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Editorial Message

I am delighted to present the “International Journal of Applied Marketing and Management (IJAMM)”, a journal published 
by MIET Business School Issue 2 (2018). IJAMM gives a scope to plunge into the advancement of the fast-growing field 
of study.
The aim of IJAMM is to be a leading international journal and includes up-to-date, high-quality, and original contributions- 
research papers, reviews, case studies and reviews from corporates. With the international editorial board, the journal tries 
to provide the primary forum for advancement and dissemination of scientific knowledge.
The first paper “Customer Experience in Luxury Stores: A Study of Indian Women Customers” showcase the growth in 
consumption of luxury products and services worldwide and so does in India. Indian market witnessed a growth in the 
luxury market owing to rapid globalization, changing demographics, social structure and psychographics of the consumers, 
innovative marketing strategies and other related developments. The author Shilpa Bagdare concludes how luxury is about 
an experience created through interaction with all the touchpoint during the entire journey of a luxury shopper from entry 
to exit from the luxury store.
The second paper “A Study of Consumer Buying Behavior for Home Financing with Special Reference to Indian Shelter, 
Kota” aims to study the Buying Behavior of Consumer for Home Financing. Several factors including a socio-economic 
profile of the respondents, number of earning members in the house of the applicant to increase his eligibility of getting a 
home loan, type, and purpose of loan seeker want, average general loan amount and tenure seeker prefer, and the customer 
awareness regarding their CIBIL scores. The authors Richa Jain and Ghanshyam Panchal emphasize the importance and 
need for digital advertisements; Flexi interest rates and why Company must start an awareness program related to the CIBIL 
or Credit score information of the customer.
The third paper “Foreign Trade Policy 2015-2020 An Analytical Review” by Bharat Bhushan Sharma discusses the foreign 
trade sector which connects the domestic economy with the rest of the world. Further For engaging in foreign trade, countries 
need to have their own foreign trade policies which lay down the provisions that govern their trade in the international 
markets. Moreover, Indian trade policies of 2015-2020 are the latest addition to framing the Indian trade policies.
The fourth paper “Disruptive Innovation in Advertising & Branding, Customer Retention for Sustaining Growth” by authors 
Prakash A., Aswathi Nair, Dinesh Kumar discusses how Corporate Business & Industry are revisiting their own business 
processes and technology approaches as competitors and partners start to employ ‘digitalized’ business processes and exploit 
the increasing convergence between operational technology and information technology in the Corporate World. They 
further discuss about how Technology solution providers are using Internet of Things (IoT) concepts to reach customers 
visibility and effectively at Point of Purchase (PoP) to sustain growth. Companies are creating and implementing the Internet 
of Things (IoT) solutions as alternative solutions to traditional technology solutions.
The last contribution to this issues is the paper by Nitin Garg on “GST: A Cure for Ills of Existing Indirect Tax Regime”. 
This paper discusses the concept of Goods and Service Tax, popularly known as GST. As the most awaited tax reforms, GST 
was introduced on 1st July 2017 keeping the notion of One Nation, One Market, One Tax. The author is of the view that 
with the enactment of GST in India, it has been expected to make a remarkable presence among the global economies. GST 
will benefit both the sides of the system. Further this paper tries to study the suitability of GST in the context of the Indian 
economy and its prospects for the state to generate revenue.
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Abstract

There is a worldwide growth in consumption of 
luxury products and services. Indian market is also 
witnessing a growth in the luxury market owing to rapid 
globalisation, changing demographics, social structure 
and psychographics of the consumers, innovative 
marketing strategies and other related developments. 
It has opened up a vast potential for luxury brand 
marketers.

Customer experience of luxury brands is a major 
phenomenon in creating and delivering value to the 
consumers. It significantly influences brand image, 
brand attitude, customer satisfaction and purchase 
intentions. Women are a major customer segment 
for luxury products. The present study is based on 
a qualitative study involving an in-depth interview 
of women customers and observation of selected 
luxury stores in India. Major luxury brands in personal 
consumption category included apparel and footwear, 
cosmetics and fragrances, bags and accessories, 
jewellery and watches.

An analysis of the results revealed that the luxury 
customer experience is a personalised co-created 
experience, which is created through an interaction of 
the consumer with the environmental stimuli and store 
elements at every point of interaction during the entire 
shopping. Some of the important elements which 
shape the experience include design, visual display, 
product interface, lighting, ambience, etc. In addition 
to the store elements, store staff plays a key role in 
creating a shopping experience through customer 
interaction at various touchpoints. The study presents 
important implications for industry and research.

Keywords: Luxury Products, Women Customers, 
Shopping Experience, Customer Experience, Luxury 
Stores

Customer Experience in Luxury Stores: A Study of 
Indian Women Customers
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Introduction

The luxury market is witnessing a growing trend across
the world. Consumers are buying luxury products and 
services, including houses, automobiles, vacation, 
jewellery, watches, apparel, footwear, cosmetics, 
fragrances, bags, accessories, etc. Innovative marketing 
efforts and changes in the socio-economic and 
demographic environment are fuelling the popularity of 
luxury products. The growth in the luxury market may 
be primarily attributed to fashion and changing lifestyles, 
growing purchasing power, availability of luxury products 
and services, conspicuous consumption and marketing 
innovation. Indian women, with their increasing 
purchasing power, are emerging as an important customer 
segment for luxury brands. The present paper is aimed at 
analysing the major elements of customer experience in 
luxury stores based on a qualitative study involving an in-
depth interview of Indian women customers supported by 
an observational study of select luxury stores. 

Luxury products signify exclusive, expensive, aesthetic, 
prestigious and high-quality aspiration products bought 
by a select group of elite customers. They have very high 
symbolic, social and emotional value. Such products 
often have a heritage, history, story, legacy, mystique 
and culture behind them. Dubois (2001) found six facets 
of luxury products which included an excellent quality, 
very high price, scarcity and uniqueness, artistic and 
polisensuality, ancestral heritage and personal history, 
and superfluousness. The magic and illusion created 
by marketing innovation play a key role in creating 
the perceived value of luxury products. Catry (2003) 
emphasised on the importance of quality, emotions and 
rarity in luxury products. In another study, Wiedmann et 
al. (2009) analysed the customers’ perception towards 
luxury value and revealed that consumers’ perceptions of 
luxury value appear to be determined mainly by functional 
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value (usability, quality and uniqueness), individual value 
(self-identity, materialistic, hedonic value reflected as 
self gifting, extravagance and self-directed pleasure), 
and social aspects described as prestige value in social 
networks, with the financial dimension (prestige price and 
expensive) acting as a moderating variable.

Luxury has always been confined to special class of 
customers who buy products for self-image, personal 
meaning, hedonic value, social status and expression. 
Customers’ perceived value of luxury, social motives and 
aspirations play a significant role in determining their 
buying behaviour. Wiedmann et al. (2009) segmented 
customers into the four clusters: the materialists, the 
rational functionalists, the extravagant prestige seekers 
and the introvert hedonists. Such customers represent 
a wealthy, affluent and exclusive segment of people 
representing a unique personality and extravagant 
lifestyle. Luxury products are perceived to give the 
owners a sense of pride, elegance, respect, identification, 
recognition and status.  Kim et al. (2016) found that 
shopping of luxury products is more hedonic as compared 
to a functional purchase. They observed that emotions 
play a significant role in forming customer’s attitude 
towards luxury products.

Luxury products are often sold through exclusive, 
premium retail stores or flagship stores of luxury 
brands to create a special appeal to the customers. Joy 
et al. (2014), in an ethnographic study, explained that 
consumers perceive luxury stores as art institutions 
offering exclusive shopping experience through 
aesthetically designed architecture, atmospherics and 
merchandise. Most of the luxury stores appear to be 
places of attraction characterised by their grandeur and 
shopping environment. Some of the important attributes 
of the luxury store include store design and layout, visual 
display, product interface, lighting, ambience, service 
and store staff interaction with the customers. All these 
elements collectively create a uniquely pleasurable and 
memorable experience which influences customer’s 
cognitive, emotional and behavioural responses towards 
luxury stores.

It has been observed that women are an important
segment of customers of luxury brands. Although, 
luxury products are purchased by both men as well as 
women, significant differences have been reported in 
their behaviour towards luxury brands. Stokburger-Sauer 

and Teichmann (2013), in a comparative study of the 
role of gender in luxury brands, found that women place 
greater value to luxury products in terms of uniqueness, 
social, hedonic and status value and as compared to 
men. They further added that women reflect a more 
positive attitude and purchase intention towards luxury 
brands. Indian women, responding to changing lifestyle, 
growing purchasing power, international exposure and 
easy availability of global luxury brands in India, have 
emerged as an important customer segment for luxury 
products.

Methodology

The present study is qualitative research based on in-
depth interviews and observation of luxury retail stores 
in India. Face-to-face in-depth interviews of 20 women 
customers were conducted to understand their experiences 
of luxury stores. Also, 10 luxury flagship stores in India 
were visited. The observation was done to obtain first-
hand real-life authentic data about the stores. The primary 
purpose of this research was to understand the customer 
experience in luxury stores. Women customers, who 
had an experience of buying luxury brands from luxury 
stores, were interviewed. They belonged to an age group 
of 30-50 years, working women as well as homemakers, 
with a monthly family income of one lakh rupees and 
above. The selection of stores was confined to the stores 
selling personal consumption products such as jewellery, 
watches, apparel, footwear, cosmetics, fragrances, bags, 
accessories, etc. The stores were visited during a personal 
visit to some Indian cities including Delhi, Mumbai, 
Chennai and Ahmedabad. These stores included Louis 
Vuitton (LV), Prada, Gucci, Armani, Dior, Chanel, 
Burberry, Swarovski, Coach and Cartier. During the visit, 
the researcher acted as a shopper and carefully observed 
the store design and infrastructure; product range; visual 
display; atmosphere; sales staff and their interaction 
with the customers; processes; and other environmental 
elements. Due to privacy and store policies, no recording 
in any form was done during the visit to the store. After 
every visit, the observation of the store was documented. 
The interpretation and conclusions are drawn based 
on an analysis of in-depth interviews and all the ten 
observations.

Findings and Discussion

During the interviews, women expressed that shopping 
of luxury products is a not only an act of buying, but it 
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also represents a joyful journey leading to the fulfilment 
of desires, dreams and fantasies. Luxury shopping is 
a unique, timeless, priceless, immersive, memorable 
and pleasurable experience in the life of the customers. 
Most of the women customers were well informed, 
knowledgeable, experienced and highly demanding. 

The women customers explained that their experience in 
luxury stores involved the entire journey of shopping, from 
the point of entry until the exit from the store. It consisted 
of their interaction with a wide range of touchpoints 
during the journey. An analysis of their interviews and 
observation revealed that the responses related to their 
experiences in the retail store can be grouped into six 
factors: Store Design, Visual Display, Product Interface, 
Lighting, Ambience and Store Staff. A brief description 
of findings related to each of these factors is given below.

Store Design

All the respondents thought that the first attraction of 
the luxury store is its design. Some of them mentioned 
that they are often attracted by the mesmerising design 
of the store - both exteriors and interiors. One of the 
respondents said that “I am so fascinated by the appeal of 
store’s appearance that many times even I do unplanned 
shopping or impulse buying.” Customers also expected 
that the luxury should be expressed through the store 
design and its layout while buying luxury products.

Luxury stores represent a grand picturesque iconic view 
of a large store. The architecture of a store is a reflection 
of its brand image. These stores have an artistic and 
attractive facade, exterior and interiors uniquely designed 
by professional designers. Such designs are globally 
adopted by all flagship stores of a specific luxury brand. 
Selective use of colours as per the brand image, along with 
shades, styles, patterns and symbols creates a thematic 
image of the luxury brand. Inside the store, the use of 
artwork, specially crafted motifs, and the use of branding 
elements make the place aesthetically very appealing and 
rich. Luxury stores are mostly big and have large spaces 
for movements.

Visual Display

The women customers highlighted the importance of 
the visual display of luxury products in the stores. They 

thought that a well organised and good product display is 
essential for knowing about the products. At times, it acts 
as a stimulant for impulse purchases. “The product must 
be prominently visible and presented elegantly,” said 
one customer. Most of the customers placed a very high 
value on the range and selection of products presented on 
display in the store. 

The product display is arranged in a classical manner, 
where each product is provided sufficient place to speak 
about itself. Each product appears to be a piece of art, 
presented beautifully in an elegant manner. Artistically 
designed shelves and arrangements for product display 
create a mesmerising impact on the minds of customers. 
The store presents all its latest models/variations along 
with timeless classical designs. Use of digital displays 
further adds to creating a magical impact on shoppers’ 
perception. Digital technology is being embedded in 
enhancing the visual experience of luxury products.

Product Interface

Respondents mentioned, during the interview, that they 
wanted to have the real experience of “Touch and Feel” 
by touching the products in physical form. This is one of 
the major reasons why they come to stores as compared 
to doing online shopping. Some customers said that - 
“I never buy any luxury product without experiencing 
it physically,” “it helps in making a choice easy, I can 
myself see what am I buying and how does it suit me,” 
and “touching the products in-store gives me confidence 
that I am buying the right product.” 

Most of the products are displayed at the accessible reach 
of the customers. They can be easily picked up for having 
a closer look at its design, quality and features. There is 
no crowding of products at any place, which allows the 
customers to have a closer look at any specific piece on 
display. The customers are also encouraged to touch and 
feel the product attributes. The store allows for the exhibit 
and explanation of product features by specially trained 
professional sales staff.

Lighting

Most of the customers mentioned that there should be 
sufficient and good lighting in the store so that they can 
see the display and details of the products. The lighting 
further adds to the highlighting of products and its 
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features. One customer said that “there should be good 
lights to make products visible and appealing.”

Luxury stores are very intelligently illuminated. The levels 
of brightness, sharpness, focus, intensity, colours, etc., 
are carefully managed to create an attractive and pleasant 
sight. Specially designed and engineered lighting on 
products on display creates a magical visual impact. Each 
store uses a unique combination and patterns of lights to 
reflect its branding elements and unique signature.

Ambience

It has emerged from the interviews that “Ambience” plays 
a very important role in creating customer experience 
among women in luxury stores. Most of the women placed 
a very high value on the store ambience as it makes them 
feel good, comfortable and relaxed during the shopping. 
“I like the fragrance of the store; it’s very soothing and 
refreshing,” said one customer. Another customer was 
admiring about the combination of fragrance and music 
inside the store.

The ambience has a unique effect on the shoppers with 
highly soothing air quality bearing a touch of pleasant 
scent of specially designed fragrance for the store. It 
makes a customer feel very comfortable, refreshed and 
relaxed during the shopping process. It also influences 
consumers’ moods and emotions. Many stores play a 
signature background instrumental music which matches 
with their brand image and creates a brand experience for 
the customers. A great ambience makes the customers 
stay longer in the store and explore the product range.

Store Staff

All the respondents pointed out the role of store staff 
in creating experience and memories of the store. The 
appearance, communication, behaviour, assistance and 
personal touch of store staff members have a significant 
impact on customer experience. Some customers shared 
that, “I must be treated nicely, and the staff members 
should help me explain the product details”; “I often 
ask store staff for their advice on how well the product 
appears on me”; “They are so friendly and nice to me and 
always give me lot of respect, some of the staff members 
have become like a friend to me.” 

The most important and lasting impact on the customer 
is created by the store staff. Cresp (2017) reported 

that store staff plays a key role in the luxury store in 
influencing the customer by giving advice and handling 
them with empathy and care. Most of the staff members 
are professionally dressed, look graceful and attractive, 
soft-spoken, humble and friendly in their approach, and 
treat each customer with attention and great care. They 
are well trained in technical, behavioural and emotional 
skills. Each store staff has a complete knowledge about 
the product features along with the brand history and 
related stories. During the interaction, the sales staff 
often narrates the iconic heritage of the luxury brand 
and explains its properties in detail. Personalisation 
and human touch is a critical factor in sales encounters. 
Each customer is given privileged status and treated 
with the utmost respect, recognition, care, courtesy and 
warmth. The views, opinions and suggestions expressed 
by customers are highly appreciated, valued and given 
due importance. All the queries raised by customers 
are appropriately and humbly responded by the staff. 
Whenever required, assistance, advice or help is provided 
by the staff members. A delicate balance is maintained 
in providing assistance and giving freedom to customers 
to explore the store at their own will. Special efforts are 
undertaken to make the customer feel very special inside 
the store.

It has been found that the women customers were of 
the opinion that the experience within the store is a key 
determinant of their satisfaction, purchase intentions, the 
quantity of purchase, the amount spent and store image. 
They further mentioned that they share their experiences 
with friends, and pleasant memories of their experience of 
luxury store result in store loyalty and recommendation to 
other people. 

Implications 

The present research brings important implications for 
researchers and luxury retailers. There is a need to carry 
out more empirical studies to ascertain the influence of 
various factors on consumer behaviour and customer 
experience. Ascertaining the role of gender in luxury 
customer experience may be undertaken to compare the 
perceptions of men versus women. Multicultural studies 
are also required to understand the impact of the country 
or culture-related factors on luxury consumption. The 
findings of the qualitative study can be further validated 
by conducting a large-scale survey research. In view of 
the customer experience dimensions of the luxury store, 
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as described by women customers, the retailers of luxury 
products can map the entire customer journey involving 
various touchpoint interactions to craft the retail elements 
for creating a superior luxury customer experience. They 
need to adopt creative marketing strategies to maintain 
perceptions of prestige and other qualities associated with 
luxury. 

Conclusion

Luxury shopping experience resembles to fairy tale 
stories, which take the people to the world of desires, 
aspirations, dreams and fantasies, and create a lasting 
impact for lifetime. It is a personalised co-created 
experience placing greater importance on individual, 
social and functional values. They are the culmination 
of a series of experience created through interaction 
with all the touchpoint during the entire journey of a 
luxury shopper from entry to exit from the luxury store. 
Women are important customers of luxury brands. The 
present study has significantly contributed by bringing 
out important dimensions related to women customers’ 
experience in retail stores. It appears that emotions play 
a greater role in the luxury experience. Considering the 
perceived value of luxury brands, the luxury stores needs 
to be very carefully designed and managed in a unique 
manner involving design, visual display, lighting, product 
interface, ambience, and store staff interaction with the 
customers. Women customers are often mesmerised 
with the immersive and near-magical effect of the

experience resulting in timeless, unique and pleasurable 
memories.
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Abstract

Every human being aspires to have his own house to 
live in. After food and clothing, housing is the third most 
important human requirement. On average, a person 
spends almost two-thirds of his life in a house which 
is his sanctuary in his old age. Adequate housing is, 
therefore, a fundamental need of human beings and 
an essential prerequisite for physical, intellectual and 
mental development. 

The term “Housing Loan” is a loan of finance for buying 
or modifying the house. Blessed are those who live in 
their own house and fortunate are those who have the 
money to buy one. But all are not privileged to buy a 
house of their own. For many such privileged, buying a 
house has become possible in modern times through 
housing loans. The various types of housing loan, such 
as Home Extension Loan, Home Improvement Loan, 
Plot plus Construction Loan, Construction Loan and 
Conversion Loan, are offered. Hence, the “Housing 
Loan” may be defined as a financial resource for an 
individual or a group of persons who use it especially 
for the purpose of housing.

The paper aims to study the buying behavior of 
consumer for home financing. Several factors – 
including socioeconomic profile of the respondents, 
number of earning members in the house of the 
applicant to increase his eligibility of getting a home 
loan, type and purpose of loan seeker, average general 
loan amount and tenure seeker’s preference, and the 
customer awareness regarding their CIBIL scores 
were explored.

