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Crow pheasant
niche with Aves- Jungle crow (Corvus macrorhynchos), common
dynamys scolopacea). Crow Pheasant also shares its niche with

Calotes and also with Mongoose (Helogale parvula) and Dogs

ions were abserved.

y to other birds, or while selecting the mate, communication is
@ the birds can take place by two ways; scund and sight. Many
5 establish a territory and to atiract a bird. The Crow Pheasant has

1 species by sound. “Clock- Clock” kind of call was heard
which may probably be passing the message that it has found

that is used carly in the breeding season to atiract a mate;
study bird was observed and heard to produce two

tarts calling just before dawn about 5:00 to

hos. During its breeding season its “coop-

es. Crow pheasant produces “coop-coop”
a relaxed mood when no threat perceived.
and both the pair produces sound “coop-

e crow pheasant has shown

s of flying encountered in birds
the ratio of wings length to its

atio. Crow pheasant showed
diture of energy. Crow
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ABSTRACT

| While the debate about what gambling is legal and what isn’t continues among gambling

. experts, in India courts, and between States and the Central government, one things is for
certain — Indians love to gamble. Although a good percentage is wagered legally on horse

racing and lottery, a large amount is wagered on cricket and other sports via illegal and
“technically illegal” channels, The central Act permits only State-organised lotteries to be run

in the country. Many state governments including Maharashtra run lotteries for raking in

, lotteries are banned in some states. There are a number of instances

where one state has banned lotteries run by another as they compete with each other for a
share in the lottery market.

g
e

PO

B —

Key words: Lottery, Legal Gambling, Lottery market, Revenue.

Introduction
Betting in India, whether it be lottery, rummy, poker, horse racing or other forms of
sports betting is a controversial subject. The central government of India does have an official
stance on gambling, which is that according to laws where the central government has
Jurisdiction, it finds gambling to be illegal. Gambling is loosely defined as any game'of
chance, however, the Supreme Court has found that activities like Rummy and Horse Racing
are games of skill, and therefore, not considered ‘gambling’ by the Nau‘onal law. Some also
argue that poker and other activities are games of skill; however, an official stance has not yet
bee;;: tIilI:;];I;te(iaveat here is that where the acti\}:ity remains within tbe border§ o.f a (%ir\}/]e
state. According to Entry No. 34 of List II of the 7' Schedu.le of the Indian Con.s.ututlon, e
individual States have the full right and legitimate authority to msze laws with respect to
gambling and betting. Furthermore, entry No. 62 confers authont)f to the States '10 t;x
gambling and betting events or activities. Thirteen states have legalized lottery, while the

States of Goa and Sikkim have legalized and regulated other forms of gambling.

Q
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Objective ' . .
To know the Indian legal environment i Loltery Business,

To know the Lottery Business in Varioys States of Indja,

Research Methology
This study based on secondary data, T he data has beep collected from varjous published
sources books, journal & websites ec.

Maharashtra State

the only forms of legalized betting withj
State of Maharashtra with the Bombay W
State; however, the authority of the Stat

activity has been questioned. Most laws withi
gaming houses

It was reported in 2008 that Ladbrokes pushed to become a licensed operate a form of
legalized online horse betting within the State, but their efforts fell flat.

Under The Lotteries (Regulation) Act of 1998 that allows only State governments to print
or authorize lottery sales, Maharashtra authorizes Playwin to operate within the State. Some
smaller cities and districts such as Buldana have tried to run their own lotteries, but the State
government has taken legal action against them.

The game of Matka, which is similar to lottery, originated within the State of Maharashtra
Andhra Pradesh

Under the Andhra Pradesh Gaming Act of 1974, most forms of gambling are illegal C’
within the State. However, horse racing, rummy and state run lottery is allowed within
Andhra Pradesh. There does remain quite a bit of illegal gambling activity. If you search the
news, you will find the State come up in several cases of arrest and/or fines, but the fines t(":nd
to be small and typically only repeat offenders of those who run gambling

houses receive more serious punishment.

GoaG and Sikkim are well known gambling destinations within India. Goa in particular
oa

11 land based casinos and casino boats to operate off its shores which have m?my table
i t allowed on the mainland. There are 7 land based casinos and several casino boats
0 . .
'gan(;sanas of October 2011. Gambling within the region 1s governed largely under the Goa,
in

Daman and Diu Public Gambling Act of 1976 which states:

Bhartiva Jain Sanghatana's Arts, Science & Commerce College, Wagholi, Pune. ~ Page 148
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26[134. Authorised Game.— (1) Notwithstanding anything contyined in this Act, the
Government may authorised any game of electronic amusement/sly machines in Ive Star
Hotels 27}and such table games and gaming on board in vessely offshore ay may be notified)
subject to such conditions, including payment of such r ecurring and non-recurring ,/(’L;.S', as
may be prescribed.

Karnataka

Kamataka used to allow Playwin to operate within the State, but like most States it
maintained a ban on single digit lotteries as well as lotteries that draw more than once a week,
However, Playwin is no longer allowed to operate within the State,

The State of Karnataka was involved in the landmark case MJ Shivani v. State of
Karmnataka (1993) where the Supreme Court found that Rummy was not gambling, but a game
of skill.

The government of Karnataka has recently become unfriendly to gambling in gencral,
trying to ban or severely limit lotteries, horse racing and other betting activitics as carly as
2007.

Horse racing was legalized in the 1970°s in Karnataka and its popularity rose quite
rapidly since. Even though recent efforts to limit and even get rid of horse race betting in the
State have been pursued, the activity remains legal within Karnataka.

Sikkim

Sikkim is the first state to attempt to legalize and license online gambling. It began
accepting applications to license online gambling. One stipulation is that the servers reside
within the State of Sikkim. The license would include many forms of betting, including
betting on cricket, football, rugby, etc.

Playwin is the most popular lottery game in India which is run by the government of
Sikkim.

Tamil Nadu

Gambling has long been a part of the local culture within Tamil Nadu, where cock
fighting is a famous pastime. The event usually consists of 3, 20 minute rounds where male
chickens (cocks) fight. It is a brutal sport which is very much illegal according to local law.
Laws that address the sport are related to both gambling but also animal cruclty.

Other games which are very popular within Tamil Nadu are Rummy and T'een Patti, both
of which are very traditional games of India.

Tamil was in the news over its regulation of prize schemes prohibiting companics [rom
giving away prizes as a promotion for the sale of their product. Pepsi Co. was prohibited from
operating a recent promotion within Tamil Nadu under the Tamil Nadu Prize Schme Act
(1979).

Tamil Nadu also hosts two race tracks, Madras Racecourse (Guindy Racccourse) and Ooty
Racecourse.

Madras is the oldest racecourse in India, built in 1777. It has an interesting history with
some turbulence during the first 100 years. The club was restored in 1887 and has scen racing,
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events throughout the 20" century till present day. Race seasop at Madras . :
. . l

November and March. Major event: Hyderabad Race Club Cup. s be‘Ween

The Ooty Racecourse is said to be the most beautiful in India. It i a highland
elevation of roughly 2.3 km above sea level. The Main event at Ooty is knowp . ]E;ack
eN

Gold Cup Race.

Uttar Pradesh
Uttar Pradesh has the largest population among all Indian States, Cricket betting isk
nOWn

to be quite popular even though it is not legal. Illegal betting rings are quite commop i
Pradesh. Many argue that legalizing gambling would be the best way to deal with the is‘;uUltar
The government of Uttar Pradesh has expressed some interest in brining legalizeq casinoe.
the State. One proposal back in 2005 was to open a Casino near the TajMahal, by nothsintg

has come of it as of now.

West Bengal
Gambling is not legal in West Bengal, however, like many States within India, jt remaing

quite popular. Cricket and Football are the primary betting interests in West Bengal.

Conclusion
The Constitution of India explicitly gives states the right to legislate and make policies

related to “gambling and betting”. It is quite clear in the Seventh Schedule Entry 34 List I
that states could legalize gambling should they choose to do so. As stated before, thirteen
states have created laws and regulations allowing lottery within their States, including Goa
and Maharashtra. Playwin is the primary provider of lottery services authorized by individual
States. Players are allowed to make bets at physical locations within Goa and Maharashtra.
Many players also play within India at the Playwin website. The legality of which is subject

to the laws of the state with which you reside.
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e Outlat:rzj I,SJ a form of gambling which involves the d.r‘i:"ilt“[gooth or
Nationa] o stat); Slo me gOVer.nments, while others endm;eoree o T
gOVemments Th Olttery. It 1s. common to ﬁrfd. some i:volving
¢Mploying c'ounui ek Ees 5 8 EIOEC ~ O::;nes hat take place
Which are run by St&; people. There are ‘mar.xy lottely.,;.lc16
government. St € government organisations under -
thej - State governments such as those of Maharasite: . T
S T OWn lottery departments and conduct lucky draws daily Of W b citize
tate run lottery is totally trustworthy and provides an OPPO o the
large prize amount from a very small investment and fulfil . ure
generated from the lottery sales also helps the State t improve the infrastru ;ricu
h.e alth and education facilities, enhance the status of women and child welfare, for ag
sector etc.

Jture

Key words: Lottery Business, Revenue generation, Infrastructure Development.

Introduction ,

Lottery Trade in India is legislated under Lotteries Act, 1998.0nly Federal and State
Governments are authorized to operate Lottery Business and usually operated through its
private agencies under the sole distributor arrangement. Instant Lotteries are prohibited by
Legislation. Though the estimates of the total lottery market size in India vary quite widely,
the current market size of the Indian lottery market is estimated at around Rs. 50,000 Crores.
Some States have banned the sale of lottery tickets in their respective states. The Supreme
Court of India has observed that a State Government cannot ban lotteries organized by other
State Governments if it operates its own lotteries. The lotteries in India are not permitted to
have more than one draw in a week. Further, the number of bumper draws of a lottery is
required to be not more than six in a calendar year. .

Currently, the lottery market in India is dominated by passive ticket lottery market
although eight online lottery companies are currently operative in India. Kerala Statc:,
Lotteries, established in 1967, under the lottery department by the Government of Kerala was
the first of its kind in India. The Lottery department was successful and has grown th
the state of Kerala by contributing to the needful and became the role mog gout

el for other states

for starting their own lotteries.
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The lottery business js a promising one, involving billions- of rupees and employing
countless people. Though individug] opinions regarding lottery is biased, a study states that
most of the people acceptable it. Lottery is a form of gambling where payment has to be
made for entry into (he game. The games themselves are of various types such as tombola .
The simplest games make use of (he scratch card that contains a set of characters. In every
game, the only deciding factor i luck.

Globally, lotteries are Séen as an effective way of raising money for charity and other
benefaction schemes. Some forms of lottery or the other is practiced in every region of the
globe. Lotteries allow funding of various social projects. The Govt. education receives the
benefit of the lottery scheme.

The future prospects of the industry look bright, with the business promising an almost
assured return. However, problems persist that needs adequate correction mechanismis.
* Illegal status: In many regions around the world lotteries are not in the realm of law. In

India, the illegal lottery business is set at INR 7200 crores, a whopping $1.3 billion.

Worldwide, the amount may run into exorbitant figures. Regulatory mechanisms require

stricter stance, but the problem is not restricted to lottery alone.

*  Problem gambling: This is a challenge even in the states where gambling is well
regulated. The risk of addiction to gambling activities threatens to stall regulation
approaches in other states. A mechanism needs to be put in place where early
identification and adequate mitigation are provided. The problem is magnified when we
throw into the basket the picture of underage gambling. As many as 66% of gamblers
accept placing the first bets while still being at school.

Ensuring fairness of the game: The simplest game is a lottery that involves a scratch

ticket. For such games to sustain, it is essential to ensure that the drawing of lots is non
influential.’

Objectives:
1. To study the overall online lottery business in India
2. To study the lottery business in Maharashtra state.

Research Methodology:

This study based on secondary data. The data has been collected from various published
sources books, journal & websites etc.

Legal Gambling in India .

Betting on games of chance is legal only in two places in India—Sikkim and Goa. While
Sikkim has one casino called the Sikkim Casino in Royal Plaza Hotel, Goa has seven brick-
and-mortar casinos and five cruise ship casinos offering a wide range of slots and table
games.

Betting on the online lottery, known as Playwin, is also legalized and regulated in India.
The only other form of betting that is heavily regulated in India is the horse betting industry.
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All this simply illustrate : Although lh;

St Lo ,
govemment of Sikkim agtemp :at gambling in India has o long way (0 8% . in SikKIM: ©
Pled to issue Jicepgeg to online gambling companics = ¢ betting

did not work out, as a result of which

Site with its servers and officeg based
Service the Indian market.

. in .
dian 017" " 4inos

gamblers in India do not have any Indid nli
i ] o
on Indian soi], However, some offshore

Indian Online Lottery
while

Betti .
Perfe:ttl';'nlge;ari it:esc())rl:;n:taltztster'lj‘,h-is C onsidered illegal in several In d-ian Stfliisr lcgﬂ”Zc Of
SUCT . - 1NIS 18 because states have the power 1O el . pettors
Cl'lr'nmahze. online betting—&lCtiVities within their jurisdiction. Fortunately for Indl?n lottery
online lottery is perfectly legal in Sikkim whiih (.)[.Jcratesvp]aywin,com, an onllr'Ic -
game tl.lat enjoys a great dea] of populrity i n all Indian stat e;, that permit online bcttmg.e
Indian players who want to bet on this lottery must be more than 18 years RIFeS
should reside in Sikkim, Maharashtra, Arunachal Pradesh, Goa, and West Bengal-

it 15

and

Legal Online Lottery India

Although India is not exactly a gambling friendly country, the people 0
of gambling and lottery is defined as being a legal activity. In fact, aroun
placed in India on a wide range of games of chance and sporting activities aré e 0
illegal, but are not. Many prominent citizens of India are in favor of further Jegalizing 2

regulating the gambling industry in India.

f India arc fond
d half the bets
believed to be

Maharashtra State Lottery .
Maharashtra State Lottery has been in existence from 12th April 1969. The Finance

Department of the State initiated the lottery to prevent cheating of the common people by

miscreants through illegal gambling schemes like Matka. The State run lottery is totally

trustworthy and provides an opportunity to the citizens to win a large prize amount from a
very small investment and fulfill their dreams. The revenue generated from the lottery sales
also helps the State to improve the infrastructure, provide health and education facilities,
enhance the status of women and child welfare, for agriculture sector etc. Simultaneously
many unemployed persons are engaged in sale of lottery tickets and provide them with full
time or part time employment. '

Alarmed over proliferation of illegal_lotteries in the Maharashtra, the state finance
ministry has issued a list o.f 258 léga.l lottencs: v-vhose res‘ults will be declared time to time, It
has dec1ded-to regularly l.SSUC of list of official ¥0Ft<?1'1es. Due to sale of illegal lotteries
government is not only losing revenue but the credibility of the lottery department is also at
stake.

The official lotteries are registered with deputy commissio
tax to the government. Thegministry has \I;aried strict aifiro(riouery '2) and have paid

4gamnst promoters ang

distributors of illegal lotteries under Sections 14 (1), 17 and 18 of Maharasht T
: fa 1ax on
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, 2006. A case w U
Regulations Act, 1998. ould also be registered u

The central A -
ct permit . ) ) country:
governments incl dl? s only state-organised lotteries (O pe run 1 the e owever
lotteries are b udmg Maharashtra run lotteries for raking in extra v state has
anned in so . . . where
me states. There are a number Of instances W  in the ottery

banned lotteri
ries run by another as they compete with each other for @ :

market. ;
The fina inis ist i
e l1ln ince ministry list includes 17 lotteries run in traditional format énd ong the
onli[; aharashtra's ten and Bhutan's seyen traditional Jotteries f1gure in the st % (GR)
feat ¢ ones are Goa's 168 and Sikkim's 63 lotteries. The gov'emment rosoltion
a 4 . . ' i
uring the list of these lotteries is available on Maharashtra govemmeﬂt s website
Achievements so far
s
Maharashtra State Lottery has produced many happy winners and more than 2327 personl
have become Lakhpatis in last 5 years.
ure activities, PUY

in their business Of agricult .
 the education of their children- Each draw 18
e either by an electric machine
t and trustworthy:

tto 'Reputed and

The prize money has helped them to invest
a vehicle or a tractor or to purchase house or fo
conducted publicly before a panel of Judges. The draw is don
or by selecting numbers from drums. The draws aré completely transparen
In the transition of 42 years, Maharashtra State Lottery proved its mO

Trustworthy'.

the week days except ol Sunday and the
eek.

here shall be total 10 draws every W

Weekly Lottery Schedule
Maharashtra government conducts a draw on all

three national holidays. From the month of October
This includes 6 weekly draws and 4 Mini Lottery.

List of Maharashtra Rajya Lottery ;
The results of Lottery tickets declare after few days or at the end of the week for weekly (L)
Jotto or monthly basis lottery. ' -
Akshaya (Weekly)
Pushkaraj (Weekly)
Sagarlaxmi (Weekly)
Dassera Bumper Lottery
Maharashtralaxrni (Weekly)
Vaibhavlaxmi (Weekly)
Maharashtra Bhushan
. Aakarshak Pushkaraj (Monthly)

Akshaya (Weekly)
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Abstract

No entreprencur or enterprise, however successful and big, can continue to hold a place of
leadership unless it recognizes that modern business operates in a world of galloping change
which creates new problems, risk and opportunities and for which they have to mobilize the
enlerprise’s resources before changes make their impact felt. To do successfully, the
entrepreneur and enterprise should know where this firm is going and how the firm will get
there. This is tum requires a clear definition of the company’s business which will enable it to
continually adopt operations to the realities of the market place, the very corner stone of survival
and growth” Innovation is defined as adding something new to an existing product or process.
The key words are adding and existing. The product or process has already been created from
scratch and has worked reasonably well. When it is changed so that it works better or fulfils a
different need, then there is innovation on what already exists. Innovation is the successful
exploitation of new ideas.

According to Deucker F. Peter Entrepreneurship is neither a science nor an act. It is a practice.
But as in all practices. Medicine or engineering for instance knowledge in entrepreneurship is a
means to an end. It is not a ‘Flash of genius’ but purposeful tasks that can be organized in to
systematic work Entrepreneurs are the real heroes of economic life. They are the ones who haye

shown that genius is sweat and toil and sacrifice and that natural resource gain value only by the
ingenuity and labour of man for their knowledge of failure, they forge success. In L
they achieve security for all. In embracing change, they ensure social and €conomic ﬂﬂb% -

Scanned by CamScanner

N b



!.‘l}'ltl(\lllgll‘nll}'_ the term entrepreneur has been drived from the French word Entreprendre

which connotes 1 Indertaker”,

Keywords: entreprenuer,  globalization, entreprencurship development, multidimensional

aspects, industrilization.

