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Appeal Format (ODL) : University of Burdwan

UNIVERSITY GRANTS COMMISSION
Distance Education Bureau

Format for submission of Appeal for ODL Programmes

PART A- Information of Higher Educational Institution (HEI)

A1.

A2.

A3.

Name of the HEI : University of Burdwan

Institution Type : State

Year of Establishment : 1960

i. Receipt of e-mail communicating Assessment sheet of Interface Expert Committee meeting on:

30-10-2024
ii. Number of ODL Programmes ‘Recommended’:

UG : 00
PG : 06
PGD : 00

iii. Number of ODL Programmes ‘Not Recommended’

UG : 01
PG : 01
PGD : 00

* Details of programmes recommended for ODL mode as per UGC communication cited at A2 above

Faculty details

Srno Name of Programme
Faculty details (qualified, full-time and dedicated
faculty)

Documentary
Evidence

1 Master of Business
Administration - Management
Studies

Name of
faculty Designation Qualification

Dr. ANANYA
GHOSH

Assistant
Professor

PhD

Dr. RUBINA
PARVIN

Assistant
Professor

PhD

View

Wednesday, November 27, 2024  (/College/Dashboard) Logout (/Proposal/Login/Logout)

https://deb.ugc.ac.in/College/Dashboard
https://deb.ugc.ac.in/Proposal/Login/Logout
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PART B –Appeal by Higher Educational Institution (Institutional level /Programme-wise)

B1.

* Institutional level deficiency as per UGC communication cited at A2 above (As applicable)

SR
No Institutional Deficiency Compliance

Documentary Evidence (Annex
appropriately as Annexure

1 HEI under 2(f) or Section 3 Yes View

2 Statutory Bodies approval
under its Act

Yes View

3 Affidavit Yes View

4 Appointment of Director Yes View

5 Copy of Application on HEI
Website

Yes View

6 Build up Area Yes View

7 Territorial Jurisdiction as per
Regulations

Yes View

8 Availability of Administrative
Staff

Yes View

9 NAAC Score or NIRF Rank Yes, NIRF: 2022 - 87, 2023 - 86, 2024: 36
(State University Ranking)

View

B2.

* Appeal for ODL programmes not recommended as per UGC communication cited at A2 above

Sr.No ODL Programmes

1
Programme Name: Master of Business Administration Management Studies

2 Bachelor of Education - NA Name of
faculty Designation Qualification

Dr. SOMNATH
DAS

Assistant
Professor

PhD

Mr. UTPAL
SANTRA

Assistant
Professor

Post-
Graduate

View

https://deb.ugc.ac.in/Proposal/Dashboard
https://deb.ugc.ac.in/Proposal/appeal/AppealPreview?year=2024-25&session=July&Tokenid=2024-25-July-ODL-U-0569-573-Proposal-New&Type=Appeal


Programme Name: Master of Business Administration - Management Studies

Reason(s) for ‘Not Recommended :Statutory body approval along with signed minutes of academic council for PPR & SLM is
not submitted. Preparedness of SLM is not as per UGC (ODL Programmes and Online Programmes) Regulations,2020.

1.1 Compliance :

View File (/Uploads/ProgrammewiseAppealNew1/HEI-P-U-0569/HEI-P-U-0569_ProgrammewiseAppealNew1_20241127134932.pdf)

View

1.2 Programme offered in Conventional mode : View

1.3 Number with designation of qualified, full-time and dedicated faculty available : View

1.4 PPR/SLM approved by the statutory authorities of the HEI(Yes/No): View

1.5 Regulatory Authority (RA) Approval (Yes/No); if applicable : View

2
Programme Name: Bachelor of Education - NA

Reason(s) for ‘Not Recommended :Credit are not mentioned in B.Ed (PPR). Preparedness of SLM is not as per UGC (ODL
Programmes and Online Programmes) Regulations,2020. Statutory body approval along with signed minutes of academic
council for PPR & SLM is not submitted.

1.1 Compliance :

View File (/Uploads/ProgrammewiseAppealNew1/HEI-P-U-0569/HEI-P-U-0569_ProgrammewiseAppealNew1_20241127141620.pdf)

View

1.2 Programme offered in Conventional mode : View

1.3 Number with designation of qualified, full-time and dedicated faculty available : View

1.4 PPR/SLM approved by the statutory authorities of the HEI(Yes/No): View

1.5 Regulatory Authority (RA) Approval (Yes/No); if applicable : View

* The faculty as per Annexure-IV of UGC (Open and Distance Learning Programmes and Online Programmes) Regulations,
2020 shall only be considered. The designations such as Academic Consultant/Consultant/Part time/ Visiting/academic
faculty, etc., are not as per Regulations.

Payment

Sr.No No. of Programme Fee Amount Payment Status

1 2 23600.00 Success

PART D – Declaration

D.

It is hereby declared that information provided in Part-A, Part-B & Part-C
above is factually correct It is certified that faculty members shown for each

https://deb.ugc.ac.in/Uploads/ProgrammewiseAppealNew1/HEI-P-U-0569/HEI-P-U-0569_ProgrammewiseAppealNew1_20241127134932.pdf
https://deb.ugc.ac.in/Uploads/ProgrammewiseAppealNew1/HEI-P-U-0569/HEI-P-U-0569_ProgrammewiseAppealNew1_20241127141620.pdf


above is factually correct. It is certified that faculty members shown for each
of the programmes; are on ‘full time dedicated basis’ with designation as
Professor/Associate Professor/ Assistant Professor as per the requirement
detailed at Annexure-IV of UGC (Open and Distance Learning Programmes
and Online Programmes) Regulations, 2020

and

No faculty members of Learner Support Centre/other institute has been
shown as faculty of the university.

I understand and agree that an appr opriate action against the HEI will be
initiated by the UGC, in case any false statement/information is observed
during the evaluation of the representation received and at a later stage.

Date: 27-11-2024

Signature :

Place: Rajbati, Purba Bardhaman

Registrar of the HEI with seal: DR. SUJIT KUMAR CHOWDHURY, REGISTRAR, THE UNIVERSITY OF BURDWAN, BURDWAN,

713104 W.B.

Submitted Date: 11/27/2024 3:06:52 PM



 

 

 

 

 

 

 

Annexure – I 

 
Copy of Relevant Page of Act allowing HEI 

To offer the programme in ODL 

 

 

 

 

 

 

 

 

 







































































 

 

 

 

 

 

Annexure – II 

 

Affidavit 
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1ARj 

F. 100 

thN\ 
2STRICT W.B. 
Reg. No- 432 

SL Ao. 

tfbEt yf IT WEST BENGAL 

REGDNO2LA33 

1. 

NOTARY 
KHALU:L A, 2nd LAN 

DURBABAR?A.N DISTRICT W 

04 NOV 2024 

s 4 NOY 2024 
u. 

Rs. 100 
ONE 

HUNDRED RUPEES 

HING INDIA 

INDIA NON JUDICIAL 

BEFORE THE NOTARY PUBLIC, PURBA BARDHAMAN 

AFFIDAVIT 

THE UNIVERSITY OF BURDWAN, Rajbati, Bardhaman, Dist, Purba 
Bardhaman, West Bengal, PIN-713104 undertakes to abide by the following 
term sand conditions duly approved by the statutory bodies of the 
University; 

Sigrgd in 
my 

prasencen 

dahtifled bv mo. 

And accordingly 
For Dual Mode University: We, Dr. SUJIT KUMAR CHOWDHURY. 
Registrar and DR. SWAPAN BHATTACHARYYA Director of Centre for 
Distance and Online Education, of The University of Burdwan, Rajbati, 
Bardhaman, Dist. Purba Bardhaman, West Bengal, PIN-713104do hereby 
solemnly affirm and declare as under: 

Advecat8N 

738550 

That this Higher Educational Institution namely The University of 
Burdwan wishes to apply for the recognition of Open and Distance 

Contd. next page 



OVT. 

2 

3 

4. 

RRGD. NO24GZ 6 

04 N0V 2024 

Learning Programme sand to be offered under University Grants 
Commission (Openand DistanceL earning Programmes and Online 
Programmes) Regulations, 2020 and it samendments from the 

academic year 2024-25, academic session beginning September,2024 
(revised from July-August, 2024) andonwards. 
That the deponents have fully understood all clauses, allterms and 
conditions asstipulated in the University Grants Commission 
(Openand Distance Learning Programmes and Online Programmcs) 
Regulations, 2020 (including it samendments from time to time). 
That the Higher Educational Institutionise ligible inallrespect to apply 
for offering programmes through;a) Open and Distance Learning 
(ODL]mode, OR b) Online Learning mode , OR c) Open and Distance 
Learning (ODL) and Online Learning mode (asapplicable), as per 
University Grants Commission (Openand Distance Learning 
Programmes and Online Programmes) Regulations, 2020 and its 
amendments. 

a 

That the Higher Educational Institution after getting programme wise 
recognition shall scrupulously abide by all the terms and conditions 
asstipulated under University Grants Commission (Openand Distance 
Learning Programmes and Online Programmes) Regulations, 2020 
and it same ndments alongwith compliance to al 1 the provisions 
regarding; 

b) 

d 

e) 

(Page No.2) 

h 

i) 

i) 

Sigtpd 
In 

my 

presanca 

i�antifled bv me. 

t Advocata 

Centrefor Internal Quality Assurance (CIQA):Annexure-l 
Conduct of Examination and Minimum 
Standards for Examination Centres:Annexure-II 

Territorial Jurisdiction and Regulating Provisions for different 
types Of Higher Educational Institutions: Annexxure-III 
Human Resource and Infrastructural Requirements:Annexure 

Guidelineson Programme Project Report (PPR):Annexure-V 
Quality Assurance Guidelines of Learning Materialin Multiple 
Media and Curriculum and Pedagogy:Annexure-VI 
Guidelineson Self-Learning Material and E-Learning Material: 
Annexure-VII 

Learner SupportCentres:Annexure-VIII 
Assessment Criteria for offering Online Programmes through 
Non- Swayam Learning Platform:Annexurcl X 

Grievance Redress Mechanism:Annexure X 
Z That the Higher Educationall nstitution shall adhere to various 

directives issuedby the Commission from time to time. 
That the Higher Educational Institution shall not offer any of the 
prohibited programmes i.e., program mesnot permitted under clause 
(z)of Regulation 2 of University Grants Commission (Openand Distance 
Learning Programmes andOnline Programmes) Regulations, 2020, 

Contd. next page 

IV 



7 

JRDA 

8 

9. 

10. 

1. 

12. 

13. 

RISAV RUY 14. 

KHALV 

UA 0Y 2024 

Suit Kumchaah) 

(Page No.2) 

Sigrled 
in 

my 

presen 
Advocets 

(including its amendments from time to time). In the event, the 
applicables tatutory or regulatory authority orregulatory council 
permits such programme(s), the HEI shall submit the approval or 
recommendation of the said authority or council, for consideration of 
the Commission. 

That the Higher Education Institution shall ensure compliance to 
otherrelevant UGC Regulations and norms issuedby the relevant 
statutory/regulatorybodiesfromtimetotime. 

That forth eprogrammes falling undertheambitofa statutory or 
regulatory au thorityor regulatory council,the Higher Educational 
Institution has the app rovalor recommendations of the respcctivc 
statutory or regulatory authority or regulatory council for offering 
theprogrammes in Open and Distance Learning mode or Online mode, 
as applicable; and has also submitted the same to UGC alongwith the 
application. 

Applicable only for Central or State Private Universities:That the Higher 
Educational Institution offering Undergraduate, Postgraduate and 
Postgraduate diploma programmes under the discipline of 
Management, Computer Applications and Travel and Tourism is 
adhering to all the norms and standards stipulated by AICTE for 
offering these programmes in ODL/Online mode. 
That the Higher Educational Institution shall ensure to provide all 
such information asked by UGC and display the same information as 
per mandatory disclosure ofinformation as stipulated under regulation 
9 oft he University Grants Commission (Openand Distance Lcarning 

Programmes and Online Programmes) Regulat ions, 2020. 
That the Higher Educational Institution shall not offer any Opcn and 
Distance Learning (0DL Programmes and Online Programmcs and 
admit students thereto unless it has been granted recognition by the 
Commission and admission shall not be madein anticipation of 
therecognition. 
That the Higher Educational Institution undertakes toup load 
admission details on the portal within the stipulated time as decided 
by the Commissionfrom time to time. 

That the Higher Educational Institution is an Open University and 
shallobtain NAAC accreditation within one year of becoming cligible; 
failingwhich the Commission shall not accord further recognition to 
Open and Distance Learning(ODL)Programmes and/or Online 
Programmes (Applicable only for New Open Universities). 
That the Higher Educational Institutions hallen sure there adiness/ 
availability of Self Learning Material /E-Learning Material for allyears/ 
semesters of proposed ODL/ Online programmes, as applicable.HEI 
shall ensure delivery of Self Learning Material to learner within 
afortnight from the date of admission (for ODL programmes) and HE! 
shall ensure it suploading on the learning platform before the start of 
academic session (for OnlineProgrammes) as per Annexure-VII of 

Contd. next page 



15. 

16. 

17. 

9\ 18. 

RISAV XUJ 

(Pago No.24 

KHAL En, 
URDA, ARDIAAN DisTRIS, 

REGD. NO-21432 

University Grants Commission (Openand Distancc Lcarning 
Programmes and Online Programmes) Regulations, 2020. Information about the same shall be intimated to UGC in at imely manner 
That the Higher Educational Institution shall conduct proctored examinations with all the security arrangements ensuring transparency and credibility of the examinations. 
That the Higher Educational Institution shall not offer its programmes or other related activities through franchising arrangement for the purpose of offering programmes through Open and Distance Learningmode/Onlinemode. 

20d LANS 

That all the information given by the Higher Education Institution in the proposal submitted to UGCis complete, true and correct and the deponents are fully aware of the consequences mentioned in relevant clauses, if the Higher Education Institution fails to abide by Univer 
sity Grants Commnission (Openand Distance Lcarning Programmes and Online Programmes) Regulations, 2020. 
That the deponent sare fully aware that incaseany information, 
documentary evidence submitted/produced by the Higher Education al Institution is found to be false or fake at a later stage or in case of 
any violation, UGCshall take punitive measure sas mentioned 
inRegulation 7 of University Grants Commission (Openand Distance 
Learning Programmes and Online Programmes) Regulations,2020 
inchuding withdravw al of the recognition of Openand Distance Learning 
(ODL) Programmnes and Online Programmes and may also refer the 
matter tothe Central or State Government as applicable for withdrawal 
of Higher Educational Institution status.It shall be the sole 

responsibility of the Higher Education all institutionfor the career 
consequence so fstudents if any, arisingout of the same. 

Director 

Deponent(s), Suit Kmyh 
The University of Bu 

Burdwan -71310$ 

1. 

Certe for Csgce and Onlin� Educaltn t)po12ed in my prosence 
Thc Univorcity of Burdwan 

BurdwarvERIFICATION 

Director 

We, the above-named deponents, do hereby verify on 04.11.2024 
at The University of Burdwan, Rajbati, Bardhaman, Dist. PurbaBardhaman, 
West Bengal, PIN-713104 that the contents mentioned above are correct 
and true statements. 

Deponent(s) 
1. 

l& ldentifled bv 

The Uriversity of Burdof 
Burdwarn - 713404 

Registrar 

Whavoeate 

2. Smoalhg 

Registrar 
University of Burdwan 
Burdwa" -713104 

Signed in my presence & ident(led bv ma 

Swaraj ht. Muknopadhyay 
Adv Burdwan Dist. Court 

dipeate 
AOYOnt No-WBI442/4995 



 

 

 

 

 

 

Annexure – III 

 

Appointment Letter, Director 

 

 

 

 

 

























































 

 

 

 

 

Annexure – IV 

 

 
(Copy of Application on HEI Website) 

 

 

 

 

 

 

 





 

 

 

 

 

 

 

Annexure – V 
 

 

(Build up Area) 
 

 

 
 

 

 

 

 















 

 

 

 

 

 

 

 

Annexure – VI 

 

Territorial Jurisdiction 

 

 

 

 

 







 

 

 

 

 

 

 

 

Annexure – VII 

 

 

(Availability Administrative staff) 

 

 

 

 

 























































































































































































































 

 

 

 

 

 

Annexure – VIII 

 

NIRF Ranking – 2022; 2023; 2024 

 

 

 

 

 







INDIA RANKINGS 2024

University of Burdwan, Bardhaman
Ranked 36 in State Public University Category



 

 

 

 

 

 

 

 

 

 

 

 

Programme Name: Master of  Business 

Administration (Management Studies) 

 

 

Compliance: (Statutory Body Approval for PPR and 

MBA PPR) 
 

 

 

 

 





















































 

 

 

 

 

 

 

 

 

 

 

 

 

 

(MBA Programme) 

 

 

Programme Offered in Conventional Mode 

 

 

 

 

 

 

 

 

 













 

 

 

 

 

 

 

 

 

 

(MBA Programme) 

 

 

Adequate (full time) dedicated Faculty 

availability (Appointment letter, Joining 

report and Qualification) 
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AE489E44271'l

SRI SATYA SAI UNIVERSITY OF TECHNOTOGY AND MEDICAT SCIENCES

SEHORE (M.P) INDIA
fEstablished Under Section 2 [F] of UGC Act. 19561

STATEMENT OF MARKS

PH.D. COURSE WORK EXAMINATION SEPTEMBER - 2017

NAI\4E OF CANDIDATE

s/0/w/o

: RUBINA PARVIN

: FAZLE RABBI

. SAHINA PARVIN

. DOCTOR OF PHILOSOPHY

: MANAGEMENT

r SCHOOL OF MANAGEMENT STUDIES

RoLL NO.IENROLLMENT NO. : SSSMGT16107W

SEMESTER : I

STATUS : REGULAR EXAM

LEVEL : DOCTORAL

MOTHER'S NAME

COURSE/PROG RA IvI

BRAN C HISPECIALIZATION

RESEARCH CENTRE

NAME oF SCHOOL/FACULTY : SCHOOL OF MANAGEMENT STUDIES

Subject Code Name of Subiect
Marks Scheme

Maximum Marks Minimum Marks Obtain Marks Tot.il Result

RESEARCH METHOOOLOGY

100

65 65 65

102 SUBJECT SPECIALIZATION - I 65 66 P

Semester First Second Grand Total Result

Maximum Marks 200 200
Pass

Total Marks Obtained 131 131

Total Marks in Words

22t12t2017

Heof lssue

r) {-)2r)-Y
tr',l/

WraW by C.onboller of Examination

w

E[i*ITE
:fl.8*1#
9.-.::tltjJdrT.+i

ffi#i

,fr

{2
,ffi,

ru

'$
6A
,r il
e;: :.}\.