Keywords: Housing Loan, Buying Behavior, 
Socioeconomic Profile, Tenure, CIBIL Scores
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Concept of Housing Loan

Having decided to get a housing loan, one has to choose 
the suitable housing finance company (HFB) first. The 
present housing loan market is so conducive that a 
person can apply for a housing loan to any of the housing 
finance institutions at any time after deciding to acquire 
or construct a property, even if he has not selected the 
property or started construction. Most of the housing 
finance banks have their guidance cells, which help the 
prospective customers of housing loan in the selection 
of property and completing all the legal formalities of 
acquiring the property or construction of house according 
to their requirements. 

Features of Housing Loan
∑ Quantum of loan
∑ Term of repayment
∑ Interest on housing loan
∑ Processing and administrative fees
∑ Equated monthly installment (EMI)
∑ Repayment of housing loan
∑ Documentation for housing loan
∑ Security for housing loan

Different Types of Housing Loans

There are various types of housing loans available
in the housing finance market for prospective
customers. 
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EMI (Equated Monthly Installments) 

Calculation of EMI: An EMI can be calculated on a 
daily reducing, monthly reducing, quarterly reducing,
half-yearly or yearly reducing basis. The EMI will be 
lowest if it is calculated on a daily reducing basis.

Daily Reducing Basis: Even better than monthly reducing 
calculations a daily reducing method, which some banks 
apply.

Monthly Reducing Balance: Now, let us take a real-life 
example of an EMI calculated every month. Keeping the 
loan amount at 1 Lakh, the period as 15 years and the 
rate of interest as 12%, the bank will change the principal 
outstanding every month. After the customers pay their 
EMI for the month, the new reduced amount will be 
calculated only for the next month.

Similarly, in a quarterly, half-yearly or annual reducing 
balance, the interest is levied according to principal 
outstanding at the end of these periods. Progressively, the 
EMI works out to be more, with the highest being at an 
annual reducing basis.

Computation of EMI is calculated with the help of the 
following formula:
             EMI = L × r × (1 + r)n/((1 + r)n – 1)
Where, L - Loan Amount

r - Rate of Interest in Decimals
n - Period of Loan (in years)

Interest Rate 

Interest rates continue to be calculated in different ways. 
The methods that are no longer widely used are flat rate 
and annual reducing basis.

CIBIL Score

TransUnion CIBIL Limited is India’s first Credit 
Information Company, also commonly referred to as 
a Credit Bureau. It collect and maintain records of 
individuals’ and non-individuals’ (commercial entities) 
payments pertaining to loans and credit cards. These 
records are submitted to us by banks and other lenders 
every month; using this information, a Credit Information 
Report (CIR) and Credit Score are developed, enabling 
lenders to evaluate and approve loan applications. A 
Credit Bureau is licensed by the RBI and governed by 
the Credit Information Companies (Regulation) Act of 
2005.

The CIBIL score plays a critical role in the loan
application process. After an applicant fills out the 
application form and hands it over to the lender, the 
lender first checks the credit score and credit report of 
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the applicant. If the credit score is low, the lender may 
not even consider the application further and reject it 
at that point. If the credit score is high, the lender will 
look into the application and consider other details to 
determine whether the applicant is credit-worthy. The 
credit score works as a first impression for the lender, 
the higher the score, the better are your chances of the 
loan being reviewed and approved. The decision to lend 
is solely dependent on the lender, and CIBIL does not, 
in any manner, decide if the loan/credit card should be 
sanctioned or not.

Literature Review

Gupta, U. and Sinha, R. (2017) discussed that the demand 
for home loans has been increasing in India due to the 
requirements of residential accommodation. A large 
amount of Indian population is availing the home loan 
facility. It is important for the institutions offering the 
home loans to consider and keep a track of the factors 
affecting the decision of the buyers to avail the home loan. 
Home loans benefit the buyer not only in terms of gaining 
an asset but also in terms that it is a good instrument of 
saving; for employed ones, it turns out to be a source of 
tax benefit also.

Kumaraswami M. and Nayan J. (2014) discussed the 
importance of housing finance and the institutions 
providing housing finance. A detailed discussion of the 
marketing strategies adopted by financing institutions has 
been discussed by taking into account the loan criteria 
eligibility, loan amount, interest rate, security, loan tenure, 
margin and processing fee. Finally, the paper highlights 
the performance of the housing sector, major findings and 
suggestions to improve the effective marketing of housing 
finance for both public and private sector banks.

Narwal, M. S., Rani, S. and Guar, R.’s (2013) study 
revealed that customer preferences for home loans 
are affected by the customer-friendly environment, 
processing and disbursing, rate of interest, payment 
terms and conditions, and freebies offered by the banks. 
Determining consumer preferences ahead of time provides 
a competitive advantage, avoids unnecessary spending 
and helps quickly establish a solid following.

Devlin, J. F. (2002), According to him, choosing a home 
loan institution based on professional advice is the most 
frequently chosen criterion, closely followed by interest 

rates. However, differences in the importance of choice 
criteria with respect to gender, class, income, education, 
ethnicity and financial maturity are apparent.

The Objective of Study

Analysing the consumer’s behavior for home loans 
offered by India shelter:

∑ To study the socioeconomic profile of the 
respondents.

∑ To know about the number of earning members in 
the house of the applicant to increase his eligibility 
of getting a home loan.

∑ To know the type and purpose of loan seeker wants.
∑ To know the average general loan amount and

tenure seeker prefer.
∑ To know about the customer awareness regarding 

their CIBIL scores.

Research Design
∑ Universe Home loan seeker from India 

Shelter, Kota Branch
∑ Type of Research Descriptive research
∑ Sample Unit Individual seeker
∑ Sample Size 100 loan seeker 
∑ Sampling Method Non-probability convenience 

sampling
∑ Tools for analysis Chi-square test with SPSS

Data Collection Method
Primary Data

Primary data are collected through the responses of the 
consumer through questionnaires which were specially 
prepared for this study. The questionnaire contained 
questions regarding the general and socioeconomic 
characteristics of the respondents such as age, educational 
qualification, etc., and also about their reason for taking a 
home loan, term, rate of interest, procedure, etc. 

Secondary Data

There was extensive use of secondary information in the 
form of books, articles published in magazines, journals, 
newspaper, reports of India Shelter, websites, circulars, 
pamphlets of the banks, clippings, etc. 
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Limitations of the Study

∑ The research study was taken in a limited area only, 
and findings may vary if the area of study is changed.

∑ Because of the limited time, research is conducted 
with only 100 customers.

∑ Some respondents at times can be biased in their 
responses and as such analysis and conclusion based 
on it could vary to some extent.

∑ The data being time-bound are also influenced by 

macroeconomic conditions and the economy as a 
whole.

∑ The data collected from the customer are qualitative, 
i.e. views, perception, satisfaction, opinion, etc., 
may change from time to time.

Scope of the Study
In the current scenario, the housing finance business 
has become liberalized and competitive. It is found that 
exploring the behavior of the customers will give an 
insight to housing finance to maximize their customers.

Data Analysis
Table 1: Demographic Factors (N=100)

S.No. Demographic Factors Response
1 Gender Male 87

Female 13

2 Age Group 25–35 14
35–45 43
45–60 31
Senior citizen 12

3 Marital Status Unmarried 3
Married 97

4 Occupation Self Employed 28
Govt. Employee 12
Private 46
Daily Wages 0
Retired 14

5 Annual Income Below Rs. 2,00,000 23
Rs. 2,00,000–5,00,000 58
Rs.5,00,000–8,00,000 17
Above Rs. 8,00,000 2

6 Earning Members 1 71
2 19
3 8
More than 3 2

7 Taken Loan Earlier Yes 11
No 89

                               Source: Analysis of tabulated data 
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Table 2: Buying Behavior Factors (N=100)

S.No. Buying Behavior Factors Response
1 Type of home loan to be taken Home purchase 7

Balance Transfer 2

Home expansion 35
Home Construction 56

2 Reason for home loan Investment Desire 59
Income tax relief 0

To receive rent 12
Other 29

3 Source of information about India Shelter products Newspaper 31
Hoarding/Banners 23
Internet 7
Friends/Relatives 19
Other 20

4 Amount of Housing Loan 2-5 lakhs 23
5-10 lakhs 59
10-15 lakhs 15
15-20 lakhs 3
20-25 lakhs 0

5 Duration of tenure of loan recommend 5-9 Years 26
9-13 Years 52
13-17 Years 18
17-20 Years 4

6 Repayment of loan when facing financial problem Borrow from relative 73
Borrow from financial institution 0

Apply personal loan from Bank 0

Other 27

7 Securities to deposit Land Paper 91
Other 9

8 Nominee Sibling 18
Spouse 23
Children 59
Other(Relative) 0

9 Name of the Bank having account to pay the loan SBI 31
CBI 13
HDFC 7
Other 49

10 Knowledge of current CIBIL Yes 29
No 71

11 Decision to take home loan Yes 67
No 33

        Source: Analysis of tabulated data 
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Hypothesis Objective 1
Null Hypothesis (H0): There is no significant relationship 
between the loan amount and tenure of loan repayment.

Alternative Hypothesis (H1): There is a significant 
relationship between the loan amount and tenure of loan 
repayment.

Table 3: Amount of Housing Loan (in Lakhs) and Loan Tenure (in Years) 

Amount of Housing Loan (In Lakhs) Tenure of Loan Repayment (In Years) Total
5-9 yrs 9-13 yrs 13-17 yrs 17-20 yrs

3-5 lac Count 23 0 0 0 23
% of Total 23.0% 0.0% 0.0% 0.0% 23.0%

5-10 lac Count 3 52 4 0 59
% of Total 3.0% 52.0% 4.0% 0.0% 59.0%

10-15 lac Count 0 0 13 2 15
% of Total 0.0% 0.0% 13.0% 2.0% 15.0%

15-20 lac Count 0 0 1 2 3
% of Total 0.0% 0.0% 1.0% 2.0% 3.0%

Total
Count 26 52 18 4 100

% of Total 26.0% 52.0% 18.0% 4.0% 100.0%

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 183.135a 9 .000
Likelihood Ratio 157.403 9 .000
Linear-by-Linear Association 82.566 1 .000
N of Valid Cases 100

Result of Cross Tabulation
From the Chi-square test output table, a significance level 
of .000 has been achieved. This means the chi-square test 
is showing a perfect significant association between the 
above two variables at 95% confidence level. Hence, the 
null-hypothesis is rejected and we can conclude that at 
95% confidence level, there is a significant association 
between the loan amount and tenure of loan repayment.

Hypothesis Objective 2

Null Hypothesis (H0): There is no significant relationship 
between age of consumer and tenure of loan repayment.

Alternative Hypothesis (H1): There is significant 
relationship between age of consumer and tenure of loan 
repayment.

Table 4: Age and Tenure of Loan Repayment (in Years)

Age Tenure of Loan Repayment (In Years) Total
5–9 yrs 9–13 yrs 13–17 yrs 17–20 yrs

25-35 yrs Count 7 3 4 0 14

% of Total 7.0% 3.0% 4.0% 0.0% 14.0%
35-45 yrs Count 8 24 9 2 43

% of Total 8.0% 24.0% 9.0% 2.0% 43.0%
45-60 yrs Count 6 19 5 1 31

% of Total 6.0% 19.0% 5.0% 1.0% 31.0%

Above 60 yrs Count 5 6 0 1 12
% of Total 5.0% 6.0% 0.0% 1.0% 12.0%

Total Count 26 52 18 4 100
% of Total 26.0% 52.0% 18.0% 4.0% 100.0%
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Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 13.336a 9 .148
Likelihood Ratio 15.783 9 .072
Linear-by-Linear  Association .087 1 .769

N of Valid Cases 100

Result of Cross Tabulation

From the Chi-square test output table, a significance level 
of .148 has been achieved. This means the chi-square test 
is not showing a significant association between the above 
two variables, even at 85% confidence level. Hence, the 
null-hypothesis is accepted. Now, we can conclude that at 
95% confidence level, there is no significant association 
between age and tenure of loan repayment. 

Findings and Conclusion

The findings of the questionnaire based research on the 
behavior of the consumers seeking a home loan from 
India shelter are as follows:

∑ Socioeconomic profile of the respondents:
∑ Majority (87) of the respondents were male.
∑ Majority (43) of the respondents were from 

the 35-45 years age group.
∑ Majority (71) of the respondents were the only

earning member of their family.
∑ Type & purpose of the loan:

∑ Majority (56) of the respondents applied loan 
for home construction.

∑ Majority (59) of the respondents were found 
to opt for investment desire.

∑ Amount of loan & tenure of loan:
∑ Majority (59) of the respondents applied for 

loan amount between 5-10 Lakhs 
∑ Desired tenure opted by the majority (52) was 

from 9-13 years. 
∑ Majority (71) of the respondents were not aware of 

the term credit score or CIBIL score.
∑ Hypothesis result:

  After testing various hypotheses framed
regarding consumer behavior for a home loan, 
it can be concluded that:

∑ There is a significant relationship between the 
loan amount and tenure of loan repayment.

∑ There is no significant relationship between 
age of consumer and tenure of loan repayment.

Suggestions

∑ Company may update (reduce) their interest rate 
slabs to increase the prospects conversion ratio.

∑ Company must emphasize more on the digital
advertisement to attract more prospects.

∑ Company must start an awareness program
related to the CIBIL or credit score information of 
the customer.

∑ Company must makeshift toward flexi interest rate 
from the fixed interest rate.
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Abstract

Foreign trade is the sector which connects the domestic 
economy with the rest of the world and provides the 
goods and services which nation and the economies 
across the world fail to produce with their domestic 
resources. For engaging in foreign trade, countries 
need to have their own foreign trade policies, which 
lay down the provisions that govern their trade in the 
international markets. India also went for framing many 
trade policies and the foreign trade policy of 2015-
2020 is the latest addition to the group of trade policies 
of India. This paper aims to throw light on the basic 
provision, the feasibility of the new trade policy and its 
errors and omissions.

Keywords: Foreign Trade Policy, Provisions, 
Feasibility, Errors and Omissions
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in various parts of the world with different nations of the 
world. 

When the foreign trade policy came into existence, it 
became a torchbearer to the people who were either 
concerned with the functioning of the foreign trade 
or directly involved in the foreign trade. The policy of 
protection and the quantitative restrictions underwent 
certain big changes and this led to the major shift in 
the type and volume of the trade that was carried on 
with different nations. With this, there occurred a major 
shift in the policy of the Indian government towards the 
quantitative restrictions practised and the different types 
of tariffs that the nation practised to safeguard its trade in 
the world trade.

Besides this, the policy related to an outward-oriented 
policy was adopted in place of the inward-oriented policy 
so that India could reap the benefits of international trade 
in the world market. Various other measures related to 
correcting the anti-export bias and the policies of relaxed 
payments regime, expert incentives, adoption of exchange 
rates decided by the market forces and practising 
transparency in the functioning of all the trade practices 
were adopted to lay down the basic competitive strategy 
to make the India economy competitive and future-ready 
to face any type of challenge in the trade at the level of 
international market and create a name of its own in the 
international trade. 

Need of the Study

Foreign trade cannot be undertaken properly without 
proper foreign trade policy. Foreign trade policy lays 
down the broad guidelines to chalk out the strategies and 
methods along with the rules and regulations to guide 

Introduction

Foreign trade plays a pivotal role in the business and life 
of all the nations of the world. Without the indulgence 
and involvement of foreign trade, life of the people and 
the economies of the world would come to a standstill. 
The policy which governs the maxims of the foreign trade 
and the way by which it should be carried is known as the 
foreign trade policy of that particular nation. In the case 
of India, it did not have any well-defined foreign trade 
policy before it gained independence from the shackles 
of British rule. It was only after gaining independence 
that India framed its own foreign trade policy and came 
out with different maxims and the canons that the foreign 
trade policy comprised of. It framed a decisive foreign 
trade policy which was capable of forwarding its trade 
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the nature and components of the trade among different 
nations of the world. This necessitates the requirement to 
ponder over the facts related to the foreign trade policy 
and the details pertaining to its operation. Moreover, with 
the passage of time, the rules and regulations governing 
foreign trade become obsolete and can no longer be used 
to govern the trade practices. The rules which become 
outdated need to be replaced with the new rules and 
regulations to remain updated and carry on international 
trade according to the changing dynamics of the trade at 
an international level. Different policy reform measures, 
which have been undertaken after the independence 
to promote foreign trade of India, have been divided 
under different phases. The phases which form the broad 
framework of the policy measures of India are namely 
phase 1 (1947-48 to 1951-52), phase II (1952-1953 to 
1956-57), phase III (1956-57 to June 1966), phase IV 
(June 1966 to 1975-76) and phase V (1975-76 onwards), 
New Trade Policy 1991 Exim Policy 2002-2007 FTP 
(2004-05 to 2008-09), FTP (2009-14) and supplements of 
different categories which focused on the betterment of 
the trade and commerce of India and forward the quantity 
and quality of the trade done by India and led India on the 
international frame as the harbinger of world trade. Yet 
another policy pertaining to the improvements in the trade 
norms of India was announced by the Indian government 
in the year 2015 on 1st April. The policy is laid down to 
cover 5 years from 2015 to 2020. It is with this thought 
that this paper entitled “Foreign trade policy (2015-2020) 
- An analytical review” has been written to throw light on 
the working and appraisal of the latest foreign policy.

Literature Review

The literature review is a guarantee of the authenticity 
of any research and the results of the research. It lays 
down the broad framework and the guidelines for the 
research work undertaken by the scholar and presents 
the present scope and history of the research area that 
has been selected by the researcher. The gist of some of 
the important studies that have been undertaken to arrive 
at decisive conclusions after doing research is written as 
under.

Mahapatra, Kelvin (2008), in his study has made a detailed 
analysis of the different trade policies adopted by the 
government of India from time to time. The research done 
by him under the name of “The Trade Reform Measures 
of India” puts forward the different views of the thinkers 
of liberalistic and protectionist streams. 

Das, Jeevendra Nath (2009), in his paper related to the 
trade equations of India has dealt with the different
needs of India related to trade. There are different needs 
of people based on the country and the basis of a specific 
region. He also throws light on the various natural 
endowments of India and how they can be utilized for 
forwarding the trade of the Indian economy. 

Nair, Kavita K. (2012), in the esteemed paper written 
by her, discusses the growth potential of the cottage and 
small-scale industries of India. These are the deserving 
and the needy sections of India and if given proper care 
and support can work wonders for the economy and the 
economic development and growth of the nation as a 
whole. 

Pathak, Divyansh (2013), in the paper written by him 
discuss the dimensions of the inward-oriented policy and 
the outward-oriented policy pursued by India and the 
pros and cons of different trade policies. His paper also 
discusses the changes that have been done from time to 
time in the trade policies. 

Vision, Mission and Objectives of 
Foreign Trade Policy 2015-2020

Years 2015-2020 are covered by the latest foreign 
trade policy of India, which endeavours to make India 
a significant shareholder of the trade in international 
markets. It aims to escalate the trade of India and raise it 
to the tune of $900 billion, by 2019-2020, and raise the 
percentage from 2 percent to 3.5 percent, in this duration. 
It aims to fulfil the following endeavours:

	 ∑	 Strive to make the policy stable and sustainable in 
terms of merchandise trade and the trade-in services.

	 ∑	 To carry forward the newly adopted policies of India 
like the policy ‘Digital India, the policy of make in 
India’ and last, but not the least, the policy of Skills 
India, etc., to develop the exports and the imports 
sector of India. 

	 ∑	 FTP 2015-20 plans to take rigorous measures to
diversify the foreign trade of India.

	 ∑	 The new policy of foreign trade also aims at taking 
various initiatives pertaining to the provisions that 
will expand the trade horizons of India and forward 
its make in India initiative. 
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	 ∑	 It also plans to make policy appraisals regularly 
and strive to correct the imbalance in the balance of 
trade of India.

Multiple Incentive Schemes Brought Under 
Two Umbrellas

The new trade policy aims at following the parameters 
laid down by the World Trade Organisation, by adopting 
the following measures under the two heads of:

∑ Merchandise Exports from India Scheme (MEIS) 
and 

∑ Services Exports from India Scheme (SEIS).