Introduction
According to Francis. A. Walker, the true entrepreneur is one who is endowed with more than
average capacities in the task of organizing and co-organizing the various other factors of
production. He should be a pioneer, captain of Industry. The supply of such cntrcprcncurshlp is
however quite limted and enterprise in general consists of several grades of organizational skill
and capability. The more efficient entrepreneur receives a surplus reward over and above the 0 @
managerial wages and this sum constitutes trade profit ascribed to superior talent.
The above definitions specified by different thinkers stress only selected aspects of
entreprencurship. In modem times an attempt is made generate a comprehensive definition that
tries to high light all facts and aspects of entrepreneurial activity. These multidimensional aspects
may be stated as follows.
Higgins stated that Fntrepreneurship is meant the function of seeing investment and production
opportunities, organizing an enterprisc to undertake (o new production process, raising capital,
hiring labour, arranging for a supply of raw materials and finding site and i:ombining these
factors of production into going concern, introducing new techniques and commd;ﬁas
discovering new sources of natural resources and selecting top managers for day today « per:
of the enterprise. ‘ o
An entrepreneur is a person who adds value to a particular niche or n - by pr
innovative products or services that are in demand. Innovation entr
as the effective combination of labour, capital and propert
in keeping with the chmgmgdmmdsofﬂw i
responsibilities and accountability pertaining to h

dynamic entreprencur gefs into top g
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«ASPECTS OF JAIN ARCHITECTURE
Kadambari Aute Dr. Jﬂg"d”‘h Aute e
1dings and other 1107 building

« Architecture” is @ general term used

structures. It can be the style of design and m

physical structures.
Temples, chaityagruha, Spas can be In¢
pillars can be included in other physwal structures-
works of art associated with

ples are few and spaced out.
r of all Jain temples

ya in Maharashtra

But the mainstream
The most spectacula

agarh(U. p.), Ello
complex of five Dilwarad temples of

nt abu in Rajsthan is a much yisited a
for in the first place

tem
@ Sl phase of Indian art is represente
und at Ranakpur and Moun

ave some specimens of Jain

d by Jain yersion.

t gbu In Rajsthan. De

are fo

art. Ina perticular the
ttraction. J ain

also h
it was almost

the 11" to 13t centuries at mOU
with a style of its own,

ture cannot be accredlted
rved out of

architec
these temples WETe ca

an offshoot of Hindu and Buddhi
es and thé use of bricks W

st rock cut style. Initially

as almost negligible.

stupas areé

rock fac
gnize that the caves and

At some places, it has been become hard to reco
Jain or Buddhist and it is still undecided.For €. & Dharashiv caves in Maharashtra.
rts of India, it has made a significant contribut

y in some pa
re. In general, Jain art broadly fo fo

Even
jon to

e of

(1] though Jainism spread onl
[lows the contemporary styl

Indian Art and Archltectu

Indian Buddhist and Hind
ific Jain needs.

u art, though the iconography and the functional layout of temple

buildings reflects spect
fferent from the Jain temples in south

Jain temples in north India are completely di
n west India. Jain temple which is

India, which in turn are quite different from Jain temples i
100 yrs old is called a “Tirtha’.

There are two types of Jain temples
1 Shikhar-bandhi Jain temple (one with dome)

1

Scanned by CamScanner




2N

2. Ghar- Jain temple (home tem)

Plan of main temple building ¢
buffering space between Sabhagriha and €
cell. Al Shikhar-bandhi Jain temples have mat
with Demi-god posture. There is always a maé
temple.The main part of Jain temple is called “
the stone carved God idol. Yaksha and Yakshini
Tirthankara are usually shown with them. These sc _
either the lotus position (padmasan-the seating p

position). Manstambha (column of honor) is a pillar that i

temples.

In early stages of evolution, structures like caves came

years Jain started building temple cities on hills based on the co

o
H’

immortality. Compared to Hindu temples in India Jain temples are few and

T IrTWEEay

latter used to tear down their older, decaying temples and build new ones at the same site.

On the other hand Jain temples had a certain militant aura around them, probably because of
plunderers who may have carried away riches. The reason being that Jain temples are the i

richest temples in the World, surpassing even Mughal buildings in terms of grandeur and

malerial wealth, e . A

The temple cities were not built on a specific plan; instead they were the result of
sporadic construction. Natural level of the hill on which city was built accommodated various
levels so that effect of architecture and grandeur goes on increase. Each temple of followed
a set pattern, styles, designed on principles of architecture in use during the period. The only
variation was in form of frequent chaumukhas or four faced temples. In these the image of a
“Tirthankar’ would face four cardinal points or four Tirthankaras would be placed back to
back to face four cardinal points. Entry into this temple would be from four doors. If temple

is dedicated to Chaturmukha image, its Garbhagriha is also opened to al] four directions,
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poth worship and teaching in front of

e plan is that of a number

In the temples Wil a of t
_ 4 dome pillars Were

e e ———

~endentives in

3

Image:1 Adinath templeat Ranakpur in Rajsthan is a example of such a t

n is a example of such a temple. It stands O

Adinath templeat Ranakpur in Rajstha
a flight of stairs at the

which is like a stronghold. On the top of

basement of 60 m by 62 m
ntrance hall) which has domed roof.

central entrance, there is three storied ‘Balanaka’ (e

Iy

Image:2 Statue of Gommateshwara.

3
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‘Indra sabha’ (cave 32) is a two storied cave

It has a very fine carving of lotus flower on ¢

"
L

of the double storied shrine excavated at the rear of court, an image of 4
found seated on her lion under a mango tree, laden with fruits. All other Jain
characterized by intricate detailing. Many of the structures had rich paintings in the:

fragments of which are still available.

Image:3 An image of Ambika

The contribution of Jains towards art and architecture was especially important in view
of the magnificent artistic creations, particularly in the forms of images, temples and
paintings, spread all over the country and covering a time span in continuity from the earliest
through the modern time. The Jain art with profuse variety changes, innovations and

embellishments has never been monotonous also. The Jain art and literature thrived most

vigorously between 10th and 15th century A.D. The period saw the building of a very large

number of Jain temples with exquisite sculptural carvings.
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10.
11,
12,
13.
14.
15.
16.
17.
18.

19.

20.

resides.
Antaral - transitional space between sabhagriha and garbhagriha.

Mulnayak — main deity of temple
Yaksha - demi-god.

Y akshini —demi-goddess. @. :
Tirthankara — in Jainism a person who has conquered sansara (the cycle of death and
rebirth) and pro'vides‘a bridge for others to follow them from sansara to moksha
(liberation).

Padmasan - seating position.

Kayotsarga — standing position.

e T —
| i TPl VR

Manstambha —column of victory often situated in court of temples.
Chaumukhas/ Chaturmukhas — idol or icon with four heads B
Mandapa — pillared hall.
Balanaka — entrance hall. _
Tirtha — Jain temple which is 100 years old is called tirtha. ® L
Bahubali - another name of lord Gommateshwara.

Gommatesh'wara — lord Gomateshwara, was a son of Rishabha (first tirthankara and

founder of Jainism).
Basadi — Jain monastery or temple where an image of one of the twenty four

Tirthankaras is installed. |
Samavasarana — the garbhagriha of Hindu temples means “house of God” on the other

hand, a Jain temple is not house of God but a place where Tirthankara gives teaching.

__---_ll-ii-—_i
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RESEARCH AND INNOVATION : DYNAMISM IN
LOTTERY BUSINESS

Prof. Landge Balwant Bhimrao
Head, Dept. of Commerce, B.J.S. Arts, Science and Commerce College
Wagholi, Pune-412207 Email : bblandge@egmail.com
Mob. No. : 9423348264

Abstract : B
Retail business is undergoing fundamental changes, both in terms of the range of b
products offered to clients and with regards to the continually evolving modes of ]

interaction between clients and retailers. This fact, coupled with the economic, 'n,

financial and regulatory instability faced by many countries, whether on a large or o

small scale, creates a business environment that is far more complex and fluid than it

was several years ago. The lottery business is a market which, at present depends &
. largely on the deployment of extensive retail network. It also has to undergo these '

changes in order to adapt the new environment. Lottery success is accomplished

through a combination of market research, effective game design, optimization of

prize payouts, coordinated game introductions, requiring sales and marketing team

efforts. As sales grow, so do demands. As the agency prepares for a slowing sales

trend, product improvements will not be enough; the Lottery will need to consider

other methods of increasing sales. These methods could include improving

productivity at existing retailers, new retail environments, or potentially offering a

new type of product. The ability to implement these strategies is dependent on

sufficient resources.

Key words: Lottery, Business,Dynamism, Lottery Network, Productivity, Customers
Trend

Objective :
1. To know the dynamic environment in Lottery Retail.
. 2. To know thevarious element of Environment in Lottery Business
3. To Understand the function of Lottery Business under Retail Shade.

Research Methodology :
This study is based on secondary data. The data has been collected from various

published sources books, journal & websites etc.

Lottery retail: A dynamic environment :
Maintain its current Situation , of lottery let alone continue to grow revenues and

develop a platform for the future technologies. The Lottery is reaching a tipping point.
It is unable to find out the programmers that are competent.It is essential to move
forward with a replacement solution to assure the continued integrity of the system

and sustainability of revenues.

32
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: R R . ; ” i
customers’ expectations due (o changes in the mix of products offered, and econom
factors. Each of these shifts will be described in detail below,

Lottery Customer Expectations :

Customers of the Lottery EXpect us 1o keep games interesting and relevant.

Traditionally, the compelling reasons that consumers choose Lottery games over It$

competitors’games have been rooted in four general areas:

1) The ability to offer extraordinarily large sums ofmoney as prizes for a very small
wager;

2) The convenience of pl is i ' ' d

2 € ol play as Lottery games is innearly every convenience store an
supermarket, aswel] as many other retail outlets:

3) Public openness and accountability with respect to game operations and
beneficiaries.

4) Proceeds from the Lottery benefit.

@ Econon?ic Factors : It will be difficult for Lottery to maintain its past reliable
forecasting based on current ang foreseeable economic trends. Nevertheless,
significant and general decreases in disposable income might be expected to dampen
Lottery sales.

E-Commerce Drivers : Entertainment is increasingly understood as something
delivered electronically. Electronic games with a skill element are enormously
popular. Pure games of chance (electronic or otherwise) generally require a material
reward element to maintain the interest of players.

Industry Trends : It is essential that we consider industry trends in our efforts to
perpetually develop new games and markets in order to maintain our current player
ship and to attract new customers.

Conclusion : There is a frequent change in the environment of lottery
Business.Various factors are responsible for Lottery environment. The Lottery still
maintains a competitive edge in these areas, threats to its perceived value and
therefore its player ship base is numerous.Increasing gaming options, such as those

' that attain a fast pace or involve an element of skill, have accounted for much of the
growth in the lottery. The Lottery will need to create compelling games, within its
guidelines that can compete in this market. The lottery business, a market that at
present depends largely on the deployment of extensive retail networks also has to
undergo these changes in order to adapt to the new environment. It will definitely be
proved effective if lottery business adopt new policies and planning.

References:

Lottery- NashibachyaSandhipallyad- N. Sugalchand Jain
http://www.intralot.com

hggs://www.wﬂd@ia.ogg

www.lottostrategies.com
www.biglotteryfund.com/research/environment
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CONVERSION OF MACRO ELEMENTAL STATE OF IRON INTO

MEDICINALLY IMPORTANT NANO BHASMA STATE THROUGH
ANCIENT AYURVEDIC PROCESSES

Rupali Ajesh Gulalkari
Dept of Chemistry .
Bharatiya Jain Sanghatana’s Arts, Science and Commerce College, Wagholi, Pune
Email :-rupalilad.2009@rediffmail.com

ABSTRACT: .. :
Ayurvedic system of medicine includes an important class of drugs of mineral origin under which

there is as subclass known as ayurvedicbhasmas. These are derived from metals like gold, silver,
copper, iron, lead, supreme medicines due to their extraordinary medicinal properties. However,
according to the modern science, heavy metals referred above are difficult to absorb at cellular levels
and therefore are toxic and harmful to human bodies. As against this according to anurved, all these
elements, after ayurvedic processes of bhasmikarananot only lose their toxicity but miraculous
medicinal properties are induced when they are transformed into what is called as bhasma state. In an
attempt to elucidate the exact nature of this bhasma state, we found that a genuine ayuvidicbhasma
possesses two characteristics (i) extremelytiny particle size, tending to nano level of the order of 20-
90 nm and (i) attachment of an organic components to these nanosizedbhasma particles. These
findings are expected to be useful to throw light on the medicinal potential of ayurvedicbhasma.

INTRODUCTION:
Ayurved firstly introduced the concept of “Bhasma™ in its medicinal system. Originally,

ayurvedic system of medicine was mostly restricted to medicinal plants (vanaushadhi) and to, some
extent to animal products such as cowurine, cowdung, cowmilk, honey etc. Later on metal-based
bhasmas were introduced and subsequently they constituted the most important class of drugs of

mineral origin.
The art and sciene of ayurvedicbhasmas in gencral and metal-based bhasmas in particular is the

subject of “ayurved rasashastra” , .

which is an extremely important and interesting branch of ayurved. The origin, history,
developments in ayurvedrasashastra is itself an attractive and promising area for research espcciall);
for chemists. Research in this subject will be also relevant and encouraging in coming years because
ayurved and ayurvedic medicines will receive more and more appreciation and impor[ance all over
the world. Melal-based ayurvidic drugs being the superior drugs3 as compared to all other classes of
dr'ugs,. there is an excellent opportunity ‘to re_iuvenalg this original art with the help of n16ciern
scientific developments. The present work is an attempt from this point of view,

SYNTHESIS AND CHARACTERIZATION OF METALLICBHASMAS:

Synthesis of Metallic Bhasmas,
Preparation of bhasma is an elaborate process involving shodhana,,marana and bhasmikarana. The

classical texts of Ayurveda prescribe in detail these processes. Me e fir i
process call'ed shodhana, during which the metal is lrepeatedly l]eztl?cl:ii a;:dﬁtls;]pl::”ﬁlectlj t_hfough '
extracts. This is fillowed by bhasmikarana where, the shodhit metal is repeatedly tritu OOt f:i i i
(bhavana) and calcinated in closed earthen crucibles in a pit, by buringcowd)L,m r?(e bl
called puta), to obtain bhasma. The size of pit, the number of cowdung cakes to g . e; . PTO?CSS
lsjllagcc:gs'l;: itsellg;;zra:nére and durqtion of heating are specified in detail in standard aytﬁ‘vtzzsjic ttZY(:_E tE’lll'rljuizsl
'épeated as many times as prescribed in classical texts for each preparati vE]
e ch preparation. Thus we hav
puta (10 cycles), shataputa (100 cycles), Sahastraputa‘( 1000 cycles) etc. to ensure that th:

B. J. 575, AFLs. Seience and (o e———————————
B. J. S’s. Arts, Science and Commerce College, Wagholi, Pune Page 35
’ . age
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Met
ethod | Method [I

I
PP e
' Figure 1.1 E-DAX patterns of the two lohabhasma samples.
i 1.1 Chemical Composition by E-DAX
Viethod C O Fe Al Si Cr K S Ca
Method | 30.40 28.07 | 35.60 0.40 1.02 . 0.15 | 0.58 1.91
Method Il 36.93 2830 | 29.14 - 0.77 3.43 1.17 1026 | __

ase analysis by XRD and partile size determination
The investigations were done to examine the crystalline modifications of iron oxides. The XRD

terns were recorded on Phillips X-pert Pro Powder diffratometer in the diffraction range (10.90)2.

bre Scherrer equation was used to calculate mean crystallite size.
The XRD patterns with relevant details are shown in Fig. 2.2 while the results of phase analysis

d particle size determination are shown in Table 2.2

| I NS | XA,

S B
! TR o] R

i\#\thod | Method 11

ATETHII T TEIAL

Figure 2.2 XRD patterns of the lohabhasma .

Ne. .77
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National Level Seminar on “Prospects and
Opportunities in Chemical Sciences”

— . operties and also
silicates; carbonates or phosphates are not known to possess significant .meglci:?fol ﬁlk(,)ll r bhasma state
they are not assimiable to human bodies. But when they are transforme ' faciors Seem 10 be
miraculous medicinal properties are claimed to be induced in them. Two maJ’ These may be (a)
responsible for induction of tremendous medicinal potential in the bhasma s-1'd!e. 3 (b) organic
extremely tiny size tending to nanolevel (10-90 nm) of the bhasma particles an

component imparted to these tiny bhasma particles. . . :

In the presentpwork, encouraging experimental evidence is obtained in favour of both lh'ese tjczlionr cS

Similar results and evidence is obtained in metallic bhasmas derived from copper, gold, tin an f

These result and “evidences are expected to be useful to throw some light on the naturc O

ayurvedicbhasmas and their claimed extraordinary medicinal properties.
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Chemi i f, " .-
mical Basis for the Traditional Test Used for Loha Bhasma

1
M o
rudula P. Wadekar*, lellVﬂjl Takale, 3Rupalli Lad,'Sonali Dhamal
and 'B.A. Kulkarni.

1.Ya: : o
5 B;:W:%n\t;.ao Mohite College, Bharati Vidyapeeth Deemed University, Pune India
3- oh rati 1d)(apeeth Engineering College, Lawale campus-Pune

- Bharatiya Jain Sanghatna’s BJS College of Arts, Science and Commerce, Wagholi,

Pune, India.

Abstra.ct.: Characterization of the genuine metallic bhasmas and confirmation of their identity and
authentlcllty is very important for their safer use. Complete conversation of metallic powder to the
bhasma is essential for this purpose. In ancient days traditional test like test of Phyllanthus
emblica with loha bhasma was one of the significant test to identify genuine loha bhasma.In the
present study, five commercial samples of Loha bhasma ie bhasma of iron are subjected to this
test to find presence or absence of free iron in the samples, using traditional ayurvedic test and
chemical basis for the same is provided using UV-Visible spectroscopy. Importance and practical
utility of the test is also discussed in this communication.

Key words: Loha Bhasma, ayurvedic test, Phyllanthus emblica, UV-Visible spectra.

1.0 INTRODUCTION:

In the ayurvedic system of medicines all
the drugs may be broadly classified into three
major categories (a) drugs of plant origin, (b) drugs
of animal origin and (c) drugs of mineral origin[1].
Among these, the drugs of mineral origin include a
very important class called as metal-based
bhasmas. According to ayurved rasashastra, these
bhasmas, especially those derived from mercury,
gold, silver, copper, iron, tin, .lead and zinc are of
primary importance because they possesses several
merits and advantageous over all other medicines.

All these bhasmas are synthesized directly
from the corresponding metals through the
ayurvedic process called as bhasmikarana. If this
process of bhasmikarana is followed strictly
according to the instruction given in the standard
ayurvedic texts, the resultant genuine bhasmas
possess miraculous medicinal properties[2].

Characterization of the genuine metallic
bhasmas and confirmation of their identity and
authenticity is very important for their safer use.
Reinvestigation of these traditional medicines are
highly desirable on the basis of modern science to
give them international recognition. Such types of
attempts  are previously =~ made by some
researchers[3-6]. For identification of a genuine
bhasma, several preliminary and confirmatory tests
have been established by ayurved pharmacy[7-8].
But most of these tests are either qualitative and
arbitrary. More exhaustive and confirmatory tests
are also prescribed in ayurvedic texts but these are
not yet standardized. Secondly for each metal-
based bhasma there are a variety of methods for
their syntheses and therefore standardization of
these bhasmas is also a very complicated task.

Therefore, in ayurved pharmacy, several
traditional tests were introduced to test the purity
and acceptability of certain ayurvedic drugs, for
their safer use. These tests are simple, rapid and
cheaper as well as convenient for practical purpose.
However the chemistry behind most of such tests is
yet to be explored. Some attempts have been done
by the authors[9-11] and present work is one more
attempt this direction.