W,,ru
,,ffi

ffi

W
ffi.ert

w

101 100 P

66

One Hundred and Thirty One Out ofTwo Hundred
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Sri Satya Sai
university of Technology & Medical sciences,

Sehore (MP)
SSSUTMS/Management/Ph.D. / ZOz L / 9 tz Sehore, Date-L? / 02 /2OZl

NOTIFICATION

As per university ordinance no. 11 of 20!3, sub para no.20.0 and after
the completion of all the formalities to award ph.D. degree. It is notified
that the following candidate have been found eligible for the award of the
Ph.D. degree in the respective faculty from the date of this notification.

Name (Ms. /Mrs. /Mr.) Rubina Parvin
Enrollment No. sssMGT16107W
Research center : school of Management studies, sssuTMs, sehore
vivavoce Date t 12/02/2021
Subiect and Faculty : Management
Title : "ComDarative hnalysis on Practices of Human Resource

DeveloPment between Public and Private Sector Banks in Indian Banking System".
By Order

SSSUTMS/Management/Ph. D. / zOZt / 9 Lz

Copy to-

Registrar -t

Rog;?strar
Sri $at1;a $ii i"liliversltY of

Teehnolo;Y & l;iesiical Stienee$'

Sehore, Date-L? / OZ / 2O2\

1-
a

J.

4-
5-
6-
7-
B.
9-
10-
t7-
72-
13-
t4-
15-
t6-

The Candidate Concerned.
SupervisorIS) of the Candidate.
The Examiners Concerned.
The Hon'ble vc, Sri satya sai university of rechnology and Medical sciences, Sehore (M.p,)
The Registrar, sri Satya sai university of Technology and Medical Sciences, Sehore (M.p.)
The Dean Academics, Sri Satya Sai University of Technology and Medical Sciences, Sehore [M.p.J
The Controller Examination, Sri Satya Sai University of Technology and Medical Sciences, Sehore [M.p.J
The University Librarian, Sri Satya Sai University of Technology and Medical Sciences, Sehore (M.p.)
The FO, Sri Satya Sai University of Technology and Medical Sciences, Sehore (M.p.)
All Deans, sri Satya Sai University of rechnology and Medical Sciences, sehore [M.p.J
The secretary, Madhya Pradesh Private University Regulatory commission, Bhopal (Mp)
The Secretary, University Grants Commission, Bahadur Shah Zafar Marg, New Delhi.
The Principal Secretary, Association of Indian Universities, New Delhi.
The Secretary Govt. of M.P. Higher Education, Mantralaya, Vallabah Bhavan, Bhopal.
Portal In-charge, Sri Satya Sai University of Technology and Medical Sciences, Sehore (M.P.)
Personal File.

T











 

 

 

 

 

 

 
 

 

 

(MBA Programme) 

 

 

 

Statutory Body Approval for SLM and 

MBA SLM with Plagiarism Report 

 

 

 

 

 

 

 

 

 











 



AS`ISTANT PROFESSOR 

MBA 

(Management Studies) 

(Semester - I) 

MBA 
CENTRE FOR DISTANCE AND ONLINE EDUCATION 

THE UNIVERSITY OF BURDWAN 

MBA 1102 

Managerial Economics (ME) 

The University of Burdwan 

Centre for Distance and Online Education 

Golapbag, Burdwan, 713104 

West Bengal 

Head 
Departmert of Business Adninistraion 

The University af Burdwan 

Director 
Centre for Disterce and Online Educaticn 

The University of Burdwar. 
Burdwan - 713104 



Authors: 

MBA 

Prof. Jaydeb Sarkhel 
Professor 
The University of Burdwan 

Dr. Arup Kumar Chattopadhyay 
Professor 
The University of Burdwan 

Dr. Seikh Salim 

Associate Professor 

The University of Burdwan 

Editors: 
Prof. Asit Kumar Banerjee 
Professor, (Retd.) 
The University of Burdwan 

Prof Jaydeb Sarkhel 
Professor 

The University of Burdwan 

Copyright © 2011 
The University of Burdwan, 
Burdwan-713104 West Bengal, 
India 

Revised: 2020 

Reprint: 2023 

Published By: 
Director 

A$SISTANT PROFESSOR 

Distance Education 

The University of Burdwan 

CENTRE FOR DISTANCE AND ONLINE EDUCATION 
THE UNIVERSITY OF BURDWAN 

Head 
Departrnernt d Business Adunnitraton 

The University af Burdwan 

Director 

Cente for 
Distance 

and 
Online 

Educaien 

The 

University 
of 

Burdwan 

Burdwan -713104 



MANAGERIAL ECONOMICS 

AsSISTANT PROFESSOR 

(ME) 

MBA 
CENTRE FOR DISTANCE AND ONLINE EDUCATION 

THE UNIVERSITY OF BURDWAN 

BLOCK -1 

Unit 1 :Choice as an Economic Problem 

Contents 

Unit 2: Understanding the Concept of Demand 

Unit 3 : Managerial Challenge 

Department of Business Ad1ninistraion 

The University of Burdwan 

Page 

1 -20 

21 -37 

38-54 

Director 

Centre for Distence and Online Educaion 

The University of Burdwan 
Burdwan -713104 



Unit -1: 

Choice as an Economic Problem 

Unit - 2: 

UÜnderstanding the Economics of Business- Concepts of Economic activities 
Decision-making under different conditions- Decision-making under risk 

Decision making under uncertainty 

Understanding the Concept of Demand 

Unit -3: 

MBA - 1102 

Basic framework of Demand and Supply- Demand Elasticities Cardinal Utility 
Theory, Indifference Curve Theory- The Consumer's Surplus-Supply, Demand 
and Price. 

Managerial Challenge 

Managerial Economics (ME) 

22h33 

Some applicationsDerivation of Market DemandDeterminants of Demand 
Overview of Demand Forecasting. 

AssSTANT PROFESSOR 
MBA 

CENTRE FOR DISTANCE AND ONLINE EDUCATION 
THE UNIVERSITY OF BURDWAN 

Department of Business Adinistration 

The University of Burdwan 
Director 

Centre for Distance and Online Educali 

The 
University of Burdv 

urdwan -71310 



 



PROFESSOR 

MBA 

(Management Studies) 

MBA 
CENTRE FOR DISTANCE AND ONLINE EDUCATION 

THE UNIVERSITY OF BURDWAN 

(Semester - I) 

MBA 1203 

ORGANISATIONAL BEHAVIOUR 

BLOCK-1 

Centre for Distance and Online Education 

The University of Burdwan 

Golapbag, Burdwan, 713104 

West Bengal 

Head 

Department of Business Adninistralon 

The University at Burderan 

Head 
Department cf Business Adrninistraon 

The Uniursity of Burdwan 



23 
ASSI`TANt PROFESSOR 

MBA 
CENTRE FOR DISTANCE AND ONLINE EDUCATION 

THE UNIVERSITY OF BURDWAN 

Author: 
Prof. Tapas Kr. Bose 
Professor 
The University of Burdwan 

Editor: 
Prof. Pranesh Das 

Professor 
The University of Burdwan 

Copyright © 2005 
The University of Burdwan, 
Burdwan-713104 West Bengal, India 
Revised: 2020 

Reprint: 2023 

Published By: 
Director 

Distance Education 
The University of Burdwan 

26)1]p023 
Head 

Department od Business Adninistraion 
The University af Burdwan 

Head 
Department of Business Administration 

The University of Burdwan 



Unit 1: Human Behaviour 

ORGANISATIONAL BEHAVIOUR (OB) 

Unit 2: Organizational Behaviour 

Unit 3: Perception 

A&stsTANt PROFESSOR 
MBA 

CENTRE FOR DISTANCE AND ONLINE EDUCATION 
THE UNIVERSITY OF BURDWAN 

BLOCK-I 

Contents 

Department of Businsss Administraion 
The Universty af Burdran 

Page 

1-10 

11-20 

21-29 

Head 
Department of Businsss Administration 

The University of Burdwan 



Unit I: 
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UNIT- 1: HUMAN BEHAVIOUR 
 

 1.0. Objectives 
 1.1. Introduction 

 1.2. Characteristics of Human Behaviour 

 1.3. Models of Man 

 1.4. Biographical Characteristics 

         1.5. Let Us Sum Up 

 1.6. Self-Assessment Test 

 1.7. Key words  

 1.8. Further Reading 

 
 1.0. OBJECTIVES 

After mastering the contents of this Unit, you should be able to: 

 Define the concept of human behaviour. 

 Provide an overview of the characteristics of human behaviour. 

 Describe the different models of man and show how these models can be used to 

understand and manage human behaviour. 

 Identify the biographical characteristics that influence human behaviour in 

organisations. 

 
 1.1. INTRODUCTION 

 
Understanding individual behaviour is one of the most important goals of organisational 

behaviour. The knowledge of individual behaviour in an organisational setting enables the 

managers not only to guide the activities of their subordinates in the direction of desired results 

but also to improve the overall climate of the organisation for greater efficiency and 

effectiveness. 

Behaviour is the most important manifestation of human thinking, perception and decision- 

making. It is simply defined as the observable action of an individual. The factors influencing 

individual behaviour in organisations are many. However, through systematic studies, it is 

possible to identify the specific factors that cause behaviour in a particular situation. The ability 

to understand and predict those factors can immensely contribute to the efficiency and 

effectiveness of management. 
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There are several theories that attempt to explain the characteristics of individual behaviour. In 

addition, various models of man and the assumptions underlying them help us predict 

behaviour with a measure of accuracy. Moreover, the biographical characteristics of employees 

along with their abilities and skills can provide vital data as to how to improve their 

productivity. performance and job satisfaction. The information is also useful for reducing 

absenteeism and turnover in organisations leading to their increased efficiency and 

effectiveness. This unit will provide a new perspective for understanding individual behaviour 

in the context of organisations. 

 
 1.2. CHARACTERISTICS OF HUMAN BEHAVIOUR 
 

Organisational behaviour (OB) focuses on the study of human behaviour in organisations. An 

organisation is basically an association of human beings and the most important problem facing 

today's managers is how to maximize the efforts and contributions of these human beings. 

Since managers are concerned with getting things done through the efforts of other people, it 

is imperative that they understand the nature of human behaviour in the organisational setting. 

The knowledge of human behaviour will enable them not only to guide the activities of their 

subordinates in the direction of desired results but also to improve the overall climate for 

greater efficiency and effectiveness of their organisations. 

Behaviour is any human activity that can be observed, measured and studied. In the language 

of psychology, it is defined as a person's response to a stimulus in his environment. A stimulus 

is any event that an individual can sense through one or more of his five sense organs. A 

response is what the individual does because of the stimulus received or in expectation of the 

stimulus to be received. Thus, behaviour is a function of stimulus and response (S-R) or 

response and stimulus (R-S) for an individual. 

Human beings are extremely complex. While their interests and abilities vary, they have many 

common characteristics. It is almost impossible to generalise their behaviour completely. 

Nevertheless, some remarkable efforts by way of scientific studies have been made to 

understand the way people usually behave. Accordingly, Leavit in his book "Managerial 

Psychology" has set the basic assumptions about human behaviour in the form of a simplified 

structure. The structure shows behaviour to be: 
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(1) Caused, (2) Motivated, and (3) Goal-directed, implying thereby that human behaviour is 

not random. 

It does not occur without cause or reason. There must be an external stimulus that causes 

behaviour. Motivation means some internal force that drives the organism to respond to the 

stimulus. Finally, the behaviour is again not random in that there is some result towards which 

the organism points its activity. It, therefore, follows that behaviour is orderly, not arbitrary; 

systematic, and not random. The assumptions of Leavitt are still unchallenged. 

It is clear from the above discussion that human behaviour at all levels is caused. Thus, to 

understand the nature of human behaviour, it is necessary to know the causes behind the 

behaviour. If we can understand the reasons behind behaviour and if there is a degree of 

stability to the cause-and-effect relationships underlying the behaviour, then we can employ 

our understanding as a basis for prediction. The manager's job, of course, goes beyond the task 

of prediction. He must influence behaviour in the direction of desired outcomes. 

But it should be distinctly understood that a person's behaviour is caused not by a single factor 

but by a large number of factors. At any particular point in time, a person's behaviour is 

influenced by multiple causes located in his genetic makeup, his past experience, and the 

current situation in which he finds himself. Thus, a person's behaviour is caused by several 

factors both lying within himself and outside him, that is, in the total environment of which he 

is but a part. For example, he is affected by the behaviour of others as well as the structure, 

culture and technology of the organisation. At the same time, he also influences the behaviour 

of others. 

There is another interpretation of human behaviour which may be called the antithesis of the 

concept that behaviour is caused. It is the idea that an individual is an autonomous moral agent 

whose behaviour can be explained only in terms of moral values like good or bad, right or 

wrong. 

The autonomous concept of human behaviour is based on the assumption that human beings 

are free to choose their actions within broad limits in the environment. As they choose their 

actions, they will be solely responsible for their consequences. If the actions prove to be good, 

they are praised; if they turn out to be wrong; they are punished. The concept owes its origin 

to moral philosophy, cultural heritage and legal systems that are the underlying forces of human 

civilization. 
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 1.3. MODELS OF MAN 
 
 

Despite many individual differences, management theorists have tried to identify the common 

characteristics of men in terms of their basic nature, behaviour and tendencies. This has led to 

the development of various models of man which reflect the variety of managerial views and 

assumptions about human behaviour. In the following lines, different models of man are briefly 

discussed to give an idea of the perspectives of managers about the behaviour of employees. 

(i) Rational and Emotional Models of Man 

Some theorists see the individual as a highly rational person who possesses computer-like 

characteristics. According to this view, while making a decision, this person will gather all the 

available information about the subject and analyse it. He will evaluate every course of action 

in the light of the cost-benefit ratio associated with each, and then choose the one which offers 

the greatest benefit. The rational model presents man as a serious, computational kind of 

creature with almost unlimited ability to know almost anything under the sun. 

At the opposite extreme of the rational model stands the emotional model of man. This model 

is based on the Freudian interpretation of human behaviour According to this model individuals 

are heavily controlled by their emotions, many of which are unconscious responses. These 

behavioural assumptions are directly tied to what Freudians call the three major subsystems of 

the individual's personality. The three subsystems are the id, the ego, and the super-ego. 

 
ii) Behavioristic and Humanistic Models of Man 

Some scholars believe that the individual can be described solely in terms of behaviour. These 

theorists are interested only in observable behaviour as distinguished from thoughts and 

feelings. In its most radical form, this model assumes that all behaviour is environmentally 

controlled. 

The humanistic view of man is more philosophical than scientific. Humanists see the individual 

as capable of surmounting irrational behaviour through conscious reasoning. In their view, man 

controls his own destiny and his potential cannot be underestimated. This model offers a great 

deal of hope and comfort to many, although empirical research to data has failed to substantiate 

many of its tenets. 
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(iii) Economic, Administrative and Self-Actualising Models of Man 

The economic model is one of the earliest models of man. It views the individual as an 

economic man who uses his reason primarily to calculate exactly how much satisfaction he 

may obtain from the smallest amount of effort. The model shows economic man as having the 

following characteristics: 

1. He has complete knowledge of the alternatives available to him in a situation of choice. 

2. He knows the consequences of each alternative. 

3.  With some yardstick of utility (usually money), he can assign an order to his 

preferences of alternatives. 

4. He can choose the alternative that has the greatest utility or monetary return. 

A modified version of the economic man has been suggested by Herbert A. Simon. He has 

developed a model of man which is known as Administrative Man. The Administrative man 

has the following characteristics: 

1. He lacks complete knowledge of the alternatives available to him. 

2. He does not always know the consequences of each alternative. 

3. In choosing between alternatives, he attempts to look for the one which appears to be 

"satisfying" or good enough. 

4. He recognizes that the world he perceives is a drastically simplified version of the real 

world which is much more complicated. He is. however, content with the simple world 

of his own. 

Basically, this simplified model says that an administrative man is willing to make choices 

when he does not have complete information and is willing to accept something less than the 

optimum solution. The antithesis of the economic model is found in the self-actualising model. 