The former scheme aims at the betterment of trade and 
the second one aims at improving the export services. It 
also seeks to forward the Focus Product Scheme; Focus 
Market Scheme; Agriculture Infrastructure Incentive 
Scrip and Vishesh Krishi Grameen Udyog Yojna.

Other Measures of FTP 2015-2020 

FTP 2015-2020 has come forward with several other 
measures, which can be put as under:

	 ∑	 Special attention has been given to reviving the 
status of the SEZs by providing them with the 
beneficial schemes of SEIS.

	 ∑	 Some improvements have been streamlined in 
the export promotion schemes to enhance their 
performance in the long and short runs.

	 ∑	 The previous provisions of the export promotion 
of capital goods have been reformed, and now they 
have been made more relaxed. 

	 ∑	 The exports of defence goods, environment-friendly 
commodities and the goods related to pharmacy 
have been provided with the provisions of tax breaks 
of 24 months which was previously only 18 months.

	 ∑	 It makes provisions for continuous trade policy 
appraisals in the import sector.

	 ∑	 It makes provisions for (i) online filing of
documents/applications and paperless trade in 
24×7 environment (ii) online inter-ministerial 
consultations; and (iii) simplification of producers/
process, digitisation and e-governance.

	 ∑	 It provides for the interest subvention to the
identified sectors that aims to cover 3 years. A 
business venture can avail the benefits based on its 
categorisation as:

	 ∑	 One-star export house: $3 million

	 ∑	 Two-star export house: $25 million

	 ∑	 Three-star export house: $100 million

	 ∑	 Four-star export house: $500 million

An Analytical Review of FTP 2015-2020
Feasibility of Export Target Under 2015-2020

FTP 2015-2020 has many outstanding provisions 
which make it trade-friendly. It aims to raise the export 
earnings from 465.9 billion in 2013-14 to $900 billion in
2019-20, i.e. compound annual growth rate of 11.6%. But 
if we take into consideration the previous performances, 
than the achievement of this target seems quite impossible. 

FTP 2015-2020 and the Omissions 

Latest additions to the family of FTPs have also been 
criticised on the grounds of omissions in the foreign trade 
policy of 2015-2020 by renowned theorist and economist, 
Mr Rajeev Kumar. Major loopholes, according to him, are 
written as under:

	 ∑ The tourism sector of India is not performing as it 
used to in the previous years. The reason for this 
sluggish performance may vary by any, but the 
tourists are not turning to the tourist destinations of 
India, that often and it is now merely 7.5 million ar-
rivals per year.

	 ∑ FTP 2015-2020 fails to focus on the provisions for 
the development of the MSME sector, which is the 
bread giver to a vast majority of the population of 
India. It amounts to a whopping 45% of the output 
produced by the manufacturing sector of India and 
40% of the total exports done by India.

	 ∑ The export sector is yet another area which has been 
neglected by the FTP 2015-2020. The development 
of the exports is an area which should be given 
prime importance by the foreign trade policy, but 
this sector has been mainly neglected which means 
that the policy fails miserably in its initiatives.
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Conclusion 

After gaining independence, India framed its foreign 
trade policies and since then many policies have been put 
forward by the Indian government to assist in the smooth 
functioning of the trade of India in the international 
market. The Foreign Trade Policy of 2015-2020 also 
guarantees the improvements in the provisions of trade 
and helps to lay down sound foundations for the trade 
sectors of India. It certainly will help India in gaining 
prominence in the international market and forward India 
on the path of development. It guarantees several benefits 
like special status to the SEZs, export promotion, export 
promotion of capital goods, exports of defence goods, 
environment-friendly commodities, pharmacy, etc. Apart 
from that, it also provided for tax breaks of 24 months, 
continuous trade policy appraisals in the import sector, 
online filling of documents/applications, paperless trade in 
24×7 environment, online inter-ministerial consultations, 

digitisation and e-governance and interest subvention. 
It has done tremendously well in these areas but fails 
miserably on the front of providing satisfactory treatment 
for the sectors like tourism and the MSME sector.
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Abstract

Corporate Business & Industry are revisiting their own 
business processes and technology approaches as 
competitors and partners start to employ ‘digitalised’ 
business processes and exploit the increasing 
convergence between operational technology and 
information technology in the Corporate World. 
Technology solution providers are using concepts such 
as Internet of Things (IoT) to reach customers’ visibility 
and effectively at Point of Purchase (PoP) to sustain 
growth. Companies are creating and implementing 
the IoT solutions as alternative solutions to traditional 
technology solutions. Emerging business models allow 
Corporates to rethink or even outsource. Visibility 
by Advertising & Branding, Customer Retention by 
Intelligent connected systems along with network 
communications, software, and analytics now enable 
companies to improve and Turnaround Time (TAT) to 
optimise operating performance.

Keywords: Customer Relationship Management 
(CRM), Customer Retention by Visibility, Disruptive 
Innovation, Supply Chain Management (SCM), 
Digital Visual Merchandising, Stock Keeping Units 
(SKUs), Point of Purchase (PoP), Point of Sale (PoS), 
Turnaround Time (TAT), and Internet of Things (IoT).
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competitiveness, and market share. The present business 
scenario calls for a transformation in organisational culture 
in enabling organisations to translate innovative activity 
into tangible performance improvements. The Corporates 
could also improve profits and performances by providing 
work groups with opportunities and resources to innovate, 
in addition to employee’s core job tasks.

Peter Drucker says:

“Innovation is the specific function of entrepreneurship, 
whether in an existing business, a public service institution, 
or a new venture started by a lone individual in the family 
kitchen. It is how the entrepreneur either creates new 
wealth-producing resources or endows existing resources 
with enhanced potential for creating wealth.” 

Types of Innovation 

∑	 Incremental Innovation: It is the most common form 
of innovation. 

	 ∑	 Disruptive Innovation: This, also known as stealth 
innovation, involves applying new technology or 
processes to the company’s current market. 

	 ∑	 Architectural Innovation: Innovation in the archi-
tecture of a product that modifies or changes the way 
different components of the systems interact or link 
with each other.

Introduction

In Business & Industry, innovation may be linked to 
positive changes in efficiency, productivity, quality, 
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scenario calls for a transformation in organisational culture in enabling organisations to 

translate innovative activity into tangible performance improvements. The Corporates could 

also improve profits and performances by providing work groups with opportunities and 

resources to innovate, in addition to employee's core job tasks. 

Peter Drucker says: 

 “Innovation is the specific function of entrepreneurship, whether in an existing business, a 
public service institution, or a new venture started by a lone individual in the family kitchen. 
It is how the entrepreneur either creates new wealth-producing resources or endows existing 
resources with enhanced potential for creating wealth”.  

Types of Innovation  

 Incremental Innovation: It is the most common form of innovation.  
 Disruptive Innovation: This, also known as stealth innovation, involves applying new 

technology or processes to the company's current market.  
 Architectural Innovation: Innovation in the architecture of a product that modifies or 

changes the way different components of the systems interact or link with each other. 
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C.K. Prahalad & M.S. Krishnan1: “We view innovation 
as shaping customer expectations as well as responding 
continually to the changing demands, behaviours, and 
experiences of consumers. We must do this by accessing 
the best talent and the resources available in the world. 
These two ideas must be connected - the resources of many 
to satisfy the needs of one. We suggest that this is possible 
only if we pay attention to the glue that enables ideas to 
be transformed into operations. We will focus on business 
processes and analytics as to the glue.” However, business 

processes must be connected to the skills, attitudes and 
orientations of managers. The Social Architecture - the 
organisation structure, performance measurements, 
training, skills and values of the organisation - must 
reflect the new competitive imperatives. So the Technical 
architecture of the firm - its information technology 
backbone.” 

Types of Innovation in Business are Product Innovation, 
Process Innovation, and Business Model Innovation for 
the business sustenance to enable inclusive growth. 

orientations of managers. The Social Architecture- the organisation structure, performance 
measurements, training, skills and values of the organisation - must reflect the new 
competitive imperatives. So the Technical architecture of the firm – its information 
Technology backbone”.  

1. The Age of Innovation- driving Co-created Value through Global Networks by C.K. Prahalad, M.S. Krishnan page 5, 6 
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We have witnessed the power of mechanisation in the 
early nineteenth century, automation in the seventies, 
information and the internet in the last decades. But now, 
the adaptation of connected intelligence into the business 

and corporate social responsibility is advancing at the 
speed of light, which will completely change the way we 
conduct business.
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Disruptive innovation is the key to future success in 
business. The organisations are required to restructure 
themselves to retain a competitive advantage. It is 
necessary to create and nurture an environment of 
innovation. 

Executives and managers need to break away from 
traditional ways of thinking and utilise change 
management to their advantage. It is a time of risk for 
greater opportunity. The world of work is changing with 
the increase in the use of technology, and both companies 
and businesses are becoming increasingly competitive. 
Companies will have to downsize and re-engineer their 
operations to remain competitive. 

Disruptive Innovation and Transformation may 
be brought about by the extensive use of digital
int

.
elligence, which will be available on mobile, internet 

and pervasive computing as homes, offices and factories 
become a well-knitted cyber-physical system.

Enabling tools such as Cloud Computing, Internet 
of Things (IoT) and Cyber-Physical Systems are 
introduced. Artificial Intelligence, Machine Learning 
and collaborations are to be considered with a particular 
reference to smart manufacturing, smart products/services 
and smart cities, and their opportunities and challenges.

The Business & Industry focus is on organisational 
readiness, skills gaps and competencies for knowledge 
workers to fully leverage the power of Industry 4.0. 
Suitable for learners from all disciplines and interested 

in Disruptive Innovation, Transformation and in the mega 
changes to our society.

Fast-Moving Consumer Goods (FMCG) Companies 
initiated Customer Relationship Management (CRM) 
with Sales Force Automation, which resulted in 
integration of Supply Chain Management & Logistics 
using Cloud Computing solutions & services for last-
mile (retail stores/kirana shops) connectivity using IoT 
solutions provided by companies namely Snapbizz, B 
partner, SaraoPOS, Wondersoft, Vanigam, Marg, Peel 
works, and Nukkad; also, other companies’ initiatives 
such as data warehousing and data mining have made it 
possible for the businesses to maintain relationship with 
the customers.

Objectives

The market survey to enable digital transaction process to 
showcase products to end-user and challenges prevailing 
in the FMCG market in India.

Operations and marketing objectives have to be made 
compatible with the overall corporate objectives of a 
digital marketing company to become the world’s largest 
and best brand while ensuring that their company name is 
synonymous with the products of the highest quality.
	 ∑	 To find the effectiveness of digital visual

merchandising tools encourage in the transforma-
tion to reach the customer by Visuals like pictures, 
banners and videos.
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	 ∑	 To minimise the costs of POP (Point of Purchase) 
advertisement by digital sales campaigns.

	 ∑	 To reach last mile-consumers with effective digital 
display with short turnaround time (TAT) to create & 
display visuals in kirana stores for FMCG business.

	 ∑	 To stimulate customer buying pattern through 
contextual advertisements for both regular and 
festive offers in time.

The cost of TV media advertisements and print media is 
very high, compared to advertising using a digital visual 
merchandising tool, i.e., Point of Sale (PoS) machine, 
which has the features of the display from the cloud server 
and pictures taken from the PoS machine’s camera. The 
display screen unit which displays the banners, pictures 
and videos are transmitted from the cloud server to kirana 
stores’ LED Display Unit connected with Mobile Data 
Card. 

Apart from transmission of banners, pictures and videos 
by FMCG companies with very short TAT for creating 
and displaying the banners, pictures and videos using IT 
and the cloud server, the kirana stores’ POS machine’s 
camera enables the store owners’ to take pictures of 
store’s discounts and offers to sell their slow-moving and/
or non-moving items and such other Stock Keeping Units 
(SKUs). 

The technology has enabled the FMCG companies to run 
the various types of advertisements and sales campaigns 
(banner, text and videos) for regular offers which help 
them during seasonal sales and festivals in India. This 
may minimise and slowly, in the future to eliminate the 
print media advertisements such as Point of Purchase 
(PoP) banners, pamphlets, leaflets and such others.

Independence from display space limitation in retail 
stores. The display screen unit, which displays the 
banners, pictures, and videos, has enabled the FMCG 
companies to display their products and services live 
at every kirana store or modern retail stores, resulting 
in eliminating dependency on limited shelf space in the 
store, for revenue generation. Stores are also getting a 
facelift as modern stores.

Digital pictures, texting and videos that are created and 
displayed are of high-quality media content. They are 
immune to damage overtime and could be transmitted in 
very short TAT. Hence, a number of pictures, scrolling 
texts and videos enable the FMCG companies to advertise 
faster. 

Need of the Survey

The survey is done to analyse the effectiveness of 
campaigns through real-time data. A brand’s display 
content and control the following parameters:

First, the display Content Type - Image/Video or 
combination of image and video and how long content 
stays on the screen. Second, sales campaign Start date 
and the duration of campaign. Third, the display content 
is ensured to display at least once in every 4 minutes. 
Fourth, detailed reports on how long the campaign was 
displayed in each store daily. Fifth, detailed reports on the 
daily reach of the campaign in each store to be generated.

Research Methodology

Descriptive Research: This provides perfect characteristics 
of a finicky entity or a grouping. This deals with everything 
that can be counted and studied, which has an impact on 
the lives of the people it deals with.

Casual: A nature of conclusive research where the main 
objective is which obtains evidence concerning reason 
and result relationships.

A descriptive observational study has been carried out 
to find out the customer satisfaction process and its 
effectiveness to gather necessary data; the survey has 
been conducted by interviews in the various retail/kirana 
stores.

In this research, we used about 550 retail stores for 
sampling with a team of nine persons to gather information 
and data. It means that the data are collected according to 
the convenience of the sellers and customers as well as 
the researcher.

It is the number of questions that are made to ask the 
sellers and customers or the target audience from where 
we are trying to collect the information. It is a face-to-face 
interaction with a client.

Personal Interview

It means having a face-to-face interaction with the sellers 
or customers/clients. The data are collected through the 
questionnaire. This is to elicit information that was left out 
in the questionnaire. We took opinions and suggestions 
for the betterment of the project.



22      International Journal of Applied Marketing and Management Volume 3 Issue 2 2018

The sellers of these FMCG could be said as the
significance of the company brand that has been the 
accepted name/s, which will not be similar to others. 
They can make the brand equity by making their visuals, 
display ads unforgettable. The brand should be simply 
identifiable, and greater in value and trustworthiness. 
Collection of promotional activities also helps the FMCG 
companies to retain the brand value. A general example 
of a situation is, if any company wants to launch new 
products and if they have optimistic brand significance, 
they could survive in the market and increase their sellers’ 
satisfaction. It is a key pointer of the company’s potential 
and act, exclusively in the open markets. Frequently, 
companies in the similar industry sector compete on 
service of sellers. Seller-based brand name evaluates the 
seller’s answer or opinion to a business name.

A descriptive study has been carried out to find out the 
advertisement campaign process in line with FMCG 
sector and its effectiveness to gather necessary data a 
survey has been conducted by interviews in the various 
kirana stores and Modern Retail stores.

In this research, we used to convince sampling - that the 
data are collected according to the convenience of the 
sellers and customers as well as the researcher.  

Personal Interview

Having a face-to-face interaction with the sellers or 
customers/clients. The data are collected through a 
questionnaire. We also took opinions and suggestions for 
the betterment of the project.

Benefits Offered to the Retailer 

First, create and display advertisement of high margin/
slow-moving stocks and communicate all store offers and 
product promotions to customers in a short span of 2 to 3 
days. Second, display the sales offer at a retail store and 
Influence Impulsive purchase behaviour of consumers 
and increase sales. Third, enable to achieve 20-25% sales 
growth on displayed products. Fourth, enable the retail 
stores to Sell Display Picture, Scrolling Texts and Video 
time slots to local brands to showcase their products/
service and increase revenue. Fifth, engage customers 
during billing time, i.e., they watch the Visual Display on 
LED screen/s about sales offers when they wait to get the 
bill for products they have selected.

Research Findings
Research Findings 
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Cost Benefits to the Retailer

During the survey, it was found that the retail store owners 

also informed that the Investment Cost of Hardware could 
be recovered in about 4 to 5 months. 
The following is an example to explain cost benefits: 

Table 2

Description Amount
Investment Made by Retailer for PoS LED Screen  INR 10,000
The retailer can earn by selling display slots to the local brands. He can earn INR 150 to INR 300 per month per slot 
Assuming he sells 5 slots to local brands @ INR 200 per slot earns INR 1,000/ per month

INR 1,000 per month

Assuming Average Daily Revenue of Store INR 15000
Assuming sales revenue from high margin products to be 10% i.e. INR 1,500. 
			∑ Profit on those calculated at 20% will be INR 300
			∑ Displaying 30% of these products on LED can earn additional daily profits of INR 90 /- i.e. INR 2700/ per month

INR 2,700 per month

Retailer can achieve break-even on investment (of INR 10,000 for buying LED screen) by 3 months {3X(1000+2700)}  INR 11,100
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Benefits Realized by Retailers

The survey carried out in kirana stores revealed the 
following information:

Table 3

Benefits Number of Stores
Increase in Sales of Advertised products 198
Increase in number of customers 154
Communicate discounts and store offers 139
Display Ads. of Local products 72
 Total 563
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Analysis of Survey 

The companies should concentrate on their post-sale 
support facility extended for the products sold. The 
SKU’s/products on sales offer should be available in 
the retail stores. Improve the supply chain and logistics 
management. Also, the companies should extend new 
offers to retail stores. The Wi-Fi connectivity should be 
continuous without any issues.

The effectiveness of digital visual merchandising tool 
has encouraged in transformation to reach the customer 
by visuals like pictures, banners and videos which has 
resulted in a) increase in sales of advertised products, 
which is 35.16% in 198 stores; b) increase in the number of 
customers, which is 27.3% in 154 stores; c) communicate 
discounts and store offers is 24.6% in 139 stores; and
d) increase in display Ads of local products, which is 
12.7% in 72 stores of the total 563 stores surveyed. 

The digital display Ads have minimised costs of POP print 
media advertisement by digital sales campaigns; during 

the survey, it was evident that the numbers of printed 
leaflets, brochures are minimum numbers.

The survey revealed that the reach to last mile-consumers 
with effective digital display with short TAT of about 3 
days for developing the Ads creative & display visuals 
in kirana stores for FMCG business. The display content 
type of a) image or video is 18% and b) the content type 
is a combination of image & video is 82%.

The visuals at POS have initiated to stimulate customer 
buying pattern through contextual advertisements for 
both regular and festive offers in-time.

Suggestions 

The companies should focus on the retail store’s 
satisfaction by extending better monetary incentives. 
The companies should ensure the improvements on 
a continuous basis, and also periodically measure the 
benefits & costs of carrying out the sales revenues and 
expenses. Periodically, the feedback should be processed 
as suggested by the retail sellers. The company should 
ensure that the executives improve the relationship by 
interacting more with the retail sellers. The customer or 
seller issues need to be addressed to recover the brand by 
the company’s processes with quick TAT. The incentives 
offered to the retail sellers must be reviewed and revised 
periodically. 

Conclusion 

This project, carried out by IIBS Incubation Centre, 
is essentially to know about effectiveness of Digital 
Advertisement and transmission of banners, pictures and 
videos by FMCG companies with very short TAT for 
creating and display banners, pictures and videos using 
IT, Mobile Computing and the cloud server, the kirana 
stores’ PoS machine’s camera enables the store owners’ 
to take pictures of store’s discounts and offers to sell their 
slow-moving and/or non-moving items & such other 
SKUs. 