The traditional test selected for present study i.e
for loha bhasma is based on the use of Phyllanthus
emblica. five commercial samples of loha bhasma
(LB-1, LB-2, LB-3, LB-4, LB-5) are subjected to
this test to find presence of free iron (which must
be avoided) in the samples The experimental
details for this test along with the chemical
interpretations of the results are presented below.

1.1 IMPORTANCE OF LOHA BHASMA:

Loha bhasma is an iron-based ayurvedic drug. It is
a famous and versatile medicine in Indian system
of medicine used all over India since ancient
times.Loha bhasma is specially recommended for
anaemia and its role in increasing haemoglobin
level has been experimentally proved. Apart from
its specific use in anaemia, it is claimed to be

egually important and effective in several other
diseases listed below

Liver and Spleen complaints.
Bronchial asthma.
Impotency.

Rheumatism.

Wasting diseases.

1.2 SYNTHESIS OF LOHA BHASMA

S W

Large number of methods for the synthesis of loha
bhasma have been established in ayurved
Pharmacy. Most of these methods use metallic iron
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Preparations are still done by tra

The synthesis of loha bhasma involves three major
steps

a) Ayurvedic  purification of iron
(Shuddhikarana)

b) Distruction of metallic  structure /
character (Marana)

¢) Transformation into the bhasma state
(bhasmikarana)

All these processes are tedious, time consuming
and very expensive, but if they are followed strictly
and correctly, the genuine “loha bhasma” is
believed to be a powerful and wonderful medicine.
However, synthesis of genuine /oha bhasma and its
correct characterization is a challenging problem
for research scientists.

1.3 TRADITIONAL TEST SPECIFIC FOR
LOHA BHASMA

To decide the purity and acceptability of loha
bhasma this test based on the use of “Phyllanthus
emblica” has been recommended in ayurvedic
pharmacy. According to this test, if loha bhasma is
spread on the surface of Phyllanthus emblica fruit,
the colour of the interacting surface should not
change for a standard loha bhasma. Thus, if no
change in colour is observed at list up to six hours,
this test is positive. If however the colour of the
interacting surface becomes dark (black or blue-
violet) within three to six hours, the sample is
defective and indicative of the fact that, formation
of loha bhasma is incomplete and such loha
bhasma is not acceptable for clinical use.

The blue or black coloration is most probably due
to the impurities of iron powder or iron salts
associated with loha bhasma. To confirm the origin
of this coloration, its chemical interpretation and
source of impurities responsible for the colour, a
detail study of this test is carried out.It has been
reported that emblica act as chelating agent with
iron and copper [12] which supports this
observation.

1.4 CHEMICAL COMPOSITION OF
PHYLLANTHUS EMBLICA

(a) The fruit of Phyllanthus emblica is mainly
composed of following constituents [13]

e  Moisture ~ 77.00%

e Tannin ~ 28.00%

o TFibre ~3.20%

e  Minerals ~0.70%

e  Vitamin C ~ 0.60%

¢  Other Trace Constituents ~ 0.50%

(b) Distribution of trace constituents per 100gm :
o Silica~1.2mg
e  Phosphorus ~20.00mg
o Calcium~50.00mg

Asian Journal of Multidisciplinary Studies, 2(7) July, 2014

uaLu Lt [ sl

i Acid ~0.2m2

i rin
(c) [mportant constituents ofigu
contains tannins and gallic actd.

2. MATERIALS AND METHODS:

--rofine powder of
!:OF . preserrl;ni(t)l:]dy,irs:res:ll:sc f sucfh as ferric
:rcr)ll:m?l?l(jm Csczllphate, ferrous amm.og;uil)lxilll;phi?:)eﬁ

. . . " ’

e Ch!gi:de;nf;r:tl:; ?cl)ll(\)/g::s’ sluch as ethanol,
Oxycklly\;g?of AR grade. Five samp.les of Lo};a
E;easma prepared in reputed Ayurvecilc ‘f)‘:]u‘rii{?ao);-'
were taken for the study. Fresd1 el
Phyllanthus emblica were purchased IT

market.

icot :
o- Hic terest :The fruit

the solutions under study
were recorded in ethanol on Shimadzu U.V(;JOO
double spectrophotometer in the range 200-800 nm
using 1.0 cm matched quartz cells.

3 RESULS AND DISCUSSION:

31 Interaction of iron powder and iron
compounds with pliyllanthus emblica

The electronic spectra of

As a part of the chemical study of this traditional
test, an examination of the interaction of freshly cut
pieces of Phyllanthus emblica with microfined iron
powder , iron compounds and loha bhasma giving
coloration has been carried out. About 500mg of
the sample was used for each test. The results of
this examination are summarized in Table-1.

Table: 1 Interaction of iron with “Phyllanthus
emblica”

Material Results of Interaction

1) Pure iron powder Dark violate-blue colour

is slowly developed

2) Ferric ammonium | Intense dark violet- blue
sulphate colour is

immediately developed.

3)Ferrous ammonium | Intense dark violate- blue
sulphate colour is

immediately developed.

4) Ferrous chloride Immediate violate- blue

colouration.

5) Ferric chloride Immediate violet- blue
colouration

6) Fe,0; No colour is developed
even upto six hours.

7) Fe O (OH) No colour is developed

even upto six hours.

3.2 Isolation of the coloured chelate and its
characterisation

For the characterization of the coloured chelate
formed by the interaction of iron powder or iron
salt with Phyllanthus emblica, it was extracted with
distilled ethanol. For this purpose the material
associated with the coloured chelate was
transferred into a beaker containing sufficient
ethanol within one hour which was filtered through

99
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Importance of the Test:

(a) Detection of free iron i
. iron in the reacti
Intermediates: aetion

?sfliﬁill;ign conven'ed Into microcrystalline form
starting material of loha bhasma. For the
synthesis of loha bhasma a number of ayurvedic
processes are performed on this iron which mainly
!nclude, Purification(Shuddhi) of the metal
myolves strong heating of the metal powder ( or
thin shee_ts) and deeping it seven times into oil,
butter milk, cow-urine kanji. In this purification
whet.her and to what extent iron is transferred to the
medium may be detected through this test. Since
numb_er of such tests is large, rapidity of the test is
a unique advantage. (ii) Bhasmikarana of the
puriﬂed iron: For this purpose a large number of
calcination cycles (30, 100, S00 or 1000) (gaja
putas) are necessary. After each cycle, the
intermediate product may be tested for the presence
of unconverted iron left behind due to the
incomplete bhasmikarana. This test is to be
repeated till all the iron is completely consumed
and bhasmikarana is complete. To decide, how
many minimum cycles are required for this
purpose, this test will be very useful from practical
point of view.
Preliminary

samples:
Loha bhasma is manufactured by a large number of

ayurvedic pharmacies all over India. of such
samples are available for study. These samples may
be screened through this test and very useful
conclusions may be drown for the clinical or
research purpose.

Limitation of the Test: Ready availability of the
Phyllanthus emblica only during a restricted period
(October to February) is the most serious limitation
for this test. To overcome this limitation attempts
may be done to replace the naturally occurring

plants material by tannin or gallic acid.

Examination of commercial

References:

4.0 CONCLUSIONS

The traditional test for loha bhasma by -using
nteraction of

Phyllanthus emblica is based on the i _
loha bhasma with freshly cut piece of the fruit of

phyllanthus emblica.
The test is positive and indicative of the purity of
the loha bhasma if no change In colour at the

interacting surface takes place. The absence of blue
or violet colour indicates that the sample of loha

bhasma is completely free from iron powder,
which is the starting material. This means all the
iron is completely transferred into bhasma state.
Similarly during the process of bhasmikarana no
iron salt or dissociable iron compound are
contaminated in the end product.

Since loha bhasma is found to be composed of
Fe,0; and Fe O (OH), it is not expected to show
any interaction with Phyllanthus emblica and
therefore no change in colour is expected. Among
five samples, four samples show no coloration
indicating genuine lauha bhasma while one
sample (LB-2)shows violate-blue coloration for the
test indicating incomplete formation of the bhasma.

The origin of the blue or violet colour is the
chelation of  Fe (II) or Fe (IlI) with tannin (i.e.
gallic acid). This colour reaction is specific for iron
salts when applied for loha bhasma because the
characteristic blue-violate colour is not given by
any other contaminated ions (if any) such as Cu®",
Ca**, Mg¥, Ni**,Co”". Therefore the colouration is

due to contamination of unreacted iron powder or
residual iron salts.

The test is simple rapid and inexpensive and there
is possibility for its modification by replacing
Phyllanthus emblica with tannin or gallic acid.
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Whatman filter paper No. 41to get clear transparent
solution,

For characterization the UV-visible spectra of
coloured solution Wwas recorded in the region
gainst ethanol as the blank. Also
ctra of the ethanolic extract of pure
(on which the samples of iron
d loha bhasma were spread) in
1000

the
200-1000 nm a
UV-visible spe
Phyllanthys emblica
pPowder, iron salts an
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-3 UV-Visible spectra ot Loka bhasma in ethanolic extract of

Table-2 UV-Visible absobtion maxima of Ir

“

d[Figure 1-3].Absobtion maxima for the
::ch;r)i?u}dsgare given in Table-2.The UV-visible
spectra of coloured chelate formed .by t‘)hasma(['JB-
2) with Phyllanthus emblica, (having its maxima
at ~ 585 nm) was compared with the. UV-ylslble
spectra of iron chelate formed by pure iron powc.ler
with Phyllanthus emblica. Phyllanthus emblica
containing tannic acid and gallic acid form black
blue coloured iron tannate complex[14-15].

| S

.
€00

500 600 700

700

800
Wavelengthinrm)

Phyllanthus emblicqy

on Powmlds&p&s of Loha Bhasma
Loha bhasma Result of the | Amax (uv) Amax Conclusions
Test nm (Visible) nm
Extract of pure | No coloration 280 - Fe and Fe salts absent
Phyllanthus emblica
Pure Iron powder Violate-Blue 282 585 Fe and Fe salts present
coloration
LB-1 No coloration 281 - Fe and Fe salts absent
LB-2 Violate-Blue 280 586 Fe and Fe salts present
coloration
LB-3 No coloration 282 - Fe and Fe salts absent
LB-4 No coloration 281 - Fe and Fe salts absent
LB-5 No coloration 280 - Fe and Fe salts absent

Scanned by CamScanner




cneinical BESIS ToF the Traditional Test Used forioka Bhasma + - % \
/ : T i s i < 1

6.

e e

W?jﬁkar x:;gz;a ’ (‘}(')‘gte Viswas , Khandagale Prasad and Prabhune Asmita, (2004), Comparative
".Stu Iy of s umercial samples of Naga Bhasma, Ancient Science of Life Vol 23 No 4, 48.

7. Kulkarni S. B. (Dudhagavkar) (1976), Rasaratmnasammuchhya, Shivaji University Publication
1Ko}hapur.

‘r»rEi_‘o':rkar D. B.Rasaratnnakar, (1970), Shri. Gajanana Book Depot, Pune.

9.~ Wadekar Mrudula , Bendale Yogesh , Jadhav Pratibha and Prabhune Asmita, (2006), Standeardization

and_ Ch_emical Interpretation of Traditional Curd Test for Tamra bhasma, National Symposium on
Designing the Molecular World Through Chemistry,Banaras Hindu University, Varanasi.

10. Wadekar Mrudula , Takale Shivaji , Lad Rupali , Jadhav Pratibha and Kulkarni

B. At (2006), Validity of The Traditional Test for Loha bhasma Involving Use of Phallanthus Emblica
and its Practical Utility,2"™ International Symposium on Drug Discovery and Process Research,
Belgam (Karnataka).

11. Wadekar Mrudula , Takale S. T., Jadhav Pratibha and Lad Rupali, (2006),Use of Naturally Occurring
Chelating Ligands to Test The Acceptibility of Metal-Based Ayurvedic Bhasmas, 37" International
Conference on Coordination Chemistry, Cape Town, South Africa.

12. Chaudhuri, Ratan K. Guttierez, Gilles and Serrar, Mustafa(2003).: Low Molecular- Weight Tannins of
Phyllanthus emblica: A New Class of Anti-Aging Ingredients. Proceedings Active Ingredients
Conference, Paris.

oo,

13. Singh Ekta , Sharma Sheel , Pareek Ashutosh, Dwivedi Jaya , Yadav Sachdev and Sharma
Swapnil,(2011), Phytochemistry, traditional uses and cancer chemopreventive activity of Amla
(Phyllanthus emblica): The Sustainer. Journal of Applied Pharmaceutical Science, 02 (01), 176-183.

14. Iglesius J., Garcia E, DE Saldana and Jaen J.A,(2001) On the tannic acid interaction with metallic
iron., Hyperfine interactions, 134, 109-114.

15. Fazary Ahmed Eid, Taha Mohamad and Yi-Hsu Ju,(2009), Iron complexation studies of gallic acid., J.
Chem, Eng. Data, 54, 35-42.

Scanned by CamScanner



P Conference Paper
" *

cerb ficate
C2016) . ¢

Proceedings of s
International Conference on E

“EHVIB(IN MENTAL SYSTEMS ANII
SIISTAINAB[E IlEllEl.llPMENT" |

- s

Volume 2 / Issue 7 (Special Issue)

January 2016

Website ; www.ctboracollege.edu.in

Email : ctborannfoSBCuman com

Scanned by CamScanner



International Conference on Environmental Systems and Sustainable Development ESSD16

POLYANILINE-HEMATITE (PAni/a-Fe,0;) HYBRID
NANOCOMPOSITE AS A SENSORFOR DETECTION OF
AMMONIA GAS

Manisha Bora®°, Prekash Chhattise®, Pravin Adhav*,Digamber Pawar", Balasaheb Diwate®,
i A Kakasaheb Mohite®, Vasant Chabukswar*’
“NowrosjeeWadia College, Chemistry Department, Pune, India
"Departmenrof Chemistry, BJS's ASC College, Wagholi, Pune,India
K3 & “Department of Physics, C.T.Bora College, Shirur, Pune, India

Abstract—A facile, sensitive, economical and room temperature operable hybrid gas sensor of organic polymer

. poly-aniline(PAni) with inorganic material hematite (a- Fe,0,) as ammonia gas sensor has been developed by in

' situ polymerization method. The hematite nanoparticles were synthesized hydrothermally at 200°C. The sensor
shows excellent sensitivity for low concentration (5ppm) of ammaonia gas with short recovery time. It is found

that sensitivity linearlyincreaseswith increase in concentration of ammonia gas. The response of hybrid sensor

was found to be better than pure polyaniline sensor at room temperature.PAni/ a-Fe;,0; hybrid nanocomposite

was characterized by Fourier transform infra-red spectroscopy (FT-IR), X- ray diffraction (XRD) and scanning

clectron microscopy (SEM).The SEM study of PAni/a-Fe,0, nanocomposite revealsformation of spherical

porous and highly agglomerated morphology.

Keywords—Ammonia sensor, Hematite, Hybrid nanocomposite, Poly- aniline (PAni)

1. INTRODUCTION

Environmental pollution has become one of the mosi
serious issues that entire world is facing and hence
obviously has also attracted scientific researchers in
order to investigate various environmentalsafety and
protecting measures (1-5). The major cause of envi-
ronmental pollution is release of various harmful and
toxic gases or chemicals in the air through various
activities of mankind, industrial effluents and agricul-
tural activitics. Ammonia is a natural gas that is pre-
sent in atmosphere in trace amount but in past decade
it has been marked that its concentration has been in-
creasing and has become one of the toxic pollutants in
the environment. Ammonia is most abundant alkaline
gas in the atmosphere. Recent study indicated that
ammonia emissions have been increasing over a last
few decades. This has caused negative impact on pub-
lic health and also contributed in the climate change to
a certain extent. According to United States Environ-
mental Protection Agency, concentration of ammoniz
gas above 25ppm creates various health issues and alsc
found that exposure to at about S0ppm of ammonia gas
may cause life threatening situations such as swelling
of eyelids, permanent blindness, respiratory tract dis-
eases, skin irritations and skin diseases (6-10). Hence
it is essential to design highly sensitive, room tempera-
ture efficient and economical ammonia gas sensor

* Dr.V.V.Chabukswar. Tel.:+91-9960125609.
E-mail address: vvchabukswar@gmail.com

which can detect presence of ammonia gas in atmos-
phere at very low concentration i.e. below the toxic
concentration limit. Nanotechnology has an important
key role in the development of new innovative meth-
ods to produce new improved products, to design new
malterials and chemicals with better performance re-
sulting in less consumption of energy and materials
and less harm to the environment. It is found that most
of the organic conducting polymers such as poly-
aniline (PAni), poly- thiophene, poly-pyrrole,poly-
phenylene possesses excellent gas sensing properties
(11-14)

Poly-aniline (PAni) is one of the most versatile poly-
mer which is eco-friendly, easy to synthesize and has
good gas sensing properties. Due to its unique proper-
ties it has got various applications in several useful
devices such as super capacitors, corrosion protection
systems, light emitting diodes, rechargeablc batteries
etc, In recent studies it is marked that poly-aniline
sensor has been used for the detection of various gases
like H,S, H;, NH;, NO, etc. But this polymer have
disadvantage that it is not possible to use it at higher
temperature. In order to overcome this problem the
blending of organic and inorganic nanocomposites
materials have been utilized smartly for various gas
sensing applications. (14-15). It is also found that most
of the transition metal oxides are n-type semiconduc-
tors and may be used for gas sensing purpose. In the
present study nano composite of PAni with hemati?:
(0-Fe;0;) is prepared in situ and is used for ammonia
gas sensing purpose at room temperature. It is found
that PAni- a-Fe;0; nanocomposites shows excellent
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Brand Positioning: The Unbeatable Weapon
in Present Marketing Scenario
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Ph.D & M. Phil Research Guide Savitribai Phule Pune University
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Abstract

Over the decades, the sea change in the attitudes and lifestyles of people provided various big ideas to
marketers, which can be nurtured out of changing social needs, desires and values of the target customers.

Mittelstadt, “Positioning refers to how you want your brand 'thought about' in connection with the competitors
in its product category. It needs to be specific to your brand aimed at specific target audience”. A successful
brand positioning strategy concentrates on finding out the Strong position in customer's mind and then sitting on

contemplate the basic concept of positioning and secondly, to give a briefaccount of puzzles and advancements
inpositioning.

Keywords: Brand, Marketing, Brand Positioning, Brand Personality, brand loyalty.

POSITIONINGASA VITALTOOLOF MARKETING

Positioning emerged as a vital tool to understand how brands are positioned in the mind of customer in relation to
relevant attributes. Itis based on the functional attributes or the emotional associations with the brand. Positionin g

at specific target audience. The brands, which have a clear vision, a concise meaning and understand their
parameters of relevance, are wel] positioned. Nike has done its positioning as: “Athletic Shoes for Winners”-
Whatever you want, you can Just do it' in Nikes. Similar] Y, 7-up positioned itself as "The Uncola’ drink by using
colas as a frame of reference which creates its distinct image in the soft drink market. So the marketers must

discovcr: the positions which can award them the competitive advantage. Further, these positions are generally
divided in three categories.

(a) Functional Positions,
problems.