Many psychologists believe that people are motivated by the opportunity to grow, mature, and 

become all they are capable of becoming. They are of the opinion that the individual cannot be 

adequately described by economic considerations alone. According to Maslow, man strives for 

higher goals like self-actualisation. Self-actualisation refers to the desire for self-fulfilment. It 

is the inherent tendency within the individual to become everything that he is capable of 

becoming. Thus, in the words of Maslow. "A musician must make music, an artist must paint, 

a poet must write if he is to be ultimately happy. What a man can be, he must be." This is the 

true goal of man. While he may be temporarily sidetracked in his quest for self-fulfilment, he 

will eventually return to it. The challenge of the organization, therefore, is to provide the proper 
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conditions for satisfying the self-actualisation needs of employees. 

(iv) Theory X and Theory Y Models of Man 

Another model was offered by Douglas McGregor in his famous Theory X and Theory Y. In 

these two theories, he presented two opposite sets of assumptions about human nature which 

he thought were implicit in most approaches to supervision and management. Theory X and 

Theory Y can be regarded as the two extremes or boundaries of a continuum of assumptions. 

Within these two boundaries, there exists a large number of possible combinations of the two 

sets. Therefore, McGregor expected that valid operational theories would be developed by 

managers between the two extremes of Theory X and Theory Y. The basic assumptions of the 

two theories are the following: 

(iv) Theory X and Theory Y Models of Man 

Another model was offered by Douglas McGregor in his famous Theory X and Theory Y. In 

these two theories, he presented two opposite sets of assumptions about human nature which 

he thought were implicit in most approaches to supervision and management. Theory X and 

Theory Y can be regarded as the two extremes or boundaries of a continuum of assumptions. 

Within these two boundaries, there exists a large number of possible combinations of the two 

sets. Therefore, McGregor expected that valid operational theories would be developed by 

managers between the two extremes of Theory X and Theory Y. The basic assumptions of the 

two theories are the following: 

(a) Theory X Assumptions 

1. The average human being has an inherent dislike for work and he will avoid it if he can. 

2. Because of their dislike for work, most people will have to be coerced or threatened with 

punishment to get them to work. 

3. The average person likes to be directed and wants to avoid responsibility. 

4. He has little ambition and wants security above all. 

(b) Theory Y Assumptions 

1. Work is as natural as play or rest and people do not inherently dislike it. 

2. Coercion or threats of punishment are not the only ways to get people to work. 

3. Under the right conditions, people not only seek responsibility but are willing to pursue 

organisational goals. 

4. The ability to exercise a relatively high degree of imagination, ingenuity and creativity in 

the solution of organisational problems is widely distributed in the population. 
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Theory X depicts the individual as lazy, inactive and in need of constant guidance. Theory Y 

views the individual as having a great deal of potential which, if handled properly, can be 

channelled towards the achievement of organizational goals. Therefore, depending upon each 

individual manager's philosophy of human behaviour, there may be a divergence of managerial 

approaches and practices in organizations. 

 
 1.4. BIOGRAPHICAL CHARACTERISTICS 

 
 

People join the organization with their abilities and skills. They also bring to the workplace 

some personal factors like age, gender, marital status and length of service. These factors are 

generally known as biographical characteristics of employees. Research studies confirm that 

biographical characteristics have an influence on turnover, absenteeism, productivity and 

satisfaction. Obviously, an understanding of the implications of these factors for performance 

and productivity can improve the predictive power of managers. 

(i) Age 

Age is an important personal variable because it affects important dependent variables or OB 

like turnover, absenteeism, productivity and job satisfaction. The issue of age is attracting more 

attention because of the general belief that performance declines with age. This is, however, 

not always supported by evidence. As far as turnover is concerned, the studies show that the 

younger employees are likely to leave their jobs more frequently than the older ones. In regard 

to absenteeism, studies show that older employees have lower rates of avoidable absence than 

do younger employees. However, they demonstrate higher rates of unavoidable absence 

because of poor health associated with aging. As regards productivity, the studies show that 

age and job performance are not related. 

(i) Gender 

There is an age-old debate on whether men perform better than women in work place. The 

research evidences suggest that there are practically no important differences between men and 

women that affect their job performance. There are, for instance, no consistent differences 

between male and female employees in problem-solving ability, analytical skills, competitive 

drive, motivation, sociability and learning ability. Psychological studies have shown that 

women are more willing to obey authority and that men are more aggressive. But these 

differences have no significant impact on individual performance. 
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(iii) Marital Status 

The marital status of employees affects absenteeism, turnover, and satisfaction. Research 

evidences consistently show that married people have fewer absences, less turnover and more 

job satisfaction in comparison with their unmarried co-workers. This is because marriage 

imposes increased responsibilities that tend to make jobs more valuable and important. 

However, more studies are required to reach a conclusion in this regard. 

(iv) Tenure 

Tenure is the total length of service that an employee has put in the company It is the 

determinant of his seniority which has an important influence on productivity which has an 

important influence on productivity, absenteeism, turnover and satisfaction. Research evidence 

has consistently found a positive relationship between seniority and job productivity. The 

research findings about the impact of seniority on absence show a negative correlation between 

the two. 

 
 1.5. LET US SUM UP 

 
 

Human beings are complex creatures. They differ from one another in many ways. Naturally,  

it is very difficult to develop universal theories that explain their behaviour in toto. 

Nevertheless, some remarkable theories have been developed on the basis of scientific studies 

to explain why people behave the way they do in organisations. Harold J. Leavitt offers a theory 

that seeks to explain individual behaviour in terms of cause and effect. According to him, every 

human behaviour is caused, motivated and goal-directed. This means that a person in an 

organisation never acts without a reason. This theory of human behaviour forms the basis of 

studying OB. Another way of explaining human behaviour is to consider an individual as an 

autonomous being with a set of values. He is aware of the consequences of his actions and is 

free to decide what he should do and what he should not do. This approach is not acceptable to 

OB specialists for many reasons. 

Despite individual differences, managers for long have been trying to identify the common 

characteristics of people in terms of their basic nature, behaviour and tendencies. This has led 

to the development of several models of man. These models essentially reflect various 

managerial assumptions about human behaviour. The important models of man that have been 

identified so far include: 
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(i) Rational and humanistic models of man, 

(ii) Economic, 

(iii) Administrative and self-actualising models of man, and 

(iv) Theory X and Theory Y models of man. 

Employees bring to their jobs a number of biographical characteristics like age, gender, marital 

status and length of service. Research studies show that these variables have an important 

influence on turnover, absenteeism, productivity and job satisfaction. It is, therefore, important 

for managers to understand the likely impact of biographical characteristics on the performance 

criteria of organisations. 

 
1.6. SELF-ASSESSMENT TEST 

 

1. "Human behaviour is caused, motivated and goal-directed". Discuss with justification 

whether you agree or disagree with the statement. 

a. Explain the cause-and-effect view and autonomous view of human behaviour. 

b. Why is the former approach more acceptable to the managers than the latter? 

2. What do you mean by human behaviour? How does it occur? 

3. Make a list of the biographical characteristics that influence human behaviour in 

organisations. 

4. Give a brief account of the different models of man. Which model is more realistic in 

your view? 

 

1.7. KEY WORDS 

 

 Behavior : Behaviour is the most important manifestation of human thinking, perception and 

decision- making. It is simply defined as the observable action of an individual. 

 Ability : An individual’s capacity to perform various cognitive tasks. 

 Skill : Level of proficiency with which an individual can perform the various tasks in a job. 

 Intelligence : Ability to understand complex ideas, to adapt effectively to the environment, to 

learn from experience, to engage in various forms of reasoning and to overcome obstacles by 

careful thought. 
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 2.0. OBJECTIVES 

After reading this unit, you should be able to: 

 Explain the concept of organisational behaviour. 

 Highlight the nature and importance of organisational behaviour. 

 Gain insight into the levels of analysis in organisational behaviour. 

 Discuss the models of organisational behaviour. 

 Understand the limitations of organisational behaviour. 

 Distinguish between organisation theory and organisational behaviour. 

 
 2.1. INTRODUCTION 

 
Modern society is an organisational society. We depend on organisations for the supply of 

goods and services to fulfil our needs and expectations. They come in different forms and 

different sizes. Some of these organisations are business enterprises, government and 



 

 

political organisations, transport companies, hospitals and welfare societies. The efficiency 

and effectiveness with which these organisations work are a matter of vital importance to us 

because they affect the quality of our collective life and pace of development. The efficiency 

of organisations,in turn, depends on the efficiency of their managers. The knowledge of 

organisational behaviour (OB) can greatly contribute to the efficiency of managers by 

increasing their ability to understand, predict and manage human behaviour in organisations. 

OB is the study of human behaviour in organisations. It studies behaviour at three levels: (a) 

the individual level, (b) the group level, and (c) the organisation level. The results of these 

studies provide managers with an improved insight and understanding of the behaviour of people 

in the organisation. This unit will provide an introductory framework for understanding the 

complex issues of OB. 

 

2.2. CONCEPT AND DEFINITION OF ORGANISATIONAL BEHAVIOUR 

Organisational Behaviour (OB) is basically a study of the behaviour of people working in 

organisations. It provides the basis for understanding why people behavethe way they do in 

organisations and how their behaviour affects organisational performance. As an emerging field 

of study, the concept of OB is still in the making. It has yet no universal definition. There are, 

of course, some definitions. But they vary according to the perceptions of writers. The 

following two definitions will helpus understanding the concept of OB. 

According to Fred Luthans (2002: 23), OB is concerned with understanding, prediction and 

management of human behaviour in organisations. This definition makes it clear that OB seeks 

to explain why people behave the way they do in organisations. Besides, the definition shows 

that the knowledge of OB can be used for prediction and management of human behaviour for 

better organisational performance. 

Stephen P. Robbins (2002: 6) defines OB as “a field of study that investigates the impact that 

individuals, groups and structure have on behaviour within organisations for the purpose of 

applying such knowledge towards improving an organisation’s effectiveness”. The definition 

shows that OB is a distinct field of study with a common body of knowledge. It studies three 

determinants of behaviourin organisations: individuals, groups and structure. Moreover, OB 

uses the knowledge gained about individuals, groups and structure to increase the effectiveness 

of the organisation. 



 

 
 

2.3. CHARACTERISTICS OF ORGANISATIONAL BEHAVIOUR 
 
 

The important characteristics of organisational behaviour are as follows: 

i) OB is a distinct field of study with a common body of knowledge backed by empirical 

research. It is a study of the behaviour of people in organizations at three levels. The 

levels are individuals, groups and the organisation itself. 

ii) OB is application-oriented. It is practically an applied field of social science. Theknowledge 

gained about the behaviour of individuals, groups and organization can be applied for the 

solution of the problems of organisations. 

iii) OB is based on the assumption that people are the most important resource of an 

organisation and that managing people is the most important function of management. 

iv) OB takes has distinctly humanistic approach. It underlines the importance of need 

fulfilment, self-development, personal growth and good human relations for increasing 

the motivation and efficiency of employees. It is practically the human side of 

management. 

v) OB has a micro perspective. It does not study the whole organisation. Rather, it 

concentrates on the behaviour of people and represents the behavioural approach to 

management. 

vi) It is a multi-disciplinary subject. It draws heavily on a number of applied behavioural 

sciences such as psychology, sociology, social psychology and anthropology. Besides, it 

borrows ideas from economics, political science, history and law. 

 
2.4. IMPORTANCE OF ORGANISATIONAL BEHAVIOUR 

 
 

Organisational behaviour (OB) is a relatively young field of study with tremendous potential 

for increasing the productivity of people and the effectiveness of organisations. It can play a 

major role in improving the quality of human resource management of organisations through 

effective motivation, supervision, leadership,communication and control processes. 

There are no two opinions on the fact that people are the most important resource of an 

organisation. Since Hawthorne's investigation, study after study has shown that excellent  

companies put their people first. This is because the capacity of people to improve productivity 



 

is almost unlimited and they can really bring competitive advantage to the organisations. 

Managing people for higherproductivity is one of the key functions of management. 

OB enables an individual not only to understand the behaviour of others but alsoto know his or 

her own behaviour. This can considerably improve interpersonal relations in organisations. 

Moreover, the analysis of individual behaviour in terms ofpersonality, perception, learning, 

attitudes, job satisfaction and motivation can lead to improved leadership styles, better 

supervision and increased motivation. 

Finally, OB as a growing field of study can open up exciting job opportunities byincreasing the 

interpersonal, human and behavioural skills of young learners. A large part of the success in any 

managerial position lies in developing good interpersonalskills. It is no wonder then that 

companies wanting to hire fresh graduates consider interpersonal skills as the most important 

qualification (Robbins, 2002: 2). Therefore, it is extremely important to study OB to increase 

their interpersonal and human skills which are essential to managerial success. 

 
2.5. LEVELS OF ANALYSIS IN ORGANISATIONAL BEHAVIOUR 

There are three levels of analysis in Organisational Behaviour (OB). These levels are known 

as individual level, group level and organisation level. At the first level of analysis, OB 

concentrates on the behaviour of individuals working in the organisation for the achievement  

of individual and organisational goals. At the second level, OB focuses on the behaviour of 

people working in the organisation asmembers of teams, groups and departments. At the final 

level, OB seeks to study how the organisation as a whole behaves in relation to the 

environment. Each of these three levels of analysis contributes a unique perspective and 

generates its insight into the nature and functioning of organisations. 

(a) The Individual Level 

An organisation is, first of all, an association of people. Therefore, the most logical approach 

to the study of OB is to analyse the behaviour of individual members. For individual- 

level analysis, OB draws heavily on the core discipline ofpsychology to develop theories and 

concepts about why people behave the waythey do in response to different management 

policies, styles, procedures and practices. Individual–level analysis mainly includes the study 

of personalities, biographical characteristics, perceptions, attitudes and job satisfaction of 

employees. It also studies the implications of values, learning and motivation for human 

behaviour in organisations. 



 

(b) The Group Level 

People rarely work alone in organisations. Most often, they work as members of a group or a 

unit for the achievement of sectional and corporate goals. The groupis also known as a team, 

task force, committee or department. Understanding group behaviour is very important 

because it is more complex than individual behaviour. Although people think at the individual 

level, their perceptions and behaviour are often modified by group pressure. Evidently, the 

actions and reactions of groups have an important influence on organisationalbehaviour. The 

major issues of OB at the group level are group dynamics, leadership styles,power and politics, 

communication and conflict. 

(c) The Organisation Level 

Instead of taking a narrow view of individuals and groups within organisations, some 

behavioural scientists prefer to focus on the organisation as a whole. For this level of analysis, 

OB specialists borrow heavily from concepts and theories of the discipline of sociology. In this 

macro analysis, OB seeks to understand the dynamicsof relationships between the organisation 

and its environment. Special emphasis is placed on understanding how technology, structure 

and design are related to the environment and how they influence the effectiveness of 

organisations. 

The three levels of analysis in the study of OB are not contradictory. In fact, they are 

complementary to one another. Each level of analysis creates a distinct set of knowledge and 

insight which provides a unique perspective in the study of OB. Combining knowledge from 

three levels of analysis, OB provides a complete body of knowledge consisting of theories,  

principles and concepts for understanding the complexities of human behaviour in 

organisations. 

 
2.6. MODELS OF ORGANISATIONAL BEHAVIOUR 

 
Developing an OB model is not an easy task. It demands the presentation of the wholeknowledge of OB 

in a compact form that is easy to understand and convenient to use. The model itself is an obstruction of 

reality. In social science, it is done by presenting the conceptsin the form of symbols and arranging them in a 

way that shows how concepts are interrelated inpractice (Bobbit Jr, et al, 1978: 11). Putting the entire 

knowledge of humans behaviour at workinto a short symbolic form is certainly a difficult task, if not 

impossible. Nevertheless, noted authors have tried to develop OB models according to their own perception 



 

 

and insight. In thisUnit, we shall present two important models for understanding OB. The models 

are: (i)Luthans’ S-O-B-C model; and (ii) Robbins’ OB model. 

 Luthans’ S-O-B-C Model 
 
 

The S-O-B-C model has been developed by Fred Luthans (1989: 14-15) forunderstanding 

Organisational Behaviour (OB). The model identifies four important variables of OB and shows how they 

relate to one another. The four variables are stimulus, organism, behaviour and consequence. The initial 

letters of these variables are arranged in a sequential order to form the S-O-B-C model. 

The Luthans’ S-O-B-C model is largely based on the social learning theory developed by Albert Bandura. The 

four variables of the model are practically derived from the three variable identified in the social learning 

framework. The three basic variables of social learning theory are environment, organism and behaviour. Let 

us now see how these three variables have been expanded into four variables to form the S-O-B-C Model. 

As indicated earlier, S of this modelstands for stimulus which originates from the environment; O 

stands for the organism which represents the cognitive power of an individual being; B stands for 

behaviour and C stands for consequence of a specific behaviour. The consequences are expected to 

arise from the environment as a result of specific behaviour. Thus, S and C are both environmental 

variables. Thus, the single environmental variables of social learning theory have been divided into two 

variables in the S-O-B-C model in order to accommodate contingent consequences. All the four variables 

interact with one another to produce organisational behaviour. The model is shown in Figure 2.1. 

Source: Luthans, Fred (1989). Organisational Behaviour. New York: McGraw-Hill, p. 15. 