Ratan Tata-backed Snapbizz, a retail technology
start-up, has successfully developed disruptive innovation 
technology solution, implemented in more than 5000 
kirana stores in a short period. It helps maintain brands 
tp come up with personalised promotional offers at these 
last-mile kirana stores/retail outlets. 



Disruptive Innovation in Advertising & Branding - Customer Retention for Sustaining Growth       25

The technology has enabled the FMCG companies to run 
the various types of advertisement campaigns (banner, 
text and videos) for regular offers and it has helped 
them during seasonal and festivals sales in India. Digital 
advertisement and transmission of banners, pictures, 
leaflets and pamphlets would minimise and slowly, in 
future, eliminate the print media advertisements such as 
PoP banners, pamphlets, leaflets, etc.
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Abstract

In the dawn of the twentieth century, the world was 
facing an economic crisis. India thus initiated to come 
up with new federal policies with respect to the indirect 
taxes imposed in the country. The concept of Goods 
and Service Tax, popularly known as GST, as the most 
awaited tax reforms, was introduced on 1st July 2017 
keeping the notion of One Nation, One Market, One 
Tax. Taxes are a way to collect the money by the people, 
from the people, for the people. GST was thought to be 
a broad base tax levied at every stage of production 
and distribution. The GST has been proposed to 
have a ‘dual’ structure, which means it will have
two components - the Central GST and the State GST. 

With the enactment of GST in India, it has been 
expected to make a remarkable presence among the 
global economies. GST will benefit both the sides of the 
system. On one side, it has been expected to reduce 
the tax compliance, cost of administration, generating 
more revenue for the government and, on the other 
hand, it will ensure transparency in the system, set-off 
input credit against the liability and also eliminate the 
possibility of cascading of taxation for the consumer. 
GST will eliminate various indirect taxes namely; Value 
Added Tax (VAT), Central Sales Tax (CST), Service 
Tax, Central excise duties and Additional Excise 
Duties, CVD and special CVD’s, central surcharges 
and cesses against the one system of GST. The 
reduced tax burden will foster the level of production by 
raising the GDP and also the purchasing power of the 
consumers. With the inception of GST, there are certain 
other factors which cannot be neglected. The minimum 
limit to comply the GST registration has been extended 
from Rs 5 lakhs to Rs 25 lakhs, the abolishment of entry 
charges applicable on inter-state trade and commerce, 
common eye for both the goods and the services. This 
paper tries to study the suitability of GST in the context 
of the Indian economy and its prospects for the state to 
generate revenue.

Keywords: Indirect Tax, Goods and Service Tax, 
Tax, Awareness and Knowledge, Indian Economy
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Introduction

In the inception of the twentieth century, when the world 
was facing an economic crisis, India initiated to come 
out of the situation by reviewing the existing economic 
policies and formulating new federal policies. In due 
course of it, a bundle of reforms were implemented to 
facilitate the Indian economy: Make in India, Made in 
India, Goods and Service Tax, etc. Out of these Goods 
and Service Tax (GST) is the most expected undertaking 
to stimulate the declining pace of growth of Indian 
economy by exchanging the existing indirect taxation 
system comprising various evils, with the new system of 
taxation keeping the notion of One Nation, One Market, 
One Tax.

Taxes play a significant role to review the soundness of 
any economy. Taxes are the way to collect the money 
from the individuals, firms, association, companies, etc., 
to fulfil the development needs of the country and its 
citizens by investing in the form of public expenditure. 
It is considered as a major source of revenue for the 
government to accelerate the economic growth to arrive 
at the level of a developed country with the all-time high 
national income. 

In the Indian context, taxes are applied in direct and 
indirect form over the people of the nation. In case of 
direct form, specific rates have been applied and charged 
over the income of the people and are directly paid to the 
government. Here, the burden of the tax is directly borne 
by the taxpayer; it cannot be shifted to another. The only 
example of direct tax is Income Tax, which is applicable to 
all, irrespective of the nature of the business or professions 
being carried out by the people. An indirect form of tax 
is unique. It is applicable and charged on every person 
knowingly and unknowingly. The immediate liability of 
indirect taxes is borne by the manufacturer. However, the 
manufacturer recovers it from the seller. Here, the burden 
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of the tax passes on to another until it finally reaches to 
the consumer, who bears the brunt of it.   

Background of GST in India

It has been quite a decade since the thought of GST in 
India was first mooted by Kelkar Task Force (2004). The 
task force had powerfully suggested the implementation 
of absolutely integrated GST on a national basis. Later 
on, while presenting the Central Budget for the financial 
year 2006-2007, the ruling Union Finance Minister, Mr P 
Chidambaram, had proudly announced that GST would be 
implemented from upcoming financial years, expectedly 
in 2010-11. However, in actuality, GST has missed several 
tentative deadlines and continued to be covered by the 
clouds of uncertainty. The earlier announcement gained 
momentum in 2014 when the NDA government presented 
the GST bill as 122nd amendment in the parliament on 
19th December 2014. The Lok Sabha and Rajya Sabha 
passed the bill on 06th May 2014 and 03rd August 2014, 
respectively. The President of India had provided the 
consent on 08th December 2014 only after the ratification 
of the 50% of the states of India. With the President’s 
consent, it became a Constitution Act 2016.

The GST had found its face on 27th March 2017 when the 
Central GST Legislation - Central Goods and Service Tax 
Bill, 2017, Integrated Goods and Service Tax Bill, 2017, 
Union Territory Goods and Service Tax Bill, 2017, and 
Goods and Service Tax Bill, 2017 was presented in Lok 
Sabha. These bills were passed on 29th March 2017 by 
the Lok Sabha, and with the consent of the honourable 
president, these bills were enacted.  

Framework of GST in India

	 ∑ Concept of Dual GST Model has been introduced 
in India, which enables the Centre and states to levy 
taxes on goods simultaneously.

	 ∑ GST is based on the destination principle where the 
supply of goods and services takes place. 

	 ∑ GST in India comprises of CGST - which is 
levied and collected by the central government,
SGST - which is levied and collected by the 
state government or union territories with state 
legislatures, UTGST - which is levied and collected 
by union territories without state legislature.

	 ∑ Harmonized System of Nomenclature has been 
introduced under GST to categorise the various 
types of goods under different codes.

	 ∑ Compulsory registration is applicable for those 
whose turnover (supply of goods) exceeds Rs 20 
lakh in any financial year. However, the maximum 
limit may be Rs 10 lakh for carrying out business in 
special category.

	 ∑ For small enterprises making intrastate supplies, a 
scheme of simpler taxation known as the composite 
scheme is also available. Apart from the simplified 
taxation procedure, the law also contains a provision 
for granting exemption from payment.

	 ∑ The facility of Input Tax Credit is also available 
where credit of CGST can be set off against the 
liability of CGST and SGST. However, the credit 
can be set off against the SGST only.

	 ∑ A common GST portal - managed by Goods and 
Service Network (GSTN) - is incorporated under the 
provision of the Indian Companies Act 2013. 

	 ∑ GSTN is offering widespread services covering the 
aspect of Registration, Payment of liable amount 
and periodical return.

	 ∑ Another crucial facility of E Way bill is also 
being offered through an online electronic portal, 
managed by National Informatics Centre (NIC), 
Ministry of Electronics and Information Technology 
Government of India.   

Benefits of GST to the Indian Economy

	 ∑ Replacement of an earlier variety of Indirect
taxes, namely Value Added Tax (VAT), Central Sales 
Tax (CST), Service Tax, Central excise duties and 
Additional Excise Duties, CVD and special CVD’s, 
central surcharges and cesses against the one system 
of GST.

	 ∑ Less compliance with respect to registration set off 
of credit and filing of periodical return through a 
common electronic portal.

	 ∑ No probability of levying taxes on tax (cascading 
effect) as taxes are charged only on the value added 
on the last stage by set off the tax paid on purchase 
against the liability originated due to sale/supply of 
services.
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	 ∑ All goods and services are covered under GST
regime due to which, the entire chain of movement 
of goods can be traced. This enables the reduction in 
the manufacturing cost.

	 ∑ Due to less burden of tax on goods, people may buy 
the required quantity of goods with less money as 
compared to early time. 

	 ∑ Demand and consumption for goods may rise along 
with the less changeability of taxes on goods.

	 ∑ In order to supply the increasing demand for 
goods, the GDP of the Indian economy also rises 
subsequently.

	 ∑ Detailed chain of a tax levy on goods along with the 
mandatory registration of enterprises may result in 
the control over the generation of black money.

	 ∑ Transparent system and structure of the indirect
taxation system boost/strengthen the economy in the 
long run.

	 ∑ Reduces the tax burden on producers and fosters 
growth through a lot of production. This taxation 
structure, pumped up with myriad tax clauses,
prevents makers from manufacturing to their 
optimum capability and retards growth. GST can 
watch out of this drawback by providing step-down 
to the makers.

	 ∑ Different tax barriers, like check posts and toll 
plazas, cause wastage of unpreserved things being 
transported. This penalty transforms into major 
prices because of higher wants of buffer stock and 
storage prices. One taxation system can eliminate 
this roadblock.

	 ∑ Knowing of bases of taxes and the amount of taxes 
are being charged and paid by the customer shall 
prove the consistency and transparency in the 
system.

	 ∑ The amount and the level of revenue will be 
strengthened by the extended tax base system.

	 ∑ GST gives credit for the taxes paid by producers 
within the product or services chain. This is often 
expected to encourage producers to shop for stuff 
from totally different registered dealers and is hoped 
to herald additional vendors and suppliers beneath 
the orbit of taxation.

	 ∑ Custom duty applicable to exports will be replaced 
by GST. Thus, the competitiveness of India in 

international markets would be improved and 
strengthen due to the lowest amount ever occurred 
on account of transactions. 

Positive Impact of GST on SMEs and 
Startups
Applicability of GST and introduction of new policies 
for startups and Small & Medium enterprises will pose 
a positive impact towards the betterment of the Indian 
economy in ways more than one. GST may subsidise 
the small and medium enterprises and startups in the 
following ways:

∑ Ease of Starting a Business: For a business enterprise 
to operate in different states and union territories of 
India need to register itself under VAT. Variety of 
rules spread in different states and union territories 
added the complication to the procedure and high 
cot. Under the GST system, a single registration is 
enough for expansion of SME’s.

∑ Reduction of the Tax Burden on New Business: 
As per the current tax structure, every business 
organisation, having the turnover of more than Rs 
5 lakh in any financial year, needs to register itself 
under the VAT regulation. However, this limit has 
been extended to the turnover of Rs 25 lakh to 
provide relief to the majority of 60% of small dealers 
and traders. 

∑ Improved Logistics and Faster Delivery of Services:
In the earlier taxation system, there was a need to 
pay entry tax against the sale of goods as inter-
state supplies. However, under the GST bill, no 
entry tax will be charged for goods manufactured 
or sold in any part of India. As per the suggestion 
recommended by CRISIL, with the implementation 
of GST the transportation of industrial goods may be 
reduced by 20%, which may boost up the commerce 
and economy.

∑ Elimination of Distinction between Goods and 
Services: Earlier, there were separate procedures 
of taxation for goods and services. The rate of 
chargeability was also different from one another. 
GST has treated both the goods and services as 
similar to each other. This will make the various 
legal proceedings related to the variety of goods and 
services being offered across the nation simpler. As 
a result, there will no longer be a distinction between 
the material and the service component, which will 
greatly reduce tax evasion.
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Table 1: GST Tax Rates

Tax Rate Products
5% Household essential goods such as edible oil, sugar, spices, tea and coffee are included. Coal, Indian sweets and life-saving 

drugs, cashew nuts, ice & snow, biogas, insulin, aggarbatti, kites, coir mats, wind-based atta chakki, postage and revenue 
stamps, hearing aids, fly-ash blocks, natural cork, marble rubble, carriage designed for differently able individuals. 

12% Preparation of vegetables, fruits, nuts or other parts of plants including pickles, murabba, menthol and menthol crystals, all 
diagnostics kits and reagents, exercise books and colour books for professionals, spoons, forks, playing cards, chess boards, 
items manufactured from natural cork, computers & its peripherals and processed food

18% Kajal pencil sticks, headgear, aluminum foils, rear tractor tyre and tubes, weighing machines, printers, ball bearing, 
electrical transformer, CCTV camera and recorders, bamboo furniture, television, computer monitors, power banks with 
lithium battery, sports goods, game consoles, hair oil, toothpaste and soaps, capital goods and industrial intermediaries are 
covered in this slab.

28% Luxury items such as small cars, consumer durables like air conditioning machines and refrigerators, premium cars, 
cigarettes and aerated drinks, high-end motorcycles are included here.

No Tax Goods

	 ∑ Cereal grains like barley, wheat, oat, rye, etc.

	 ∑ Bones and horn-cores unworked and waste of these 
products.

	 ∑ All types of salt.

	 ∑ Kajal.

	 ∑ Picture books, colouring books or drawing books 
for children.

	 ∑ Human hair-dressed, thinned, bleached or otherwise 
worked.

	 ∑ Sanitary napkins.

	 ∑ Unit container-packed frozen branded vegetables 
(uncooked/steamed).

	 ∑ Vegetables preserved using various techniques, 
including brine and other preservatives that are 
unsuitable for immediate human consumption.

	 ∑ Music books/manuscripts.

GST Rates on Services
5% Rate

	 ∑ Travelling and transportation of goods and
passengers via Indian railways.

	 ∑ Export of goods in the vessel to foreign countries.

	 ∑ Renting a motor cab without fuel cost.

	 ∑ Transport services in AC contract/stage or radio 
taxi.

	 ∑ Transport by air (scheduled)/air travel for the
purpose of pilgrimage via chartered/non-scheduled 
flights.

	 ∑ Tour operator services.

	 ∑ Leasing of aircraft/air career.

	 ∑ Print media advertisement space.

	 ∑ Working for the printing of newspapers.

12% Rate

	 ∑ Rail transportation of goods in containers from a 
third party other than Indian railways.

	 ∑ Travelling through airlines in special classes.

	 ∑ Serving of foods and drinks at the restaurant without 
air conditioning facility.

	 ∑ Renting accommodation for more than Rs. 1000 and 
less than Rs. 2500 per day.

	 ∑ Offering chit fund services by foremen.

	 ∑ Construction of building for sale.

	 ∑ IP rights on a temporary basis.

	 ∑ Movie tickets are less than or equal to Rs. 100.

18% Rate

	 ∑ Serving of foods and drinks at restaurants with
liquor license.

	 ∑ Serving of foods and drinks at the restaurant with air 
conditioning facility.
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	 ∑ Providing catering services at the outside place.

	 ∑ Renting the accommodation for more than Rs. 2500 
but less than Rs. 5000 per day.

	 ∑ Supply of food, tent services and party arrangement.

	 ∑ Circus, Indian classical, folk, theatre and drama.

	 ∑ Supply of works contract.

	 ∑ Movie Tickets over Rs. 100.

28% Tax

	 ∑ Entertainment or amusement facilities including a 
water park, theme park, joy rides, merry-go-round, 
racecourse, go-carting, casinos, ballet and sporting 
events like IPL.

	 ∑ Race club services.

	 ∑ Card games or gambling.

	 ∑ Serving of foods and drinks at five-star hotels.

	 ∑ Accommodation in five-star hotels or above.

Literature Review

Anand Nayyar and Inderpal Singh (2018) in their paper 
on A Comprehensive Analysis of Goods and Service Tax 
(GST) in India, concluded: “BJP government under the 
able leadership of Prime Minister Mr Narendra Modi
could make it favourably implement by seeing the 
positivity in the concept that it will reduce the tax burden 
on customer, remove cascading effect and also improve 
the revenue of the government.” Kankipati Ajay Kumar 
in his research paper on A Journey of Goods and Services 
Tax (GST) and Structural Impact of GST on the growth of 
GDP in India concluded: “GST is in favour of the country.” 
Sakharam Mujalde and Avi Vani (2017) in their research 
paper on Goods and Service Tax (GST) and its outcome 
in India concluded: “Moving from earlier VAT system to 
GST system will be proven in simplicity and transparency 
manner and will be knocking the new door for the Indian 
economy.” Shefali Dani (2016) in her research paper on 
Research Paper on Impact of Goods and Service Tax 
(GST) on Indian Economy concluded: “Government of 
India should study the GST regime set up by other various 
countries before implementing at India to insulate the vast 
poor population of India against the likely inflation due to 
implementation of GST.” Akansha Khurana and Aastha 
Sharma (2016) in their research paper on GST - A positive 

reform for indirect taxation system concluded: “The GST 
will provide relief to producers and end consumers by 
offering set-off facility to producers against the tax liability 
originated and availability of goods at an economical 
price.” Monika Sehrawat (2015) in her paper on GST in 
India - A key tax reform concluded: “GST will give India a 
world-class tax system by grabbing different treatment to 
the manufacturing and service sector.” Hitesh K. Prajapati 
(2016) in his paper on Challenges and Implementation 
of GST in India talked about, “the challenges in the 
implementation of GST like IT sector is not boomed, 
the threshold limit of turnover for dealers under GST is 
another bone of contention between the government and 
the Empowered Committee etc.” Khan, Mohd. Azam, 
Shadab, Nagma in their paper on Goods and Service Tax 
(GST) in India: Prospects for States concluded: “GST 
may pave the way for modernization of tax administration 
as more than 160 countries have already introduced 
GST in some form or another and is fast becoming the 
preferred form of indirect tax in Asia Pacific region.” Dr 
Shakir Shaik, Dr S. A. Sameera, Mr Sk.C. Firoz in their 
paper on Does Goods and Services Tax (GST) Leads 
to Indian Economic Development? stated: “GST in the 
Indian framework will lead to commercial benefits which 
were untouched by the VAT system and would essentially
lead to economic development.” Mohd. Azam Khan 
and Nagma Shadab, Department of Economics, Aligarh 
Muslim University, India, stated in the conclusion that 
“GST is a comprehensive base tax which is applicable 
on goods and services with the objective to generate 
revenue and ensure transparency in tax structure.” 
Gautham Ramkumar in his paper on Impact of GST on 
Consumer Spending Ability in Chennai City, concluded: 
“Implementation of GST in the Indian economy has 
reported that inflation indices are showing an increasing 
trend. Each and every customer is being affected by the 
GST, actual benefits of it can be experienced only in the 
long run.” 

Thus, GST may ingrain the possible probability of 
subsidising each and every participant of the Indian 
economy.

Research Methodology
Type of Data 

The present study is based on exploratory research 
technique which is quantitative in nature and secondary 
data will be used for analysis. 
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Source of Data

The research paper is an attempt of research, based on the 
secondary data sourced from journals, Internet, articles, 
previous research papers, which focused on the various 
aspects of goods and service activities. According to the 
requirements of the objectives of the study, the design is 
descriptive type. 