(d) Symbolicl"asitious, which can be attained byenhancing the self-image, ego-identification and satisfaction.
(c) Experientzal}’ositions, by providing the prospects, sensory pleasures and cognitive stimulations.

which can be achieved by providing benefits of the product and solutions to the
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SIGNIFICANCE OF POSITIONING

Positioningis the hub of business wheel

Positioning is the basis of everything done in business. No brand can.tgc b}JiIt effectively anfj no consistent image
can be conveyed until a strong brand positioning is developed. Positioning is the .fqundanon of R&D, Prodpct
development, Branding, Pricing, Packaging, Advertising, Promotion, Merchandising, Publicity, Distribution

Channelsetc.
Positioning can beat the competition

Today, the markets are flooded with clones or a sea of homogeneous products. The only way to cross this sea is to
create and communicate a distinct image which makes the customers convinced to choose your brand over the
competitor's brands, Lifebuoy occupies the ‘Hygiene' position. The original version of Lifebuoy was targcted. to
rural segment, The Double-action plus was for urban teenagers (Boys) and Lifebuoy Gold for young girls, butin

all, the position was same i.e. Germ- illing action. On the other hand, Margo is in 'Herbal' position and Mysore
sandal in'pure and natural fragrance's|ot.

Positioning drives growth

Unfortunately, many organizations tend to focus upon making products rather than building brands. Product. is
something which is made in a factory, whereas brands are made in the mind. A good brand name combined with

Strong and clearly defined positioning leads to excellent market performance and increased market share and
profits.

Positioning creates brand loyalty

We are in the habit of using at least one brand of a particular product in our daily life. We keep on using that product
until the manufacturer changes the product. This brand loyalty is created by strong positioning which makes the
customer feel that there is no perfect substitute available in the market for their preferred brand.

POSITIONING APRODUCTINTHE MARKETPLACE

The pillar of positioning is based on the foundation of market segmentation i.e. partitioning the market into
homogeneous grou ps of the potential customers. To engrave a strong position for the product, marketers first have

many brands are functionally similar, yet the firm can adopt various positioning strategies, which help it to
differentiate its brands on one facet or the other. :

Quality

Quality had becn the base of positioning and the efforts are put toge':th.er. to build the dominant perception of Q
quality. It can be built up by focusing on limited range of products, spcgahzmg in them and it can also be achieved
by attaching higher price tag to the brand. To some customers, a hl'ghcr price tag provides the psychological
satisfaction but a product must also have some uniqueness to justify the price. Eureka Forbes, Sony, Levi,
Microsoft owned this qualitative perception for their products. The positioning at the lower enq of price-quality

range embraces the problem of upgrading the image of the product.

Features
Sticking to the facts about the product brings the credibility ip positioning, either it is VWs._ "Think Small' on the
introduction of Beetle, Onida's.. 'Science of Sound' or 'Avis' the renta] cars 'We Try Harder.' Product feature
positioning canrange from specific physical benefits to more abstract features.

Benefits i

Markets overwhelmed with the brands similar in features, open doors to position on the basis of the benefits of
products. This is superior convincing strategy as it aims at providing the reason to purchase the solution of the
problem like Frozen meals save time of preparation, Crest reduces cavities, Head & Shoulders clears dandruff
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Value

Once the good value brands were thought to be inexpensive, but today they are more popular amongst consumers.
Coca-Cola & Pepsi, besides meeting with various controversies, are still well-liked by people because of the
status symbol. People don't visit McDonalds because of the services offered but for the reason that they love to be
seen there. They feel proud to talk about these brands. Besides keeping hold of the strong identity, McDonalds
nicely announced the'Happy Price Menu' leaving the competitors to think about new ways.

Usage

Another influential differentiating strategy is positioning the product according to the usage occasions. Some
organizations reflected the courage to dominate the usage position in the market like Dettol antiseptic for nicks
and cuts. Further, Vicks Vaporub is sitting on the unchallengeable usage positioning of 'cold at night'. Dettol Soap
perfectly grilledtheidea of '100% bath' torefresh you up.

User Category

Delving deeply into the segment, positioning prompts are decided keeping in mind the target customers; who
should buy the product. Nestlé's Cerelac, the easily digestive cereal food and Johnson & Johnson's mild shampoo
were positioned for babies. Further positioning Complan for 'Growing Children’ and communicating 'l am a
Complan boy. No,1am a Complan girl' in their ads, Glaxo Laboratories created a distinct image in the customer's

mind.

Competition

Product's superiority can be demonstrated by comparing it directly with competitors. Some organizations adopt
this aggressive positioning strategy to justify that how 'their’ brand is superior. This process is followed in two
ways. Firstly, by comparative advertisements, and secondly, by relating your brand with the No. I brand. In
comparative advertisements, the product is compared with the competitor's product which is not named but can be
recognized by people and then after comparison of attributes, superiority of 'our' product is justified. Cold Drinks

- and laundry detergents are going head to head to prove themselves better. Further if your brand is not No. 1, relate

it with No. 1. Avisfollowed this 'Against Position Strategy' by stating “Avis is only No. 2 in rent-a-cars, so why go
with us? We try harder.” This was a success as consumers start relating No.2 Avis to No. 1 Hertz (Ries & Trout,

2003).

Looking inside theprospect's mind

By ignoring the conventional logics, a unique position can be found out by digging up the minds of prospects, not
by looking inside the organization and product. 7-Up is still on the unbeatable position of 'The Uncola Drink’ as it
was able and successful to discover & extract the 'Uncola’ idea from the mind of the soft drink consumer and did

not look inside the product.

Hunting Holes

Exploring the unoccupied positions (not grabbed by the competitors) and getting first to the mind provides a
powerful weapon inthe hands of marketers to position their brands. 7-Up used 'Uncola’ idea, Maggi noodles used
the idea of '2-Minutes', and VW introduced Beetle in small segment by saying '"Think Small'. Further IBM was -
first to position the computer, yet it was not the first to invent it. Emami was the first to introduce and position 'Fair
& Handsome', a faimess cream in male segment in India. Here we would like to add one more thing that if a
company is first to introduce the product in market, then this fact must be emphasized to draw the attention of
prospects. Coca-Cola beautifully discovered 'The Real Thing' implying that the competitors are just imitators.

Multibrand /Single Position

The pace of new technology provides numerous opportunities to enter into new markets which award the leaders
with the chance ofintroducing multiple brands rather than changing existing brands holding the leading positions.
Introducing and positioning a new brand is much more economical and simpler rather than changing the existing
ones. Reliance is continuously grabbing this strategy by entering into new fields. Ries and Trout named this as a
single position strategy as each brand owns a static position in the mind of the customer. Success can also be
achieved by focusing on a single theme. Nokia 'Connecting People' and Amul 'The Taste of India' have been able
toachieve success by focusing on a single theme and reflecting it in their communication mix respectively.
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4. Guerilla mode: Finding out the niche in the market. Niche is a very small part of the market, where the
volumes are very low but margins are very high. e.g., Rolls Royce. . _ Al
Earlier, while analyzing the competitive framework, the companies used to consider standard of 1dent1ty- i_:ut
today, new ways to look at competition have emerged. Now power brands adqpt perc.eptual. competitive
framework e.g. Nestle is not selling Nescafe merely as a coffee, but itis a brand associated with achievement and

- freedom. It is something that rejuvenates you and freshens you up and prepares you for the.whole day. In_the'same
line, Nokia is not just selling cell phones; it is selling 'Fashion Acccssorf'es‘. McDonald's Is not competing m.the
fast food industry but in the 'Family Entertainment' business. Mercedes is not merely selling the cars but selling
'Self-esteem’.

e) Benefits

}(’c)op]c purchase benefits. Benefits convey strong reason to the customer that why they shoqld go for a particular
product. So, while framing the positioning strategy, benefits should be given due consideration, because they can
provide the competitive advantage in the market, if not exploited by the competitors. While considering the
benefits, the marketers are mostly in the situation of flux that whether to concentrate on functional/physical
benefits or on emotional benefits. Like functional needs, functional benefits are morg tangible and measurable.
For example, Colgate helps in decay prevention, Maruti Suzuki is India's most fuel-efficient car, Tide removes
tough stains and brightens the clothes etc. But the brand loyalty or the sense of belongingness cannot be achieved
Jjustby achieving the functional end. Belongingness comes with the emotions. So, the positioning strategy must be
framed by ensuring that the brand is conveying functional as well as emotional benefits.

Further, Dettol kills germs. This is the functional aspect but the housewife is feeling relaxed that her family is safe
is the emotional aspect of the brand. 'Fairess' by Fair & Lovely is the physical benefit, but it connects deeply with
the emotions which bring the annoyed 'Lucky Girl' out of the fear that she will be rejected by the boy coming to see
her. Then she feels excited by listening the word ‘Lucky Boy'. In India, Fiat India talked about safety by offering
crumble zones, side-impact beams for maximum passenger and driver safety, fire prevention system and anti-lock
braking system. 'Safety’ lies on functional end but the emotional side of this benefit is to convey the customer that
heis purchasing the best car to protecthis family during the journey.
Sometimes, the customers are not frequently using the physical benefit but are feeling relaxed on the emotional
end. In case of the insurance companies, we are paying premium regularly for the number of years butrarely do we
bother about the financial reimbursement due to any mishappening. Truly saying, in the wrap of premium, we
actually are payingthe price to purchase the relaxed sleep at night which s the height of emotional benefit.

(f) Perceptions

'Marketing is not the battle of products. It is the battle of perceptions' (Ries & Trout). For the marketer, it is
necessary to know the consumer perceptions regarding the products that they perceive as the substitutes. This can
be known with the technique of perceptual mapping. Perceptual map is basically the two-dimensional space on
which the consumer perceptions and preferences regarding your product and competitor's products are plotted.
So, this technique helps the marketer to know the consumer perceptions and preferences about his own products in
relation to the competitor's products. This technique also defines the similarities and dissimilarities among the
products. The closely plotted points on the map convey that the products are similar whereas far situated points
convey dissimilarity. The single consumer's preferred position is represented by one point but if the number of
points are closely situated, it makes a cluster, which means that several consumers have same preferences. The
preference is considered as an “ideal vector”. The marketers analyze that whether their products comes in ideal
vector category or not. If yes, positioning is strong, but if not, then how much is the difference between perception
and preference and how can it be minimized? So the major concern of the strategist is to bring the consumer
perception close to theideal point or bring the ideal position close to the perception. No doubt, the second mode is
difficult but the first can be achieved by re-positioning the brands by changing advertisement and modifying
products in accordance with consumer preferences.

(g) Brand Personality

Brands are like individuals. Individuals can inherent some similar physical characteristics but still differ in their
personalities. Personality is the perception of individual in totality i.e. his physical characteristics, values, beliefs,
attitude, lifestyle, potential to perform and emotional associations. Similarly, though brands can be similar in
terms of physical attributes or functions performed, yet they differ in terms of personality. According to David
lelw, “The personality of a product is an amalgam of many things- its name, its packaging, its price, the style of
Its advertising and above all the nature of the product itself.” No two brands can be similar in
personality/character, as no two individuals canbe. For example, one brand can be considered as youthful, upper-
class., trendy and perfectionist while a similar brand, on the other end, can be considered as middle-aged, mature,
sophisticated, and graceful So while framing a positioning strategy, the crucial aspect taken into consideration is
to create the brand character/personality that keeps it distinct from other brands. Personality creation is the
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urch B periments by 3‘3”_"18 the products according to their wish, not in the way the consumers seek to .
purchase. But now the companies have started to move towards wikization. Wiki is actually the common
Judgment. Today the companies are not defining brands and markets, the consumers do this through word-of-
mouth and personal experiences. Brand Wikization is derived by customers and also emphasizes on building
healthy and long-term relationships with customers which in tum, means low cost and higher profits. Being
customer dnvcp, brand wikization forces the companies to identify and fulfill the customer requirements and also
respond to their dissatisfaction. Unlike the positioning, brand wikization is measurable by identifying what
Customer's value and delivering according to their benchmarks. : _—

CONCLUSION

The concept of positioning emerged in 1969 when used by Al Ries and Jack Trout in the paper Positioning is a
game people play in today's me-too market place in the publication Industrial Marketing. It became the vital
process in identifying the space in the mind of consumer and then fitting the image of brand in that space. A
strongly positioned brand assumes moresurvival and competitive advantage for the company. No doubt, it is quite
a tough job but can be achieved by indulging in extensive research regarding consumer behaviour, which again
made the marketers gripped with the number of positioning strategies. Whatever the strategy is opted by the
organization to position the brand must be unique, pertinent, reliable, evident, convincing and communicable.
Moreover patience should be there, because positioning is not a one night game. It takes years to position the
brand. So, in the competitive world, the only way to survive in the market is to build a strong positioning for the
brands. It is substantiated from the number of examples available in literature that nobody could beat those .
companies, which had sharpened their positioning edgeg and hence, for decades the strong positioning walked
with grace by wearing the crown of “unbeatable weapon™in the market place. :

REFERENCES
1. Ries Al and Trout Jack(2003), Positioning: The Battle for Your Mind, New York: Mc Graw-Hill.

2. Sengupta Subroto(1999), Brand Po.fitianing strategies for competitive advantage, Tata McGraw Hill
Publishing Company Limited, New Delhi.
3. Cowley Don (1996), “Understanding Brands™ Kogan Page Limited, London.

4. Kumar Ramesh S.(2007), Managing Indian Brands- Marketing Concepts and Strategies, Vikas Publishing
House Pvt. Ltd., New Delhi.

5. Moorthi Y.L.R.(2006), Brand Management: The Indian Context, Vikas Publishing House Pvt. Ltd., New
Delhi.

6. Soundararaj J.J, Rengmani J., “The inevitability of Positioning in the present marketing scenario, Indian
Journal of Marketing, XXXII(12) (2002),.3-5.

7. Renganathan R. “Positioning a tourism destination to gain a competitive advantage”, Indian Journal of
Marketing, XXXIV(9) (2004),6-10.

8. Sekar LF.G., “Successful Positioning Strategies of Indian Corporates-A Replica and Retrospect in the Last
Millenium.” Indian Journal of Markefing, XXX (11-12) (2000), 0.1 P

Scanned by CamScanner



Scanned by CamScanner



Scanned by CamScanner



Australasian Conference on Business
and Social Sciences 2015, Sydney

(in partnership with the Journal of Developing Areas)

April 13-14, 2015
( ' Central Queensland University, Sydney Campus

Certificate of Participation

Presented to

ASHOK VISHWANATH GIRI

for participatihg in this conference

5

Abu N M Wahid, PhD
Managing Editor
The Journal of Developing Areas

i : i\%ﬁ Y:_musrcehtn_'e

Stephen Boyle, PhD
Conference Chair
ACBSS 2015, Sydney

TENNESSEE QI
StATE UNIVERSITY matiniversity
: b AUSTRALIA o .
College of Business ] University of
South Australia

| : www.aabss.org.au

Scanned by CamScanner



EFFECTIVENESS OF THE ADVERTISING PROCESS

Capt. Dr. Ashok V. Giri
Assistant Professor,
MES Garware College of Commerce,
Savitribai Phule Pune University
Pune - 411004, (Maharashtra, India)

ABSTRACT

The idea that advertising is something someone does to someone else with an identifiable effect permeates most

attempts to explain the process by which advertising works. Accordingly, statements of advertising objectives

generally delineate what the advertiser would like to do to the consumer. Indeed, it would seem that even though

. C the marketing concept has won some acceptance, it has resulted neither in a parallel theory of the advertising

F process nor in the specification of advertising objectives mutually advantageous to advertiser and consumer. The
purpose of this paper is twofold:

B o —

! 1. To seek a set of criteria for judging advertising effectiveness consistent with the letter and spirit of the

" marketing concept.

2. To develop a research paradigm for analyzing the advertising process consistent with the proposition that
advertising is effective to the extent that both the advertiser and the consumer accomplish their intentions
or objectives.

The marketing concept has important consequences for advertising research and for judging advertising
effectiveness. An attempt is made in this article to show the possibility of several complementary conceptions of
the advertising process. Since these complementary conceptions do not logically derive from each other, they do
not necessarily result in mutually consistent conclusions. Consequently, a comprehensive model of the
advertising process consistent with the marketing concept would appear to be both multidimensional and
multivalued.

KEYWORDS: auxiliary concepts, advertising effectiveness, impedes progress, multidimensional, multivalued

AUTHOR’S EMAIL ADDRESS: capt.drashokgiri@gmail.com
INTRODUCTION

‘\C The past decade has witnessed the development of information and communication technologies that enable

s easy and rapid interaction between customer and advertiser. As a result, advertisers are increasingly relying on
various modes of interactive technology to advertise and promote their products and services. A new genre of
advertising and marketing communications agencies has emerged, the interactive agency, even as more
traditional advertising agencies have embraced interactive technologies. Expenditures for online advertising,
only one form of interactive communication, doubled from 1998 to 1999 and are expected to reach $ 21 billion
by 2004. Although this will still be less than 10% of all advertising expenditures, there is reason to believe that
this estimate underestimates the amount of advertising that is in reality interactive.

Although the Internet is widely heralded as a new medium for interactive communications consumers have
already begun to provide evidence that they have integrated the Internet experience into their broader media use.

Almost half of all personal computers are in the same room as the television set, and simultaneous viewing of
television and access to the Internet are common. Such consumer directed integration of television and the
Internet is but one example of interactivity involving the integration of media by consumers. Combinations of
older media, such as traditional print and broadcast advertising with the telephone (especially, but not
exclusively 800 telephone numbers) have long provided a degree of interactivity.

At the most general level, feedback via sales reflects interactivity. Interactivity is, therefore, a characteristic of
the consumer, not a characteristic of the medium; consumers can choose to respond or not. Thus, in this sense
interactivity is not really new. What is new, are the speed, scope, and scale of interactivity that is provided by
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.. technologies. The Internet is a new technology that makes some th‘ings

mmum?atlon way to communicate with consumers, for consumers to communicate

s l:e“;c” zroducts and services to consumers, but it joins other media and

IR w:yr t}c:cse tasks. It does have some features, such as hyperlinks, that are different

distribution channcls 2 velucf;’:s l.;ut other media also have unique characteristics. The increasing technological

from those found inhol:: n:dli;lcvision with the Internet also suggests that interactive media, and hence,
T are not unique to the Internet.

new information and co
simpler, cheaper and

with one another, an

integration of t F
interactive advertising,

LITERATURE REVIEW
In literature and practice the evaluation of advertising effectiveness has used two basic models:
n liter:

« the dichotomous model;

o the three-dimensional model.

The dichotomous model is applied mainly in product and brand advertising, tending to isolate and evaluute
separately the following:

o sales effect;
e« communication effect.

The sales effect refers to the assessment of the capability of advertising to affect the sales volume and/or the
market share, regardless of the possible influence of other variables, For Batra et al. (1995), the effectiveness of
advertising should be considered for its effect on sales in the short term. This advertising performance
measurement is based on the marginal theory (Chamberlin, 1948). The advertising is therefore regarded as an
independent variable that can be combined with other marketing variables to have a certain effect on the
dependent variable, i.e. sales. The aim is to seek the best combination of the determinants of the sales increase.

The effect of communication refers to the ahility to reach, with appropriate messages, a more signifi
of public. Such effect is examined in literature with different approaches:

cant sharc

s sociological;

e  semiotic;

e psychological;

*  socio-psychological.

Sociological analysis focuses on the community, considered as a system governed by rules and social norms,
and on the social behavior. The role of advertising and consumption in the society change is a very fertile topic.

Sociology has examined how advertising influences opinions, attitudes and behaviors of individuals and social
groups.