 
 Robbins’ OB Model 

 
Robbins has developed a model for understanding organisational behaviour (OB) in terms of dependent 

and independent variables (2002: 19-23). The model is based on his owndefinition that OB is a field of 

study that analyses the impact of individuals, groups and structure on behaviour within an organisation, and 

then it applies that knowledge to make organizations more effective. Following this definition, the model 

recognizes the fact that there are three levels of analysis in OB. The levels are described by Robbins as 

individual level, group level and organisation systems level. Each level of analysis has a set of 

variables which affect behavior within that level. At the same time, the behaviour of one level affects the 



 

behaviour of another level in a reciprocal way. The variables that exist and operate at the three levels 

of OB are together called independent variables. They determine the outcomes of organisations in 

terms of productivity, absenteeism, turnover, job satisfaction and organisational citizenship. These 

factors are called dependent variables. The basic purpose of studying the independent variables at three 

levels of OB is to bring about a positive change in dependent variables to improve the efficiency and 

effectiveness of organisations. The model is presented in Figure 2.2. 

The OB model in Figure 2.2 classifies organisational variables into two sets of dependent and 

independent variables. The five dependent variables are considered as the expected outcomes 

towards which all organisations work. These are determined by the action of independent 

variables. As seen here, the number of independent variables is quite high. There are many 

more in practice. 



 

 
 

2.7. LIMITATIONS OF ORGANISATIONAL BEHAVIOUR 
 

Organisational behaviour (OB) is not free from limitations. An understanding ofits deficiencies 

is essential for understanding the nature and functioning of OB. The important limitations are 

the following: 

i) The knowledge of OB does not automatically guarantee the success of anindividual either 

in organisational life or in family life. Success in life requires many other qualities of head 

and heart. Obviously, OB is not a panacea for all managerial problems. 

ii) Human beings are complex creatures. Their behaviour can never be completely 

understood. As a result, there are no simple and universal principles that explain human 

behaviour in organisations. 

iii) OB theories and concepts have no universal application. They are contingent on 

situational variables. As a result, OB theories developed in one situation may not be 

applicable in another situation. 

 
2.8. LET US SUM UP 

 
 

Organisations occupy a dominant place in our society. They exist around us and exert powerful influence 

on our lives. The way these organisations are managed has an important influence on the quality 

of our collective life and level of economic progress. The knowledge of OB can remarkably increase 

the skill and competence of managers for the most efficient and effective management of 

organisations. It is now considered an essential skill for all managers. 

OB is the gateway to understanding human behaviour in organisations. It is concerned with knowing 

why people behave the way they do in organisations and how their behaviour affects organisational 

performance. According to Fred Luthans, OB is the understanding, prediction and management of 

human behaviour in organisations. Stephen P. Robbins defines OB as a field of study that inquires 

into the behaviour of individuals, groups and structures within organisations for the purpose of 

applying such knowledge towards improving an organisation's effectiveness. The study of OB 

involves three levels of analysis such as individual-level analysis, group-level analysis and 

organisation-level analysis. 



 

The examination of the definitions of OB brings out certain characteristics which are helpful for 

understanding its nature. OB is a field of study with a common body of knowledge. It has three levels 

of analysis. It represents only the behavioural approach to management and is application- 

oriented. 

It is also multi-disciplinary in character. OB as a growing discipline has tremendous potential 

for increasing the skill and competence of managers for improving the efficiency and effectiveness 

of organisations. There are three levels of analysis in OB. Each level of analysis contributes a 

unique perspective and generates its insight into the nature and functioning of organisations. 

Understanding OB is not an easy task. It requires theoretical orientation and empirical research in 

full measure. 

Some models have been developed to simplify the conceptualization of OB. Of them, Luthans' S- 

O-B-C model and Robbins' OB model deserve attention. The S-O-B-C model identifies four 

important variables that determine behaviour in organisations. The variables are (i) stimulus, (ii) 

organism, (iii) behaviour and (iv) consequence. The model attempts to show how these 

variables are related to one another. Robbins' OB model seeks to explain OB in terms of dependent 

and independent variables. The dependent variables are identified in the model as productivity, 

absenteeism, turnover, job satisfaction and organisational citizenship. The independent variables 

are all those factors that determine OB at three levels of analysis. These factors can bring about a 

positive change in dependent variables which are actually the expected outcomes of an 

organisation. 

Finally, OB is not without its share of limitations. It is to be clearly understood at the beginning 

that OB is not a panacea for all managerial problems. Human beings are complex creatures. Their 

behaviour can never be fully understood. Moreover, OB theories and concepts have no universal 

application. They are contingent on situational variables. It is also true that OB is more 

descriptive than prescriptive. Notwithstanding these limitations, the attraction for studying OB is 

on the rise. An awareness of its limitations can result in the successful application of behavioural 

knowledge for increasing the effectiveness of organisations even under different situations. 

 
2.9. EXERCISES 

 
1. Define organisational behaviour 
2. Indicate the importance of studying organisational behaviour. 
3. What are the three levels of analysis in organisational behaviour? 



 

4. Explain the concept of organisational behaviour and state its characteristics. 
5. What do the four letters of S-O-B-C Model stand for? From which theory has this 

model been derived? 
6. Analyse the S-O-B-C Model of Luthans. 
7. What are the dependent variables in Robbins’ Model? How can these variables be 

changed in a positive way? 

8. How are the independent and dependent variables in Robbins' OB Model related? 

9. OB as a discipline is not free from limitations. Explain. 

 

2.10. KEY WORDS 
 

 Organisational Behaviour : The study of human behavior in organizations. 

 Psychology : The science that seeks to measure , explain, and sometimes change the 
behavior of humans and other animals. 

 Industrial Psychology : Study of human behavior in the work – related aspects of life 
and the application of knowledge of human behavior to the minimization of human 
problems. 

 Model : An abstraction of the reality , or we can say that it is a simplified representation 
of some real world phenomenon. 
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 3.0. OBJECTIVES 

After mastering the contents of the Unit, you should be able to: 

 Define the concepts of perception. 

 Present the characteristics of perception. 

 Explain the roles played by perception in OB. 

 Describe the process of perception. 

 
 3.1. INTRODUCTION 
  
 

The concept of perception is essential to the study of Organisational behaviour (OB). More 

specifically, they pertain to the field of individual behaviour which is an important area of OB. 

People behave according to their own perception of the environment. The ways in which they 

perceive the world are modified by learning. Thus, the knowledge of perception significantly 

contributes to the understanding of individual behaviour in organisations. 



 

Perception is our window to the world. It is the process by which people come to know the 

objects and events around them. Perception is different for every individual. Even if two 

persons see the same thing or hear the same sound, they may come out with different 

descriptions of what they actually saw or heard. The differences in description are due to 

differences in perception. Perception is, in fact, a person's view of reality which may be quite 

different from the objective reality. Since people believe in what they perceive, their behaviour 

is based on the perceived reality, and not on the objective reality. It is, therefore, very important 

for managers to understand the process of perception and how people perceive events in the 

organisation. The knowledge will help them explain the causes of human behaviour in 

organisations. 

 
 3.2. CONCEPT AND DEFINITION OF PERCEPTION 
 
 

Perception is an important cognitive process that deeply affects individual behaviour. 

Cognition is the act of knowing an item of information and cognitive process refers to the ways 

in which people analyse that information for obtaining a rational meaning out of it. Perception 

begins with the sensory impression of a stimulus from the environment. When that sensory 

impression is filtered, modified and analyzed by the cognitive processes of an individual to 

obtain an improved meaning of it for decision making. perception is said to be complete. It 

includes all the processes by which people come to know and understand the world around 

them. Thus, perception is defined as the complex cognitive process by which individuals select. 

organise and interpret their sensory impressions in order to give their own meanings to the 

objects and events in the environment. The perceptual process finally produces a unique picture 

of the world, a picture that may be different from reality. 

 
 3.3. CHARACTERISTICS OF PERCEPTION 
 
 

The definition of perception points to its characteristics. The important characteristics of 

perception are presented as under: 

i) Perception is a cognitive process by which individuals select the stimuli from the 

environment, organize and interpret them to find out their actual meaning. The stimulus is 

received through one or more of the five senses of vision, hearing, touch, smell or taste. 



 

However, the mere sensory impression of a stimulus is not enough for perception. Our 

cognitive processes may filter modify or completely change the meaning of raw sensory data 

for obtaining fresh meaning out of them. 

ii) Perception involves the selection of a small number of events from the environment for 

attention and examination. This is because people are confronted with numerous stimuli which 

they are unable to take in. As a result, they focus on a small number of items from the 

environment and pay attention to them to obtain their real meaning. 

iii) Perception is the unique interpretation of reality. It yields a unique picture of the world, a 

picture that may be quite different from reality. Because of differences in learning, experience 

and intuition, perception can never be the same for all. 

iv) Perception is the basis of human behaviour. People tend to believe in what they see and 

behave based on their perceived reality. Their actions, emotions and thoughts are significantly 

influenced by the way they perceive the events and objects in the environment. Differences in 

perception are a common phenomenon everywhere. 

 
 3.4. IMPORTANCE OF PERCEPTION 
 
 

The importance of perception arises from the fact that it is the fundamental basis of human 

behaviour. A person will behave the way he perceives the reality. The ability to understand the 

difference between the perceived reality and the objective reality is an important skill for 

managers. Because the knowledge of this aspect of human behaviour will enable the managers 

to know why people do not behave the way they should. For example, managers are likely to 

assume that subordinates always want promotion, when, in fact, some of them may not like it.  

For those who do not desire it, promotion will cause a reduction in their productivity. 

Moreover, in many cases, the conflict between the labour and the management can be traced 

to the differences in their perception. A clear understanding of the various aspects of the 

perception process can greatly help managers not only resolve the conflict but also secure 

greater cooperation from the employees. 

 3.5. PROCESS OF PERCEPTION 
 
 

Perception is our window to the world. It is the process by which we come to know the world 

around us so that we may act upon it. Before we understand an item of information from the 



 

environment, it passes through several stages of our sensory and neural mechanisms. In other 

words, the process of perception consists of several steps. The steps are sometimes called sub 

processes. The complete perception process can be understood better with the help of a 

systems model that can be easily expressed as input, throughput and output models. The 

systems model emphasizes the fact that perception requires an input which is processed like 

throughput for getting an output. The various stimuli in the environment such as objects, events 

or people constitute the basic inputs for perception. The transformation of these inputs through 

the cognitive processes of selection, organisation and interpretation can be regarded as the 

throughput part of perception. The resultant opinions, feelings, attitudes, etc., which ultimately 

find expression in our behaviour, are regarded as the output of perception The actual process 

of perception and the resultant behavioural response, involves the following steps as shown in 

Figure 3.1 below. 

Figure 3.1: Process of Perception. 

Input Throughput Output 
 

The steps are briefly discussed in the following subsections. 
 
 

 Receiving Stimuli from the Environment 
 
 

The presence of stimuli in the environment and the fitness of the individual to receive them are 

the two basic preconditions for perception. The actual process of perception begins when an an 

individual receives a stimulus from the environment. The physical sensation of stimuli provides 

the basic raw material for the perceptual process. Since there is an infinite number of stimuli 

coming to us from different directions, it is not possible for anyone to take notice of each and 

every item of stimuli. Hence, in actual practice, we select a limited number of stimuli for 

attention. 

Behavioural 
Response 

Selection, Organization and 
Interpretation of Stimuli. 
(Cognitive Processes) 
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Stimuli from the 
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 Selection of Stimuli 
 
 

As indicated before, people are daily bombarded by numerous stimuli. It is not possible for 

anyone to take note of each and every stimulus coming from the environment. There are 

physical limitations on our sense organs to receive and retain information (Northcraft and 

Neale, 1994:67). Moreover, all stimuli are neither important nor necessary for us. So, in reality, 

an individual selects only a limited number of stimuli for attention and ignores all others. It is 

important to know the factors that influence our selection of stimuli. In fact, there are several 

internal and external attention factors that affect perceptual selectivity (Luthans, 2002:188-91). 

All these factors tend to capture the attention of people for perception. They are shown in 

Figure 3.2 

Figure 3.2: Factors Affecting Perceptual Selectivity 
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External Factors 

External factors originate from the environment. They try to increase the attractiveness of the 

stimulus so as to capture the attention of people. These factors are also stated as the principles 

of perceptual selectivity. They are briefly explained below: 

i) Size: Bigger objects attract more attention than smaller ones. People have a tendency to take 

notice of the larger objects and ignore those which are relatively smaller in size. 

ii) Intensity: The intensity principle states that the more intense a stimulus is, the greater is the 

chance that it will be perceived. A loud noise, a strong perfume or a bright light will attract 

more attention than a soft sound, a mild perfume or a dim light. Advertisers use the principle 

of intensity to attract the attention of consumers. 

I 

Intensity Repetition Motion Novelty & Learning Personality 



 

 
 

iii) Contrast: According to the contrast principle, the external stimuli which stand out 

prominently against the background will get more attention. 

iv) Repetition: This principle states that an external stimulus will get more attention if it is 

repeated again and again. Advertisers often use the technique of repetition to get the attention 

of consumers. 

v) Motion: The motion principle states that people are likely to give more attention to the 

moving objects in their field of vision than they do to stationery objects. Advertisers also use 

this principle to make their ads more captivating. 

vi) Novelty and familiarity: This principle underlines the fact that people give more attention 

to new objects in a familiar situation or familiar objects in a new place. Following this principle, 

companies use job rotation to increase the motivation of their employees. New tasks resulting 

from job rotation are expected to increase their attention and improve their performance. 

 
Internal Factors 

Internal factors are sometimes responsible for the selection of a particular stimulus for 

attention. These factors mainly consist of learning. motivation and personality. They are rooted 

in the psychology of an individual. People are most likely to select stimuli from the 

environment that appeal to their learning, motivation and personality. These factors are briefly 

explained below: 

i) Learning: Learning plays the most important role in developing a perceptual set of minds. A 

lot of things that we like to see in the world is the result of our past experience and learning. 

We are likely to see things in a way we have been trained to. 

ii) Motivation: Motivation has also an important influence on perceptual selectivity. People 

with strong primary needs like hunger, thirst, sleep or sex will select stimuli that can provide 

satisfaction to such needs. Similarly, people guided by secondary motives like power, 

affiliation or achievement will look for the stimuli relevant to the fulfilment of those motives. 

iii) Personality: Personality also affects the choice of stimuli. People with a high degree of 

extraversion will prefer social interactions and involvement. Introverted personalities will just 

try to avoid such activities. In addition to personality and experience, age also influences 

perceptual selectivity. 



 

  

 Organisation of Stimuli 

  

Once the selection process is over, the sensory data are organised by the cognitive process of 

an individual to make sense out of them. The organisation is basically a mental function though 

it follows certain established principles and rules. The basic purpose of perceptual organisation 

is to transform the sensory impression into complete meaningful information. The three most 

important principles in this regard are (1) figure-ground; (ii) grouping; and (iii) constancy. 

ⅰ) Figure-Ground: Figure-ground is generally considered the most basic form of perceptual 

organisation. In this organisation, there is a tendency to keep the perceived objects in focus in 

order to separate them from their background. The objects are called figures and the 

background is simply known as the ground. More attention is paid to the figures than to the 

ground at the time of perception. For example, when a teacher writes something on a 

blackboard in the classroom, the letters and symbols are taken as figures while the blackboard 

acts as the background. The student easily concentrates on the figures without paying any 

attention to the ground. Generally, white figures against a black background and vice versa are 

conducive to better perception. 

ii) Grouping: Another important principle of perceptual organisation is the grouping of stimuli. 

We see things as wholes, instead of bits and pieces, by creating our groupings. The grouping 

is done by simple rules of proximity, similarity, closure and continuity. 

iii) Constancy: Constancy is another important principle of achieving perceptual organisation. 

It gives an individual a sense of stability in a changing world. The principle of constancy states 

that a person has a relatively permanent impression of the size, shape, colour and brightness of 

an object. This impression provides him with cues to recognise the object with greater 

accuracy. With the help of the constancy principle, for example, a worker can identify the tool 

of the correct size for his work from a wide variety of tools in his store. 

 
 Interpretation of Stimuli 
  

After the organisation of stimuli, the person seeks to interpret them with the help of his 

cognitive power of thinking, reasoning and problem-solving. The cognitive power lies in our 

brain and it affects every bit of our perceptual interpretation. The cognitive ability differs from 

person to person depending on their power of understanding people, things and situations. In 

our everyday life, we perceive people and things as good, bad, beautiful, ugly, etc. Naturally, 

these are all subjective judgments which allow scope for different interpretations. 



 

Interpretation is the vital aspect of perception. It depends not only on the analytical power of a 

person but also on the external properties of stimuli situations under which properties take place 

and the mental state of the perceiver. Interpretation also calls for the knowledge of social 

perception. Social perception refers to the ways in which an individual perceives other 

individuals. The forms of social perception include attribution, stereotyping and halo effect. 

Thus, interpretation is a complex process which is affected by a lot of factors. 

  
 Behavioural Response 
  

The final phase of the perceptual process consists of responding to what has been perceived. 

The behavioural reaction to the sensory impression is the output of the process of perception. 

The response may be covert or overt. The covert response may be in the form of change in 

attitudes, opinions, feelings and values which are rather difficult to observe and measure. The 

overt action, on the other hand, is visible and measurable. It is reflected in the observable 

behaviour of an individual. 