Conclusion

It can be concluded from the above-stated discussion that 
the inception of GST in the Indian economy is one of the 
great decision as taken by the policymakers in India. It 
is strongly believed that GST will accelerate the revenue 
generation of the Indian economy to finance the growth 
plans of the nation. It has and will make a positive impact 
over the Indian economy along with the producers, 
sellers, service providers, etc. Every phase of business 
transaction will be fully traceable which will enable the 
buyers to set off the credit of taxes already paid at the 
time of purchase, against the liability of taxes generated 
at the time of sales. It will have long-term benefits for 
the economy as a whole by reducing the procedural and 
improving the transparency in the application of taxes in 
the financial system. 
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The first paper “Customer Experience in Luxury Stores: A Study of Indian Women Customers” showcase the growth in 
consumption of luxury products and services worldwide and so does in India. Indian market witnessed a growth in the 
luxury market owing to rapid globalization, changing demographics, social structure and psychographics of the consumers, 
innovative marketing strategies and other related developments. The author Shilpa Bagdare concludes how luxury is about 
an experience created through interaction with all the touchpoint during the entire journey of a luxury shopper from entry 
to exit from the luxury store.
The second paper “A Study of Consumer Buying Behavior for Home Financing with Special Reference to Indian Shelter, 
Kota” aims to study the Buying Behavior of Consumer for Home Financing. Several factors including a socio-economic 
profile of the respondents, number of earning members in the house of the applicant to increase his eligibility of getting a 
home loan, type, and purpose of loan seeker want, average general loan amount and tenure seeker prefer, and the customer 
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need for digital advertisements; Flexi interest rates and why Company must start an awareness program related to the CIBIL 
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The last contribution to this issues is the paper by Nitin Garg on “GST: A Cure for Ills of Existing Indirect Tax Regime”. 
This paper discusses the concept of Goods and Service Tax, popularly known as GST. As the most awaited tax reforms, GST 
was introduced on 1st July 2017 keeping the notion of One Nation, One Market, One Tax. The author is of the view that 
with the enactment of GST in India, it has been expected to make a remarkable presence among the global economies. GST 
will benefit both the sides of the system. Further this paper tries to study the suitability of GST in the context of the Indian 
economy and its prospects for the state to generate revenue.
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Abstract

There is a worldwide growth in consumption of 
luxury products and services. Indian market is also 
witnessing a growth in the luxury market owing to rapid 
globalisation, changing demographics, social structure 
and psychographics of the consumers, innovative 
marketing strategies and other related developments. 
It has opened up a vast potential for luxury brand 
marketers.

Customer experience of luxury brands is a major 
phenomenon in creating and delivering value to the 
consumers. It significantly influences brand image, 
brand attitude, customer satisfaction and purchase 
intentions. Women are a major customer segment 
for luxury products. The present study is based on 
a qualitative study involving an in-depth interview 
of women customers and observation of selected 
luxury stores in India. Major luxury brands in personal 
consumption category included apparel and footwear, 
cosmetics and fragrances, bags and accessories, 
jewellery and watches.

An analysis of the results revealed that the luxury 
customer experience is a personalised co-created 
experience, which is created through an interaction of 
the consumer with the environmental stimuli and store 
elements at every point of interaction during the entire 
shopping. Some of the important elements which 
shape the experience include design, visual display, 
product interface, lighting, ambience, etc. In addition 
to the store elements, store staff plays a key role in 
creating a shopping experience through customer 
interaction at various touchpoints. The study presents 
important implications for industry and research.

Keywords: Luxury Products, Women Customers, 
Shopping Experience, Customer Experience, Luxury 
Stores
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Introduction

The luxury market is witnessing a growing trend across 
the world. Consumers are buying luxury products and 
services, including houses, automobiles, vacation, 
jewellery, watches, apparel, footwear, cosmetics, 
fragrances, bags, accessories, etc. Innovative marketing 
efforts and changes in the socio-economic and 
demographic environment are fuelling the popularity of 
luxury products. The growth in the luxury market may 
be primarily attributed to fashion and changing lifestyles, 
growing purchasing power, availability of luxury products 
and services, conspicuous consumption and marketing 
innovation. Indian women, with their increasing 
purchasing power, are emerging as an important customer 
segment for luxury brands. The present paper is aimed at 
analysing the major elements of customer experience in 
luxury stores based on a qualitative study involving an in-
depth interview of Indian women customers supported by 
an observational study of select luxury stores. 

Luxury products signify exclusive, expensive, aesthetic, 
prestigious and high-quality aspiration products bought 
by a select group of elite customers. They have very high 
symbolic, social and emotional value. Such products 
often have a heritage, history, story, legacy, mystique 
and culture behind them. Dubois (2001) found six facets 
of luxury products which included an excellent quality, 
very high price, scarcity and uniqueness, artistic and 
polisensuality, ancestral heritage and personal history, 
and superfluousness. The magic and illusion created 
by marketing innovation play a key role in creating 
the perceived value of luxury products. Catry (2003) 
emphasised on the importance of quality, emotions and 
rarity in luxury products. In another study, Wiedmann et 
al. (2009) analysed the customers’ perception towards 
luxury value and revealed that consumers’ perceptions of 
luxury value appear to be determined mainly by functional 
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value (usability, quality and uniqueness), individual value 
(self-identity, materialistic, hedonic value reflected as 
self gifting, extravagance and self-directed pleasure), 
and social aspects described as prestige value in social 
networks, with the financial dimension (prestige price and 
expensive) acting as a moderating variable.

Luxury has always been confined to special class of 
customers who buy products for self-image, personal 
meaning, hedonic value, social status and expression. 
Customers’ perceived value of luxury, social motives and 
aspirations play a significant role in determining their 
buying behaviour. Wiedmann et al. (2009) segmented 
customers into the four clusters: the materialists, the 
rational functionalists, the extravagant prestige seekers 
and the introvert hedonists. Such customers represent 
a wealthy, affluent and exclusive segment of people 
representing a unique personality and extravagant 
lifestyle. Luxury products are perceived to give the 
owners a sense of pride, elegance, respect, identification, 
recognition and status.  Kim et al. (2016) found that 
shopping of luxury products is more hedonic as compared 
to a functional purchase. They observed that emotions 
play a significant role in forming customer’s attitude 
towards luxury products.

Luxury products are often sold through exclusive, 
premium retail stores or flagship stores of luxury 
brands to create a special appeal to the customers. Joy 
et al. (2014), in an ethnographic study, explained that 
consumers perceive luxury stores as art institutions 
offering exclusive shopping experience through 
aesthetically designed architecture, atmospherics and 
merchandise. Most of the luxury stores appear to be 
places of attraction characterised by their grandeur and 
shopping environment. Some of the important attributes 
of the luxury store include store design and layout, visual 
display, product interface, lighting, ambience, service 
and store staff interaction with the customers. All these 
elements collectively create a uniquely pleasurable and 
memorable experience which influences customer’s 
cognitive, emotional and behavioural responses towards 
luxury stores.

It has been observed that women are an important 
segment of customers of luxury brands. Although, 
luxury products are purchased by both men as well as 
women, significant differences have been reported in 
their behaviour towards luxury brands. Stokburger-Sauer 

and Teichmann (2013), in a comparative study of the 
role of gender in luxury brands, found that women place 
greater value to luxury products in terms of uniqueness, 
social, hedonic and status value and as compared to 
men. They further added that women reflect a more 
positive attitude and purchase intention towards luxury 
brands. Indian women, responding to changing lifestyle, 
growing purchasing power, international exposure and 
easy availability of global luxury brands in India, have 
emerged as an important customer segment for luxury 
products.

Methodology

The present study is qualitative research based on in-
depth interviews and observation of luxury retail stores 
in India. Face-to-face in-depth interviews of 20 women 
customers were conducted to understand their experiences 
of luxury stores. Also, 10 luxury flagship stores in India 
were visited. The observation was done to obtain first-
hand real-life authentic data about the stores. The primary 
purpose of this research was to understand the customer 
experience in luxury stores. Women customers, who 
had an experience of buying luxury brands from luxury 
stores, were interviewed. They belonged to an age group 
of 30-50 years, working women as well as homemakers, 
with a monthly family income of one lakh rupees and 
above. The selection of stores was confined to the stores 
selling personal consumption products such as jewellery, 
watches, apparel, footwear, cosmetics, fragrances, bags, 
accessories, etc. The stores were visited during a personal 
visit to some Indian cities including Delhi, Mumbai, 
Chennai and Ahmedabad. These stores included Louis 
Vuitton (LV), Prada, Gucci, Armani, Dior, Chanel, 
Burberry, Swarovski, Coach and Cartier. During the visit, 
the researcher acted as a shopper and carefully observed 
the store design and infrastructure; product range; visual 
display; atmosphere; sales staff and their interaction 
with the customers; processes; and other environmental 
elements. Due to privacy and store policies, no recording 
in any form was done during the visit to the store. After 
every visit, the observation of the store was documented. 
The interpretation and conclusions are drawn based 
on an analysis of in-depth interviews and all the ten 
observations.

Findings and Discussion

During the interviews, women expressed that shopping 
of luxury products is a not only an act of buying, but it 
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also represents a joyful journey leading to the fulfilment 
of desires, dreams and fantasies. Luxury shopping is 
a unique, timeless, priceless, immersive, memorable 
and pleasurable experience in the life of the customers. 
Most of the women customers were well informed, 
knowledgeable, experienced and highly demanding. 

The women customers explained that their experience in 
luxury stores involved the entire journey of shopping, from 
the point of entry until the exit from the store. It consisted 
of their interaction with a wide range of touchpoints 
during the journey. An analysis of their interviews and 
observation revealed that the responses related to their 
experiences in the retail store can be grouped into six 
factors: Store Design, Visual Display, Product Interface, 
Lighting, Ambience and Store Staff. A brief description 
of findings related to each of these factors is given below.

Store Design

All the respondents thought that the first attraction of 
the luxury store is its design. Some of them mentioned 
that they are often attracted by the mesmerising design 
of the store - both exteriors and interiors. One of the 
respondents said that “I am so fascinated by the appeal of 
store’s appearance that many times even I do unplanned 
shopping or impulse buying.” Customers also expected 
that the luxury should be expressed through the store 
design and its layout while buying luxury products.

Luxury stores represent a grand picturesque iconic view 
of a large store. The architecture of a store is a reflection 
of its brand image. These stores have an artistic and 
attractive facade, exterior and interiors uniquely designed 
by professional designers. Such designs are globally 
adopted by all flagship stores of a specific luxury brand. 
Selective use of colours as per the brand image, along with 
shades, styles, patterns and symbols creates a thematic 
image of the luxury brand. Inside the store, the use of 
artwork, specially crafted motifs, and the use of branding 
elements make the place aesthetically very appealing and 
rich. Luxury stores are mostly big and have large spaces 
for movements.

Visual Display

The women customers highlighted the importance of 
the visual display of luxury products in the stores. They 

thought that a well organised and good product display is 
essential for knowing about the products. At times, it acts 
as a stimulant for impulse purchases. “The product must 
be prominently visible and presented elegantly,” said 
one customer. Most of the customers placed a very high 
value on the range and selection of products presented on 
display in the store. 

The product display is arranged in a classical manner, 
where each product is provided sufficient place to speak 
about itself. Each product appears to be a piece of art, 
presented beautifully in an elegant manner. Artistically 
designed shelves and arrangements for product display 
create a mesmerising impact on the minds of customers. 
The store presents all its latest models/variations along 
with timeless classical designs. Use of digital displays 
further adds to creating a magical impact on shoppers’ 
perception. Digital technology is being embedded in 
enhancing the visual experience of luxury products.

Product Interface

Respondents mentioned, during the interview, that they 
wanted to have the real experience of “Touch and Feel” 
by touching the products in physical form. This is one of 
the major reasons why they come to stores as compared 
to doing online shopping. Some customers said that - 
“I never buy any luxury product without experiencing 
it physically,” “it helps in making a choice easy, I can 
myself see what am I buying and how does it suit me,” 
and “touching the products in-store gives me confidence 
that I am buying the right product.” 

Most of the products are displayed at the accessible reach 
of the customers. They can be easily picked up for having 
a closer look at its design, quality and features. There is 
no crowding of products at any place, which allows the 
customers to have a closer look at any specific piece on 
display. The customers are also encouraged to touch and 
feel the product attributes. The store allows for the exhibit 
and explanation of product features by specially trained 
professional sales staff.

Lighting

Most of the customers mentioned that there should be 
sufficient and good lighting in the store so that they can 
see the display and details of the products. The lighting 
further adds to the highlighting of products and its 
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features. One customer said that “there should be good 
lights to make products visible and appealing.”

Luxury stores are very intelligently illuminated. The levels 
of brightness, sharpness, focus, intensity, colours, etc., 
are carefully managed to create an attractive and pleasant 
sight. Specially designed and engineered lighting on 
products on display creates a magical visual impact. Each 
store uses a unique combination and patterns of lights to 
reflect its branding elements and unique signature.

Ambience

It has emerged from the interviews that “Ambience” plays 
a very important role in creating customer experience 
among women in luxury stores. Most of the women placed 
a very high value on the store ambience as it makes them 
feel good, comfortable and relaxed during the shopping. 
“I like the fragrance of the store; it’s very soothing and 
refreshing,” said one customer. Another customer was 
admiring about the combination of fragrance and music 
inside the store.

The ambience has a unique effect on the shoppers with 
highly soothing air quality bearing a touch of pleasant 
scent of specially designed fragrance for the store. It 
makes a customer feel very comfortable, refreshed and 
relaxed during the shopping process. It also influences 
consumers’ moods and emotions. Many stores play a 
signature background instrumental music which matches 
with their brand image and creates a brand experience for 
the customers. A great ambience makes the customers 
stay longer in the store and explore the product range.

Store Staff

All the respondents pointed out the role of store staff 
in creating experience and memories of the store. The 
appearance, communication, behaviour, assistance and 
personal touch of store staff members have a significant 
impact on customer experience. Some customers shared 
that, “I must be treated nicely, and the staff members 
should help me explain the product details”; “I often 
ask store staff for their advice on how well the product 
appears on me”; “They are so friendly and nice to me and 
always give me lot of respect, some of the staff members 
have become like a friend to me.” 

The most important and lasting impact on the customer 
is created by the store staff. Cresp (2017) reported 

that store staff plays a key role in the luxury store in 
influencing the customer by giving advice and handling 
them with empathy and care. Most of the staff members 
are professionally dressed, look graceful and attractive, 
soft-spoken, humble and friendly in their approach, and 
treat each customer with attention and great care. They 
are well trained in technical, behavioural and emotional 
skills. Each store staff has a complete knowledge about 
the product features along with the brand history and 
related stories. During the interaction, the sales staff 
often narrates the iconic heritage of the luxury brand 
and explains its properties in detail. Personalisation 
and human touch is a critical factor in sales encounters. 
Each customer is given privileged status and treated 
with the utmost respect, recognition, care, courtesy and 
warmth. The views, opinions and suggestions expressed 
by customers are highly appreciated, valued and given 
due importance. All the queries raised by customers 
are appropriately and humbly responded by the staff. 
Whenever required, assistance, advice or help is provided 
by the staff members. A delicate balance is maintained 
in providing assistance and giving freedom to customers 
to explore the store at their own will. Special efforts are 
undertaken to make the customer feel very special inside 
the store.

It has been found that the women customers were of 
the opinion that the experience within the store is a key 
determinant of their satisfaction, purchase intentions, the 
quantity of purchase, the amount spent and store image. 
They further mentioned that they share their experiences 
with friends, and pleasant memories of their experience of 
luxury store result in store loyalty and recommendation to 
other people. 

Implications 

The present research brings important implications for 
researchers and luxury retailers. There is a need to carry 
out more empirical studies to ascertain the influence of 
various factors on consumer behaviour and customer 
experience. Ascertaining the role of gender in luxury 
customer experience may be undertaken to compare the 
perceptions of men versus women. Multicultural studies 
are also required to understand the impact of the country 
or culture-related factors on luxury consumption. The 
findings of the qualitative study can be further validated 
by conducting a large-scale survey research. In view of 
the customer experience dimensions of the luxury store, 
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as described by women customers, the retailers of luxury 
products can map the entire customer journey involving 
various touchpoint interactions to craft the retail elements 
for creating a superior luxury customer experience. They 
need to adopt creative marketing strategies to maintain 
perceptions of prestige and other qualities associated with 
luxury. 

Conclusion

Luxury shopping experience resembles to fairy tale 
stories, which take the people to the world of desires, 
aspirations, dreams and fantasies, and create a lasting 
impact for lifetime. It is a personalised co-created 
experience placing greater importance on individual, 
social and functional values. They are the culmination 
of a series of experience created through interaction 
with all the touchpoint during the entire journey of a 
luxury shopper from entry to exit from the luxury store. 
Women are important customers of luxury brands. The 
present study has significantly contributed by bringing 
out important dimensions related to women customers’ 
experience in retail stores. It appears that emotions play 
a greater role in the luxury experience. Considering the 
perceived value of luxury brands, the luxury stores needs 
to be very carefully designed and managed in a unique 
manner involving design, visual display, lighting, product 
interface, ambience, and store staff interaction with the 
customers. Women customers are often mesmerised 
with the immersive and near-magical effect of the 

experience resulting in timeless, unique and pleasurable 
memories.

References
Catry, B. (2003). The great pretenders: The magic of 

prestige goods. Business Strategy Review, 14(3), 
10-17.

Cresp, R. (2017). A luxury shopping experience: How 
atmospherics and salespeople behavioural attributes 
influence customer satisfaction. Luxury Research 
Journal, 1(3), 193-239.

Dubois, B., Laurent, G., & Czellar, S. (2001). Consumer 
rapport to luxury: Analyzing complex and ambivalent 
attitudes. Les Cahiers de Recherche 736. HEC Paris.

Joy, A., Wang, J. J., Chan, T.-S., Sherry Jr, J. F., & Cui, 
G. (2014). M(Art)worlds: Consumer perceptions 
of how luxury brand stores become art institutions. 
Journal of Retailing, 90(3), 347-364.

Kim, S., Park, G., Lee, Y., & Choi, S. (2016). Customer 
emotions and their triggers in luxury retail: 
Understanding the effects of customer emotions 
before and after entering a luxury shop. Journal of 
Business Research, 69(12), 5809-5818.

Stokburger-Sauer, N. E., & Teichmann, K. (2013). Is 
luxury just a female thing? The role of gender in 
luxury brand consumption. Journal of Business 
Research, 66(7), 889-896.

Wiedmann, K.-P., Hennigs, N., & Siebels, A. (2009). 
Value-based segmentation of luxury consumption 
behavior. Psychology & Marketing, 26(7), 627-644. 



Abstract

Every human being aspires to have his own house to 
live in. After food and clothing, housing is the third most 
important human requirement. On average, a person 
spends almost two-thirds of his life in a house which 
is his sanctuary in his old age. Adequate housing is, 
therefore, a fundamental need of human beings and 
an essential prerequisite for physical, intellectual and 
mental development. 

The term “Housing Loan” is a loan of finance for buying 
or modifying the house. Blessed are those who live in 
their own house and fortunate are those who have the 
money to buy one. But all are not privileged to buy a 
house of their own. For many such privileged, buying a 
house has become possible in modern times through 
housing loans. The various types of housing loan, such 
as Home Extension Loan, Home Improvement Loan, 
Plot plus Construction Loan, Construction Loan and 
Conversion Loan, are offered. Hence, the “Housing 
Loan” may be defined as a financial resource for an 
individual or a group of persons who use it especially 
for the purpose of housing.

The paper aims to study the buying behavior of 
consumer for home financing. Several factors – 
including socioeconomic profile of the respondents, 
number of earning members in the house of the 
applicant to increase his eligibility of getting a home 
loan, type and purpose of loan seeker, average general 
loan amount and tenure seeker’s preference, and the 
customer awareness regarding their CIBIL scores 
were explored.

Keywords: Housing Loan, Buying Behavior, 
Socioeconomic Profile, Tenure, CIBIL Scores
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Concept of Housing Loan

Having decided to get a housing loan, one has to choose 
the suitable housing finance company (HFB) first. The 
present housing loan market is so conducive that a 
person can apply for a housing loan to any of the housing 
finance institutions at any time after deciding to acquire 
or construct a property, even if he has not selected the 
property or started construction. Most of the housing 
finance banks have their guidance cells, which help the 
prospective customers of housing loan in the selection 
of property and completing all the legal formalities of 
acquiring the property or construction of house according 
to their requirements. 

Features of Housing Loan
	 ∑ Quantum of loan
	 ∑ Term of repayment
	 ∑ Interest on housing loan
	 ∑ Processing and administrative fees
	 ∑ Equated monthly installment (EMI)
	 ∑ Repayment of housing loan
	 ∑ Documentation for housing loan
	 ∑ Security for housing loan

Different Types of Housing Loans

There are various types of housing loans available 
in the housing finance market for prospective 
customers. 
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EMI (Equated Monthly Installments) 

Calculation of EMI: An EMI can be calculated on a 
daily reducing, monthly reducing, quarterly reducing, 
half-yearly or yearly reducing basis. The EMI will be 
lowest if it is calculated on a daily reducing basis.