There are two opposite sociological perspectives to the advertising function in contemporary society. The first
maintains a positive approach to advertising. It is believed that the role advertising is to better organize
economic and social relations, to harmonize social behaviors, to make people adhere to common values and to
help them to better live together without problems. The second approach is, by contrast, rather critic, because

advertising tends to generate a mass consumption. In order to adapt messages to a wider audience, introduces
new, poorly differentiated, symbolic values.

The semiotic analysis focuses in the first instance, on symbols. These are identified as anything that conveys
meaning, e.g., words, gestures, images, and dance. Semiotics studies the problem of encoding, and more
generally of the code used. The object of investigation is the message itself containing different signs that can be
interpreted according to a pre established intention, without reference to the consumer and the influence on the
consumer behavior. This approach is useful especially in the context of advertising creation. Authors assess the
effectiveness of advertising in reference either to the language of the message or the graphic image of the
message. However, they analyze the quality of message from the viewpoint of its construction, its presentation
and the place of the communication process. The impact of the message on the recipient is a minor problem in
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the process of the message evaluation. This is an important limitation to the semiotic approach in terms of
e
marketing.

Communication in general and advertising in particular, were 1rcatefd 'by. p.sychologists star'titTg from the
motivations of recipients, which occupy a central position in t'he ana.lyms. This is becausF of their influence on
the perception of the recipient . They believe that the motivations dn.ve Conmes be.hawc')r. So the purpose 'for
the advertising creator, is to identify the reasons of consumer behavior, in order to identify the most effective
advertisement message or to remove the communication barriers. With the psychological approach, other types
of research and investigation have emerged, thanks to the contribution of neuroscience. The evidence (obtained
through scientific experimentation) has become a necessary support to verif).a the' assumptions. The
psychological approach has the advantage to measure the effectiveness of advertising with reference to the
recipient of the message, particularly to the consumers’ characteristics. On the other hand, the approach d(:.)C.S not
provide exhaustive answers, not delving into the exact causes that lead the recipient of the message pubhcnt).f, t‘o
expose themselves voluntarily to the message, decode it, to store and, eventually, to make the purchase. So it is
not taken into account the entire communication process, and, in particular, the external factors, especially those
related to the environment, that may play a crucial role in determining the behavior of the recipient.

The socio-psychological approach takes simultaneously into account the message and the recipient of the
message. This approach aims to study the effectiveness of advertising in terms of persuasiveness , observing the
effects on the formation process of attention, memory, attitude and behavior . This research methodology
considers the environment of the communication process and its actual interactions. The experimentation is
widely used. It also allows to consider all hypotheses tested together, and all the links that may exist between
variables, through a pre-test, getting an advantage in terms of validity of the research. Rather than focusing
solely and exclusively on direct effects of certain variables taken individually, that is difficult to control in

reality, this approach studies the actual contribution of these variables in explaining the evolution of the
dependent variable, sales.

The major criticisms to the dichotomous model concern the partial evaluation and the inability to provide
reliable breakdowns of the effects achieved by advertising and by other company politics (marketing and
communication). For these reasons, sometimes, the three-dimensional models (i.e. AIDA model and model
Dagmar) are preferred. These models are used both in planning advertising campaigns and evaluating their
effectiveness. They propose a hierarchy of communication effects, cognitive affective and behavioral. Namely
the analysis of cognitive dimension concerns the messages understanding and storing and must take account of
different types of memory: spontaneous recall, without any added indication; stimulated recall, facilitated by the

presentation of certain evidence; related memory, when respondents are able to describe at least one specific
element of the communication; recognition, or identification of the advertising;

brand allocation, the memory
not only of the advertising but also of the advertised brand).

The affective dimension is linked to the attitude toward and perceptions of communication. Affective reactions

and emotional acceptance of that type of campaign are investigated. The affective attitude towards the images
proposed and the spread opinion of consumers is detected.

The behavioral dimension describes changes in buying behavior, detectable by intentions and actions measured
by sales and market share.

All the models mentioned so far are mainly focused on three elements of the communication process: the
recipients (in terms of audience, memory, storage), the media used (

etc..) and the feedback (in terms of altitudes, behaviors, o
(source, code, context) assuming essentially that

conditions or at least without distortion. Moreover
process is the use of the same code by the source and
message or give a different meaning and this will |
However, §ince as stated the message is what we und

important to examine not so much and not only wh
communicated.

in terms of impact, coverage, frequency,
pinions, eltc...). They totally omit other elements
the communication process was conducted in optimal
a fundamental element for an effective communication
recipient. Otherwise, the recipient will not understand the
ead to the phenomenon Eco called "aberrant decoding".
erstand, not what it was intended to understand, it becomes
at the firms wanted to communicate, but what was actually
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THE ADVERTISING PROCESS

7 urse, no doubt that advertising in some sense "works" and that it ma
S;,TTC:; ?'r;:I(;'-cvidencc" of the "effects” of advertising which impedes progress toward ahr'r;](:r:ld?fiit?:?ntz
understanding of the process by which advertising works and of the nzfn_ue 9f the effects W ;( L
produces. Most of the published models of the process by which advertising is thought to wor ared. s
simple, mechanical principles. The general belief is that a sender sends a message via some r'r.u: ium to a
receiver who, upon intercepting the message, is variously "caused," "triggered," or "stimulated” to react in
accordance with the advertiser's intentions. The fact that not all consumers react in quite the same manner hz_xs
been "explained” in various ways. In attention, selective perception, misinterpretation, forgetting, or just P]am
fickleness are some of the concepts that have been advanced to account for differences in consumer behaviour.
Actually, many modern psychologists and behavioural scientists have rejected the mechanical, or stimulus-
response, model of psychological and communicative processes as conceptually and empirically inadequate.
And those who have adhered to this model have had to add numerous auxiliary concepts to justify empirical
phenomena not explained by the original, simple model. It can be demonstrated empirically that communication
is not something someone does to someone else, Morally and operationally, the individual human is an
autonomous entity who communicates from and to the world around him by attributing meaning and importance
to selected data of that world. This fact of life may be overlooked, in part because it is concealed behind people's
overlapping expectations, and in part because mechanical models of the advertising process have prevented
researchers from "seeing" this process in other than cause and effect terms. To demonstrate the inadequacy of
cause and effect models of the advertising process, it is useful to first differentiate between the data and the
information people derive from these data. Second, it is useful to differentiate between the intentions that
advertisers seek to embody in their ads, and the intentions consumers apply to these same ads. Third, it must be
recognized that the complex array of needs, emotions, values, and knowledge underlying human choice
behaviour is not transferable or communicable as such. People must actively create information and feelings by
processing available physical data in the context of their own unique experiences. To put it differently, psycho-
logica!ly passive people cannot be persuaded to purchase particular products. Without active involvement by
consumers, advertising can have no "effect" whatsoever. Thus, in view of the fact that information must
necessarily be sent or received by humans as physical data, an important question facing the adverlising
rescarcher is not what advertising does to people but what people do with advertising. The purposes for which
people use advertising will, in turn, be dependent upon at least two sets of conditions:

kes a difference. Perhaps it is

I People's feelings, beliefs, and knowledge about the usefulness, believability, and function of advertising,
Technically, these are the metacommunicative characteristics of advertising. The conditions involved here
apply to all advertising and serve to define, facilitate, and constrain the kinds of information people can
will, and feel they should derive from advertising in general. }

2. People’s feelings, beliefs, and knowledge about the usefulness and validity of some specific advertisement,
Technically, these are the communicative characteristics of advertising. The conditions involved here serve
to define the amount and kinds of information particular consumers can and are willing to derive from
particular ads.

The traditional models of the advertising process seldom include this distinction between the
metacommunicative and the communicative characteristics of advertising. But more important, these same
traditional models also tend to neglect the active and indispensable role played by consumers in bridging the gap
between messages and action. The creative efforts of advertisers and advertising agencies loom so large in the
general image of the advertising process that researchers often overlook the fact that the consumer must be as
creative as the advertiser if he is to perceive the intended information or to feel the intended emotion,

OBJECTIVES OF INTERACTIVE ADVERTISING

In general, the goals of interactive advertising tend to be similar to the traditional objectives of advertising. This
means that many of the traditional measures of advertising effectiveness remain relevant, even in a world of
interactive media. However, interactive advertising also has some properties that expand the range of potential
objectives and that facilitate the acquisition of traditional measures of advertising effectiveness. Interactive
advertising also has the potential to lessen the 'process loss' associated with uncoordinated advertising, to reduce
the difficulties commonly encountered in clearly communicating an advertising message and to help overcome
resistance to new products.

At the same time, interactive advertising also has the potential to increase the efficiency and quality of
consumers' decisions, increase customers' involvement and satisfaction, and promote trust through reciprocity in
information exchange, technical assistance, and reduction of information asymmetry. Finally, marketers can use
feedback from consumers to improve their advertising message and intended target, and strategically adjust their
customer support, product line, and services provided. Interactive advertising may also produce greater

@t
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efficiency, trustworthiness, and quality in advertising. Thus, interactive advertising has the potential to
fundamcmally change the nature of advertising in much the same way that electronic communication
infrastructure has changed the nature of group interaction.

Interactive media of various types not only opens new opportunities for communication with and among
consumers, it also creates opportunities for creating new measures of consumer response to such
communications, as well as to product offerings and other marketing initiatives. Interactive media shift control
of the information flow from the marketer to the consumer. This provides many more options for responding to
information than previous forms of marketing communication, and it is the response of consumers to these
options that provides the basis for new measures of consumer response. For example, providing consumers with
the opportunity to search for more information about a product, as is done at many Internet sites, provides an
opportunity to monitor the types of information and products that consumers seek at both an individual and

aggregate level.

To illustrate the power of interactivity, consider the following scenario: a manufacturer of a product offers a
description of a product concept. Information about this concept can be obtained by consumers in an interactive
environment through an interactive search of various branching trees of information offering more and more
detailed information about the product concept. Note that the intensity of search for information (measured by
click through rate) can become a surrogate for interest in the product. Indeed, because such search involves
deliberate and active decisions by the consumer, it is likely that measures of the breadth and depth of
information search will be far better predictors of product interest and eventual purchase behavior than measures
currently in use.

It is very likely that measures of intensity of information search bears a strong relationship to product interest
and, in turn, to product purchase. Further, interactive media provide the opportunity for direct customer
feedback regarding product modifications, likes and dislikes, and improvements. Evaluation of product concepts

is but one potential opportunity for using the power of interactive media. By tracking the types of information
users of interactive media seek it should be possible to determine the information that consumers find most
useful when evaluating a product. Indeed, examination of the information search patterns of users of interactive
media may inform positioning decisions. Information provided by the consumer to the marketer can provide a
means for customized offers and customized advertising. Indeed, fully interactive advertising would provide the
consumer with the opportunity to request information, not simply respond to what is provided by the advertiser.

While the potential of interactive media is clear, much remains to be done to realize that potential. For example,
numerous measures of intensity of search for information (click-through rates) might be constructed which vary
in their capacity to capture the depth and breadth of search. There is also the important issue of establishing a
link between such measures and more traditional measures of purchase interest and intent. In addition, new
issues arise in the context of interactive advertising that do not arise, at least to the same extent, in the context of

traditional advertising.

For example, there is the question of whether and when consumers wish to be engaged by an interactive
medium. There is also the question of how much information consumers are prepared to provide advertisers or
even how much information consumers are prepared to allow marketers to capture about the interaction. Finally,
there are issues of satiation of response that arise in the context of measures based on interactive media that do
not arise with more traditional measures. Consumers have only limited time and resources, and therefore, are
unlikely to be able to sustain large numbers of on-going interactive relationships.

NEW THEORETICAL FRAMEWORK FOR ADVERTISING EFFECTIVENESS

Most scholars generally concede that the effects of advanced technologies are less a function of the technologies
themselves, and more a function of how these technologies are adapted by people. Thus, the effects and
effectiveness of interactive advertising may differ from anticipated outcomes as consumers and marketers
respond and adapt to changes in their own environments. This suggests that research on interactive advertising
should focus on the dynamic processes by which consumers and marketers incorporate advanced technologies
into their reciprocal communications. DeSanctis and Poole (1994) have proposed adaptive structuration theory,
an extension of structuration theory, to explain the interplay between the structures of technology, relevant
actors, and changes in technology and behavior that arise from such interplay.

for cxafnple, Poole and DeSanctis (1989) used structurational concepts to examine how groups appropriated the
1n1_5cract1fnn rules of their decision support systems, thereby structuring their group communications and
reinforcing or modifying their systems' influence over time. Such an adaptive model may also be an appropriate
Fonceptual framework for examining the effects and effectiveness of interactive advertising. Ongoing
interaction between consumers and marketers may be conceived of as a special case of structuration.
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mation of social institutions, which are enacted

Structuration involves the pr oduction, reproduction, and transfor
tion between individuals and institutions.

through the interac
identification of the ways In

cturation theory to interactive advertising would involve the

hape the production, reproduction, and transformation of the advertising message, future

and relationships with marketers and other consumers. This interaction can, in tun, shape
marketers and consumers

dvertisers. Structurational concepts can be used to examine how
eneficial outcomes.

the actions taken by 2 ;
les to influence the effectiveness of advertising and other jointly b
| institution that is

appropriate interaction ru
Following structurational terminology interactive advertising may be regarded as a socia
unication. As a social

produced, fePTOd_U?Cd: and modified when consumers engage in interactive comm
institution, advertising both shapes and is shaped by consumer preferences.

MEASURING ADVERTISING EFFECTIVENESS
ars to arise from the

One important _rcasgn for the relia_\nce on mechanical models of the advertising process appe
need and t?:}e:dlle?tlt(?n Olf‘ a(lijVemsers to measure the effects of advertising. Indeed, the argument for some
:E:j;:t: gppc:]rfh:tl?;satlg int:nt\:sfr; f:;;i:e::::smg effort and purchasing belfavio.ur'has such an extremely strong
L e oh e ms worth thc_ cost of a few s:mphfymg assumptions. It should be
. nly criterion used in measuring the effects of advertising. Some researchers have
sought to establish con3mumcatlons or non-purchase measures of advertising effects. Changes in consumers’
2;3 e:;:i :wa;?l?ees‘i; ﬁf;trt;tudes,bprefercnccs, and loyalties are examples of such communications effects of
daboramg.discu o nces between sales and c9mmunications measures of advertising effects have been
i tzc reass ed by sdever:.ﬂ rescar.chefs. The differences are largely a question of technical accuracy, in.as
o e izn;gﬁct;n n;:riylgg applications of sales and communications criteria are quite similar. The issue
G Eff:ct;ilv cquacz rather th?n technical accuracy. For example, sales and communications
e Pt thgc Eony eness both take into account only selected residuals of the advertising process,
advertising effectiveness is stillr:ll:::ut:zshgnli;oic: ii::::lf‘f?l:lite c(l: et ot
rr::e;ns -?Fr r;‘lcasuring advertising effectiveness serve the pﬁrposce: o\;ct;:::d.i;::st:rai?:e::t:gi; Ts]:’;;:rsé :;:;:TIE
ina" ;Ziivcr;sge :a;nt:nr:il:rz:ins(;fh?w'cver,[ do not and cannot possibly serve the purposes of the advertiser interested
el henrioe o vy ekt
what it is that is effective. Is it the consumer whoAis‘ aﬁ effecéive recfc:ilvve ois it henil i dﬂCldt’-j}le ety
A et | co i i er, or is it the ad or the medium which
attempt to answer these qucsgt?:)nosr. ,I:nl(; t?riniof );;;ri]ct;rpg};? oltb' \;‘12\:[{;:;:’6 e
! ) igent answers to these questions seem

Application of stru
which consumers $
products and services

both necessary and crucial.
:: jucz;sadvems;nﬁ isdher;:r viewed as effective only to the extent that it is mutually advantageous to advertis
umers. Indeed, elfectivencss does not seem a meaningfu o
- Indeed, gful concept apart from some understandi
pEr}:‘OSCS or o'bj.cchves of both consumers and advertisers. Or, to put it differently, a measure of the ef‘gtilts i
of the advertising process should include some assessment of the costs and benefits from the point of \l/‘i’:\:cs;
0

both consumers and advertisers.

Lc;;ls of Analysis and Description The particular statements made concerning communication systems and th

Es tcu]a.r standards adopted for the purpose of assessing advertising, media, and messages will depend upon ’rhe

deiun_ll}:_tmns and the -cEmceptua[ constructs underlying the analysis. Five different ways of analyzig ang
cribing the advertising process (and, with appropriate modifications, any communication process) are

suggested here
7 an can tl.1ink about communication systems in terms of physical data dissemination and in terms of
dissemination techniques and media. The reduction of advertising phenomena to physical messa essaod
mogements of messages allows the application of many well developed and time tested physicalgscienze
;zot:st;r;d‘ T}fa:;,luremen't techniques. Also, it gngblcs the use of terminology familiar from everyday
Sy (hcv; the Physncal world. le mechanistic model qf consumer behavior necessarily involved is
e i ssumption that \}'or(_is, pictures a_nd med{a. comprise the essence of communication.
: ne can t. ink abogt communication systems in cognitive or psychological terms. Given this approach one
are‘;olll?:s;i ll(r::VtaTl;f:d in such coqccpts and terms as perception, conceptiqn, information processing, thinking
iy - This approach quite clcarly goes beyond the realm pf p‘hySI_ cal phenomena and measurement is
remely difficult. The basic assumption here is that communication is a uniquely individual and human

phenomenon.

3t ; e . L
Onehcan .thmk about communication systems in functional terms. Here one leaves the world of
psychological phenomena as such and enters a world of utility, usefulness, operation- al requirements

>

instrumental purposes, and economic values. In other words, the concern here is with the functions
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(informative, persuasive, confirmative

: lasiv ) that advertising performs in the consumer's communication system,
The basic assumption is that human ¢

: ommunication is purposeful and intentional in nature.
One can think :3bout com:pl.mication systems in structural terms. That is to say, one can think in terms that
enable one to view advertising (either a total campaign or a single ad) as one element of cither a producer's
Or a consumer's communication system. One possible research topic here would pertain to the relative
prominence of advertising as a source of information for consumers. The basic assumption here is that an
individual's communication system has significant enduring or stable characteristics or that an individual's
data acquisition indeed is "systematic" to a significant degree.
Finally, one can think about communication systems from a moral or ethical point of view. The current
interest in truth in advertising, for example, appears to be part of an attempt to develop a philosophy of
advertising. Unfortunately, the controversy surrounding advertising as a means of facilitating the
performance of a free market economy is fraught with pseudo issues and emotional out bursts which bear
little resemblance to a well considered philosophy. Intelligent discussion of these issues is not, of course,

facilitated by the fact that advertising researchers themselves are using inadequate models of the advertising
process.

These five ways of thinking about communication and, more specifically, about advertising, comprise logically
complementary approaches to researching and to creatively intervening in the communication systems of
consumers. The key features of this paradigm are:

1. Each of the five different elements of an individual's communication system can be studied from five
different and complementary points of view.

2. Since each of the five approaches to the analysis and description of the advertising process implies a
conceptualization of that process different from that of the others, five different yet complementary criteria
for the assessment of advertising effectiveness logically emerge.