 
 3.6. LET US SUM UP 

 
Perception is a complex cognitive process by which people come to know the Perception 

around them. It has a profound influence on our behaviour. In OB perception is defined as the 

process by which people select, organise and interpret their sensory impressions in order to 

give realistic meanings to the objects and events in the environment. Since perceptual processes 

are different for every individual, no two persons will perceive an object or event exactly the 

same way. Perception is, thus, a person's view of reality which may be different from the 

objective reality. As people believe in what they perceive, their behaviour is based on the 

perceived reality, and not on the objective reality. The definition of perception itself is 

sufficiently indicative of its characteristics. 

The process of perception consists of several steps. In the first-place stimuli from the 

environment are received through five senses vision, hearing, smelling, tasting and touching. 

Secondly, an individual, confronted as he is with numerous stimuli, selects a small number of 

objects and events for attention. The selection of stimuli is affected by several external and 

internal factors that managers should know well. The external factors come from the external 

environment. They include six factors such as size, intensity, contrast, repetition, motion, 

novelty and familiarity. Internal factors, on the other hand, are located inside the individual. 

They include three factors such as learning, motivation and personality. All these factors tend 



 

to capture the attention of the people for perception. In the third step, sensory impressions are 

organised for perception using the principles of figure-ground, grouping and constancy. In the 

fourth step, sensory inputs, after organisation, are interpreted with the cognitive power of 

thinking, reasoning and decision-making. The interpretation process is influenced by 

attribution, stereotyping and the halo effect. Finally, comes the behavioural reaction which is 

considered as the output of perception. Thus, much of the explanation of our behaviour can be 

traced to our perception. 

 
 3.7. SELF-ASSESSMENT TEST 
 

1. "Perception is a very complex cognitive process that yields a unique picture of the world, a 
picture that may be quite different from reality". Explain the statement. 

2. Elucidate the characteristics of perception and indicate its importance. 
3. Describe the process of perception. 
4. What do you mean by cognitive process? Why is perception called a cognitive process? 
5. Why do people differ in their perception? 

 
 
   3.8. KEY WORDS 
 

 Perception : Perception is defined as the complex cognitive process by which individuals 

select. organise and interpret their sensory impressions in order to give their own meanings to 

the objects and events in the environment. 

 Sensation : Sensation is the process of detecting physical stimuli. 

 Social perception : Social perception refers to the ways in which an individual perceives 

other individuals. 

 Attribution : Attribution is the process of interpreting and inferring the causes of events and 

behaviours. 
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1.0 : Objectives 
 
 To gather a basic idea about marketing 

 To trace out the nature and scope of marketing 

 To understand the process of marketing 

 To get an insight of the  marketing mix 

 To understand the essence of marketing environment 

 

  

 

1.1 Introduction to Marketing 
 

 
In simple words, marketing is the process of promoting, selling, advertising the products or 

services in the marketplace that are manufactured by the companies to create value for the 

customers & all the parties involved which in turn will lead to greater customer satisfaction. 

Bringing benefits for the society as large is one of the most important imperative of modern day 

marketing. 

In 2012, Dr Philip Kotler defined marketing as “The science and art of exploring, creating, and 

delivering value to satisfy the needs of a target market at a profit. Marketing identifies 

unfulfilled needs and desires. It defines, measures and quantifies the size of the identified market 



and the profit potential” (Kotler, 2012). 

 
1.2 Nature of Marketing 
 

 
The nature of marketing is changing with the changing scenarios of the market. Years before, when 

there were only few products that were offered by the marketers and consumers demands were 

also negligible, marketers used aggressive selling tactics to churn out more profits. But now 

times have changed and marketers need to pay attention minutely to the changing needs of the 

consumers and the market as a whole. 

 Marketing is a Human activity – It is because it requires people to solve people’s problems. 

Marketers are always on their toes to satisfy the consumers with better quality products 

& services. 

 Marketing is consumer oriented – The prime focus of marketing is to satisfy the needs 

and wants of the consumers. Consumer is the king of the market and the marketers are 

having a strong belief on this. Providing better quality goods and services, providing after 

sales services, resolving the doubts of the consumers, retaining the customers for an 

indefinite period time are some of the consumer-oriented actions performed by 

marketers. 

 Art as well as science – Marketing is an art as well as science because it requires 

creativity and artistic conscience to satisfy the customers and be in touch with the ever 

changing 

trends of the market. It is science because there are many scientific approaches and 

techniques that are adopted by the marketers. For example: For carrying out marketing 

research, a market researcher needs to equip himself with various methods, processes & 

procedures to become successful. 

 Exchange process – Marketing is also an exchange process where goods or services are 

exchanged with money. There are transactions between the buyer and the seller. 

Exchange can be anything: exchange of ideas, exchange of technology, exchange of 

information etc. 

 Goal oriented – Marketing is always goal oriented. The prime objective and aim of a 

marketer is to satisfy human needs and wants by generating profits. 

 Creation of utilities – Marketing creates utilities. Obviously the products & services that 

are being offered by the marketers to the customers has addition of value and when the 

products and services will be used by the customers they can derive utility out of it. 



DO YOU KNOW? 
 
The IPhone is the best-selling product ever, in a close second place is the Harry 
Potter series, followed shocking by the humble rubix cube. 
(Source: https://www.joerussori.com/30-wtf-facts-business-marketing-random- 
stuff/) 

 
 
1.3. Scope of Marketing 
 
  
The scope of marketing is vast and forever changing. The scope of marketing are as follows: 

 
 Products & Services – Marketing has the scope of manufacturing new products & 

services that are unique so that it fulfils the needs and wants of the customers. In the 

present days, there are loads of products that are available in the market that offers value 

to the customers. 

 Marketing research – Another scope of marketing is marketing research. Marketing 

opens up the door for marketing research. Through marketing research, the whole market 

can be comprehended and thus actions can be taken based on it. 

 Distribution channel – Distribution channel is another scope of marketing. Middlemen 

are involved in taking the products from the point of production to the point of 

consumption. Whether it will be a direct channel or indirect channel, it depends upon the 

discretion of the manufacturer. Nowadays, because of internet, products are being sold 

online through many shopping apps such as Flipkart, Amazon and many more. 

 Online presence – There is scope for marketers to make their presence online and all 

over the web. In order to face the tenacity and dynamism of the market place, a marketer 

needs to leave their footprint all over – offline & online both. 

 
MCQ PRACTICE 1: 
 
Which one of the following is one of the characteristics of marketing? 

 
a. Marketing is producer oriented 

b. Marketing is not an exchange process 

c. Marketing is both science as well as art 

d. Marketing do not create utilities 
 
 
1.4. Marketing Process 
 

https://www.joerussori.com/30-wtf-facts-business-marketing-random-stuff/
https://www.joerussori.com/30-wtf-facts-business-marketing-random-stuff/


 
 
Generally, marketing process consists of five steps: 

 
1. Understanding the market & customer needs & wants – The process starts with 

identifying & understanding about the whole market and what are the desires, 

preferences, needs & wants of the customers. It is dynamic in nature therefore close 

monitoring should be done at regular intervals to understand the changing market 

scenario. 

2. Designing a customer driven marketing strategy – Customers are the king of the market. 

Therefore all the marketing strategies & policies should be formulated keeping in mind 

the needs and wants of the consumers/customers. For example – If in 2022, a company 

tries to manufacture & sell only keypad mobiles then they will meet with catastrophic 

failure as times have changed. 

3. Constructing an integrated marketing plan – An integrated & holistically designed 

marketing plan should be formulated & designed so that it gives superior value. 

Integration of promotional activities, integration of distribution channels & integration of 

all the marketing activities will bring value addition to the company. 

4. Build profitable relationships – Building profitable relationships with all the clients 

involved. It should be strengthening and convivial relationship that should be forever 

going. Retaining the customers, maintaining good profitable relationship with the 

distributors, disseminating information & maintaining transparency with the activists 

group & Government. 

5. Capturing value from customers – Whatever the company is delivering to its customers, 

there should be value addition. If the customer gets satisfied then we can say that the 

company’s products/services are value induces. In the other way round satisfied 

customers are adding value to the company and are becoming assets for the company. 

Therefore, it is always an imperative to capture value from the customers by providing 

them quality products & services. 

 
DO YOU KNOW? 
 
Bentley, Bugatti, Lamborghini, Audi, Ducati, and Porsche are all owned by The Volkswagen 
Group. (Source: https://www.joerussori.com/30-wtf-facts-business-marketing-random-stuff/) 

 
 
 
1.5. Marketing Mix 

https://www.joerussori.com/30-wtf-facts-business-marketing-random-stuff/


 
 
Marketing mix refers to the sum total of tactics, strategies, processes & procedures that a 

company adopts in order to promote and sell its products in the marketplace. In simple words, 

marketing mix can be considered as the 4Ps developed by Jerome McCarthy. 

The 4Ps are: 
 
Product – Product is the first of the 4Ps. Products are produced the companies that are diffused 

in the market for sale. Sale of these products will generate revenue for the company. 

Therefore, proper products must be manufactured in order to ensure customer   satisfaction. For 

example: A smartphone can be a product. 

Price – Price is considered to be second P. Price is only P out of the 4Ps which brings revenue for 

the company. Otherwise, all the other Ps only leads to expenditure. Price is the element for which 

the customers will be paying for. For example: The price of a smartphone is 20000/-. 

Place – Place can be considered as where the products are being sold in the market place. It can 

be a shop, a mall, a hypermarket or even a supermarket. Nowadays products are being sold over 

the internet. For example: One Plus 9T is a well-known smartphone which are sold online & 

physical shops. 

Promotion – Promotion is the last of marketing mix. Promotion means promoting the products or 

services in the marketplace by the help of different means. In order to make the product aware 

among the people, strong promotion is required. For example: Advertising on newspapers, 

televisions & online platforms of One Plus 9 smartphones. 

MCQ PRACTICE 2: 

 
4Ps of marketing, which is known as “Marketing Mix” has been opined by: 

 
a. Philip Kotler 

b. Jerome McCarthy 

c. Sigmund Freud 

d. David Aaker 
 
 
1.6. Marketing Concepts 
 
 
Marketing is dynamic because the market is also dynamic & forever changing in nature. The 

market that was evident 50 years back have now completely changed its course. Needs, desires, 

preferences of the people are also changing day by day and as a result the market is also changing 



aligning with the changing preferences of the people. Companies have become more customer- 

oriented and they are closely paying heed to the changing needs of the market. 

 

a) Production concept – This concept focused upon producing more goods at cheaper price. 

Economies of scale has a high degree of importance here. Customer’s desires and wants 

are not paid attention here. For example, producing more shirts in order to minimize the 

cost. But the quality of the shirts may get compromised. 

b) Product concept – Product concept focused upon producing better quality products at a 

cheaper price. Needs and wants of the customers are taken care of and paid attention to 

but not to a great extent. There was still much to improve. For example –Paying attention 

to the quality and comfort of the cotton & fabric which is used in order to manufacture 

the shirts. 

c) Selling concept – This concept focused upon promotion & advertisements. People 

became conscious & they started paying heed to flamboyant advertisements & 

promotion. Aggressive selling was a part of selling concept. The focus was still on the 

seller’s needs. For example – Heavy advertisements to promote the shirts. 

d) Marketing concept–This concept focused upon satisfying the needs and wants ogf the 

customers. Products were manufactured according to the preferences of the customers. 

Quality became a focal point of marketing concept. For example: Manufacturing better 

quality shirts at cheaper cost. 

e) Societal Marketing concept – Societal marketing concept is based on the well-being of 

the society. Whatever products are being manufactured by the companies, it should bring 

favorable propositions to the society as a whole. It should not harm the society. For 

example: Customers have become more intellectual and they won’t accept any products 

or services that cause harm to the society. Packaging the smartphones in such a manner 

that the packaging materials are not harmful to the environment & society. 

f) Holistic Marketing concept – Holistic marketing concept means that there should be a 

holistic approach. Companies should adopt marketing strategies that brings holistic 

impact. It should satisfy the customers, it should create convivial relationships with the 

customers, and it should bring well-being of the society. Everything under one umbrella. 

Nowadays, companies are focusing on holistic marketing concept to bring out more 

efficiencies. 

 

MCQ PRACTICE 3: 



This is not a Marketing concept: 
 

a. Production concept 

b. Selling concept 

c. Supplier concept 

d. Product concept 

 
 
1.7. Marketing Environment 
 
 
Marketing environment incorporates all the internal & external factors that affects a business 

organization and also influences the organization on how it will operate and conduct business in 

the market. Therefore, a business entity should always have to comprehend and analyze different  

internal & external factors so that it can operate smoothly in this ever-changing market 

dynamics. Analyzing the internal & external environment helps a company to be in close touch 

with the changing market. 

 
 
Internal Environment 

 

Internal environment comprises of those elements which are intrinsic to the organization. The 

organization can control them without any hindrances. Such as the employees working in the 

organization, resources, and many more. 

Macro 
Environment 

Micro 
Environment 

External 
Environment 

Internal 
Environment 

Marketing 
Environment 



External Environment 
 
External environment comprises of those elements which are extrinsic to the organization. The 

organization cannot control them and they pose a threat to the organization if not comprehended 

properly. It is divided into two parts: 

Micro Environment 
 
Micro environment consists of those elements which are having direct impact or influence on 

the organization. It is also known as task environment. It comprises of suppliers, public, market 

intermediaries, customers etc. 

Macro Environment 
 
Macro Environment consists of those elements which are having no direct impact on the 

organization. It can also be termed as the Broad environment. Some of the Macro Environment 

elements are: 

a. Demographic Environment –Demographic environment comprises of all the people who 

are the constituents of the market. Therefore analysis of the market according to the 

income, religion, race, gender & occupation should be done. 

b. Economic environment – This environment is very much volatile in nature. Changes are 

taking place every now and then. Therefore, having a close look at the economic 

environment is an absolute necessity. GDP, GNP, Inflation, Deflation etc. should be 

monitored at regular intervals. 

c. Physical environment – Physical environment consists of all the physical elements in an 

environment and at any time, any kind of problematic situation may arise from these 

physical elements such as natural calamities & disaster, climatic conditions, 

environmental pollution etc. 

d. Technological environment – Technology is getting better and better day by day. Any 

change in technology should be comprehended by the companies in order to be in the 

trend. Any companies that fail to equip themselves with the modern technologies will be 

doomed. 

e. Political-Legal environment – New rules and regulations passed by the Government, any 

new legal laws brought by the legal bodies &Government should be taken into due 

consideration. There are many activist groups those who are always glaring on the 

operations of the companies. Therefore, companies must know the limits of their 

operations. 



f. Socio-cultural environment – Socio-cultural environment comprises of lifestyle, values, 

and beliefs of the people. Different people are having different socio-cultural beliefs, 

lifestyle patterns. 

 
MCQ PRACTICE 4: 

 
Tobacco advertising is now banned in virtually all marketing communication forms in 

many countries around the world. This can be explained as an influence of: 

a. Political environment 

b. Legal environment 

c. Technical environment 

d. Socio-cultural environment 

 

1.8 Let us sum up 

 
Exchange and transaction are the two major activities of marketing. Demand and supply are the 

two economic forces that centre around marketing. Organizations or marketers and customers are 

major players to involve in it, Marketing aims at creating value and satisfaction of customer. The 

evolution of marketing has found its origin in the emergence of production era that practised 

production concept on the eve of industrial revolution. Gradually sales era and later on marketing 

era evolved. These two eras were the practitioners of selling concept and marketing concept 

Selling concept believed in aggressive promotion and persuasion to entice target customers to buy 

the products. Marketing concept stands on understanding the needs and wants of customers and 

fulfilling it with the right offer that can satisfy customers. 

  

Marketing as a managerial function has got its relevance with the acceptance of marketing 

orientation in the business firms. Marketing management follows some basic steps such as 

analyzing marketing opportunities, researching and selecting target market, designing marketing 

strategies, planning marketing programs and organizing, implementing and controlling the 

marketing effort. Marketing mix is a vital force in an organization in contributing to marketing 

decisions and yielding results. 

 

 

1.9 Exercises  



 
 

1. Define marketing. Explain the characteristics of marketing. 

2. State the scope of marketing. 

3. Elucidate the process of marketing. 

4. What is marketing mix? Explain 4Ps of marketing mix. 

5. Explain the concepts of marketing with appropriate examples. 

6. Define marketing environment. Elucidate with proper examples the components of 

marketing environment. 

 
MCQ PRACTICE ANSWERS: 

 

MCQ PRACTICE 1: (c) Marketing is both science as well as art  

MCQ PRACTICE 2: (b) Jerome McCarthy 

MCQ PRACTICE 3: (c) Supplier concept  

MCQ PRACTICE 4: (b) Legal  environment 

 

 

1.10. Key Words 

 

Marketing : Marketing embraces all activities undertaken by business firms to direct and facilitate 

the flow of goods and services from producers to buyers. 

Marketing Management : Marketing management relates to analyzing marketing opportunities, 

researching and selecting targets markets, designing marketing strategies , planning marketing 

programs and organizing implementing and controlling the marketing effort.  

 

Marketing Mix : Marketing mix is the set of marketing tools that the firm needs to execute 

marketing strategies. Marketing mix planning involves taking decisions on product , price or 

distribution and promotion. 

 

1.11. Suggested Readings  

 

a) Balchandran's (1999). Customer - Driven Services Management, Response Books, New Delhi. 

b) Banerjee, M (1981). Essential of Marketing Management, Kalyani Publishers, Calcutta. 



c) Kotler, P. (2003). Marketing Management 11th Ed. Pearson Education, Singapore. 

d) Dalrymple, D. J. and J. L. Pearson (1990) Marketing Management: Strategy and Cases, 5th Ed. 