Daily Reducing Basis: Even better than monthly reducing 
calculations a daily reducing method, which some banks 
apply.

Monthly Reducing Balance: Now, let us take a real-life 
example of an EMI calculated every month. Keeping the 
loan amount at 1 Lakh, the period as 15 years and the 
rate of interest as 12%, the bank will change the principal 
outstanding every month. After the customers pay their 
EMI for the month, the new reduced amount will be 
calculated only for the next month.

Similarly, in a quarterly, half-yearly or annual reducing 
balance, the interest is levied according to principal 
outstanding at the end of these periods. Progressively, the 
EMI works out to be more, with the highest being at an 
annual reducing basis.

Computation of EMI is calculated with the help of the 
following formula:
             EMI = L × r × (1 + r)n/((1 + r)n – 1)
Where, L - Loan Amount

r - Rate of Interest in Decimals
n - Period of Loan (in years)

Interest Rate 

Interest rates continue to be calculated in different ways. 
The methods that are no longer widely used are flat rate 
and annual reducing basis.

CIBIL Score

TransUnion CIBIL Limited is India’s first Credit 
Information Company, also commonly referred to as 
a Credit Bureau. It collect and maintain records of 
individuals’ and non-individuals’ (commercial entities) 
payments pertaining to loans and credit cards. These 
records are submitted to us by banks and other lenders 
every month; using this information, a Credit Information 
Report (CIR) and Credit Score are developed, enabling 
lenders to evaluate and approve loan applications. A 
Credit Bureau is licensed by the RBI and governed by 
the Credit Information Companies (Regulation) Act of 
2005.

The CIBIL score plays a critical role in the loan 
application process. After an applicant fills out the 
application form and hands it over to the lender, the 
lender first checks the credit score and credit report of 
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the applicant. If the credit score is low, the lender may 
not even consider the application further and reject it 
at that point. If the credit score is high, the lender will 
look into the application and consider other details to 
determine whether the applicant is credit-worthy. The 
credit score works as a first impression for the lender, 
the higher the score, the better are your chances of the 
loan being reviewed and approved. The decision to lend 
is solely dependent on the lender, and CIBIL does not, 
in any manner, decide if the loan/credit card should be 
sanctioned or not.

Literature Review

Gupta, U. and Sinha, R. (2017) discussed that the demand 
for home loans has been increasing in India due to the 
requirements of residential accommodation. A large 
amount of Indian population is availing the home loan 
facility. It is important for the institutions offering the 
home loans to consider and keep a track of the factors 
affecting the decision of the buyers to avail the home loan. 
Home loans benefit the buyer not only in terms of gaining 
an asset but also in terms that it is a good instrument of 
saving; for employed ones, it turns out to be a source of 
tax benefit also.

Kumaraswami M. and Nayan J. (2014) discussed the 
importance of housing finance and the institutions 
providing housing finance. A detailed discussion of the 
marketing strategies adopted by financing institutions has 
been discussed by taking into account the loan criteria 
eligibility, loan amount, interest rate, security, loan tenure, 
margin and processing fee. Finally, the paper highlights 
the performance of the housing sector, major findings and 
suggestions to improve the effective marketing of housing 
finance for both public and private sector banks.

Narwal, M. S., Rani, S. and Guar, R.’s (2013) study 
revealed that customer preferences for home loans 
are affected by the customer-friendly environment, 
processing and disbursing, rate of interest, payment 
terms and conditions, and freebies offered by the banks. 
Determining consumer preferences ahead of time provides 
a competitive advantage, avoids unnecessary spending 
and helps quickly establish a solid following.

Devlin, J. F. (2002), According to him, choosing a home 
loan institution based on professional advice is the most 
frequently chosen criterion, closely followed by interest 

rates. However, differences in the importance of choice 
criteria with respect to gender, class, income, education, 
ethnicity and financial maturity are apparent.

The Objective of Study

Analysing the consumer’s behavior for home loans 
offered by India shelter:
 ∑ To study the socioeconomic profile of the 

respondents.
 ∑ To know about the number of earning members in 

the house of the applicant to increase his eligibility 
of getting a home loan.

 ∑ To know the type and purpose of loan seeker wants.
 ∑ To know the average general loan amount and 

tenure seeker prefer.
 ∑ To know about the customer awareness regarding 

their CIBIL scores.

Research Design
	 ∑ Universe Home loan seeker from India 

Shelter, Kota Branch
	 ∑ Type of Research Descriptive research
	 ∑ Sample Unit Individual seeker
	 ∑ Sample Size 100 loan seeker 
	 ∑ Sampling Method Non-probability convenience 

sampling
	 ∑ Tools for analysis Chi-square test with SPSS

Data Collection Method
Primary Data

Primary data are collected through the responses of the 
consumer through questionnaires which were specially 
prepared for this study. The questionnaire contained 
questions regarding the general and socioeconomic 
characteristics of the respondents such as age, educational 
qualification, etc., and also about their reason for taking a 
home loan, term, rate of interest, procedure, etc. 

Secondary Data

There was extensive use of secondary information in the 
form of books, articles published in magazines, journals, 
newspaper, reports of India Shelter, websites, circulars, 
pamphlets of the banks, clippings, etc. 
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Limitations of the Study

	 ∑ The research study was taken in a limited area only, 
and findings may vary if the area of study is changed.

	 ∑ Because of the limited time, research is conducted 
with only 100 customers.

	 ∑ Some respondents at times can be biased in their 
responses and as such analysis and conclusion based 
on it could vary to some extent.

	 ∑ The data being time-bound are also influenced by 

macroeconomic conditions and the economy as a 
whole.

	 ∑ The data collected from the customer are qualitative, 
i.e. views, perception, satisfaction, opinion, etc., 
may change from time to time.

Scope of the Study
In the current scenario, the housing finance business 
has become liberalized and competitive. It is found that 
exploring the behavior of the customers will give an 
insight to housing finance to maximize their customers.

Data Analysis
Table 1: Demographic Factors (N=100)

S.No. Demographic Factors Response
1 Gender Male 87

Female 13

2 Age Group 25–35 14
35–45 43
45–60 31
Senior citizen 12

3 Marital Status Unmarried 3
Married 97

4 Occupation Self Employed 28
Govt. Employee 12
Private 46
Daily Wages 0
Retired 14

5 Annual Income Below Rs. 2,00,000 23
Rs. 2,00,000–5,00,000 58
Rs.5,00,000–8,00,000 17
Above Rs. 8,00,000 2

6 Earning Members 1 71
2 19
3 8
More than 3 2

7 Taken Loan Earlier Yes 11
No 89

                               Source: Analysis of tabulated data 



10      International Journal of Applied Marketing and Management Volume 3 Issue 2 2018

Table 2: Buying Behavior Factors (N=100)

S.No. Buying Behavior Factors Response
1 Type of home loan to be taken Home purchase 7

Balance Transfer 2

Home expansion 35
Home Construction 56

2 Reason for home loan Investment Desire 59
Income tax relief 0

To receive rent 12
Other 29

3 Source of information about India Shelter products Newspaper 31
Hoarding/Banners 23
Internet 7
Friends/Relatives 19
Other 20

4 Amount of Housing Loan 2-5 lakhs 23
5-10 lakhs 59
10-15 lakhs 15
15-20 lakhs 3
20-25 lakhs 0

5 Duration of tenure of loan recommend 5-9 Years 26
9-13 Years 52
13-17 Years 18
17-20 Years 4

6 Repayment of loan when facing financial problem Borrow from relative 73
Borrow from financial institution 0

Apply personal loan from Bank 0

Other 27

7 Securities to deposit Land Paper 91
Other 9

8 Nominee Sibling 18
Spouse 23
Children 59
Other(Relative) 0

9 Name of the Bank having account to pay the loan SBI 31
CBI 13
HDFC 7
Other 49

10 Knowledge of current CIBIL Yes 29
No 71

11 Decision to take home loan Yes 67
No 33

        Source: Analysis of tabulated data 
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Hypothesis Objective 1
Null Hypothesis (H0): There is no significant relationship 
between the loan amount and tenure of loan repayment.

Alternative Hypothesis (H1): There is a significant 
relationship between the loan amount and tenure of loan 
repayment.

Table 3: Amount of Housing Loan (in Lakhs) and Loan Tenure (in Years) 

Amount of Housing Loan (In Lakhs) Tenure of Loan Repayment (In Years) Total
5-9 yrs 9-13 yrs 13-17 yrs 17-20 yrs

3-5 lac Count 23 0 0 0 23
% of Total 23.0% 0.0% 0.0% 0.0% 23.0%

5-10 lac Count 3 52 4 0 59
% of Total 3.0% 52.0% 4.0% 0.0% 59.0%

10-15 lac Count 0 0 13 2 15
% of Total 0.0% 0.0% 13.0% 2.0% 15.0%

15-20 lac Count 0 0 1 2 3
% of Total 0.0% 0.0% 1.0% 2.0% 3.0%

Total
Count 26 52 18 4 100

% of Total 26.0% 52.0% 18.0% 4.0% 100.0%

Chi-Square Tests

Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 183.135a 9 .000
Likelihood Ratio 157.403 9 .000
Linear-by-Linear Association 82.566 1 .000
N of Valid Cases 100

Result of Cross Tabulation
From the Chi-square test output table, a significance level 
of .000 has been achieved. This means the chi-square test 
is showing a perfect significant association between the 
above two variables at 95% confidence level. Hence, the 
null-hypothesis is rejected and we can conclude that at 
95% confidence level, there is a significant association 
between the loan amount and tenure of loan repayment.

Hypothesis Objective 2

Null Hypothesis (H0): There is no significant relationship 
between age of consumer and tenure of loan repayment.

Alternative Hypothesis (H1): There is significant 
relationship between age of consumer and tenure of loan 
repayment.

Table 4: Age and Tenure of Loan Repayment (in Years)

Age Tenure of Loan Repayment (In Years) Total
5–9 yrs 9–13 yrs 13–17 yrs 17–20 yrs

25-35 yrs Count 7 3 4 0 14

% of Total 7.0% 3.0% 4.0% 0.0% 14.0%
35-45 yrs Count 8 24 9 2 43

% of Total 8.0% 24.0% 9.0% 2.0% 43.0%
45-60 yrs Count 6 19 5 1 31

% of Total 6.0% 19.0% 5.0% 1.0% 31.0%

Above 60 yrs Count 5 6 0 1 12
% of Total 5.0% 6.0% 0.0% 1.0% 12.0%

Total Count 26 52 18 4 100
% of Total 26.0% 52.0% 18.0% 4.0% 100.0%
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Chi-Square Tests
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 13.336a 9 .148
Likelihood Ratio 15.783 9 .072
Linear-by-Linear  Association .087 1 .769

N of Valid Cases 100

Result of Cross Tabulation

From the Chi-square test output table, a significance level 
of .148 has been achieved. This means the chi-square test 
is not showing a significant association between the above 
two variables, even at 85% confidence level. Hence, the 
null-hypothesis is accepted. Now, we can conclude that at 
95% confidence level, there is no significant association 
between age and tenure of loan repayment. 

Findings and Conclusion

The findings of the questionnaire based research on the 
behavior of the consumers seeking a home loan from 
India shelter are as follows:
	 ∑ Socioeconomic profile of the respondents:
 ∑ Majority (87) of the respondents were male.
	 ∑ Majority (43) of the respondents were from 

the 35-45 years age group.
	 ∑ Majority (71) of the respondents were the only 

earning member of their family.
	 ∑ Type & purpose of the loan:
	 ∑ Majority (56) of the respondents applied loan 

for home construction.
	 ∑ Majority (59) of the respondents were found 

to opt for investment desire.
	 ∑ Amount of loan & tenure of loan:
	 ∑ Majority (59) of the respondents applied for 

loan amount between 5-10 Lakhs 
	 ∑ Desired tenure opted by the majority (52) was 

from 9-13 years. 
	 ∑ Majority (71) of the respondents were not aware of 

the term credit score or CIBIL score.
	 ∑ Hypothesis result:
  After testing various hypotheses framed 

regarding consumer behavior for a home loan, 
it can be concluded that:

	 ∑ There is a significant relationship between the 
loan amount and tenure of loan repayment.

	 ∑ There is no significant relationship between 
age of consumer and tenure of loan repayment.

Suggestions

	 ∑ Company may update (reduce) their interest rate 
slabs to increase the prospects conversion ratio.

	 ∑ Company must emphasize more on the digital 
advertisement to attract more prospects.

	 ∑ Company must start an awareness program 
related to the CIBIL or credit score information of 
the customer.

	 ∑ Company must makeshift toward flexi interest rate 
from the fixed interest rate.
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Abstract

Foreign trade is the sector which connects the domestic 
economy with the rest of the world and provides the 
goods and services which nation and the economies 
across the world fail to produce with their domestic 
resources. For engaging in foreign trade, countries 
need to have their own foreign trade policies, which 
lay down the provisions that govern their trade in the 
international markets. India also went for framing many 
trade policies and the foreign trade policy of 2015-
2020 is the latest addition to the group of trade policies 
of India. This paper aims to throw light on the basic 
provision, the feasibility of the new trade policy and its 
errors and omissions.

Keywords: Foreign Trade Policy, Provisions, 
Feasibility, Errors and Omissions
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in various parts of the world with different nations of the 
world. 

When the foreign trade policy came into existence, it 
became a torchbearer to the people who were either 
concerned with the functioning of the foreign trade 
or directly involved in the foreign trade. The policy of 
protection and the quantitative restrictions underwent 
certain big changes and this led to the major shift in 
the type and volume of the trade that was carried on 
with different nations. With this, there occurred a major 
shift in the policy of the Indian government towards the 
quantitative restrictions practised and the different types 
of tariffs that the nation practised to safeguard its trade in 
the world trade.

Besides this, the policy related to an outward-oriented 
policy was adopted in place of the inward-oriented policy 
so that India could reap the benefits of international trade 
in the world market. Various other measures related to 
correcting the anti-export bias and the policies of relaxed 
payments regime, expert incentives, adoption of exchange 
rates decided by the market forces and practising 
transparency in the functioning of all the trade practices 
were adopted to lay down the basic competitive strategy 
to make the India economy competitive and future-ready 
to face any type of challenge in the trade at the level of 
international market and create a name of its own in the 
international trade. 

Need of the Study

Foreign trade cannot be undertaken properly without 
proper foreign trade policy. Foreign trade policy lays 
down the broad guidelines to chalk out the strategies and 
methods along with the rules and regulations to guide 

Introduction

Foreign trade plays a pivotal role in the business and life 
of all the nations of the world. Without the indulgence 
and involvement of foreign trade, life of the people and 
the economies of the world would come to a standstill. 
The policy which governs the maxims of the foreign trade 
and the way by which it should be carried is known as the 
foreign trade policy of that particular nation. In the case 
of India, it did not have any well-defined foreign trade 
policy before it gained independence from the shackles 
of British rule. It was only after gaining independence 
that India framed its own foreign trade policy and came 
out with different maxims and the canons that the foreign 
trade policy comprised of. It framed a decisive foreign 
trade policy which was capable of forwarding its trade 
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the nature and components of the trade among different 
nations of the world. This necessitates the requirement to 
ponder over the facts related to the foreign trade policy 
and the details pertaining to its operation. Moreover, with 
the passage of time, the rules and regulations governing 
foreign trade become obsolete and can no longer be used 
to govern the trade practices. The rules which become 
outdated need to be replaced with the new rules and 
regulations to remain updated and carry on international 
trade according to the changing dynamics of the trade at 
an international level. Different policy reform measures, 
which have been undertaken after the independence 
to promote foreign trade of India, have been divided 
under different phases. The phases which form the broad 
framework of the policy measures of India are namely 
phase 1 (1947-48 to 1951-52), phase II (1952-1953 to 
1956-57), phase III (1956-57 to June 1966), phase IV 
(June 1966 to 1975-76) and phase V (1975-76 onwards), 
New Trade Policy 1991 Exim Policy 2002-2007 FTP 
(2004-05 to 2008-09), FTP (2009-14) and supplements of 
different categories which focused on the betterment of 
the trade and commerce of India and forward the quantity 
and quality of the trade done by India and led India on the 
international frame as the harbinger of world trade. Yet 
another policy pertaining to the improvements in the trade 
norms of India was announced by the Indian government 
in the year 2015 on 1st April. The policy is laid down to 
cover 5 years from 2015 to 2020. It is with this thought 
that this paper entitled “Foreign trade policy (2015-2020) 
- An analytical review” has been written to throw light on 
the working and appraisal of the latest foreign policy.

Literature Review

The literature review is a guarantee of the authenticity 
of any research and the results of the research. It lays 
down the broad framework and the guidelines for the 
research work undertaken by the scholar and presents 
the present scope and history of the research area that 
has been selected by the researcher. The gist of some of 
the important studies that have been undertaken to arrive 
at decisive conclusions after doing research is written as 
under.

Mahapatra, Kelvin (2008), in his study has made a detailed 
analysis of the different trade policies adopted by the 
government of India from time to time. The research done 
by him under the name of “The Trade Reform Measures 
of India” puts forward the different views of the thinkers 
of liberalistic and protectionist streams. 

Das, Jeevendra Nath (2009), in his paper related to the 
trade equations of India has dealt with the different 
needs of India related to trade. There are different needs 
of people based on the country and the basis of a specific 
region. He also throws light on the various natural 
endowments of India and how they can be utilized for 
forwarding the trade of the Indian economy. 

Nair, Kavita K. (2012), in the esteemed paper written 
by her, discusses the growth potential of the cottage and 
small-scale industries of India. These are the deserving 
and the needy sections of India and if given proper care 
and support can work wonders for the economy and the 
economic development and growth of the nation as a 
whole. 

Pathak, Divyansh (2013), in the paper written by him 
discuss the dimensions of the inward-oriented policy and 
the outward-oriented policy pursued by India and the 
pros and cons of different trade policies. His paper also 
discusses the changes that have been done from time to 
time in the trade policies. 

Vision, Mission and Objectives of 
Foreign Trade Policy 2015-2020

Years 2015-2020 are covered by the latest foreign 
trade policy of India, which endeavours to make India 
a significant shareholder of the trade in international 
markets. It aims to escalate the trade of India and raise it 
to the tune of $900 billion, by 2019-2020, and raise the 
percentage from 2 percent to 3.5 percent, in this duration. 
It aims to fulfil the following endeavours:

	 ∑	 Strive to make the policy stable and sustainable in 
terms of merchandise trade and the trade-in services.

	 ∑	 To carry forward the newly adopted policies of India 
like the policy ‘Digital India, the policy of make in 
India’ and last, but not the least, the policy of Skills 
India, etc., to develop the exports and the imports 
sector of India. 

	 ∑	 FTP 2015-20 plans to take rigorous measures to 
diversify the foreign trade of India.

	 ∑	 The new policy of foreign trade also aims at taking 
various initiatives pertaining to the provisions that 
will expand the trade horizons of India and forward 
its make in India initiative. 
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	 ∑	 It also plans to make policy appraisals regularly 
and strive to correct the imbalance in the balance of 
trade of India.

Multiple Incentive Schemes Brought Under 
Two Umbrellas

The new trade policy aims at following the parameters 
laid down by the World Trade Organisation, by adopting 
the following measures under the two heads of:

 ∑ Merchandise Exports from India Scheme (MEIS) 
and 

 ∑ Services Exports from India Scheme (SEIS).

The former scheme aims at the betterment of trade and 
the second one aims at improving the export services. It 
also seeks to forward the Focus Product Scheme; Focus 
Market Scheme; Agriculture Infrastructure Incentive 
Scrip and Vishesh Krishi Grameen Udyog Yojna.