The conceptual categorizations emerging from the paradigm outlined invite a far more detailed description of

the advertising process than space permits here. With these conceptual categories potentially ranging from the

physical characteristics of awareness (biological and neurological enablers and constraints) to the moral
characteristics of commitment (moral attitudes toward advertising constituting an integral part of the individual's
identity), some have clearly greater intuitive appeal than others.

But even in a more general sense there are many interesting consequences of the fact that several logically
complementary ways of thinking exist regarding advertising and communication systems. Thus, advertising can
be effective in psychological terms, and quite ineffective in functional terms and vice versa. That is, an ad (or
campaign) can evoke communication which leads to behavior not associated with purchasing (or even to
behavior oriented toward avoiding purchase) of the advertised product. This is not a very surprising conclusion,
But note also that advertising can be useful even if consumers do not derive the information intended by the
advertiser. To put it differently, advertising can be useless even if it is "truthful” and "false" even if it is useful.
But what does all this do to the idea of advertising "effectiveness” 7 It is, of course, possible to avoid this issue
merely by maintaining that effective advertising is advertising that sells. But since sales are after the fact events,
a resolution of the issue raised above still seems necessary. At the present time it seems possible to do little
more than repeat the criteria outlined above and suggest some of the implications for the creation and
measurement of advertising effectiveness. In light of a consumer centered concept of the advertising process, the
most effective advertising campaign would seem to be that which:

1. Provides the most efficient means of physically disseminating and receiving the data required;
2. Provides the best possible means for the advertiser to say what he wants to say,
"receive” what he can, will, and should receive (psychological characteristics) ;

3. Provides the functionally most suitable and relevant guidance for exchange and consumption behavior;

4. Provides the best structural match or fit with other elements in both the advertiser's and the consumer's
communication systems;

Is strategically, ethically, and legally as sound as possible.

Taken together, these fi
statement implies a crit
statements. Resolution
process. Though criteri
open up some possibili

and for the consumer to

5;

ve statements comprise a broad definition of the term "advertising effectiveness." Each
erion which frequently conflicts with the criteria implied by one or more of the other
of these conflicts could be an important task for future research of the advertising
a such as these increase immensely the complexity of the measurement issue, they also
ties for innovations which perhaps have not hitherto been obvious.

INTERACTIVE ADVERTISING DOES NOT WORK ALONE

Scanned by CamScanner



. integrated marketing programs. Similarly,
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Advertising is only a part of a total marketing effort. A product that is poorly positioned, overpriced,
inadequately distributed, badly packaged, or inferior to competition may suffer sales declines evefl .though the
advertising itself is well-conceived and professionally executed. The specific contribution of advertlsullg to sales
has always been difficult to ascertain. Interactive advertising may well make the determination of precisely what

marketing actions produced a particular outcome even more difficult to do. The influence of any particular
advertising message may be less imp.

ortant than the cumulative reciprocal communication between advertiser
and consumer. Recently, several scholars have argued that the increasing availability of information, and the
sophistication of the tecl

mology for obtaining, processing and analyzing this information, are blurring the
boundaries of the several elements of the marketing mix.

There have also been calls for changes in the organization of both the marketing function and the firm itself to
accommodate this blurring of traditional functional lines within marketing and between marketing and other
functional disciplines within and external to the firm This blurring of boundaries has been partially recognized
by calls for "integrated communications," but the blurring extends beyond communication activities.
Distribution and communication are becoming i , and decisions about the one are increasingly
deed, it may be difficult to differentiate some marketing activities

ion function. Similarly, where interactive advertising is used to .-
it will be impossible to separate the effects of communication from product design. @

as clearly serving an advertising or distribut
better design products,

Models of consumer response that focus only on the effects of advertising,
advertising effects from other effects of the marketing mix are likely to be less th
Rather than measure the effectiveness of interactive advertising,

or that attempt to separate
an helpful or even misleading.
it may be more useful to measure the effects of
other consumers and other sources of information may play a role as

g Discovering consumers' use of these sources and how they integrate-
Ilbe a challenging research question.

great or greater than interactive advertisin
such information into decision making wi

SOME IMPLICATIONS

Let it be emphasized that the exchanges of products and services are being accepted as the ultimate end and
raison d'etre of advertising. But the data one would use in assessing the effectiveness with which this key
function of advertising is accomplished depend in large measure upon l_mw one thinks about (conceptua.lizgs) the
advertising process. And, though sales are the key aim of adverlismg, it would seem tha:, by |t'h|nkmg .of
advertising as the cause of sales, millions of dollars have been wasted either on attempting tq ma}'ce pcople'do
what they intended to do anyway or on attempting to "make" peo;_;l; do what they had no intentions of doing
whatever the incentive. Equally important is the fact that advertising appears to' be used l?y C('Jnsumers_for
purposes which have little or nothing to do with the purchase of_ g'oods. and services.' Though little is known in a
scientific sense about the manner in which people use advertising, it would seem that 'the_ mere presence c:f .
countless advertising messages necessarily modifies tj.:%her favorably or unfavorably the mdlv1dua.l consumer's "::9 ‘
environment in quite a significant way. If the advertising proc‘ess.were l!_mught of not as something someone
does to someone else but as a phenomenon of human communication designed, managed, and operated for the
mutual ad\}antagc of buyers and sellers, perhaps more efforts would be devoted to: gt k. '
1. Upgrading and protecting the legitimacy and therefore the usefulness of advertising as an information
2 ?Dc’:;i;:ing advertising progiams as if they were il}fgrmfxtion systems aimed at enabling thf: consumer to rely
: on them as sources of necessary, useful, and inspiring information when and where such information serves
l&iﬁ:&ﬁzﬁhe effectiveness of advertising as one would measure the effectiveness of an information
system. That is to say, seeking to measure effectiveness not only by the number of c_!ecnsnons made by all
consumers, but also by the contributions of advertising to thr: soundness ott th(?sc decisions. w4
4. Creating or modifying media and data displays (ads) to improve qualn:.\t:vcly and quantltntlvely. upon
communicative possibilities (in contrast with present atlenjtpts to _Improve upon  communicative
probabilities) at the consumer advertisement interface. That is, to aim for a richer communication
i ather than a more determinate one. :
TlxestZ:: ljilnsiearfew implications of thinking about adverti_sing from the pgint of view of the mutual_ interests of
consumers and advertisers. The main point is that if advertisers chose to think of thems.elves and”thelr custofn'ers
as members of the same organization as individuals with a common goal~ then lhf: problem 'of advertising
effectiveness would look different. Just as the test of an in company information system involves some

-
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conception of the needs and re
how well it enables both the a

CONCLUSION

uireme
d?,:erﬁser l;tsdoflthc user, so the test of advertising should involve some measure of
nd the consumer to get where they both want to go.

It must be emphasized th e e
the existing pl!;blems th :;:::ﬁt:}g‘glg:nf-; C:ég::teid‘m this article hold no promise of solving or even simplifying
T s e et ] sing research. Rathf:r, the aim is to .p_omt out that most of these
of thinking about advertising will yt 1'e tisers have chosen to thm.k.about advems:.ng. To change one's mode
change them. Advertiscis angd - not eliminate problems of ad.v-el:nsm.g and advertising research. But it may
R et at.vertlsmg have been severely c::n'lmz?d in recent years. But whethz?r or not the
taliing ihim) scooute L6t ,l ertisers hav.c thought ab?gt advertlsl‘ng in a way which renders th'e'm incapable of
adverdaing i » 1€t alone Scnously.dlsputc, .the critics' allegations. On the one hand, the critic assumes that
ising is Fffectlve and concerns himself with the nature of these effects. On the- other hand, the advertiser
has yet to decide whether advertising is effective and, if so, how and in what way it is effective. Furthermore,
t.hose yvho create advertising need qualitative data. They need data which will aid them in deciding what to say
in their advertisements. But the traditional way of thinking about advertising effectiveness calls primarily for
quantitative data. Even if it is known that a particular campaign was effective, decision makers and creative
people are often left to rely on their hunches concerning why it was effective. These are some of the reasons for
advocating a different way of thinking about the advertising process and a different direction in advertising re-
search. Whether the consequences of this particular way of thinking are to be preferred over those emerging
from traditional models has yet to be established. But then, one does not legislate ways of thinking, one

proposes them.
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‘ HALLENGES OF RETAIL INDUSTRYIN INDIA” '
‘GRO\-VTH AND VARIOUS © Capt. Dr. Ashok V. Giri o
'~ MES Garware College of Commerce,Pune
%SITIE:DC]};ML Industry is the fifth largest in the world. Compri‘sing. of organi.zed ax‘ld
Aunorganized“se‘i:tors\,' Indian retail industry is one of the fastest growing industries in India,
. és’pecially over the last few years. Though initially the retail industry in India was mostly
unorganized, however with the change of taste and preferences of consumers, th.e Industry 1s
getting more popular these days and getting organized as we:ll._ The Indian Retail Ix_mdustry is :
expected to grow from US$330 billion in 2007 to US$640 billion by 2015. Ac<.:or.dmg to the -
10th Amnual Global Retail Development Index (GRDI) of A.T: Keamey, India is having a :
very strong growth fundamental base that’s why it’s the perfect time to enter into Indian
Retail Market. Indian Retail Market accounts for 22% of country’s GDP and it contributes to
I - 8% of the total employment. The total retail spending is estimated to double in the n.ext f}v'e
years. The Government’ sinitiativetoallow5 1percent_foreigndirectinvestment(lj"DI)mmultl- ‘
. \rand retail has been a subject for debate for quite sometime now. Indian reta1} se_ctor has
| here fore attracted the attention of people from various_fields including academia, industry,

research organisations. The present study is under taken to gain an insight about the present
[ structure of Indian Retail Sector, the major sub-sectors in organized and traditional retai} and" .
i ‘changes in the relative share of various sub-sectors over last few years and pefnetratlonof
1 organizedretailinvarioussegments.Theanalysisalsocoverstheopportunitiesandemergmg .-
: chﬁll‘eﬁg”e?béf&rﬂﬁdi?aﬁi’étaiiIseétorin‘view ' ofrecent p'ol'icychangesbyGUVernment , '
_ offndiaWithIndia's  large‘young’  population and high domesticconsumption,

ﬂiemacrotrc_ndsforthcsectorlookfavorab]e.The Iﬁdianretailseétbrishighlyﬁagmentedwith more
than ninety percent_oﬂtsbusinéssbeingrunbythe unorganizedretailerslikethe
traditionalfamilynmstoresandcomerstores.DuringQOO5—07and2007-10,the ‘ share
oforganizedretailincreased by 13.9 percentand 21.9percentrespectively,Howeverthereafter
organized retailis penetrating themarketatamorerapidpace. During the period2010—12share.of :
organized retailrose by 60 percent and is expected to increase . by2.6times during2012-
| 15.Clothing/Apparel segment is the biggest contributor in organized retailing in India in both
- the" years of study. Of this, organized retail —currently growing at a CAGR of 22%- is-
! estimated to be 21% of total expenditure. The unorganized retail sector is expected to grow at
f ® (_ibout 10% per annum with sales expected to rise from $309  billion in 2006-07 to $496
} billion in 2011-12. This paper focused on changing face of Retail Industry, organized or
i unorganized retail industry, major players in retail industry and also highlights the challenges
: faced by the industry in near future. o :
: KEYWORDS: Retail, Industry,
I Urorganized Retailing, GDP.
IN TRODUCTION
Retailingcanbedefined

- asadistributionchannel function,whereanorganization,buyingtheproductsfromsupplyingfirms

ormanufacturing theproductsthemselves,éélls' thesedirectlytoconsumers.Many atimes,
,; consumersbuyfrom

anorganizationwhoisn'otthemanufactureroﬁheproducts,fatheritisaresellerofthe

productsobtainedfrom h

others. However,insomecaseswemayfindtheproductmanufacturersoperatingtheir ‘

; ownretailoutletsin acorporatechannelarrangement.Retailingis beneficial to both consumers
andscllers. On the one hand itenablestheconsumersto purchasesmall quantities of an

' - assortment of products at a reasonably affordable price, on the other it offers an opportunity

| to .- suppliers to  reach  their target ~ 'market. = Through = retail |

' Major Players, Infrastructure, Global 'Retailing,'
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0 Stl:xdergtan d thé vel pis Pe_llmg Kiryan a % scetions; the are individually handled retail outlets and have 3 personal touch.
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¢ Tos e i sector j ct the ge their f; | services
g To s::g;’ :Il: € gr 0wr ﬁﬁf . ';?nds ; - FERer icares Oleh? e Convenience st res: 416 jocated i residential areas with stightly higher prices goods
To stugo, - Letors ends of Indigy India | dwtotheco ence offer
Research dy the future having i, 0dian retai] 5 | o Shopping Ma™ e bigeest of retail in India, malls offers customers 3 mix of &
Informati Methodologys "% Fact on gr e t du § services | cluding ente - ent and food under a single '
ne\vspa;llou has be?:g)’: o orgﬂﬂi;e(;wm of organizeq ) i agotfypes of products sgrvxc s including foo gl
ers e sou reta| e . £ roof. : . X
;iaoll} zed in f;;]and rcsea:cc; d from varig il sector in lnl:j?ﬂ sector o - E-trailers: 2 retailers providing online buying and selling of products and services- !
em“,“on of 1nd'o f is descriptiyn 1 books, trag, ; -, piscountstores’ hese are factory outlets that V8 giscount on he . :
e“ﬁnri;nii is one € journals, ' . V;lnding: i‘t is areld bel))( nex entrys id.l.he retai;.sector. Here peverages snacks and
ex retai [ other smal jtems can ought via ver ing machine-
Of%wted . 81'011J 'i . o Category qpers: small specialty stores tha ffer a yariety of categories: Tlfey are
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Ev en::jl; Stores ;nd Specialty stores: 3¢ retail chains dealing 0 spcciﬁc categories and proﬂde
came y y the gove mom-and deep ssO ent Mumbai's Crosswor ook Sto and RPG'S MusiC World are 2
to open 5 with the couple of ample.
up with P 1n the 19§ rends in the Retail industry v
Ra}mondvremjl Ch3_}m . -Emergence -of- 0! anized retail Real estaté developmem n the couniry> for
the p&aﬁs: etc. Lat L4 example, e constructio of mega malls and shopping malls, iS augmenting the
Retail ouze of time wth of the organized retail business i i
m books LS such as Fy spending capacity of yov dia: India has a large youth populnﬁon, which 1s 8 .
givine 3 énfcmd th 0od world in conducive environmen cowth of this sector. ;
fmergni“ orld-class < o Raising jncomes & urchasing power: he per capit income in India has doubled .
c hain‘mmnt evolutio, between 000-01 and 2009-10 resulting in impro d purchasiug power- :
finally Jea agement, = » Changing gset of custom rs: The custor mind set is gxt\dunlly shifting from .
reqail m ar{f to more 0{ Tow price better onvenience, bt value and better shopping experience
billion 5 et is expec t?"\o“dq“ on . Easycust "°rcrcdil:Emergenceofconceptssuc nsquickandeasy oan ,EMXs,lonmluo
E‘eg-,'_umam" market d; . to grow ¢ m 3 R ugh crcdi(cm‘ds,‘uaa d -'rrhasiugpossiblefoﬂndianconsumexs,f rproduc
the organiz In India, th at is expm:"“‘“dollslv l_cqmsmo,,s aid A suchasconsumer durables
been lgzr “d sector isﬂ most of v:h-‘L i grow Ignjk‘xt few ye. huge '“"estc this woylq . mgherbrnndconsciousncss: en:ishighbmndconsciousncssamongtheyouth;60%01‘[ E
familim‘r; xll? India for ;hetCOmpcﬁ;}(::k;_” sector js U’I :'D a year, w;:’[’;- India Shr;]\:[snsﬁln dia’s _ pdia‘s populnﬁonisbe\owthenge oﬂOlcndinglopopulaﬁzmionuf brapds andproducts !
0 at run, enturies, rom 10rgani i mod S$:
ek o e i e e ed P i g iling e GROWTH OF RETAL |NDUSTRY IN INDIA ,
R?;:HI‘Z'M retai] bus;n. \s very low to generation ;’3? in ”“Orga;,-unorg“” izgd‘ enge facing An increasing pumber of pcople in India ar¢ ming 0 {he services sector for employment
" ormats in lndés in India js 'l‘t‘al estate Jﬂ;] tis a low cop ized retajling retailing has ue to e relative low ¢ mpsnsa\i offert by the 1r,aditional ugricuhure an
Hyper ma tia: very small but labor costs st structure; (he is consumer manufocturing $ c he organized tail market 1S growing it 3.5 percent annually while
a variety D;msupernmrk as tremendo and have lt;iv €y are most]y < owth of unorE i tail sector 18 peggcd at 6 percer ¢ Retail Business in India is
Qtegories, ets: large self. us scope. "'_“E's to pa Y arrently at the point of inflection- Rapid change with investments {0 the tune © 5§25
s servicing oy L Y- pillion is being pl d b several lndim\-mxd mul('mntiunal companies in the next 5 years: It
: tlets offerin - is o huge indvs s of si daccording 10 manage consulting firm Techno
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years.
‘According t© the tenth report of GRDI of AT Keamey, India is having 2 very favorable retail
environment anditis placed at Ath spot in {he GRDL- The main red chind that 1S the 9%
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likelytodecrease. Thereforentls1mport'mtforretallerstosecuread1stmctlvepOSIt10nlnﬂfle
marketplacebasedonvaluesrelationshipsorexperience.

Finally,itisimportanttonotethatthesestrategiesarenot strictlyindependent ofeachother;

valuelsflmctlonoﬁlot]ustpncequahtyandservwebutcanalsobeenhancedbypersonallzatlon
andofferinga memorableexperience.
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Introduction:-
India is a country of villages and its development is synonymous with the

development of the people living in rural areas. India is a vast and second most populous
country of the world. (According to the 1991 census, 74.28 per cent population of our country
reside in the countryside).But a big part of this population has been leading an uncertain
economic life due to non-synchronization ofemployment opportunities in agriculture sector
because of the fast growing population.Rural development has been receiving increasing
attention ofthegovernments across the world. In the Indian context rural development assumes
special significance for two important reasons. First about two thirds of the population still
lives in villages and there cannot be any progress so long as rural areas remain backward.
Second, the backwardness of the rural sector would be a major impediment to the overall
progress of the economy. India is predominately an agricultural country and farming is their
main occupationIn terms of methods of production, social organization and political
mobilization, rural sector is extremely backward and weak. Moreover, technical
developments in field of agriculture have increased the gap between the rich and poor, as the
better off farmers adopted modern farm technology to a greater extent than the smaller ones.
The all India Rural Credit Review Cunmtteem:tsmpm‘tmd“ﬁ'&nﬁai!af
developmcnteonnnnetobedanedtothelm-gemum of rural community, while prosperity
accrues to some, thetmsmns social and ¢ maynm mlng;g_ roce
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INTRODUCTION

Ayurved firstly introduced the concept of “Bhasma™ in its madicinal system.
Originally, ayurvedic system of medicine was mostly restricted to medicinal plants
(vanaushadhi) and to, some extent to animal products such as cowurine, cowdung,
cowmilk, honey etc. Later on metal-based bhasmas were introduced  and
subsequently they constituted the most important class of drugs of mineral origin.
The_ art ax?d scienz of ayurvedic bhasmas in general and metal-based bhasmas in
Pamc“[_af 1s the subject of “ayurved rasashastra,which is an extremely important and
teresting branch of ayurved. The origin, lﬁstory. developments in ayurved

chemicy Rls 1self an attractive -and promisi
mists_ es . - ) : . s .