John Wiley and Sons., New York. 

e) Ramaswany, S. V. and S. Nama Kumari (1990). Marketing Management: Planning, 

Implementation and Control, MacMillan, Business Book, Delhi. 
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2.0. Objectives  

 
The objectives of this unit are to understand the issues and perspectives of the following types of 

marketing: 

 Concept of direct marketing 

 Types and benefits of direct marketing 

 Concept of green marketing 

 Web marketing and its benefits 

 Global marketing and its stages 

 International market entry strategies 

 Issues in marketing 

 
 



 
 

2.1. Introduction  
 

 

In this unit you are going to learn about the various types of marketing, like direct marketing, 

green marketing, web marketing and global marketing. In direct marketing, the company 

directly sells the idea , product and service to the clients. The acceptance of the concept of 

corporate environmentalism has compelled a number of business firms to practice green 

marketing programs to carry out their marketing activities. Profit should not be the only 

business objectives of a business firm. It should be corroborated by well – being of the 

society as a whole. Again , a business firm can hardly afford to think of its marketing 

activities in terms of its domestic market . in order to survive and prosper in the face of global 

competition, business firms should look to the entire world as their market. Thus total global 

marketing assumes a significant role in the business world. 

 

2.2. Direct Marketing 
 

  
Direct marketing is a type of marketing where the company directly sells the idea, product and 

service to the clients/customers/consumers. Direct marketing forms the basis of modern day 

marketing. Email marketing comes under the ambit of direct marketing. Nowadays, it is quite  

evident that whenever we are browsing internet or opening our email, we are observing that there 

are different types of promotions of variety of products & services. It is an example of direct  

marketing. 

 

2.3. Types and Benefits of Direct Marketing 

 

Types of Direct Marketing: 
 

a. Direct Mail – When any company promotes its products or services by sending mail to 

individual’s email, it is known as direct mail. Flipkart, Amazon, OYO, Redbus etc. are 

some of the companies that regularly sends direct mail to people to make them aware of 

certain new offerings and disseminating information to them. 

b. Catalogues – Catalogues are the set of entire products that are sold by the company. A 

catalogue can be in a printed form or it can be available in CDs or videos. Nowadays 



catalogues are available online also. People those who want to buy or purchase items can 

go through these catalogues that consists all the details about the product. 

c. Broadcast Media – Broadcast media consists of TV & Radio. Advertisements are directly 

aired on television & radio where people get to know about different product launches & 

offers. TV & Radio helps to gain viewers’ attention at a very faster rate. 

d. Print Media – Print media consists of newspapers & magazines. Individuals go through 

these printed forms of media and gains knowledge about different information, products, 

ideas, offers, services etc. Although, print media is considered to be the traditional form 

of Direct Marketing, it is still an effective medium. 

e. Electronic selling – Flipkart, Amazon, Snapdeal, Myntra are some of the online 

shopping apps through which people can shop and purchase products by sitting at their 

home and the product will be delivered at their doorsteps. It convenient & highly time 

consuming as the person not have to move out of his/house and go to the market to 

purchase the products. 

f. Direct selling – Direct selling implies selling the products directly to the customers by 

reaching them at their homes. There are many companies that are engaged in Multilevel 

marketing (MLM) such as Amway, Modicare, Oriflame etc. Take the example of Eureka 

Forbes. They reach the prospective customers at their home and indulges in 

demonstration and presentation of the products in front of the prospective customers. 

Advantages of Direct Marketing: 
 

 It can reach upto a wide number of people. 

 It reduces wastage. Hence, there is optimum utilization of resources. 

 It builds up customer loyalty. 

 It helps to eliminate the middlemen. 

 It helps to bolster personal relationship between the buyer and the seller. 

MCQ PRACTICE 1: 
 
Which one of the following is not a type of Direct Marketing? 

 
a. Catalogues 

b. Direct Mail 

c. Print Media 

d. Exchange offers 

 



2.4. Green Marketing 
 

 
Green implies “Nature”. Preserving the nature is our responsibility. Green Marketing means 

marketing of those products which are environmentally safe, non-hazardous, has a sustainable 

side to it & bio-degradable in nature. In today’s times people want those products that are 

environmentally safe. People have become conscious & intellectual. They won’t purchase any 

products that cause harm to them or to the society as a whole. For example –BS-VI engine used 

in bikes causes very less pollution than the BS-IV engine bikes & Starbucks uses green 

packaging, disposable cups and plastic elimination procedures to promote green marketing. 

Importance of Green Marketing: 
 

 It causes less pollution. 

 It promotes sustainable development. 

 Green marketing propels greater customer satisfaction as the products used by the 

customers are safe and non-hazardous. 

 Green marketing also pays attention to the society. For example – Banning the use of 

plastics in order to make the society a better place to live in. 

 
DO YOU KNOW? 

 
64% of global consumers will choose, switch, avoid, or boycott a brand based on where it stands 

on the political or social issues they care about. 

(Source: https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise- 

you/ ) 

 
MCQ PRACTICE 2: 
 
Which one of the following can be considered as Green Marketing? 

 
a. Use of fossil fuels in industries. 

b. Smoke exhibiting cars. 

c. E-bikes that runs on battery. 

d. Use of mercury in thermometers. 

 
 

2.5. Definition and benefits of web marketing 
 

Marketing on the web signifies selling & buying of products or even promoting them through the 

https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/
https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/


use of internet. Internet marketing, also known as online marketing, digital marketing, or website 

marketing  is a form of marketing that uses the Internet to promote a brand, product, or service via 

social media, search, email, and other digital channels. 

Benefits of Web marketing: 
 

a) Cost effective – Web marketing is highly cost effective as one doesn’t need to go outside 

and sell or promote their products. Distribution channel is also negligible. 

b) Builds up relationships – Web marketing helps us to build relationships in a short span 

of time. It develops convivial and long term relationships with clients and customers. 

Retaining the customers for an indefinite period of time is an imperative of web 

marketing. 

c) Easy to adapt – Web marketing is easy to adapt & edit as there are provisions for editing. 

The things which are not possible manually are easier through web & virtually. 

d) Measurable – Web marketing is measurable. There are several metrics that can 

determine how the company is operating, whether they are making profits or facing 

losses. Technology has made the lives of the marketer lot easier. 

e) Online branding – Marketing on the wen helps to create brand image online. There 

are many companies those who are operating in online mode & are creating hefty 

brand image for themselves. For example: Flipkart, Amazon, Snapdeal all have 

created their brand image in the minds of everyone. 

DO YOU KNOW? 
 
Studies have shown that at least 73% of consumers ignore pop-up ads. They always find these 

ads annoying and disruptive as they try to focus on other things. Businesses that have realized 

this fact are no longer using pop-ups to boost engagement. (Source - 35 Powerful Digital 

Marketing Facts in 2020 by Charlie Svensson.) 

 

 

 
2.6. Global Marketing 

 
 
Global marketing is the process of crossing the national frontiers & taking all the marketing 

activities & promotion to another nation. The products that are produced in one country is taken  

to another country by crossing the national frontiers. Setting up manufacturing plants, opening 

new subsidiaries & franchises are some of the methods of making one’s presence felt in another 



country. After Globalization, companies are making their presence in numerous countries by 

venturing into different countries. Starbucks, KFC, McDonalds any many more are some of the 

renowned companies that are operating in India seamlessly. 

 

2.7. Stages of Global Marketing 

Step 1: Companies focuses solely on the domestic markets. All the marketing activities are 

focused to satisfy the domestic needs. For example: A soft drink manufacturing company based in 

Orissa will market its products only in Orissa and some parts of West Bengal & Bihar. They face 

problems in the future because of myopic characteristics. 

Step 2: The focus is on the domestic market but they creates an export division. It is Ethnocentric 

in nature. They have the vision to do something in the near future to make their presence felt in 

the abroad countries. 

Stage 3: The companies realize the need for making them adapted for the overseas marketing 

conditions. It is Polycentric in nature. Therefore, adaptation plays an integral role in this stage. 

Global companies must adapt themselves to the changing needs of the market. “GO GLOBAL” 

is the talk of the town in the year 2022. 

Stage 4: These companies fully ventures into global foreign lands and starts operating there. 

They try to gain economies of scale and they realize that the world itself is a market. They try to 

make their presence in several countries all over the world. 

 

2.8. Entry Strategies in International markets: 

 
a) Exporting – Exporting is one of the simplest and common forms of international 

strategies to enter into the foreign markets. Definition of “Export” Under SEZ Act, 2005: 

“Export” means – taking goods, or providing services, out of India, from a Special 

Economic Zone, by land, sea or air or by any other mode, whether physical or otherwise. 

b) Licensing – Licensing is another entry strategy that could be followed by 

organizations. Licensing means that the property owner allows the licensee to use the 

intellectual property rights of the owner and conduct business. For example: A cake 

manufacturing company, XYZ, allows a licensee to use its intellectual property rights 

and operate & conduct business in the licensee’s own country. 

c) Franchising – Franchising refers to an arrangement between franchisor and franchisee 



where the latter will enjoy the right of a business on behalf of the franchiser instead of 

a fee where the franchisor closely controls the processes. Therefore, it is generally seen 

that licensing is for products and goods. In contrast, the franchising model is used more 

in the service-providing industry. 

d) Piggybacking – Piggybacking implies a small company who is not having its presence 

abroad can take the help of a renowned big company to make their presence in some 

overseas country. The small company rides on the back of the big company and the big 

company acts as a carrier to take the small company to another country. 

e) Management contracts – Under management contract, the operational control and 

management is transferred from one firm to another. It can be considered as a form of 

service outsourcing. It has to be kept in mind that management contracts are different 

from management consultancies. 

f) Joint ventures – Joint ventures are another form of entry strategy that can be followed 

by the companies. Here two companies join hands together & starts a third new company 

by pooling together resources, technology, finances etc. For example: Maruti & Suzuki 

both joined hands to start Maruti Suzuki. 

g) Outsourcing – Outsourcing means hiring a different company to handle a particular 

operation. For example: A company XYZ has a particular department which it cannot 

control properly. Therefore, company XYZ will hire another company to look after the 

department. 

h) Greenfield investment – In this, a company opens a new subsidiary in other countries 

and starts operating by constructing new facilities. They build up new production plants 

and starts everything from the scratch to set up a new facility. 

i) Brownfield investment – In this, a company purchases another company or leases an 

existing facility. Therefore, under brownfield investment, a company does not have to 

build up new facilities from the scratch. 

 
DO YOU KNOW? 
Companies with a clearly defined sense of purpose are up to 50% more likely to successfully 

expand into a new market. 

(Source: https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise- 

you/ ) 

MCQ PRACTICE 3: 
 
It is a form of entry strategies, under which a company builds up new production plants and 

https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/
https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/


facilities: 

a. Greenfield investment. 

b. Brownfield investment 

c. Joint ventures 

d. Barter system 

 
 

2.9. Issues in Marketing 
 

 
a. Unable to find the market segment – It is one of the major issues in marketing. Not 

identifying the market segment is one of the major problem in market that can give rise to 

improper products, flawed promotional tactics, poor strategies, dissatisfaction of the 

customers & many more. 

b. Unable to make a mark in the minds of the customers – A company must be able to 

strike a chord in the minds of the customers. The company must be able to make their 

presence in the market. Without proper presence, companies cannot prosper and grow 

properly in today’s times. 

c. Having digital presence – Several companies are making their presence all over the 

internet. Still, there are some companies those who have failed to make their mark over 

the internet. It is an impetus in these modern times to have footprints all over the internet 

because customers have become more internet-stricken. 

d. Unable to use resources properly – Several companies have failed to use their resources 

properly. Although they might be having efficient resources but still they are unable to 

use the resources in an effective & efficient manner. Sometimes overuse of resources can 

prove detrimental and sometimes underutilization of resources can prove to be fatal. 

e. Retaining & training staffs – Staffs are those who can actually provide service to 

the customers. Therefore retaining & training quality staffs is an important 

imperative of marketing. Proving the staffs regular training programmes, so that they 

can be on par with the changing nature of the market place. 

f. Increased competition – Day be day, competition are also increasing and a company 

need to pay close attention to the moves of their competitors. Failing to do so, a company 

can face with tremendous losses in the future. For example: There was a time when there 

was only two big chains of multiplex theatres INOX & PVR. But now the number of 

multiplex chains are increasing such as Carnival, Bioscope, Miraj Cinemas, Arti 



Cinemas, SVF etc. 

 

2.10. Let Us Sum Up 

 

Today the concept of green marketing has been accepted by the business firms globally as the need 

of the hour. Protection of environment through the introduction of the concept of green marketing 

has emerged as one of the essential precondi- tions for the global environmental sustainability and 

stability by the business firm. Effective use of the concept of green marketing will enable a firm to 

implement the modern concept of societal marketing, maintaining both the profit and well-being of 

the society a reality. Thus study of global market has become an essential component of marketing 

strategies of major business firms in the wake of liberalization, privatization and globalization era. 

The conventional 4P's of domestic marketing is applicable to the concept of global marketing. A 

firm can'take a number of global market entry strat- egy on the basis of its capacity and resources. 

In the face of global competition a large number of Indian business houses like the Tata Steel, Tata 

Motors, Mahindra, Reliance, Aditya Birla Group, The Essar Group of Ruias, The Zindals have 

gone global to increase their global market share successfully. 

Key words 

 
 Global Marketing : Global marketing is the process of crossing the national frontiers & taking all 

the marketing activities & promotion to another nation. 

 Green marketing : Green marketing is the enforcement of the policy that the protection of greenaries of 

nature  is an essential precondition for both environmental sustainability and stability of the firm. 

 Website marketing : Website marketing  is a form of marketing that uses the Internet to promote a 

brand, product, or service via social media, search, email, and other digital channels. 

  

2.11. Exercises with Answers to MCQs 

 

1. Define Direct Marketing. Explain the types of Direct Marketing. 

2. Define Green Marketing. List out the advantages of Green Marketing. 

3. What do you understand by Web Marketing? What are the benefits of Web Marketing? 

4. What is Global Marketing? Elucidate with proper examples the entry strategies for 

companies related to international markets. 

5. List out the various issues related to marketing. 
 
MCQ PRACTICE ANSWERS:   



MCQ PRACTICE 1: (d) Exchange offers  

MCQ PRACTICE 2: (c) E-bikes that runs on battery  

MCQ PRACTICE 3: (a) Greenfield investment 

 

2.12. Suggested Readings 

1. Kotler, Philip: Marketing Management Analysis, Planning, Implementation and Control: 

Prentice Hall of India, Sixth Edition, New Delhi. 

2. Malllik, Pradip Kumar, A Text Book of Marketing Management; Allied Publishers Pvt. Ltd, 

New Delhi 2007. 

3. Palmer, Adrian, Introduction To Marketing; Theory and Practice; Oxford Univer- sity Press, 
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3.0. Objectives  
 

 To gather a basic knowledge about the concept of marketing information system 

 To understand the benefits and components of marketing information system 

 To get an insight of the concept of marketing research and its benefits 

 To trace out the process of marketing research 

3.1. Introduction 

Marketing Information System address the need for quicker, yet more accurate , decision making 

by the marketer. These tools put the marketers close to their customers to help them understand 

who their customers are, what they want , and what competitors are doing. It is important 

because of the growing complexity of marketing, changing economic parameters, changing 

competitive conditions and fast growing consumerism etc. 

 

3.2. Concept of Marketing Information System 

Marketing Information System can be defined as the set of procedures, frameworks and processes 

through which a company can gather, collect, analyze and evaluate information that is being 

collected from the market so that decisions can be taken about future and fine tuning marketing 
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processes. 

 

3.3. Benefits  of Marketing Information Systems 
 

 
Benefits of marketing information system:  
  

 It provides timely information for better decision making. 

 It helps the marketing managers and other people of the organization for the development 

of action plans to achieve the set goals. 

 It provides greater level of marketing intelligence to the firm. 

 It provides all the relevant data regarding the customers and market so that quick service 

can be provided to the customers. 

 

3.4. Components of Marketing Information System  

 
There are total four components in Marketing Information System (MKIS) which works in an 

integrated manner with one component connected with another component. The four components 

have been mentioned below: 

a. Marketing Research 

b. Internal Records 

c. Marketing Data Support System 

d. Marketing Intelligence 
 
Marketing Research –  

Companies carry out marketing research in order to gain an understanding of the current market 

and the expectations of the consumers. Marketing research is often carried out by third parties 

who are given contracts by the organizations. Marketing research helps an organization in the 

following ways: 

i. Helps to know about the needs, desires and expectations of the consumers 

ii. Helps to comprehend the moves of the competitors. 

iii. Helps to launch a new product or tweak an existing product 

iv. Helps to extract feedback of the consumers. 
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Internal Records  

Internal records are the reports prepared by the managers of an organization that will be required 

by the top management in order to communicate the reports and the information exhibited in the 

reports with the employees. Internal records can be one or even more than one of the following 

mentioned below: 

i. Cash Flows 

ii. Data of sales 

iii. Costs of products 

iv. Expenditures 

v. Advertisement costs 

vi. Costs of employees etc. 
 
Marketing Data Support System   

Marketing data support system is a software or a combination of softwares that helps an 

organization to analyze data and take necessary actions thereafter. The software consists of 

several statistical data analysis tools in order to carry out data analysis. Marketing data support 

system helps to streamline MKIS. 