Other Measures of FTP 2015-2020 

FTP 2015-2020 has come forward with several other 
measures, which can be put as under:

	 ∑	 Special attention has been given to reviving the 
status of the SEZs by providing them with the 
beneficial schemes of SEIS.

	 ∑	 Some improvements have been streamlined in 
the export promotion schemes to enhance their 
performance in the long and short runs.

	 ∑	 The previous provisions of the export promotion 
of capital goods have been reformed, and now they 
have been made more relaxed. 

	 ∑	 The exports of defence goods, environment-friendly 
commodities and the goods related to pharmacy 
have been provided with the provisions of tax breaks 
of 24 months which was previously only 18 months.

	 ∑	 It makes provisions for continuous trade policy 
appraisals in the import sector.

	 ∑	 It makes provisions for (i) online filing of 
documents/applications and paperless trade in 
24×7 environment (ii) online inter-ministerial 
consultations; and (iii) simplification of producers/
process, digitisation and e-governance.

	 ∑	 It provides for the interest subvention to the 
identified sectors that aims to cover 3 years. A 
business venture can avail the benefits based on its 
categorisation as:

	 ∑	 One-star export house: $3 million

	 ∑	 Two-star export house: $25 million

	 ∑	 Three-star export house: $100 million

	 ∑	 Four-star export house: $500 million

An Analytical Review of FTP 2015-2020
Feasibility of Export Target Under 2015-2020

FTP 2015-2020 has many outstanding provisions 
which make it trade-friendly. It aims to raise the export 
earnings from 465.9 billion in 2013-14 to $900 billion in 
2019-20, i.e. compound annual growth rate of 11.6%. But 
if we take into consideration the previous performances, 
than the achievement of this target seems quite impossible. 

FTP 2015-2020 and the Omissions 

Latest additions to the family of FTPs have also been 
criticised on the grounds of omissions in the foreign trade 
policy of 2015-2020 by renowned theorist and economist, 
Mr Rajeev Kumar. Major loopholes, according to him, are 
written as under:

	 ∑ The tourism sector of India is not performing as it 
used to in the previous years. The reason for this 
sluggish performance may vary by any, but the 
tourists are not turning to the tourist destinations of 
India, that often and it is now merely 7.5 million ar-
rivals per year.

	 ∑ FTP 2015-2020 fails to focus on the provisions for 
the development of the MSME sector, which is the 
bread giver to a vast majority of the population of 
India. It amounts to a whopping 45% of the output 
produced by the manufacturing sector of India and 
40% of the total exports done by India.

	 ∑ The export sector is yet another area which has been 
neglected by the FTP 2015-2020. The development 
of the exports is an area which should be given 
prime importance by the foreign trade policy, but 
this sector has been mainly neglected which means 
that the policy fails miserably in its initiatives.
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Conclusion 

After gaining independence, India framed its foreign 
trade policies and since then many policies have been put 
forward by the Indian government to assist in the smooth 
functioning of the trade of India in the international 
market. The Foreign Trade Policy of 2015-2020 also 
guarantees the improvements in the provisions of trade 
and helps to lay down sound foundations for the trade 
sectors of India. It certainly will help India in gaining 
prominence in the international market and forward India 
on the path of development. It guarantees several benefits 
like special status to the SEZs, export promotion, export 
promotion of capital goods, exports of defence goods, 
environment-friendly commodities, pharmacy, etc. Apart 
from that, it also provided for tax breaks of 24 months, 
continuous trade policy appraisals in the import sector, 
online filling of documents/applications, paperless trade in 
24×7 environment, online inter-ministerial consultations, 

digitisation and e-governance and interest subvention. 
It has done tremendously well in these areas but fails 
miserably on the front of providing satisfactory treatment 
for the sectors like tourism and the MSME sector.
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Abstract

Corporate Business & Industry are revisiting their own 
business processes and technology approaches as 
competitors and partners start to employ ‘digitalised’ 
business processes and exploit the increasing 
convergence between operational technology and 
information technology in the Corporate World. 
Technology solution providers are using concepts such 
as Internet of Things (IoT) to reach customers’ visibility 
and effectively at Point of Purchase (PoP) to sustain 
growth. Companies are creating and implementing 
the IoT solutions as alternative solutions to traditional 
technology solutions. Emerging business models allow 
Corporates to rethink or even outsource. Visibility 
by Advertising & Branding, Customer Retention by 
Intelligent connected systems along with network 
communications, software, and analytics now enable 
companies to improve and Turnaround Time (TAT) to 
optimise operating performance.

Keywords: Customer Relationship Management 
(CRM), Customer Retention by Visibility, Disruptive 
Innovation, Supply Chain Management (SCM), 
Digital Visual Merchandising, Stock Keeping Units 
(SKUs), Point of Purchase (PoP), Point of Sale (PoS), 
Turnaround Time (TAT), and Internet of Things (IoT).
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competitiveness, and market share. The present business 
scenario calls for a transformation in organisational culture 
in enabling organisations to translate innovative activity 
into tangible performance improvements. The Corporates 
could also improve profits and performances by providing 
work groups with opportunities and resources to innovate, 
in addition to employee’s core job tasks.

Peter Drucker says:

“Innovation is the specific function of entrepreneurship, 
whether in an existing business, a public service institution, 
or a new venture started by a lone individual in the family 
kitchen. It is how the entrepreneur either creates new 
wealth-producing resources or endows existing resources 
with enhanced potential for creating wealth.” 

Types of Innovation 

	 ∑	 Incremental Innovation: It is the most common form 
of innovation. 

	 ∑	 Disruptive Innovation: This, also known as stealth 
innovation, involves applying new technology or 
processes to the company’s current market. 

	 ∑	 Architectural Innovation: Innovation in the archi-
tecture of a product that modifies or changes the way 
different components of the systems interact or link 
with each other.

Introduction

In Business & Industry, innovation may be linked to 
positive changes in efficiency, productivity, quality, 
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scenario calls for a transformation in organisational culture in enabling organisations to 

translate innovative activity into tangible performance improvements. The Corporates could 

also improve profits and performances by providing work groups with opportunities and 

resources to innovate, in addition to employee's core job tasks. 

Peter Drucker says: 

 “Innovation is the specific function of entrepreneurship, whether in an existing business, a 
public service institution, or a new venture started by a lone individual in the family kitchen. 
It is how the entrepreneur either creates new wealth-producing resources or endows existing 
resources with enhanced potential for creating wealth”.  

Types of Innovation  

 Incremental Innovation: It is the most common form of innovation.  
 Disruptive Innovation: This, also known as stealth innovation, involves applying new 

technology or processes to the company's current market.  
 Architectural Innovation: Innovation in the architecture of a product that modifies or 

changes the way different components of the systems interact or link with each other. 
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C.K. Prahalad & M.S. Krishnan1: “We view innovation 
as shaping customer expectations as well as responding 
continually to the changing demands, behaviours, and 
experiences of consumers. We must do this by accessing 
the best talent and the resources available in the world. 
These two ideas must be connected - the resources of many 
to satisfy the needs of one. We suggest that this is possible 
only if we pay attention to the glue that enables ideas to 
be transformed into operations. We will focus on business 
processes and analytics as to the glue.” However, business 

processes must be connected to the skills, attitudes and 
orientations of managers. The Social Architecture - the 
organisation structure, performance measurements, 
training, skills and values of the organisation - must 
reflect the new competitive imperatives. So the Technical 
architecture of the firm - its information technology 
backbone.” 

Types of Innovation in Business are Product Innovation, 
Process Innovation, and Business Model Innovation for 
the business sustenance to enable inclusive growth. 

orientations of managers. The Social Architecture- the organisation structure, performance 
measurements, training, skills and values of the organisation - must reflect the new 
competitive imperatives. So the Technical architecture of the firm – its information 
Technology backbone”.  

1. The Age of Innovation- driving Co-created Value through Global Networks by C.K. Prahalad, M.S. Krishnan page 5, 6 
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We have witnessed the power of mechanisation in the 
early nineteenth century, automation in the seventies, 
information and the internet in the last decades. But now, 
the adaptation of connected intelligence into the business 

and corporate social responsibility is advancing at the 
speed of light, which will completely change the way we 
conduct business.
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Disruptive innovation is the key to future success in 
business. The organisations are required to restructure 
themselves to retain a competitive advantage. It is 
necessary to create and nurture an environment of 
innovation. 

Executives and managers need to break away from 
traditional ways of thinking and utilise change 
management to their advantage. It is a time of risk for 
greater opportunity. The world of work is changing with 
the increase in the use of technology, and both companies 
and businesses are becoming increasingly competitive. 
Companies will have to downsize and re-engineer their 
operations to remain competitive. 

Disruptive Innovation and Transformation may 
be brought about by the extensive use of digital 
int

.
elligence, which will be available on mobile, internet 

and pervasive computing as homes, offices and factories 
become a well-knitted cyber-physical system.

Enabling tools such as Cloud Computing, Internet 
of Things (IoT) and Cyber-Physical Systems are 
introduced. Artificial Intelligence, Machine Learning 
and collaborations are to be considered with a particular 
reference to smart manufacturing, smart products/services 
and smart cities, and their opportunities and challenges.

The Business & Industry focus is on organisational 
readiness, skills gaps and competencies for knowledge 
workers to fully leverage the power of Industry 4.0. 
Suitable for learners from all disciplines and interested 

in Disruptive Innovation, Transformation and in the mega 
changes to our society.

Fast-Moving Consumer Goods (FMCG) Companies 
initiated Customer Relationship Management (CRM) 
with Sales Force Automation, which resulted in 
integration of Supply Chain Management & Logistics 
using Cloud Computing solutions & services for last-
mile (retail stores/kirana shops) connectivity using IoT 
solutions provided by companies namely Snapbizz, B 
partner, SaraoPOS, Wondersoft, Vanigam, Marg, Peel 
works, and Nukkad; also, other companies’ initiatives 
such as data warehousing and data mining have made it 
possible for the businesses to maintain relationship with 
the customers.

Objectives

The market survey to enable digital transaction process to 
showcase products to end-user and challenges prevailing 
in the FMCG market in India.

Operations and marketing objectives have to be made 
compatible with the overall corporate objectives of a 
digital marketing company to become the world’s largest 
and best brand while ensuring that their company name is 
synonymous with the products of the highest quality.
	 ∑	 To find the effectiveness of digital visual 

merchandising tools encourage in the transforma-
tion to reach the customer by Visuals like pictures, 
banners and videos.
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	 ∑	 To minimise the costs of POP (Point of Purchase) 
advertisement by digital sales campaigns.

	 ∑	 To reach last mile-consumers with effective digital 
display with short turnaround time (TAT) to create & 
display visuals in kirana stores for FMCG business.

	 ∑	 To stimulate customer buying pattern through 
contextual advertisements for both regular and 
festive offers in time.

The cost of TV media advertisements and print media is 
very high, compared to advertising using a digital visual 
merchandising tool, i.e., Point of Sale (PoS) machine, 
which has the features of the display from the cloud server 
and pictures taken from the PoS machine’s camera. The 
display screen unit which displays the banners, pictures 
and videos are transmitted from the cloud server to kirana 
stores’ LED Display Unit connected with Mobile Data 
Card. 

Apart from transmission of banners, pictures and videos 
by FMCG companies with very short TAT for creating 
and displaying the banners, pictures and videos using IT 
and the cloud server, the kirana stores’ POS machine’s 
camera enables the store owners’ to take pictures of 
store’s discounts and offers to sell their slow-moving and/
or non-moving items and such other Stock Keeping Units 
(SKUs). 

The technology has enabled the FMCG companies to run 
the various types of advertisements and sales campaigns 
(banner, text and videos) for regular offers which help 
them during seasonal sales and festivals in India. This 
may minimise and slowly, in the future to eliminate the 
print media advertisements such as Point of Purchase 
(PoP) banners, pamphlets, leaflets and such others.

Independence from display space limitation in retail 
stores. The display screen unit, which displays the 
banners, pictures, and videos, has enabled the FMCG 
companies to display their products and services live 
at every kirana store or modern retail stores, resulting 
in eliminating dependency on limited shelf space in the 
store, for revenue generation. Stores are also getting a 
facelift as modern stores.

Digital pictures, texting and videos that are created and 
displayed are of high-quality media content. They are 
immune to damage overtime and could be transmitted in 
very short TAT. Hence, a number of pictures, scrolling 
texts and videos enable the FMCG companies to advertise 
faster. 

Need of the Survey

The survey is done to analyse the effectiveness of 
campaigns through real-time data. A brand’s display 
content and control the following parameters:

First, the display Content Type - Image/Video or 
combination of image and video and how long content 
stays on the screen. Second, sales campaign Start date 
and the duration of campaign. Third, the display content 
is ensured to display at least once in every 4 minutes. 
Fourth, detailed reports on how long the campaign was 
displayed in each store daily. Fifth, detailed reports on the 
daily reach of the campaign in each store to be generated.

Research Methodology

Descriptive Research: This provides perfect characteristics 
of a finicky entity or a grouping. This deals with everything 
that can be counted and studied, which has an impact on 
the lives of the people it deals with.

Casual: A nature of conclusive research where the main 
objective is which obtains evidence concerning reason 
and result relationships.

A descriptive observational study has been carried out 
to find out the customer satisfaction process and its 
effectiveness to gather necessary data; the survey has 
been conducted by interviews in the various retail/kirana 
stores.

In this research, we used about 550 retail stores for 
sampling with a team of nine persons to gather information 
and data. It means that the data are collected according to 
the convenience of the sellers and customers as well as 
the researcher.

It is the number of questions that are made to ask the 
sellers and customers or the target audience from where 
we are trying to collect the information. It is a face-to-face 
interaction with a client.

Personal Interview

It means having a face-to-face interaction with the sellers 
or customers/clients. The data are collected through the 
questionnaire. This is to elicit information that was left out 
in the questionnaire. We took opinions and suggestions 
for the betterment of the project.
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The sellers of these FMCG could be said as the 
significance of the company brand that has been the 
accepted name/s, which will not be similar to others. 
They can make the brand equity by making their visuals, 
display ads unforgettable. The brand should be simply 
identifiable, and greater in value and trustworthiness. 
Collection of promotional activities also helps the FMCG 
companies to retain the brand value. A general example 
of a situation is, if any company wants to launch new 
products and if they have optimistic brand significance, 
they could survive in the market and increase their sellers’ 
satisfaction. It is a key pointer of the company’s potential 
and act, exclusively in the open markets. Frequently, 
companies in the similar industry sector compete on 
service of sellers. Seller-based brand name evaluates the 
seller’s answer or opinion to a business name.

A descriptive study has been carried out to find out the 
advertisement campaign process in line with FMCG 
sector and its effectiveness to gather necessary data a 
survey has been conducted by interviews in the various 
kirana stores and Modern Retail stores.

In this research, we used to convince sampling - that the 
data are collected according to the convenience of the 
sellers and customers as well as the researcher.  

Personal Interview

Having a face-to-face interaction with the sellers or 
customers/clients. The data are collected through a 
questionnaire. We also took opinions and suggestions for 
the betterment of the project.

Benefits Offered to the Retailer 

First, create and display advertisement of high margin/
slow-moving stocks and communicate all store offers and 
product promotions to customers in a short span of 2 to 3 
days. Second, display the sales offer at a retail store and 
Influence Impulsive purchase behaviour of consumers 
and increase sales. Third, enable to achieve 20-25% sales 
growth on displayed products. Fourth, enable the retail 
stores to Sell Display Picture, Scrolling Texts and Video 
time slots to local brands to showcase their products/
service and increase revenue. Fifth, engage customers 
during billing time, i.e., they watch the Visual Display on 
LED screen/s about sales offers when they wait to get the 
bill for products they have selected.

Research Findings
Research Findings 
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Cost Benefits to the Retailer

During the survey, it was found that the retail store owners 

also informed that the Investment Cost of Hardware could 
be recovered in about 4 to 5 months. 
The following is an example to explain cost benefits: 

Table 2

Description Amount
Investment Made by Retailer for PoS LED Screen  INR 10,000
The retailer can earn by selling display slots to the local brands. He can earn INR 150 to INR 300 per month per slot 
Assuming he sells 5 slots to local brands @ INR 200 per slot earns INR 1,000/ per month

INR 1,000 per month

Assuming Average Daily Revenue of Store INR 15000
Assuming sales revenue from high margin products to be 10% i.e. INR 1,500. 
			∑ Profit on those calculated at 20% will be INR 300
			∑ Displaying 30% of these products on LED can earn additional daily profits of INR 90 /- i.e. INR 2700/ per month

INR 2,700 per month

Retailer can achieve break-even on investment (of INR 10,000 for buying LED screen) by 3 months {3X(1000+2700)}  INR 11,100
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can earn INR 150 to INR 300 per month per slot  

Assuming he sells 5 slots to local brands @ INR 200 per slot earns 

INR 1,000/ per month 

INR 1,000        

per month 

Assuming Average daily revenue of store INR 15000  

Assuming sales revenue from high margin products to be 10% i.e. 

INR 1,500.  

 Profit on those calculated at 20% will be INR 300 

 Displaying 30% of these products on LED can earn additional 

daily profits of INR 90 /- ie INR 2700/ per month 

INR 2700 per 

month 

Retailer can achieve break-even on investment (of INR 10,000 for 

buying LED screen) by 3 months {3X(1000+2700)}   

INR 11,100 

 

 

 

<TABLE HEAD>Table 2 

Graph 3: Store Displaying Brand Content on Snapvision Wants

Stores Displaying Brand Content on
Snap Vission Wants



24      International Journal of Applied Marketing and Management Volume 3 Issue 2 2018

Benefits Realized by Retailers

The survey carried out in kirana stores revealed the 
following information:

Table 3

Benefits Number of Stores
Increase in Sales of Advertised products 198
Increase in number of customers 154
Communicate discounts and store offers 139
Display Ads. of Local products 72
 Total 563
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Analysis of Survey 

The companies should concentrate on their post-sale 
support facility extended for the products sold. The 
SKU’s/products on sales offer should be available in 
the retail stores. Improve the supply chain and logistics 
management. Also, the companies should extend new 
offers to retail stores. The Wi-Fi connectivity should be 
continuous without any issues.

The effectiveness of digital visual merchandising tool 
has encouraged in transformation to reach the customer 
by visuals like pictures, banners and videos which has 
resulted in a) increase in sales of advertised products, 
which is 35.16% in 198 stores; b) increase in the number of 
customers, which is 27.3% in 154 stores; c) communicate 
discounts and store offers is 24.6% in 139 stores; and 
d) increase in display Ads of local products, which is 
12.7% in 72 stores of the total 563 stores surveyed. 

The digital display Ads have minimised costs of POP print 
media advertisement by digital sales campaigns; during 

the survey, it was evident that the numbers of printed 
leaflets, brochures are minimum numbers.

The survey revealed that the reach to last mile-consumers 
with effective digital display with short TAT of about 3 
days for developing the Ads creative & display visuals 
in kirana stores for FMCG business. The display content 
type of a) image or video is 18% and b) the content type 
is a combination of image & video is 82%.

The visuals at POS have initiated to stimulate customer 
buying pattern through contextual advertisements for 
both regular and festive offers in-time.

Suggestions 

The companies should focus on the retail store’s 
satisfaction by extending better monetary incentives. 
The companies should ensure the improvements on 
a continuous basis, and also periodically measure the 
benefits & costs of carrying out the sales revenues and 
expenses. Periodically, the feedback should be processed 
as suggested by the retail sellers. The company should 
ensure that the executives improve the relationship by 
interacting more with the retail sellers. The customer or 
seller issues need to be addressed to recover the brand by 
the company’s processes with quick TAT. The incentives 
offered to the retail sellers must be reviewed and revised 
periodically. 