_ earch in thig subject will be also relevant and encouraging in coming
Years becgyg a5

et e;}‘lﬂ'ed and ayurvedic medicines
an ” ;
the syner: 'mportance all over the world. Metal-based ayurvidic drugs being

g3 as com _
) i pared to all other classe gs, there is an excellent
PPortunity ¢, rejuvenae sses of drugs, there

ng area for research especially for

will receive more and more
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SYNTHESIS AND CHARACTERIZATION OF METALLICBHASMAS 4-6
Synthesis of Metallic Bhasmas.

Preparation of bhasma is an claborate process invelving shadhana. marana
and bhasmikarana. The classical texts of Ayurveda prescribe in detail these
processes. Metals are first purificd through a process called shodhana. during which
the metal is repeatedly heated and then cooled in herbal extracts. This is fillowed by
bhasmikarang Wwhere, the shodhit metal is repeatedly triturated with herbs (bhavana)
and calcinated in closed carthen crucibles in a pit, by buring cowdung cakes (3
Process called puta), 1o obtain bhasma. The size of pit, the number of cowdung
cakes to be used to obtain a specific temperature and duration of heaung are
specified in detail in standard ayurvedic texts. This process is repeated as many
times as prescribed in classical texts for each preparation. Thus we have dasha puta
(10 cycles), shata puta (100 cycles), Sahastra puta (1000 cycles) etc. to ensure that
the bhasma is properly prepared. To confirm the formation of 2 genuine bhasma a
sctof tests are also specified (Ayurvedic Formulary of India. 2003).

Though bhasma preparations are widely used in avurved, pracucally noting
is known as to what happens to the metal when it is subjected to bhavana with herbs
and subsequent calcinations processes. The traditional texts also don’t throw any
light on the changes undercone by a metal during the obove Processes.

Flow Sheet of the Synthesis of Ayurvedic Bhasma.
The synthesis of an ayurvedic bhasma generally 1avolves THREE major
steps given below and illustrated in following flow sheet
a. Ayurvcdic purification of the metal (shuddhi).
b. Destruction of metallic statc (marana).
C. Conversion of crude product into hhasma state (bhasmikarana).

Synthesis of Loha bhasma as a representative example

There are numerous methods reported in literature for the syuthesis of loha
‘bhasma which is an ancient and famous iron based ayurvedic preparation. Qut of
these following three methods are selected for the present work.

Method Using Plant (Kanchnar) Material

In this method the general purification was first done by the standard
method. For special purification trifala extract was prepared in cowurine and the
above processed iron powder was heated to red heat and then dipped in this extract
successively seven times. The process of marana was done in the juice of kanchnar

(bauhinia variegate). For this purpose the purified iron powder was mixed with this

Plant juice in a mortar and the mixture was triturated till a homooenous paste is

formed. This paste was transformed to closed crucible System and then subjected to
gaja-puta,

Scanned by CamScanner



LA S ST TR T T Fed

Ihc prOCCS a o ‘”’ )[ £ e
]
or

marana but here t] i
1¢ triturati ant jui
maraa but ion for plant juice followed by gaja-puta was repeated

Meth i
od Using cow-urine

e ™
S

In this n
1ethod the first ati i
operation we¢ nti : :
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cowurine and the mixture was triturated for six hours keeping it-in visco

~ scous

state. This mixturc was kept overnight for interaction to complete the destruction of

mectallic state (marana).
Finally for bhasmikarana, {he above iron powder is mixed with cow-urine in

a mortar and triturated till a homogenous paste is obtained. The paste is transferred
to closed crucible system and subjected to gaja-puta. Total seven gaja-puta are given

-

Method By using mereuric sulfide HgS andlemon juice
This method involves the use of mercuric sulfide (hingul) for the process of

marana. The mericuric sulfide used in the form of hingul is purified prior to use

(using the juice of kadu Nimb).
The iron powder was pu
d and then the purified iron powde
ar, till a homogencous
rucible system and subjected t

he process of marana.
ove iron powder is mixed with lemon juice ¥

te is obtained. The paste is
puta. Total six gaja-puta

rified by the same process described in above
r is mixed with equal quantilty of Hgs and
mixture is obtained. This was then
o gaja-puta. This process was

metho
triturated in a mort
transferred to a closed ¢
repeated three times to complete t

Finally for bhasmikarana, the ab
ed till a homogenous pas

ble system and subjected to gaja-

in a mortar and triturat

transferred to closed cruci

are given R ) ‘
Characterization and particle sixe Determination9-10 g b
' | 2

uents of the three loha
through EDAX

Chemical Composition by E-DAX

The quantitative determination 0
their chemical compositiol

f the elemental constit
1 was don¢

bhasma samples to establish
model IncMahwah NJ USA. The E-DAX patterms are shown in figurc 1.1 and the
result of analysis is shown in table 1.1
- Table 1.1 Chemical Composition by E-DAX
—] ,_____,_____________,____#_.__7_____,._,
Method c 0) Fe Al | Si cr |K S Ca
i ___________________‘_‘_’_‘_/____J_
Method I | 30.40 28.07 |35.60 040 |1.02 | __ 0.15 0.52 1.91
Method I | 36.93 2830 |29.14 | _ 0.77 | 343 1.17 '0.2 _
[Method Il | 32.73 | 23.30 3906 | _ |13 515 |0.69 | 077 5.9
. ///"_-_ |
' — 0
¢ : :
!

Scanned by CamScanner



978-93-24457-17-5

I'hise inidyais by % 1 R
Yala by XD g Dartile size determination

Thee vestipg
OGS Wi
oxddien | he ‘.“;, 'l: were done o eximine the crystalline modifications of iron
L TARLAT < \
PRI  were recorded on Phillips X-pert Pro Powder

AR Oty 1y (
Shmetiog (
el o iaren e (10.90)2, Debye Scherrer equation was used to

P X1 it
Hestls of Py nily

Wit relevant details are shown in Fig. 2.2 while the
1k 0
T s particle size determination are shown in Table 2.2

Whle 2.2 components identified | through XRD

‘:;1; Method I\P”.Inl Solid State Nature | Crystallite
' Constituent Size
. Method | Hamatite r\?l]_n—:ﬂa)lmlhm 39.7 nm
4 Methad 11 le203 Mus;ily Amorhous | 23.5 nm
L Method 1| 2o Partly 90.1 nm
Microcrystalline

Lubeeed Specten of Toha bhasma 11-33

The solid state infrared spectra were studied in KBr pallets in the region
ADOOA00 cinel thene spectran were recorded on a FTIR Perken-  Elemer
spectiophotomether.

Fvtdenee tor orpanic component ™
Phe significant percentage ol carbon identified by E-DAX and the nature of the
TR upectn of Toha bhinsma (as well as for metallic bhasmas obtained from other

metals) pive some indications in favour of the presence of organic components
mssocinted with ol bhastma particles, However, since EDAX is unable to detect the
presence of hydrogen and solid state IR spectra show poor resolution, some
um[nm.llnw evidence 1o support the presence of such organic component 1s
“hecessy, For (his purpose samplés of loha bhasma  (method 11) were refluxedon
Pure toluene for 12 hour for three successive times and the soluble part was isolated:
_'I'hc IR spectrn as well as clectronic spt.clm (200-700 nm) in spectroscopic
;;llllnlulnun are then recorded. (fig. 5.1 and fig. 5.2) Tjese spectra gave confirmatory
-fj;_cvulvnu' for the presence of organic components. The exact nature of this
'k"'..l'mnpnucn( 18 under investigation at present

ik ‘m-nlllﬁ‘:::\'l‘l”‘l‘ to the ayurvedic principals, metals as well as non- mctals alone,
: 1ibit extr: wrdinary medicinal properties in their inorganic from. Therefore,
""L '"‘T“"' oXides; sulfides; silicates; carbonates or phospliates are not known to
l,g "r'l’l‘lllcnnt medicinal properties and also they are not assimiable to human
A f“““ When they arc transformed info their bhasma state miraculous medicinal

&m‘i claimed to be induced in them: Two major factors seem to be

Ehbn: ot s
3' J !.fﬂtg- _ludm,lmn of tremendous medicinal potential in the bhasma state.
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Theée may be (a) extremely tiny size tending to nanolevel (10-90 nm) of the bhagy,
parficles and (b) organic component imparted to these tiny bhasma particles. o

In the present work, encouraging experimental cvidence is obtained in favour of
both these factors. Similar results and evidence 18 obtamed i metallje hhnsmlx\'
derived from copper, gold, tin and zinc. These result and evidences are expected ln
be useful to throw some light on the nature of ayurvedic bhasmas and their clajmed
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extraordinary medicinal properties.
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MAKING “MAKE IN INDIA”: ROLE OF FDI 65

r
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Abstract
Make in India was launched by Prime Minister, Narendra Modi on 25

September 2014, to encourage companies to manufacture their products in India.
He has launched this ambitious campaign with an aim to turn the country into a
global manufacturing hub. This study focuses on the changes in FDI rate after
car introduction of Make in India by Modi and growth due to increase in the FDI rate.
In August 2014, the Cabinet of India allowed 49% foreign direct investment (FDI) in
the defense sector and 100% in railways infrastructure. FDI inflows before and
re afier the “MAKE IN INDIA” campaign were compared using the quantitative data
nd which has been collected from various reports like Reserve Bank of India Database
on Indian Economy, database of department of Industrial Policy and Promotion. It
has been analyzed that there is high correlation between Industrial Production and
FDI inflows. The effect of FDI on economic development ranges from productivity

ey increased to enable greater technology transfer
oth Keywords: FDI, Industrial production, Infrastructure, Make in India.
vill

Introduction:

India’s economic reforms way back in 1991 has generated strong interest in
foreign investors and turning India into one of the favourite destinations for global
FDI flows. According to A.T. Kearney, India ranks second in the World in terms of
attractiveness for FDI. A.T. Kearney’s 2007 Global Services Locations Index ranks

288 India as the most preferred destination in terms of financial attractiveness, people
» and skills availability and business environment. Foreign direct investment (FDI) is
1al a controlling ownership in a business enterprise in one country by an entity based in

another country. FDI is defined as the net inflows of investment (inflow minus
outflow) to acquire a lasting management interest in an enterprise operating in an
economy other than that of the investor. FDI usually involves participation in
management, joint-venture, transfer of technology and expertise. A foreign direct
investment (FDI) is a controlling ownership in a business enterprise in one country
by an entity based in another country. Types: Horizontal FDI arises when a firm
duplicates its home country-based activities at the same value chain stage in a host
country through FDI. Platform FDI Foreign direct investment from a source country
info a destination country for the purpose of exporting to a third country. Vertical
FDI takes place when a firm through FDI moves upstream or downstream in
different value chains i.e., when firms perform value- adding activities stage by
stage in a vertical fashion in a host country. FDI Stimulate the economic

Fy 13
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and global. Domams emerge from these areas requiring significant change to
pevive domesthe manulacturing

Financial environment

Land acqusition

Atllllllllf‘llilil\’t' cnvironment

Lepal & regulatory environment

Gain - plobal  competitive advantage: building an export ecosystem and
developing an infrastructure which support export growth and attracting more

mnvestments
3. Claim global leadership:- sustaining and expanding competitiveness, changing

mindset
SHARE OF TOP COUNTRIES -FDI EQUITY INFLOWS (Cumulative,
between April 2000 to February 2011)

i ' ]
SHARE OF TOP COUNTRIES -FDI EQUITY
= INFLOWS (Cumulative, between April 2000
to February 2011)

m Mauritius
M Singapore

i USA

| UK

® Netherlands

Major FDI Reforms

FDI stimulates country’s economic development and creates more conducive

environment for the industry to grow

Defence:

Up to 49% under automatic route and above 49% through Government route
Civil Aviation:

100% FDI under automatic route in Greenfield Projects and 74% FDI in
Brownfield Projects under automatic route beyond 74% for Brownfield Projects

is under government route.

3. Broadeasting:

New sectoral caps and entry routes are as under:

Broadcasting Carriage Services & down-linking of news channels: 100% FDI
Cable Networks: 100% FDI and in News channels: 49% FDI

Banking:

FDI up to 74% with 49% under automatic route rest through government route

15
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g ”HI}.A'-{‘IHI:L};,(.’.& is ﬂ:rJL’_'f'"ff-'f“ identify opportuiities to increase ifs {m}j'ﬂi’r?i oL COnSUmer of %

i (:(.w-qm'”'h. ) ,,;.w,o}.r.q Wl age. Therefore, it is of interest, the relatively recent E.r;Jprrmr'h :

d{ﬂemv Mf[’;'.{;i.fymhu‘d In this context, this paper intends o clarify some aspects

I -ﬁ"””d. ¥ “; effects of IMC on the consumer behavior of different age srroups,
j-cgm'd_'mg " ;(:'-{}] .}-};;;,ﬁuur-rdm:.fiw'rm- making process. The  preson paper  torches

. materialized H'-J; i‘;,',(-p of infegrated  marketing, communications-(IMC) that - has

e L (}m';.:r:‘:;r:wu:‘c’d thinking and acting among all types of companies  and

2 e realities of competition in the present open economy, It has been
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relations or personal
maximum communica

hyper competition, we need (o be prep

ared to immediately implement holistic thinking f, \
marketing and Communications strategy. With an increase in global competition, technolg \:‘ \
-advances, and fast informed customers, it is important for businesses to make a powerful impacy N\
target audiences and markets, Integrated Marketing Communication (IMC)__I_S_OL_FL.Qf‘_t_l_l.e.rf;lmst;
~important communications trénds adopted all over. Tt is one such step toward “an integrajey~
approach toachieving efficiency by synergy. The emergence of this concept has become One of
the, most significant examples of development in the marketing discipline. Ithas influenced thinking
and acting among companies but also authorities, state owned companies and political parties, a];
facing the realities of competitio

nin an open economy. Integrated markeling commun'icatign (.IMC)-
emerged during the late twentieth century and its importance has been growing ever since Owing to
th

. : . : i ‘ rketi
® impact of information technology, changes came about in the domains of marketing and marke tin g
communications which led to the emergence of IMC.

=
£

The multiplication of media, degasification of consumer markets, and the valuelo_f the tglriiclal;(l%t [
in today's society are just three of the areas in which teclmqlogwa! innovation hzzs. This in b s
marketers in a challenging and competitive environment, trying to fulfill customer’s wantj.antC Wy
while also developing long-term relationships with them. IMC can help in creating coordina ;}' )
consistent messages across various channels .of communication. Fu I'illel‘lllorﬂ(,i the conci{)d .
especially valuable in that it places great emphasis on the importance of all stakeholder groups and,

particular, on customer loyalty, which can only be created through strategic relationship building,
REVIEWOFLITERATURE:

We are sure to see innovations in communications research during Ui next several years, the

like of which have never been before seen in the field Integrated Marketing Communication |
recognized all the trends by which firms touch customers must

1as
making it more than advertising, sales promotion a

be reluted, aligned and coordinated
nd direct marketing programs .Let us assume
that the ultimate process of marketing is to deliver higher stand '
communications. The marketers of twenty-first century should utilize an IMC program, which goes
beyond usual marketing concepts of 4p's, trying in addition to generate new ways of creating
customers by database .If companies disregard IMC and different messages are not delivered in
unison, it may lead to an incoherent brand image, which can negatively influence consumer behavior.
To draw the benefits from IMC approach, it is imperative that whole organization, ey
functional and subsidiaries underst
this is not the case integration w

ands how IMC works and how IMC plans can be put into act{;ﬁ";
ill be lost which will intern weaken both corporate brand and
relationship. The primary goal of IMC is to affect the p

through communication. The gre

erception of value and behavior
ater utilization of marketing communication tools within an IMC
approach can lead to a better overall outcome and may also deliv

eramore holistic picture..Integrated
Marketing Communication approaches have become the accepted norm for agencies offering -

i Rala -~ - 0 0 QT T B

ard of living through

=

p

nuity is a consistent attitude towards a brand or firm. It is

MANAGERIALIMPLICATIONS:

Integrated Marketing Communication is the boost for promotion
is advertising; direct m

arketing, interactive/interet marketing, s

al mix elements, whether it
a
selling, combining

et m les promotion, publicity/public
! 'lhese disciplines to provide consistently and clearly a
tion impact. Promotion has been defined as

the coordination of all seller-
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"~ initiated effo ST VR T S T o N
- dr;z ;D set up channels of information and persuasion to sell goods and servioes of

. Promotion is the systematic attempt to move forward step by step prospects froma__
ference and conviction

=¥

state of unawareness to awareness then to knowledge and liking, then to pre

:gnd—ﬁp all_y to action _(Pumhﬁsﬁﬂtamsitimhehaﬂnmtresponnghe communicatiomaccomplishes—
its objectives in a series of mental stages as the receiver or audience moves from unawareness {0
mmunication should be to maximize

actual .deal.. The purpose of integrated marketing co
customer delivered value. Integrated marketing communication plays a very important rolein the
ompetitive response throu

ability and capacity of firm to innovate and success fully delivers c

value added offerings to their customers.
The various steps commonly followed in an integrated marketing communication process
are:
o Identify the audiencetobe targeted.
¥ Determine objectives of your communication.
| * Design the message of communication.
50 o Select your media channcl.
e Decide the budget.
¢ Decide the marketing communication mix.
o Measuring your results.
» Managing and coordinating IMC.
9o acentralized strategic planning is the very heart of integrated marketing communication. The
use of various options should be centrally planned and coordinated utilizing a systematic strategic
lays down the broad principles by which a company hopes to securean advantage
1nd lead to efficient utilization of resources and
program

ated Marketing C onumunication

ibit attractiveness (o buyers
chniques that must help companies 10

over the competitors. exh
Moreover a successful Integr

promote company image.
must have the right combination of promotional toolsand te
| efficient methods for communicating and building relationship ~ With
1 as employees, suppliers, investors, interasi groups and

identify appropriate anc
customers as well as other stakeholders, sucl

/7 the general public.
MC:

F;., _.."
BACKGROUNDAND CONCEPTOFI
As a customer centered process integrated marketing communicati
lue. Integrated marketing communication

erstanding of its purpose and va

integrates everything that helps a company {0 promote its business and position 1ts product

in  the market. An integrated marketing communication program must be continuous and

strategic oriented. Some early attempts appeared in academic literature. Integrated marketing

communication began tobe practiced ind became a hot topic, throughout. suggest that background

for the emergence of integrated marketing communication is from three areas first from corporaie Of

iition and higher risk in markets brought by merging and acquisitions

ly through new’ marketing

d

client side , an increasing compe
the consumer changing needs more successful
ing the traditional trends of advertising an
and

have been required to mect
strategies. Second from media and market side weaken
marketing, due fo exposurc of information technology has increased the search for more effecti ve
\n communications among marketers. Third from, the consumer, as oNgoing
s to develop more elaborate and quicker TeSPONSC
managed and equally

cost cfficient methods 1
changes in his life style have made advertiser
vironment demands a well
R

communication formats. Today's business en

planning. Strategy

on is the first step in

develcping a common und
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and clients 0;11?(} C:Stmsneild?ta-.base, afocused and “customer-oriented approach to custornd

mmarkemfs'“;hould cogg'c wopicatidriven prospecting approach to Sales. Reich then insists - that
communication méthg e :Eeensuproven marIke;mg techniques with new integrated marketing
] ; re.success—t-begins—with- "

packaging, pricing, sele " {t-begins—with-the-product development ard-includes-

management, fotal ction of distribution channels, channel management, customer relation.ship
quality management etc. it involves the multidimensional, —interactive,

z?ﬁtéﬁggﬁﬁlzfmsgsured (_:om.mumcation that connects the brand or product zu;gl the customer -The
i mmugication budggt, away from mass media and tradltmr_lal advertising has

ousty Pmmﬁited integrated marketing communication in recognition and effective marketing. The
American Association of Advertising Agencies defines integrated marketing communication as “a
concept that recognizes the added value of a comprehensive plan that evaluates the strategic

roles_ of a variety of communication disciplines and combines these disciplines to provide clarity,
consistency and maximum communicationimpact”.