Marketing Intelligence  

 Marketing intelligence provides information based on current trends and vogues and also on 

current market conditions. It includes gathering information from external resources such as 

consultancies, trade unions and research firms which can be used for the purpose of taking 

decisions based on the information. 

 
DO YOU KNOW? 
33% of consumers are making the choice to buy from brands doing social or environmental good. 

(Source: https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise- 

you/ ) 

MCQ PRACTICE 1: 
How many components are there in MKIS (Marketing Information System)? 

 
a. Three 

b. Two 

c. Five 

d. Four 

https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/
https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/


27 
 

 
3.5. Concept and Benefits of Marketing Research 

 
  
Marketing research  
 
Marketing research is the process of analyzing the whole market in order to gather & collect 

information about the market to know about the trends, patterns & customer demands. Marketing 

research is carried out in order build up proper strategies. The term 'marketing research' has been 

defined by many prominent scholars as under: Philip Kotler: “Marketing Research is the 

systematic problem analysis, model building and fact finding for the purpose of improved decision 

making and control in the marketing of goods and services.” 

Benefits of Marketing Research: 
 

 It helps to understand the patterns of the market & also helps to refine the strategies 

according to the changing scenarios of the market and customers. 

 Marketing research is forward looking in nature. It helps to forecast the future aspects and 

structure the policies and take steps according to it. 

 It helps to minimize the risks of uncertainties. 

 It helps to determine and analyze competitor’s moves, policies and strategies of 

competitors. 

 Marketing research helps the decision makers to take decisions based on the information 

collected from the market. 

 

3.6. Process of marketing research  

 

The marketing research process (Pillai, 2010, p. 128-129): 
 
Marketing research process consists of seven steps, where one step follows the preceding steps. 

The seven steps have been mentioned below: 
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1) Defining the Problem – The first step in marketing research is to know about the problem 

and defining it in a concrete manner. The researcher should know that what is exactly 

required. He should be able to comprehend the problem correctly and move in the correct 

direction. 

2) Determining the information required – The researcher should be able to determine the 

information which is to be required. Relevant information must be taken into consideration 

and irrelevant information must be filtered out. The objectives of the research must be 

trenchant in the minds of the researcher while determining the information required. 

3) Determining the source of information – It is the third step of marketing research 

process. The researcher must determine the source of information i.e. from where the data 

is to be collected. It can a primary source or it can be a secondary source. Primary data 

implies freshly collected data which the researcher collects by toiling hard. Secondary data 

implies data which has already been collected by someone else. Secondary data cannot be 

considered as freshly collected data as it is already been collected by someone else. 

4) Deciding Research Methods – If secondary data is insufficient then the researcher has to 

move on with the primary data i.e. the researcher’s data. Experimentation, Observation, 

Survey are some of the methods. 

5) Tabulation, Analysis & Interpretation of Data – The data which is collected and 

gathered has to be analyzed and interpreted. After that it should be put in a tabulated form 

for better understanding. 

Defining the problem 

Determining the information required 

Determining the source of information 

Deciding Research Methods 

Tabulation, Analysis & Interpretation of Data 

Preparation of the Report 

Follow up Study 
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6) Preparation of Report – A report should consist of the following elements: 

 Title of the research. 

 The name of the organization. 

 The objectives of the research. 

 The methodology used. 

 Organization & planning of the report. 

 A table of contents, along with charts and diagrams followed in the report. 

 The main report. 

 Conclusions drawn and recommendations suggested. 

 Appendices. 

7) Follow up study – Follow up will ensure the implementation of recommendations made by 

the marketing researchers. Otherwise, the report may be left unopened. 

DO YOU KNOW? 
People are willing to pay 6% more for a product from a socially responsible company. 

(Source: https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise- 

you/ ) 

MCQ PRACTICE 2: 
Which is the last step in marketing research process? 

 
a. Defining the problem 

b. Deciding the research methods 

c. Preparation of report 

d. Follow up study 
 

3.7. Let us Sum Up 
 

 
In this unit you have learned that a marketing information system is a system that collects , analyzes, and 

distributes marketing data to help businesses make decisions. It helps in understanding customers, 

developing new products, targeting markets, setting prices and monitoring trends. You have also learnt that 

market research is used to determine the viability of a new product or service. 

 

3.8. Key Words 

Marketing Information System : Marketing Information System can be defined as the set of 

procedures, frameworks and processes through which a company can gather, collect, analyze and 

https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/
https://www.globalgiving.org/learn/listicle/cause-marketing-facts-that-will-surprise-you/
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evaluate information that is being collected from the market so that decisions can be taken about 

future and fine tuning marketing processes. 

 

Marketing Research :  Marketing research is the process of analyzing the whole market in order to 

gather & collect information about the market to know about the trends, patterns & customer 

demands. Marketing research is carried out in order build up proper strategies.  

 

Marketing Data Support System : Marketing data support system is a software or a combination 

of softwares that helps an organization to analyze data and take necessary actions thereafter.  

 

Marketing Intelligence : Marketing intelligence provides information based on current trends and 

vogues and also on current market conditions. 

 
3.9. Exercises  with Answers to MCQs 

 
1. Define Marketing Research. Write three importance of Marketing Research. 

2. What do you understand by Marketing Information System (MKIS)? What are the four 

components of MKIS? What are the advantages of MKIS? 

3. Explain in details the process of Marketing Research. 
 
MCQ PRACTICE ANSWERS:  

 MCQ PRACTICE 1: (d) Four 
 

  MCQ  PRACTICE 2 : (d) Follow up study 

 

3.10. . Suggested Readings 
 

a. Banerjee, M (1981). Essential of Marketing Management, Kalyani Publishers, Calcutta. 

b. Kotler, P. (2003). Marketing Management 11th Ed. Pearson Education, Singapore. 

c. Dalrymple, D. J. and J. L. Pearson (1990) Marketing Management: Strategy and Cases, 5th 

Ed. John Wiley and Sons., New York 
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UNIT 1: INTRODUCTION & OVERVIEW OF MANAGEMENT 

STRUCTURE: 

1.0 Objectives 
1.1. Introduction 
1.2. Definitions of management 
1.3. Features of management 
1.4 Importance of management 
1.5 Distinction between Management and Administration 
1.6 Management: Art or Science or Both? 
1.7. Management as a Profession 
1.8  Summary  
1.9 Exercise 
1.10. Further readings. 
 

1.0   OBJECTIVES: 
 
The objectives of this unit are to: 

 introduce the concept of management; 
 describe the important features of management; 
 explain the difference between management and administration; 
 examine whether management is an art or science or both; and 
 examine whether management is a profession or not 

 

1.1 INTRODUCTION 

Management is one of the important activities that mankind has-ever developed through long 

experience of the realities of life. It has become the central activity of our age and a powerful 

force for better utilization of our productive resources and an effective tool for raising the 

standard of living of masses. Peter F. Drucker has rightly stated that the emergence of 

management as an essential, a distinct and leading social institution, is a pivotal event in social 

history. Hardly any new basic institution has emerged as fast as has management since 

1960.Drucker further observes, "Rarely in human history has a new institution proven 

indispensable so quickly, and even less often has a new institution arrived with so little 

opposition, so little disturbance, so little controversy." Management will remain as an 

indispensable and dominant institution perhaps as long as human civilization survives. 
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Men have to perform different activities in order to satisfy their needs. But they find it much 

more difficult to perform individually all types of necessary activities. They gradually realized 

that their goals could be achieved in a better way through group efforts and they, accordingly, 

started forming groups. In the case of groups, management is essential to ensure that there is 

proper coordination of the individual efforts towards the goal accomplishment. In fact, 

management helps in the accomplishment of both individual and group goals. It is concerned 

with getting things done, making thing happens, and achieving results. At present management is 

applied in almost every sphere of our lives. 

Organisations serve as the context for management. In other words, management hardly exists 

without organisations. An organisation is a collection of people working together in a structured 

and coordinated manner to achieve a goal or set of goals. Properly managed organisations have 

occupied the central position of modern society, economy, and community. It is the management 

that helps the organisations to produce results. 

"Management, which is the organ of society specifically, charged with making resources 

productive that is with the responsibility for organized economic advance, therefore reflects the 

basic spirit of the modern age. It is in fact indispensable- and this explains why, once begotten, it 

grew so fast and with so little opposition." (Drucker, 1986). At present, we have been able to 

formulate a body of knowledge consisting of different concepts, approaches, and techniques of 

management. In this unit, we intend to talk about the management of organisations and the 

concepts and issues relevant to it. 

 
1.1. DEFINITIONS 
 

It is really very difficult to have a satisfactory definition of management encompassing all its 

characteristics. Moreover, the term is used for different meanings. This has made the task more 

difficult. The word management is generally used to mean all people who are entrusted with the 

management of organisations. It is also used to mean the process of management. The term 

management is often referred to as a body of knowledge. It is also used to mean the top 

management. Thus, the connotation of the term is very wide. In fact, management is too complex 

a concept to be captured by a simple definition. Nevertheless, attempts have consistently been 

going on for several decades to develop a generally accepted definition. At present, we have 

numerous definitions of management. 
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Management, in terms of its purpose and objectives, has been defined as the task of efficient and 

effective use of resources to achieve predetermined goals. However. since the late nineteenth 

century, it has been the usual practice to define management in terms of its basic functions. 

Accordingly, management is defined as the process of planning, organizing, leading, and 

controlling the efforts of the members of organisations to achieve the stated organisational goals. 

In fact, this definition focuses only on the functions of management ignoring all other aspects. 

However, there are many other definitions formulated by eminent management scholars and 

thinkers considering different aspects of management Some of the important definitions are cited 

below: 

 One of the oldest and widely accepted definitions of management is the "art of getting 

things done through others." (Mary Parker Follett) 

 Management is the art of getting things done through and with people in formally 

organized groups. (Harold Koontz) 

 Management is the art and science of decision-making and leadership. (DJ Clough) 

 Management is a social process entailing responsibility for the effective or efficient 

planning and regulation of the operations of an enterprise (EFL Brech) 

 Management is the specific tool, the specific function, the specific instrument to make 

institutions capable of producing results. Management is an economic organ of an 

industrial society that manages a business, manages managers and manages worker and 

work (Peter F Drucker). 

 Management is the process of optimizing human, material, and financial contributions for 

the achievement of organisational goals. (Pearce & Robinson Jr.) 

 Management is the creation and maintenance of an internal environment in an enterprise 

where individuals, working in groups, can perform efficiently and effectively toward the 

attainment of group goals (Koontz & O'Donnell). 

 Management is the process of coordinating work activities so that they are completed 

efficiently and effectively with and through people. (Robbins & Coulter) 

 Management can be defined as a set of activities (including planning and decision 

making, organising, leading, and controlling) directed at an organisation's resources 

(human, financial, physical, and information), with the aim of achieving organisational 

goals in an efficient and effective manner. (Griffin) 
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 Management is the process of assembling and using sets of resources in a goal-directed 

manner to accomplish tasks in an organisational setting. (Hitt, Black & Porter) 

 Management is a philosophy, a set of attitudes and beliefs about people, work, action, and 

organisation. (Pierce, Gardner, & Dunham) 

 Management is the process of planning, organising, leading, and controlling the use of 

resources to accomplish performance goals. (Schermerhorn) 

While many definitions exist, there seem to be two major approaches to the definitions of 

management sociological and process approaches. The sociological approach defines 

management according to the "social position that one holds within the organisation", and the 

process approach focuses on "activities performed within organisations". 

The sociologists deal with groups of people. The organisational sociologists view two kinds of 

organisational members - managers and non-managers. Thus, management is defined from the 

sociological perspective as "that group of organisational members who occupy the social 

positions responsible for making sure that the organisation achieves its mission." According to 

the process perspective, management is considered as a process. Those adopting the process 

approach explore the roles, activities, and processes that organisational members engage in as 

they plan, organize, direct, and control their organisations. The process of management is treated 

as a major organisational force that shapes the attitudes, motivation, and behaviour of its 

organisational members (Pierce, Gardner & Dunham, 2002, pp-11-12). Management is also a 

social process that allocates, utilizes, and coordinates human and other resources that are 

procured from the environment.  

Management is an activating force for getting things done through its people by providing 

dynamic leadership is by and large common to all definitions. It is also noted in some definitions, 

that management examines and evaluates the efficiency and effectiveness of goals 

accomplishment and methods and techniques applied for achieving the tasks which are 

compatible with the demands of the society within which it operates. It can be mentioned here 

that at present there is no universally accepted definition of management. In this context. Brech 

made an important observation. According to Brech, what the term management means, is not 

clear and not always agreed. However, the American Management Association has formulated a 

definition with the expectation that it would be universally accepted.  
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Management, according to that definition, guides human and physical resources into dynamic 

organisation units which attain their objectives to the satisfaction of those served and with a high 

degree of morale and sense of attainment on the part of those rendering services." 

 
1.2.  FEATURES OF MANAGEMENT 
 
An analysis of different definitions of management proposed by eminent thinkers provides us a 

valuable insight into the important characteristics of management. Important features emerge 

from the examination of the definitions discussed earlier. are summarized below:  

 Management involves activities that are carried out in an organisation by people with 

different functions internally structured and coordinated to achieve common purposes. 

 Management is basically a group process. Accordingly, coordination is regarded as an 

essence of management. Coordination assumes a unique status under the system approach 

to management. 

 Management is a process. A process is something that a person does. It also indicates 

ongoing and unceasing cyclical operations. Management is a continuous process and the 

process moves in a cyclical pattern. Management process elicits the dynamic nature of 

management. It consists of interrelated activities of planning, organising, leading, and 

controlling. 

 Planning is the process of setting an organisation's goals and deciding how to achieve 

them. 

 Organising involves determining how activities and resources are to be grouped. 

 Leading is a function that includes motivating employees, directing others, selecting 

the most effective communication channels, and resolving conflicts. 

 Controlling involves monitoring organisational progress toward goal attainment. 

 Management is a goal-oriented concept. The activities of management are aimed toward 

the effective and efficient achievement of the organisational goals. 

 Management involves the optimum utilization of various resources, financial, material, 

and information. 

 Management is the task of achieving results with and through people. This implies that 

the main focus should be on people who in turn would use other resources to get results. 

Management is primarily concerned with man management. 
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 Management, according to Fred Luthans, has three major dimensions - technical, 

conceptual, and human. The technical dimension is related to the manager's functional 

expertise in engineering, marketing or accounting, and information technology. 

 Management is universal since it is applicable across organisations of different sizes and 

types and across organisational levels. 

 Management is an art as well as a science. It contains a systematic body of theoretical 

knowledge and refers to the practical application of such knowledge as well. 

 Management is situational since there is no one best way of doing things. 

 Management is multidisciplinary in nature as it derives its knowledge from several 

disciplines like psychology, sociology, socio-psychology, and anthropology. political 

science, economics, mathematics, etc. 

 
1.3. IMPORTANCE OF MANAGEMENT 
 
At present management covers a very wide and important area of human activity. It is 

indispensable for any group activity. The separation of ownership from management in large 

corporations and growing administrative complexities have enhanced the importance of 

management in recent times. The quality and performance of the managers determine the success 

of business enterprises, or we can say that they largely determine its survival. Organisations have 

been defined as social organs that have been created to achieve an objective or a set of 

objectives. Every organisation has a set of technical tasks that must be performed to convert its 

mission into reality. It is through management that specific goals are set, plans of action are 

formulated, the necessary work systems to carry out plans are organized, people are encouraged 

and behaviour is regulated (Pierce, Gardner, & Dunham, 2002, pp-17). 

"Management is decision-making." Decision-making is important in all functional areas of 

management. In fact, all managerial functions are discharged through decision-making. 

Managers by profession are decision-makers. The success of an organisation is largely 

depending on prompt and correct decision-making. Management is viewed as a multi-purpose 

organ of an organisation that manages the work and the people. It is a creative and innovative 

force that thrives to secure maximum results using the available resources. Management provides 

new ideas and visions to the work groups and integrates them in such a way that maximum 

results are achieved. Management creates a vital life-giving force in organisations. It directs and  
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controls organisations just as the mind directs and controls our body.     

According to Peter F. Drucker, the task of management is to "make people capable of joint 

performance by giving them common goals and values, the right environment within which to 

operate, and the ongoing training so that they can perform and respond to change. It is the 

managers who achieve this very important work by attending to the needs of social systems the 

need for plans, organisation, direction, and control." In fact, management is that vitalizing factor 

that energises, directs, and controls the activities of an organisation. 

Management is an economic resource by itself. Good management is the only economic resource 

that decides the utilization of all other resources. Management skills can rationally utilize capital 

and economize the use of raw materials, money, and machines. Thus, it stimulates economic 

activities and accelerates economic growth. In the absence of management, the resources remain 

resources and never become production. Management directly helps enterprises to perform 

effectively. It has contributed to the growth of trade and commerce. In fact, management has 

facilitated the formation of the global economy. 

Management enables a country to reach a substantial level of economic development by helping 

better utilization of available resources. A country with enough resources can still be poor if it 

does not have competent managers to make effective use of its resources. Poor economic growth 

of many Asian and American countries is related to the shortage of efficient managers. 

