.25”, not “25”.
Use “cm3”, not “cc”. (bullet listy ADLINK

ADLINK

LEADING EOCE LOMPUTING

Technology

Identify applicable funding agency here. If
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Edge computing value proposition: ADLINK’s core
focus is embedded computing; this and its Challenges in scheduling & resource management
international presence make it ideal for an edge project  for Edge Infrastructures.
that spans global borders. 1) 1. Network bandwidth
: Network bandwidth shifts as enterprises move
compute and data to the edge.
D. Equinixu'm]ua EQUINIX 2) 2. Distributed computing

Equinix is the largest American data center provider 3) Distributed compute in a remote micro data

as well as the largest around the world. center can be just as resource-infensive as in a
centralized data center
' 4) 3. Latency
o mut ab' e By locating compute at the edge -- where compute is
- -] o o e 3 et an o Tt ~
E Mutables Bol 3 weesss o closer to the data that is collected -- application latency

is reduced along with decision-making latency.

5) 4. Security and accessibility
With compute and applications centralized in a data
center, enterprises can standardize both technical
security and physical security, building a virtual wall
around the resources.

6) 3. Backup
: Network bandwidth requirements will be just as
critical as storage media considerations when deciding

_ how to protect these assets because backup over the
oy network may not make sense

F. AWS Edge ' 7) 6. Data accumulation

Edge computing value proposition: As the leader in  Data is a key business asset, and collecting it at the

cloud computing, AWS is investing heavily in edge  edge brings new challenges and can create liabilities if

computing as well, which means they offer an it's not handled in accordance with existing data

Edge computing value proposition: Mutable’s
mission is to get edge computing infrastructure close
to remote processors — very close. It uses “micro” data
centers to support applications on its platform.

extensive toolset. ' handling rules.
) Threats Large Min
?.:mqtm : ]
®  Service munipulalion
" Rogue infrastructire
’ Virtwalised kafrastroctine
« Dentot-of-Service
’Opor & Misuse of resources g
ity
~ G. Vapor I0 i R
strategy in the edge world, in which cooperative -
networking is so essential. el ik
*  Physicol gamsge § g
= Frivocy lakoge
: . " iomanon i
Sclg?neader B |
Schneider Electric Electric xﬁx“
Edge computing value proposition: A large player s o
with the expertise and personnel for heavy duty edge . Gt aram
computing projects, Schneider offers an extensive i 3
menu of enterprise IT services to support edge et M
deployments.
(/ 8) . Control and management
/CLEAR BLADE Ideally, enterprises will use newer orchestration tools
Vo Corwes tha Thrgs. to hel d control applications consistently,
Clear Blade is another company purely focused on IoT P e e e
. regardless of location.
and the edge. Clear Blade Edge allows customers to 9). Scale
develop compute services bysilress problems '
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1.

Adding more connected devices at the edge
increases the overall scale for everything IT teams
work with, Edge infrastructure isn't simply about
more servers af the edge, but an increase in scale
across all IT disciplines.

CONCLUSION

In this survey, we conduct a systematic and
comprehensive review of scheduling and resource
management in edge infrastructure. First, we lay the
groundwork for the entire overview by elaborating on
two fundamental questions of why resource scheduling
is needed and what exactly resource scheduling refers
to edge infrastructure. Second, we present the
architecture and different collaborative manners for
resource scheduling. Third, an in-depth overview of
research issues and research techniques in resource
scheduling is presented, which is the prominent effort
of this survey. In this survey, we conduct a systematic
and comprehensive review of resource scheduling in
edge infrastructure. Regarding the key research issues,
we first introduce a unified offloading model for edge
infrastructure. Then we summarize the current works
from three research aspects including computation
offloading, resource allocation, and resource
provisioning. Regarding the key techniques, based on
two operation modes, namely, centralized and
distributed modes, the state-of-art works are
investigated and explicitly categorized.
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