Apparently in just a short period , the concept of integrated marketing communication becarmea |
watch-cry not only of marketing communications, but also an integral part of corp ‘a -
communication strategies ol many companies it has increased communication impact, made crostr
ties more effective and provide consistency in communication. Integrated Marketing Communication
has evolved over a period of time from awareness level of integration to image level integration to |,
functional integration to coordinate integration to consumer based integration to slakeholderbas?ed -
integration torelationship management integration Tt isapromotional tool along with other marketing
mix components to gain advantage over competitors using to reach highest level of consumer
satisfaction by knowing the right touch points. Itis a data driven approach using oulside-in thinking
focused on identifying consumei insights using both on and off —line channel strategy to deveiopa R
stronger brand-consumer relationship Integrated marketing communication is thus the voice of
marketing creating brand awareness, deliver information, educate the market and makeapositive |-
image of the company.

The Evolution Of IMC

Integration, the attempt to present a consistent message across the available promotional mix
elements has always been important to successful organizations even during the mid twentieth centur
g

However, some researchers believe that the concept of IMC can be traced back to the 19705?@ T
first study on IMC was conducted by Caywood, Schultz, and Wang (1991b) at the end of the 198us,
while the first “conceptual ideas” were published in the book “Integrated Marketing
Communications” by Schultz, Tannenbaum, and Lauterborn (1993). IMC advocates belicve that its
emergence was down to the context of media upheaval of that time, for example, digital TV and mobile

phones, market environments, that is, increasing global competition and rapid technological
developments, such as the personal computer. Technology can affect IMC from two sides, thats, from

the marketing and consumer perspectives. Today, integration is needed owing to globalization and the
resulting interdependence between countries and marketplaces . Thus, corporate and brand managers

need to coordinate the actions of their global and even national brand(s) with the aim of integrating
clements of promotional mix.
The Concept of IMC

; . : IMC

As a concept IMC hasbecome well known onan intemational scale during the | OFJGShT]:Ifot o
is a term whose widespread use is comparatively recent, a fact, which might explain why t ?rSome S0
is aconumon understanding of its real meaning and the lack ofa generally acceple d definition. € r

-

cation but =

|

A - . SAREe e unt
years ago academics and professionals discussed theory.and practice of busincss comm
c e
———__—_’_’_‘_'-—_'_”__ ¥

foi
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TN
: 4

wi ll_sout considering the idea of
pogitiop {orthe company. Some e
and articles appeared in the academic Jjter. i o

B sryiriarol . erature, BOfthe |gg oh a

:3:'(: ?E;: nlg ﬂtljtl.‘.l tfile;locfW OE ;narkctmg?_}rgwj@am:bagﬂffhc 'chinnik‘\qzlffxﬂsinilm:&‘i’(j .
: , e scene has changed—ﬁ-—i—__a Mmajor_ ortion lh.{; siﬁl;.'tfdct' Spic
promotlons,consumerpromotions,branding %Rasdallocamd into Vﬂ(']l ket e
budgct_s_ away from_ mass media and t’ el ad"ertising.'rhfmus elivifjyg (S0
i ron A traditional adyerigi>, - M0Catigy o SUCh
: g n and 1mp9rtance,for effective marketing, Th g hag Obvigyg)y oMMy
affected the media practices, contributed to an f;xt:cmc;gencc of 1'1‘%131( Promote
md.lvlduahzed patterns of consumption and iﬁcrcase(;l Slt\{f deregulagig, ofu “d’dmcm-duy
tastes/preferences. The key has been 'value' and several combinatioss ;?f' “‘ﬁ“tat‘m 0 aj;cts gl
NCthods are NSumer

to raise benefits and reduce costs. used. !l o;
Cd, all diming

Smith et al. (1999) have defined IMC as “the strategic analysis, choice :
control of all elements of marketing communications which efﬁcic;ltly l{(]’;:‘sltmp_“cmcmalion and
e econo'rmc.ally (minimum costs) and effectively (maximum results) influence transzéﬁot’f resources),
" organization and its existing and potential customers and clients”. The Americay R:: elween an
\ Advertising Agencies defines IMC as “a concept that recognizes the added value of a com(;?:}t\lct&gi
/
rl,

Integration a5

real
arly attempg inthcb:;;t;ﬁ o

p]fan that evaluates the strategic roles of a variety of communication disciplines, and combines these
disciplines to provide clarity, consistency and maximum communication impact”.

Integrated marketing communication is integration of all marketing tools, approaches, and
resources within a company which maximizes impact on consumer mind and which results into
maximum profit at minimum cost. Generally marketing starts from “Marketing Mix” and also includes
internet marketing, sponsorship marketing, direct marketing, database marketing and public relations. -
And integration of all these promotional tools along with other components of marketing mix to gain
edge over competitor by knowing the right touch-points using to reach highest level of consumer
satisfaction is referred as Integrated Marketing Communication. Using outside-in thinking, itis a data-
driven approach that focuses on identifying consumer insights and developing a strategy with the right
(online and offline combination) channels to forge a stronger brand-consumer relationship. The
eting communication process are to  create brand awareness, deliver

ket, and advance a positive image of the product brand. Tn simpler terms,
a return to building

objectives of any mark

information, educate the mar
“IMC refers to speaking with one voice, eliciting a response”. Therefore, “IMC is

brand loyalty by building brands that deserve loyalty”.
Integrated Marketing Communication in Indian Business Context:
India is one of the most favorite markets on the globe. The growing purchasing power of India's
huge middle class makes it attractive. However, the customer base in India is extremely fragnwmegl.
The huge geographic expanse of the country has resulted in an inconsistent disiribut_ion system that1s
radically different from other countries. Also the cultural diversity of consumer, (llff.CI’C]'lCCS in t'hml
tastes, habits, and requirements that make it more complex Task to market their goodsina streamlinec
and consistent manner. The concept of IMC with focused and massive marketing is fairly new 0 ‘thi
Indian companies who have traditionally experienced a mixed economy and trade rcstnclmnflln:;‘;d
home. In a protected economy, the companies had faced restricted competition and consqu‘c‘!‘eﬁ; o
not realize the importance of targeted and more focused marketing. In the absence of well- ri:ich ivas
departments for individual elements of marketing communications, {11121&;1-11":ll$gl'ﬂ'~9d approx
in practice among various departments in Indian companies.

The idea of IMC still manifestsitselfina variety of local

4 - ) "“‘ ll iS
and situational ways for marke{Ct
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' neccs'sa'r?‘t'o examine the cultural and social factors with demographic influcnces, kocpiy,
perspective a pertinent analogy of'GO GLOCAL" with the concepl of IMC,

IMC is a major strategic concept that is as evolutionary and discurgive in hylinn e, £,
~—strong need is:compulsaryhere to explore the concept and phenomena of IMC dir{:{:!! yin ‘fhf; seal ol
of communication. With the change in communication practices and technologics, integralion i)
marketing techniques is inevitable for Indian companics to survive in this IIIU“I-IHIH(';!IHIJ and 1muilt
cultural world emerging globally. Flow of communication is casy and open and our ability o adapt e
these changes has made ita very enthralling and promising place for the global market.

The purpose of integrated marketing communicalions stratcgy is lo ‘WUI?: luw;rlt"d f?c rl:funn;:’ffr
goal of custorner focused marketing. The Indian markelplace consisls of an increasing, / ;,f;ifipp}z
arena of competitors within a rapidly changing environment. Businesscs arc now ;j(:“{l;”:vf fl J;'f !
based operations, portraying a charming picturc of sophisticated and cluttered r‘mukcf.. Itis ‘rslﬂ:/f’l;{f :;f:'
to speak with clear voices about the natures of (heir operations and the benefits Fl.’;f;f;(:llﬂff,f .),” ‘1 :',},
brands and products. Numbers and variety of media is bom}a;r@ng potential Cll‘.',h‘mrlf;'!.; z'/l: h
messages, it is vital to have clear and consistent communication In the clutter, 'R‘(;.‘.,pun ;,.«, & )
apparently amorphous marketing environment has led many Indian organizations .lr: fbylr:
integration of their communications efforts under the umbrella of this strategic nfdr ceting,
communications function. Effective marketing departments and advertising agencics arc de veloping

Table-1: IMC Definitions

[ Authar and Year || ~ Concepts Introduced -
il— = I Pr—

o Coutdiiiivn @ wwusisicy of Grssages and compiunication channzls (one sight one
/CJ}*.\'ood. Schuliz, and soinid) !
Wange (19912} and ; 4 : ] : P T wnrehe e
3 - senimicabon drsciplines 10 work 1 symergy based on 2 COnIPICanine
| Caywood. Sciiuliz, and . L'; of a varely of comunruncalien 150y Yiletiy np
| Wang(1991b) P
e IMC as a concepl

LT

| —

; — m— e
i ﬁ Inclusion of consisners. prospects 1
g e Behavioral responses
o
/ St « Nuriure refationship and customer loyalty
j J o DMC asaprocess — ,
j|  Duncan and Evereit [ o Profitable relationships expanded audience scope from customers 10 other stakeholder: =@
(1993) .
[~ Nowak and Phelps ———

= ¢ Reinforeed notions of consistency. coordination, and behavioral response
(1994)

o Strategic business process =]
Schultz and Schultz « Expandad notion of brand conmunication
(1995) o Measurabiliry

o Specified the multiple markets more explicitly, inclusive of external and internal audiences.

|
N __' o Strategic business process.
.Schnlez (2004b) . e
ol At . Extmsx}cbr.mdcon.nmmcnhon
Marketing ¢ Evaluation and measurement
4

Association (2007) ¢ External and internal stakeholder groups
¢ Long-tenm brand value focus

[ * Process and concept “
o Audience-focused
Kliatchko (2003) #

¢ Comnmmication program

e Resuli-diven J—:,—;..-—-J

Source: Adapted fron) Kliatchko (2005: 21)

-
g
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pipelines of pey,-
-and otherg ino e it O

I order ) edia by ~—
the markeiy o 10 succeeq i, the long (e YEIS, promotiopg Manag

:::;plalasﬁre.bui.ldi . 1d also relationg y;
A3 9 B by : “alons with = ——
angi theme of €8S with mhe? mtemﬁlﬁ_@paﬂmem-and maki v el of

ers, dat

rketing practices in Ii
and integrated approaches,

As .
demonsty ated g the early 19905 IMC was referred to

sound or one vojce or t
Phelps, 1994; Duncan and Everett, 1993), However, the increas
O researchers to reevaluate the concept and the “buzz words” were
" Dorsch, 2002; Lee,

: 2002; Fill, 2001; Hartley and Pickton, 1999
words only hinted at the many applicati

n Table 1, durin
he seamless mar

soon set aside (Grove, Carlson
; Phelps and Johnson, 1996). "]

abase wel) masters,
s reflect mora|e within

IM(

ng the target niches on social an

.:;Ilglfc'lilmpmduct across .df' ent  demographics and g
- Hiierne ! up pace in India with fus(
hanging. Online shopping,
ecent liberalization policics
wdia, the local environment

: as the one sight, one
keting communication approach (Beard, 1997; Nowak and

ing interest in the subject of IMC led

, and
hese

¢ - ons of IMC and, therefore, new concepts were added 1o the
earlier definitions of IMC.

Many researchers have noted that it may not

definition, given the various interpretations of IMC
commercial spheres (K|j

be possible to agree upon a universal

atchko, 2005; Phelps and Johnson, 1996; Stewart, 1996).
A critical review of prey

reveals that researchers were able to reduce any IMC definition to five crucial attributes (Kitchen
2004a; Low, 2000):

. The communication effort should be directed at consumers in order to affect behay

10us definitions of IMC and an assessment of current IMC' liter

IMC

and 1ts different values in the academic and

alure
clal,,

10T,

d with

2. An outside-in approach should be utilized i.e. start with the customer lirst when
developing acommunication strategy.
3. Awell-established relationship between the company and the customer is necessary.
4. To deliver a message correctly all communication activities should be include
contact points integrated into the strategy.
5. To create a competitive brand, coordination be

needed.

Major reasons for the Growing Importance of IMC in India

tween the communication disciplines is

Several reasons have caused IMC to develop into a primary strategy for marketers in India: few

of them are given below-
Market is now having a rural-urban mix shape
Occupational diversity (Agriculture to other skills)
Awareness is spreading fast

1.

2

3.

4. Indian consumer is being more smart
5. Heterogeneous Demographic Traits
6.

Diversity ineconomic conditions

5
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7. -~ Media-advertising is shifting to multiple forms of communicationfocusing at 1\ |

centered niche media. :
8. Market is shaping from a manufacturer-dominated market to a retailer-dominateq
————consumer-controlled-market.

9.  Technology is getting updated rapidly
10. Hugeopportunities are available to develop with market

1. Manpower is getting performance-based compensation from traditional compensation,
salesand profit margins are increasing,

KEY CHALLENGES OF IMC:;

Across the globe, there is continuity in market deregulation and emergence of individualized
§egmcntation of consumer tastes and preferences. So IMC being not an easy process has to face
internal as well as external challenges. As some markets flee traditional media they still come across
some communication clutter. The challenges of IMC are.

*  Ashift in market place power from manufacturer to wholesaler to retailer/shift in ch a@iﬁ '
power.

* Amovement away from relying onadvertising focused approach.
¢ Rapid growth of data base marketing.

e Ashiftin traditional promotions.

¢ Change in the way the advertising agencies compensated.

o Rapid growth ofinlernet markeling.

Bote butey e coc S ORI PRI

¢  Growing compelition in relationship marketing.

e  Change from mere information delivery to value delivery. |

e  Consumer empowerment. k

¢  Fragmentation of media. ‘

¢ Increasing advertising clutter. L

¢ Desirc for grealer accountability. @é r
|

Conclusion D

The emergence of integrated marketing communications (IMC) has become a significant
example of development inIndian marketing discipline. It has influenced thinking and acting
among all types of companies and organizations facing the realities of competition in the present
open economy. It is the judicious and efficient use of the product promotional tools so that a universal,
clear, and effectivé promotional message is communicated amongst the target audience. Integrated
Marketing Communication (IMC) is more than the coordination of a company's outgoing message
between different media and the consistency of the message threughout. This also facilitates in

ascertaining the effectiveness of the overall marketing cffort to evaluation of brand messages. It is an
aggressive marketing plan that captures and uses an extensive amount of customer information in
setling and tracking markeling strategy. As the IMC strategies should be based on situation analysis
and SWOT analysis, a periodical implementation would be significant. The need of the audit of the
IMC process should be well understood and measurement and cvaluation of the effectiveness sh?uld
be taken care of. The primary goal of affecting the perception of value and behavior through IMChas

o - : ; . ot : technical o |
to be checked up carcfully. Indian consumption patlern are changing rapidly, . techlice |
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advaﬂceﬂlﬂﬂts afﬁ 12.:1 C- = r—-——---___.. Praan

with these changes. Objectives 2o :_; “*_*: diffusion of IMC pr program should closely be associated

reachabetter result, the mark .'.-':.-—h..- - f-_—,ﬁb _.._ﬁ st be elastic enough to mould accordingly. Inorderto
SIS DS 10 Cevelop marieting inte oration as occurring different levels

——and-Gegree-efvarious fincions
integration of obj *:CI] ves ,,: ; s __1,{:_:_ %?ﬁ%md@muﬂ el should be of vertical —
’ S and actvilzs. Withn their own organizations, marketers should recognize

L €zling Imporznt position with clear respons at different level on
performance and productivity basis. £ sponsibility

d At last but not the least the kev is Value' and all efforts must be in level-headed way 10 deliver in
order to reduce the cost and increase the ’r:rzﬂz ts. Integrated Marketing Communication can perform
sxercise 25 2 unit in order to aftain the common objective of

and lead to way 10 reap the benzfiis if exercis
delivering the valuz to customer.
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Table 1.1. Chemical Composition by E-DAX

Method & 0 Fe Al Si Cr K s Ca

Method I 30.40 28.07 35.60 0.40 1.02 0.15 | 0.58 191

Method 11 36.93 28.30 29.14 077 |343 |[1.17 026

_ determination are shown in Table 2

presence of organic components associated with

13 Phase analysis by XRD and partile size determination

The investigations were done to examine the crystalline modifications of iron oxides. The XRD patterns were _
recorded on Phillips X-pert Pro Powder diffratometer in the diffraction range’(10:90)2. Debye Scherrer equation m
used to calculate mean crystallite size. |

The XRD patterns with relevant details are shown in Fig. 2.2 while the results of phase analysis and particle size

Table 2.2. components identified through XRD

E——_ e

Sr. | Method Major Constituent Solid State Nature Crystallite Size
No. ¥
i Method | Hamatite Microcrystalline 39.7 nm E |
|
2. | Method II Fe203 | Mostly Amorhous 23.5 nm 1
i
Evidence for organic component . IV. Conclusions :
The significant percentage of carbon identified by E- According to the ayurvedic principals, ‘metals as well ':
DAX and the nature of the IR spectra of lohabhasma as non-metals alone, cannot exhihlt mumm |
(as well as for metallic bhasmas obtained from other medwmal propmles in thelf inc '

metals) give some indications in favour of the

lohabhasma particles. However, since EDAX is
unabla to detect the presence of hydrmnand solid
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Name and Formula ~ Name and Formula B :
Reference Code © 010761821 Reference Code . 01-084-0306 |
1CSD Name © lron Oxide 1CSID Name : Iron Oxide
Empirical Formula o Fe,0y Empirical Formula + Fe0y
Chemical Formula 1 FeyOy Chemical Formula o FeyOs "
Crystallographic Parameters Crystallographic Parameters
Crystal System © Hexagonal Crystal System : Rhombohedral
Space Group S Space Group ;. R3¢
Space Group Number  : 143 Space Group Number ~ : 167
a(A) £ 5.5600 | |a(A) : 5.0347
b(A) 3 5.5600 [ | b(A) : 5.0347
e S 22.5500 | |c(A) g 13.7473 i
- ; Alpha () : 90.0000 | | Alpha () : 90.0000
Beta (%) . 90.0000 | | Beta (%) : - 90.0000
Gamma (%) ; 120.0000 | | Gamma (°) : 120.0000
Calculated density ; 2.63 Calculated density : 5.27
Volume of cell T 603.71 Volume of cell : 301.78
Z 2 4 6.00 Z : 6.00
RIR : 2.08 RIR : 327
Figure No. :3.7.2
'| XRD paﬂt’rm:ﬁf
: Loha-02 , ) )
| Anchor Scan Parameters : ' .

Sample Identification -2 A5 - Sy o B
c m v - Ji l'. =k - - |
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