Conclusion 

This project, carried out by IIBS Incubation Centre, 
is essentially to know about effectiveness of Digital 
Advertisement and transmission of banners, pictures and 
videos by FMCG companies with very short TAT for 
creating and display banners, pictures and videos using 
IT, Mobile Computing and the cloud server, the kirana 
stores’ PoS machine’s camera enables the store owners’ 
to take pictures of store’s discounts and offers to sell their 
slow-moving and/or non-moving items & such other 
SKUs. 

Ratan Tata-backed Snapbizz, a retail technology 
start-up, has successfully developed disruptive innovation 
technology solution, implemented in more than 5000 
kirana stores in a short period. It helps maintain brands 
tp come up with personalised promotional offers at these 
last-mile kirana stores/retail outlets. 
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The technology has enabled the FMCG companies to run 
the various types of advertisement campaigns (banner, 
text and videos) for regular offers and it has helped 
them during seasonal and festivals sales in India. Digital 
advertisement and transmission of banners, pictures, 
leaflets and pamphlets would minimise and slowly, in 
future, eliminate the print media advertisements such as 
PoP banners, pamphlets, leaflets, etc.
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Abstract

In the dawn of the twentieth century, the world was 
facing an economic crisis. India thus initiated to come 
up with new federal policies with respect to the indirect 
taxes imposed in the country. The concept of Goods 
and Service Tax, popularly known as GST, as the most 
awaited tax reforms, was introduced on 1st July 2017 
keeping the notion of One Nation, One Market, One 
Tax. Taxes are a way to collect the money by the people, 
from the people, for the people. GST was thought to be 
a broad base tax levied at every stage of production 
and distribution. The GST has been proposed to 
have a ‘dual’ structure, which means it will have 
two components - the Central GST and the State GST. 

With the enactment of GST in India, it has been 
expected to make a remarkable presence among the 
global economies. GST will benefit both the sides of the 
system. On one side, it has been expected to reduce 
the tax compliance, cost of administration, generating 
more revenue for the government and, on the other 
hand, it will ensure transparency in the system, set-off 
input credit against the liability and also eliminate the 
possibility of cascading of taxation for the consumer. 
GST will eliminate various indirect taxes namely; Value 
Added Tax (VAT), Central Sales Tax (CST), Service 
Tax, Central excise duties and Additional Excise 
Duties, CVD and special CVD’s, central surcharges 
and cesses against the one system of GST. The 
reduced tax burden will foster the level of production by 
raising the GDP and also the purchasing power of the 
consumers. With the inception of GST, there are certain 
other factors which cannot be neglected. The minimum 
limit to comply the GST registration has been extended 
from Rs 5 lakhs to Rs 25 lakhs, the abolishment of entry 
charges applicable on inter-state trade and commerce, 
common eye for both the goods and the services. This 
paper tries to study the suitability of GST in the context 
of the Indian economy and its prospects for the state to 
generate revenue.

Keywords: Indirect Tax, Goods and Service Tax, 
Tax, Awareness and Knowledge, Indian Economy

GST: A Cure for Ills of Existing Indirect 
Tax Regime
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Introduction

In the inception of the twentieth century, when the world 
was facing an economic crisis, India initiated to come 
out of the situation by reviewing the existing economic 
policies and formulating new federal policies. In due 
course of it, a bundle of reforms were implemented to 
facilitate the Indian economy: Make in India, Made in 
India, Goods and Service Tax, etc. Out of these Goods 
and Service Tax (GST) is the most expected undertaking 
to stimulate the declining pace of growth of Indian 
economy by exchanging the existing indirect taxation 
system comprising various evils, with the new system of 
taxation keeping the notion of One Nation, One Market, 
One Tax.

Taxes play a significant role to review the soundness of 
any economy. Taxes are the way to collect the money 
from the individuals, firms, association, companies, etc., 
to fulfil the development needs of the country and its 
citizens by investing in the form of public expenditure. 
It is considered as a major source of revenue for the 
government to accelerate the economic growth to arrive 
at the level of a developed country with the all-time high 
national income. 

In the Indian context, taxes are applied in direct and 
indirect form over the people of the nation. In case of 
direct form, specific rates have been applied and charged 
over the income of the people and are directly paid to the 
government. Here, the burden of the tax is directly borne 
by the taxpayer; it cannot be shifted to another. The only 
example of direct tax is Income Tax, which is applicable to 
all, irrespective of the nature of the business or professions 
being carried out by the people. An indirect form of tax 
is unique. It is applicable and charged on every person 
knowingly and unknowingly. The immediate liability of 
indirect taxes is borne by the manufacturer. However, the 
manufacturer recovers it from the seller. Here, the burden 
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of the tax passes on to another until it finally reaches to 
the consumer, who bears the brunt of it.   

Background of GST in India

It has been quite a decade since the thought of GST in 
India was first mooted by Kelkar Task Force (2004). The 
task force had powerfully suggested the implementation 
of absolutely integrated GST on a national basis. Later 
on, while presenting the Central Budget for the financial 
year 2006-2007, the ruling Union Finance Minister, Mr P 
Chidambaram, had proudly announced that GST would be 
implemented from upcoming financial years, expectedly 
in 2010-11. However, in actuality, GST has missed several 
tentative deadlines and continued to be covered by the 
clouds of uncertainty. The earlier announcement gained 
momentum in 2014 when the NDA government presented 
the GST bill as 122nd amendment in the parliament on 
19th December 2014. The Lok Sabha and Rajya Sabha 
passed the bill on 06th May 2014 and 03rd August 2014, 
respectively. The President of India had provided the 
consent on 08th December 2014 only after the ratification 
of the 50% of the states of India. With the President’s 
consent, it became a Constitution Act 2016.

The GST had found its face on 27th March 2017 when the 
Central GST Legislation - Central Goods and Service Tax 
Bill, 2017, Integrated Goods and Service Tax Bill, 2017, 
Union Territory Goods and Service Tax Bill, 2017, and 
Goods and Service Tax Bill, 2017 was presented in Lok 
Sabha. These bills were passed on 29th March 2017 by 
the Lok Sabha, and with the consent of the honourable 
president, these bills were enacted.  

Framework of GST in India

	 ∑ Concept of Dual GST Model has been introduced 
in India, which enables the Centre and states to levy 
taxes on goods simultaneously.

	 ∑ GST is based on the destination principle where the 
supply of goods and services takes place. 

	 ∑ GST in India comprises of CGST - which is 
levied and collected by the central government, 
SGST - which is levied and collected by the 
state government or union territories with state 
legislatures, UTGST - which is levied and collected 
by union territories without state legislature.

	 ∑ Harmonized System of Nomenclature has been 
introduced under GST to categorise the various 
types of goods under different codes.

	 ∑ Compulsory registration is applicable for those 
whose turnover (supply of goods) exceeds Rs 20 
lakh in any financial year. However, the maximum 
limit may be Rs 10 lakh for carrying out business in 
special category.

	 ∑ For small enterprises making intrastate supplies, a 
scheme of simpler taxation known as the composite 
scheme is also available. Apart from the simplified 
taxation procedure, the law also contains a provision 
for granting exemption from payment.

	 ∑ The facility of Input Tax Credit is also available 
where credit of CGST can be set off against the 
liability of CGST and SGST. However, the credit 
can be set off against the SGST only.

	 ∑ A common GST portal - managed by Goods and 
Service Network (GSTN) - is incorporated under the 
provision of the Indian Companies Act 2013. 

	 ∑ GSTN is offering widespread services covering the 
aspect of Registration, Payment of liable amount 
and periodical return.

	 ∑ Another crucial facility of E Way bill is also 
being offered through an online electronic portal, 
managed by National Informatics Centre (NIC), 
Ministry of Electronics and Information Technology 
Government of India.   

Benefits of GST to the Indian Economy

	 ∑ Replacement of an earlier variety of Indirect 
taxes, namely Value Added Tax (VAT), Central Sales 
Tax (CST), Service Tax, Central excise duties and 
Additional Excise Duties, CVD and special CVD’s, 
central surcharges and cesses against the one system 
of GST.

	 ∑ Less compliance with respect to registration set off 
of credit and filing of periodical return through a 
common electronic portal.

	 ∑ No probability of levying taxes on tax (cascading 
effect) as taxes are charged only on the value added 
on the last stage by set off the tax paid on purchase 
against the liability originated due to sale/supply of 
services.
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	 ∑ All goods and services are covered under GST 
regime due to which, the entire chain of movement 
of goods can be traced. This enables the reduction in 
the manufacturing cost.

	 ∑ Due to less burden of tax on goods, people may buy 
the required quantity of goods with less money as 
compared to early time. 

	 ∑ Demand and consumption for goods may rise along 
with the less changeability of taxes on goods.

	 ∑ In order to supply the increasing demand for 
goods, the GDP of the Indian economy also rises 
subsequently.

	 ∑ Detailed chain of a tax levy on goods along with the 
mandatory registration of enterprises may result in 
the control over the generation of black money.

	 ∑ Transparent system and structure of the indirect 
taxation system boost/strengthen the economy in the 
long run.

	 ∑ Reduces the tax burden on producers and fosters 
growth through a lot of production. This taxation 
structure, pumped up with myriad tax clauses, 
prevents makers from manufacturing to their 
optimum capability and retards growth. GST can 
watch out of this drawback by providing step-down 
to the makers.

	 ∑ Different tax barriers, like check posts and toll 
plazas, cause wastage of unpreserved things being 
transported. This penalty transforms into major 
prices because of higher wants of buffer stock and 
storage prices. One taxation system can eliminate 
this roadblock.

	 ∑ Knowing of bases of taxes and the amount of taxes 
are being charged and paid by the customer shall 
prove the consistency and transparency in the 
system.

	 ∑ The amount and the level of revenue will be 
strengthened by the extended tax base system.

	 ∑ GST gives credit for the taxes paid by producers 
within the product or services chain. This is often 
expected to encourage producers to shop for stuff 
from totally different registered dealers and is hoped 
to herald additional vendors and suppliers beneath 
the orbit of taxation.

	 ∑ Custom duty applicable to exports will be replaced 
by GST. Thus, the competitiveness of India in 

international markets would be improved and 
strengthen due to the lowest amount ever occurred 
on account of transactions. 

Positive Impact of GST on SMEs and 
Startups
Applicability of GST and introduction of new policies 
for startups and Small & Medium enterprises will pose 
a positive impact towards the betterment of the Indian 
economy in ways more than one. GST may subsidise 
the small and medium enterprises and startups in the 
following ways:
 ∑ Ease of Starting a Business: For a business enterprise 

to operate in different states and union territories of 
India need to register itself under VAT. Variety of 
rules spread in different states and union territories 
added the complication to the procedure and high 
cot. Under the GST system, a single registration is 
enough for expansion of SME’s.

 ∑ Reduction of the Tax Burden on New Business: 
As per the current tax structure, every business 
organisation, having the turnover of more than Rs 
5 lakh in any financial year, needs to register itself 
under the VAT regulation. However, this limit has 
been extended to the turnover of Rs 25 lakh to 
provide relief to the majority of 60% of small dealers 
and traders. 

 ∑ Improved Logistics and Faster Delivery of Services: 
In the earlier taxation system, there was a need to 
pay entry tax against the sale of goods as inter-
state supplies. However, under the GST bill, no 
entry tax will be charged for goods manufactured 
or sold in any part of India. As per the suggestion 
recommended by CRISIL, with the implementation 
of GST the transportation of industrial goods may be 
reduced by 20%, which may boost up the commerce 
and economy.

 ∑ Elimination of Distinction between Goods and 
Services: Earlier, there were separate procedures 
of taxation for goods and services. The rate of 
chargeability was also different from one another. 
GST has treated both the goods and services as 
similar to each other. This will make the various 
legal proceedings related to the variety of goods and 
services being offered across the nation simpler. As 
a result, there will no longer be a distinction between 
the material and the service component, which will 
greatly reduce tax evasion.
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Table 1: GST Tax Rates

Tax Rate Products
5% Household essential goods such as edible oil, sugar, spices, tea and coffee are included. Coal, Indian sweets and life-saving 

drugs, cashew nuts, ice & snow, biogas, insulin, aggarbatti, kites, coir mats, wind-based atta chakki, postage and revenue 
stamps, hearing aids, fly-ash blocks, natural cork, marble rubble, carriage designed for differently able individuals. 

12% Preparation of vegetables, fruits, nuts or other parts of plants including pickles, murabba, menthol and menthol crystals, all 
diagnostics kits and reagents, exercise books and colour books for professionals, spoons, forks, playing cards, chess boards, 
items manufactured from natural cork, computers & its peripherals and processed food

18% Kajal pencil sticks, headgear, aluminum foils, rear tractor tyre and tubes, weighing machines, printers, ball bearing, 
electrical transformer, CCTV camera and recorders, bamboo furniture, television, computer monitors, power banks with 
lithium battery, sports goods, game consoles, hair oil, toothpaste and soaps, capital goods and industrial intermediaries are 
covered in this slab.

28% Luxury items such as small cars, consumer durables like air conditioning machines and refrigerators, premium cars, 
cigarettes and aerated drinks, high-end motorcycles are included here.

No Tax Goods

	 ∑ Cereal grains like barley, wheat, oat, rye, etc.

	 ∑ Bones and horn-cores unworked and waste of these 
products.

	 ∑ All types of salt.

	 ∑ Kajal.

	 ∑ Picture books, colouring books or drawing books 
for children.

	 ∑ Human hair-dressed, thinned, bleached or otherwise 
worked.

	 ∑ Sanitary napkins.

	 ∑ Unit container-packed frozen branded vegetables 
(uncooked/steamed).

	 ∑ Vegetables preserved using various techniques, 
including brine and other preservatives that are 
unsuitable for immediate human consumption.

	 ∑ Music books/manuscripts.

GST Rates on Services
5% Rate

	 ∑ Travelling and transportation of goods and 
passengers via Indian railways.

	 ∑ Export of goods in the vessel to foreign countries.

	 ∑ Renting a motor cab without fuel cost.

	 ∑ Transport services in AC contract/stage or radio 
taxi.

	 ∑ Transport by air (scheduled)/air travel for the 
purpose of pilgrimage via chartered/non-scheduled 
flights.

	 ∑ Tour operator services.

	 ∑ Leasing of aircraft/air career.

	 ∑ Print media advertisement space.

	 ∑ Working for the printing of newspapers.

12% Rate

	 ∑ Rail transportation of goods in containers from a 
third party other than Indian railways.

	 ∑ Travelling through airlines in special classes.

	 ∑ Serving of foods and drinks at the restaurant without 
air conditioning facility.

	 ∑ Renting accommodation for more than Rs. 1000 and 
less than Rs. 2500 per day.

	 ∑ Offering chit fund services by foremen.

	 ∑ Construction of building for sale.

	 ∑ IP rights on a temporary basis.

	 ∑ Movie tickets are less than or equal to Rs. 100.

18% Rate

	 ∑ Serving of foods and drinks at restaurants with 
liquor license.

	 ∑ Serving of foods and drinks at the restaurant with air 
conditioning facility.
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	 ∑ Providing catering services at the outside place.

	 ∑ Renting the accommodation for more than Rs. 2500 
but less than Rs. 5000 per day.

	 ∑ Supply of food, tent services and party arrangement.

	 ∑ Circus, Indian classical, folk, theatre and drama.

	 ∑ Supply of works contract.

	 ∑ Movie Tickets over Rs. 100.

28% Tax

	 ∑ Entertainment or amusement facilities including a 
water park, theme park, joy rides, merry-go-round, 
racecourse, go-carting, casinos, ballet and sporting 
events like IPL.

	 ∑ Race club services.

	 ∑ Card games or gambling.

	 ∑ Serving of foods and drinks at five-star hotels.

	 ∑ Accommodation in five-star hotels or above.

Literature Review

Anand Nayyar and Inderpal Singh (2018) in their paper 
on A Comprehensive Analysis of Goods and Service Tax 
(GST) in India, concluded: “BJP government under the 
able leadership of Prime Minister Mr Narendra Modi 
could make it favourably implement by seeing the 
positivity in the concept that it will reduce the tax burden 
on customer, remove cascading effect and also improve 
the revenue of the government.” Kankipati Ajay Kumar 
in his research paper on A Journey of Goods and Services 
Tax (GST) and Structural Impact of GST on the growth of 
GDP in India concluded: “GST is in favour of the country.” 
Sakharam Mujalde and Avi Vani (2017) in their research 
paper on Goods and Service Tax (GST) and its outcome 
in India concluded: “Moving from earlier VAT system to 
GST system will be proven in simplicity and transparency 
manner and will be knocking the new door for the Indian 
economy.” Shefali Dani (2016) in her research paper on 
Research Paper on Impact of Goods and Service Tax 
(GST) on Indian Economy concluded: “Government of 
India should study the GST regime set up by other various 
countries before implementing at India to insulate the vast 
poor population of India against the likely inflation due to 
implementation of GST.” Akansha Khurana and Aastha 
Sharma (2016) in their research paper on GST - A positive 

reform for indirect taxation system concluded: “The GST 
will provide relief to producers and end consumers by 
offering set-off facility to producers against the tax liability 
originated and availability of goods at an economical 
price.” Monika Sehrawat (2015) in her paper on GST in 
India - A key tax reform concluded: “GST will give India a 
world-class tax system by grabbing different treatment to 
the manufacturing and service sector.” Hitesh K. Prajapati 
(2016) in his paper on Challenges and Implementation 
of GST in India talked about, “the challenges in the 
implementation of GST like IT sector is not boomed, 
the threshold limit of turnover for dealers under GST is 
another bone of contention between the government and 
the Empowered Committee etc.” Khan, Mohd. Azam, 
Shadab, Nagma in their paper on Goods and Service Tax 
(GST) in India: Prospects for States concluded: “GST 
may pave the way for modernization of tax administration 
as more than 160 countries have already introduced 
GST in some form or another and is fast becoming the 
preferred form of indirect tax in Asia Pacific region.” Dr 
Shakir Shaik, Dr S. A. Sameera, Mr Sk.C. Firoz in their 
paper on Does Goods and Services Tax (GST) Leads 
to Indian Economic Development? stated: “GST in the 
Indian framework will lead to commercial benefits which 
were untouched by the VAT system and would essentially 
lead to economic development.” Mohd. Azam Khan 
and Nagma Shadab, Department of Economics, Aligarh 
Muslim University, India, stated in the conclusion that 
“GST is a comprehensive base tax which is applicable 
on goods and services with the objective to generate 
revenue and ensure transparency in tax structure.” 
Gautham Ramkumar in his paper on Impact of GST on 
Consumer Spending Ability in Chennai City, concluded: 
“Implementation of GST in the Indian economy has 
reported that inflation indices are showing an increasing 
trend. Each and every customer is being affected by the 
GST, actual benefits of it can be experienced only in the 
long run.” 

Thus, GST may ingrain the possible probability of 
subsidising each and every participant of the Indian 
economy.

Research Methodology
Type of Data 

The present study is based on exploratory research 
technique which is quantitative in nature and secondary 
data will be used for analysis. 
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Source of Data

The research paper is an attempt of research, based on the 
secondary data sourced from journals, Internet, articles, 
previous research papers, which focused on the various 
aspects of goods and service activities. According to the 
requirements of the objectives of the study, the design is 
descriptive type. 

Conclusion

It can be concluded from the above-stated discussion that 
the inception of GST in the Indian economy is one of the 
great decision as taken by the policymakers in India. It 
is strongly believed that GST will accelerate the revenue 
generation of the Indian economy to finance the growth 
plans of the nation. It has and will make a positive impact 
over the Indian economy along with the producers, 
sellers, service providers, etc. Every phase of business 
transaction will be fully traceable which will enable the 
buyers to set off the credit of taxes already paid at the 
time of purchase, against the liability of taxes generated 
at the time of sales. It will have long-term benefits for 
the economy as a whole by reducing the procedural and 
improving the transparency in the application of taxes in 
the financial system. 
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