"Management", according to Drucker, "is the crucial factor in economic and social 

development." He has further observed that management produces economic and social 

development with its savings and capital investment. Drucker, therefore has rightly stated, that 

the developing countries are not underdeveloped but are under-managed. Management, at 

present, is regarded as an indispensable resource for economic development and social change of 

a country. Moreover, management affects and is affected by macro and micro elements of the 

environment. Therefore, management techniques and practices have to be adopted to match the 

organisational environment to attain maximum efficiency. 

Management is the most effective change agent and prime mover for bringing about social 

justice. Its role is very important in underdeveloped and developing countries where resources 

are limited but wants are ever-growing. Management skills can help a country to make better use 

of its resources for enhancing economic growth and better distribution  of  wealth  for alleviating 
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poverty and injustice, thus usher harmony and provide maximum benefits to society. 

Management is the greatest boon to mankind. 

Management techniques help to improve individual performance. Management is indispensable 

for all types of group activities. It is essential for any formal and organisational activity. 

Management can offer an enriched life to employees, consumers, and other members of a 

community. It can deliver rising standards of living and provide a standard of life to society. It is 

a powerful innovating force. It ensures the smooth running of enterprises. As such it is the 

principal determinant of our economic progress. Management is not only a distinct dynamic 

force but also a life-giving element to any organisation. Thus management, its functions, its 

competence, its integrity, and its efficiency would be decisive to any organization for its 

successful running in the years to come. 

 

1.4.  ADMINISTRATION vs MANAGEMENT 
 
 
Management and administration are two popular terms generally used in common parlance to 

mean one and the same and very often used interchangeably. However, there has long been a 

controversy among management experts and professionals on the meaning and use of these two 

terms. At present, there are three clearly different views on the subject of the distinction between 

management and administration. Now we shall discuss these three views 

According to a particular school of thought, administration is a top-level function while 

management is a lower-level function. The administration is considered by the exponents of this 

view, as a "thinking function" whereas management, according to them, is the "doing function". 

Administration is, more specifically, taken as the legislative determinative or planning functions 

as such it is primarily concerned with overall policy framing and decision-making authority. It is 

also entrusted with coordination and supervision of the entire business. Management, on the 

other hand, is concerned with the execution of plans and policies laid down by the 

administration. Oliver Sheldon, in his book, "Philosophy of Management" first expressed this 

viewpoint. According to Sheldon, "Administration is the function in the industry concerned with 

the determination of corporate policy, the coordination of finance, production, and distribution, 

the settlement of the compass (structure of the organisation), ultimate control of the executive.  
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Management, on the other hand, is the function in the industry concerned with the execution of 

policy within the limits set up by administration, and the employment of the organisation for the 

particular objectives set before it.... Administration defines the goal, management strives toward 

it." Florence, Haimann, McFarland, Spiegel, Tead, Schulze and many other American experts 

also hold this view. According to them, administration is concerned with policy formation 

whereas management is basically related to the execution of the policies and supervision of day-

to-day operations. Thus, according to this view point administration is superior to management. 

The European school of thought holds that management is a comprehensive term and 

administration is part of it. According to E. F. L. Brech, "Management is the generic term for the 

total process of executive control involving responsibility for effective planning and guidance of 

the operations of an enterprise. The administration is that part of management which is 

concerned with the installation and carrying out of the procedures by which the programme is 

laid down and communicated and the progress of activities is regulated and checked against 

plans." There are many other experts like Richman, Kimble and Kimble and Copen who 

subscribe to this view. Management, according to this group, involves both policy-making and 

execution. But the administration, they perceive, is concerned with that part of management 

which involves doing routine activities in a known setting. Thus, this view is quite opposite to 

the earlier viewpoint. 

Henri Fayol, Chester Barnard, George Terry, Harold Koontz, and many other management 

authors espouse the view that there is no cogent distinction between management and 

administration. Accordingly, this school supports the use of the term interchangeably. In fact, 

Henry Fayol introduced the term administration in his book, "Industrial and General 

Administration", but he did not make any distinction between these two terms. Newman 

Williams also did not make any distinction between these two terms. Fayol has used the term 

administration to mean management. Moreover, it is very difficult to clearly and specifically 

demarcate administration from management functions. As it is not possible in real life to separate 

doing functions from planning functions. Furthermore, we do not engage two different sets of 

people to perform administrative and management functions separately. Rather each and every 

manager performs these functions simultaneously. Therefore, we subscribe to the view that there 

is no difference between these two terms. In fact, this view is, at present getting more and more 

popularity.                     
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Peter Drucker makes the distinction between these two terms from an entirely different 

perspective. He has described management as a specific organ of business. He, therefore, argues 

that management must be pertinent to those institutions that supply economic goods and services 

irrespective of whether they are in the public or private sector. The term administration, 

according to Drucker, should be used in relation to those organisations which do not supply 

economic goods e.g. Government departments, Charitable Hospitals, Religious Trusts etc. 

Accordingly, the governance of the non-business institutions may be called administration while 

the governance of business is to be termed management. In practice, it may be noted that the 

term administration is used in public sector undertakings or non-profit making organisations and 

the term management is used generally in case of the private enterprises or profit-making 

organisations. The distinction between these two terms, in any case, is not qualitative. Thus, the 

difference between these two terms lies in their application in different fields. 

In order to resolve the terminological conflict, it is often suggested that management may be 

classified into; i) Administrative management and ii) Functional or operational management. 

Administrative management relates to the determination of overall corporate objectives, policies, 

and master strategies. It is in charge of thinking functions e.g., determination of corporate 

objectives, formation of plans and policies, coordination of all functional areas of business, and 

overall control and supervision of the entire business. It represents the higher level or top 

management. Functional management, on the other hand, is primarily concerned with the 

execution of plans, policies, and programmes. determined by the top management. It assumes 

responsibility for the conduct of the business and the achievement of the stated objectives and 

goals. It is concerned primarily with doing functions. It represents the middle and lower 

management. Whatever the justification might have been in the past for making a distinction 

between these two terms, at present there is hardly any logical ground for it. Since the 1950s, 

management experts have been increasingly using the term management to mean both policy-

making and policy-implementation functions. 

 
1.5.  MANAGEMENT: ART or SCIENCE or BOTH? 
 

There is, at present, a controversy whether management is an art, or a science, or both. In order 

to solve this, let us first consider whether management is an art or not. With this end in view, we 

now examine the main elements of art. Art refers to an inborn skill  and  practical  way of doing  
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specific things; examples are music, painting etc. The main elements of an art, therefore, are-- 

personal skills, practical know-how, result-orientation, creativity, and constant practice aimed at 

perfection. If we analyse management with respect to the elements of an art, we will find that 

like other practices whether medicine, law, accountancy, music or sports, managing is also an 

art. As an art management calls for a corpus of abilities, intuition and judgment. The managers 

often make decisions and solve problems on the basis of intuition, experience, instinct, and 

personal insights. A proper blend of intuition and personal insight with facts and figures is 

required for effective management. There is hardly any manager who does not think that his job 

demands some of the basic qualities of arts viz the application of knowledge, skill and ingenuity 

for achieving desired results. The ability to manage enhances with constant practice. That is why 

the experience of the managers is valued. The art of management helps to better implement the 

principles of management. Empiricists and early practitioners believe that management is the art 

and practice of getting things done through men and limited resources, for achieving goals in a 

dynamic situation. We consider management as an art for the following reasons: 

(i) The process of management demands proper application of management concepts, principles, 

and skills and techniques. 

(ii) Management is directed towards the accomplishment of predetermined results. 

(iii) Management like any other art is creative in the sense, it innovates new ideas and thoughts 

to meet the new situation. 

(iv) Management is personalized as every person in the profession applies his individual 

technique and approach in solving problems. Moreover, the success of a manager depends on his 

personality, knowledge and experience. 

Thus, we can conclude that management is surely an art. 

Now we shall consider whether management is a science or not. Before answering this question, 

we first know what makes a discipline a science. We can call a discipline a science if its method 

of inquiry is systematic and empirical, the information collected can be ordered and analysed and 

the results so reached are cumulative and communicable. Thus, the essential elements of science 

are- a systematized body of knowledge that contains a set of principles and theories; the 

principles are developed after careful observations, accurate measurement, experimentation, and 

inferences, have universal applicability; and can be taught and learned.  

 

11 



 
 

"Science", according to Chester L. Bernard, "explains the phenomenon, the events, the past 

situations and that their aim is not to produce specific events, effects or situations but 

explanations that we can acknowledge.  

The various concepts and principles of science are developed on the basis of observations and 

experiments." In management, at present there is a systematized body of knowledge which 

consists of concepts, principles and theories developed on the basis of personal experiences and, 

theoretical and empirical researches. For example, in case of designing an organisation structure, 

there are certain principles that should be followed. The principles like, unity of command and 

unity of direction are important principles which helps to delegate authority. There are several 

management techniques which help to plan, execute and control the activities of an organisation. 

The management theories and principles can be taught in classrooms and in industry. Today, 

management has emerged as an academic discipline, and its popularity is evident from the 

mushrooming growth of management institutes. Since World War II physicists, mathematicians, 

economists, engineers, statisticians, accountants etc have been studying the problems of industry 

and providing quantitative bases for correct managerial decisions. Accordingly, a status of 

science has been claimed for management. 

Nevertheless, management is not accepted as a science like Physics or chemistry. As its 

principles have universal application with some flexibility; they are not like the principles of 

physical sciences. It is further argued that its laws and principles cannot be stated in precise 

quantitative terms; at best these are only statements of tendencies. Management cannot predict 

with certainty the future behaviour of the employees with the help of present management 

knowledge. Moreover, the management principles cannot be demonstrated with the help of 

experiments. 

Management, therefore, is not so exactly a science like Physics, Chemistry, etc. These limitations 

of management are essentially due to the fact that management like all other social sciences, 

deals with living, complex human beings in an ever-changing environment. Management, 

therefore, cannot claim to have the status of Natural Sciences. Since management is a social 

process, it is related to social sciences. More specifically, it is a behavioural science. Theories 

and principles of management are situation-bound, as such they do not necessarily have the same 

results every time. That is why Ernest Dale has described management as a "soft science". 
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Thus, managing as a practice is an 'art'; the organized knowledge underlying the practice may be 

referred to as a 'science'. In this context science and art are not mutually exclusive, rather they 

are complementary. An effective manager has to learn the theories and principles of management 

and hone his managerial skills through constant practice. The "theory of management" is the 

"science" and the "practice of management" is an ‘art ‘, and both of them go side by side for the 

effective and efficient functioning of any organisation. To conclude, we can say that 

management is an art as well as a science. 

 
1.6.  MANAGEMENT AS A PROFESSION 
 
In order to understand whether the field of management can be considered a full-fledged 

profession, we should first know what a profession is. Cogan has defined a profession as "a 

vocation whose practice is founded upon an understanding of a theoretical structure of some 

department of learning of science". The profession can be described as an occupation or a 

vacation for which specific knowledge and specialized skills are required, the object of which is 

not to achieve only personal satisfaction but to serve the larger interest of society. The success of 

such skills is not measured in terms of money alone. McFarland has pointed out five essential 

characteristics of a profession. These according to McFarland, are 

i) the existence of a body of knowledge or techniques,  

ii) formalized methods of acquiring knowledge and experience,  

iii) the establishment of a representative organisation with professionalism as its goal,  

iv) the formation of ethical codes for the guidance of conduct and  

v) the charging of fees based on services, but with due regard for the priority of service over 

the desire for monetary reward. 

Researcher Edgar H. Schein argues that management is a profession as it exhibits three essential 

qualities of a profession. The first one of the criteria, Schein applies is, the existence of a set of 

general principles to guide decision-making. The second criterion of a profession, Schein 

contends, is the status that is achieved through accomplishment, not through favouritism or 

political advantage. Finally, professionals in this field, according to Schein, are guided by a 

stated code of ethics. 

In light of the above-mentioned attributes of a profession, we may point out that a profession has 

the following essential characteristics: 
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i) the existence of a systematic and well-organized body of knowledge, formal method of 

learning and experience,  

ii) entry restricted by qualifications,  

iii) governed by a recognized parent body,  

iv) adherence to ethical code of conduct, and  

v) dominance of service motive.  

With respect to these criteria, let us examine how far management can be considered as a 

profession. 

There is, at present, a systematic and organized body of knowledge in management. It contains 

various theories, principles, and techniques. The principles explain the cause-and-effect 

relationships among various variables and they are capable of universal application. The theory 

of management has been developed through scientific research, observations, and personal 

experiences. However, we have already mentioned that the body of knowledge in management is 

still in the evolving stage. So, we can say that management by and large satisfies this criterion of 

- having a systematic and organized body of knowledge. 

Today management has emerged as a distinct academic discipline, and it is gaining its popularity 

day by day. The popularity of the subject is evident from the mushroom growth of the 

management institutes all over the world. Any individual can learn the theory of management 

and enhance his expertise through constant practice. Formal education and training in 

management are becoming increasingly popular. Along with the formal education in 

management from universities or institutes; various management development programmes 

(MDPs) are conducted, in order to hone the managerial skills of the employees. The practicing 

managers can learn a lot from these MDPs, since these programmes are specially designed 

according to the needs and current trends in the theory and practice of management. So, we can 

say that management can be learned and expertise in this field can be achieved through 

experience. In various organisations we can find that the managerial positions are occupied by 

personnel who do not have formal education in management. In the case of other professions like 

law or medicine, entry is strictly restricted by the specified qualifications. The entry to 

managerial positions is not restricted by any such prescribed qualification. But it needs to be 

mentioned here that this scenario is changing very fast.  
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However, Peter Ducker did not accept the view that managers should possess any such 

prescribed qualification. Rather Drucker observes that no greater damage could be done to our 

society than to attempt to professionalize management by licensing the managers or by limiting 

access to management to the people with special academic degrees. 

In India, the All India Management Association (AIMA) has already been recognized as a 

representative body of professional managers. It has local chapters in almost all cities in India. 

However, membership in this body is not mandatory for the managers. In the case of other 

practices like medicine, law, or accounting, membership in professional bodies is mandatory. 

The medical practitioners have to become members of the Indian Medical Council and the 

accountants have to get registered with the Institute of Chartered Accountants of India. From this 

point of view, management cannot be considered a profession in its true sense. 

For every profession there are some ethical standards and every individual in the profession is 

expected to adhere to the laid down standards. Non-compliance with the ethical code of conduct 

may lead to cancellation of membership. In management, there is lack of universally accepted 

ethical codes for managers throughout the world. In most of the countries the managers are 

expected to be socially responsible and protect the interests of all the stakeholders. In India, the 

All India Management Association has formulated a code of conduct but most of the managers 

don't adhere to it and many are not even aware of it. The code of professional ethics is not legally 

binding on managers. For management professionals, the dominance of service motive is getting 

very relevant these days. The contribution of management to the society is very important. In the 

context of the above discussion, we can say that "management is not a full-fledged profession 

but it is emerging as a profession." 

1.7.  SUMMARY 
 
In conclusion, we can say that management is the process of planning, organising, leading and 

controlling with a view to developing and maintaining a congenial environment necessary for the 

optimum utilization of the organisational resources (human, financial, physical, and 

information), so that the organisational goals are effectively and efficiently achieved and the 

interest of both internal and external stakeholders are protected. The view that management is 

both an art and a science has been expounded. The distinction between management and 

administration has also been presented with a concluding observation that management consists 

of both administrative and operative functions.               15 



 
 

1.8. EXERCISES 
 

1. What is an organization? 

2. Define management in your own words 

3. “Management is an art as well as science”. Elucidate this statement 

4. Explain the importance of management in modern business organizations. 

5. Distinguish between administration and management. 
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UNIT – 2: EVOLUTION OF MANAGEMENT THOUGHT 
 
Structure 
 
2.0: Objectives 
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2.2 Early Management Concepts and Influences 
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2.4 Scientific School of Management 
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2.6 Bureaucratic Management 
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2.8 Behavioural School of Management 
2.9 Quantitative Approach 
2.10.  Other Modern Management Approaches and Perspectives 
2.10.a The Systems Approach 
2.10.b The Contingency Approach 
2.10.c The Managerial Roles Approach 
2.10.d The Total Quality Management Approach 
2.10.e McKinsey's 7S Approach 
2.10.f Excellent Criteria Approach 
2.10.g Theory Z 
2.11 Summary 
2.12 Exercises  
2.13 Further readings 
 
 
2.1. INTRODUCTION 
 
 
It is important that all managers should focus on today's competitive environment and get 

equipped for tomorrow. But it is also important that they should know the past and use it as a 

context. Man has learned many lessons from history. Managers also can learn a lot from the 

activities that were undertaken by the managers in the past. For achieving success in the future, 

the lessons of the past are considered an important ingredient. Some of the management authors 

believe that understanding the history of management provides a "sense of heritage and can help 

managers avoid the mistakes of others." 
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2.2.  EARLY MANAGEMENT CONCEPTS AND INFLUENCES 
 
The evolution of management can be traced back thousands of years. The Sumerians used 

written records to assist in governmental and commercial activities. During the construction of 

Pyramids, the Egyptians used managerial functions like- planning and controlling. The ancient 

Babylonians used management in governing their empire, and the Romans used management to 

facilitate communication and control throughout their territories. The origin of scientific 

management was first noted in the Greek Civilization Plato, the famous philosopher was first to 

propound the theory of specialization. Moreover, it was Socrates who established management 

by his famous method of dialogue, as a separate and distinct art. It is generally acknowledged 

that the Chinese were the first to recognize the importance of proper selection of employees. The 

Civil Service System was also first introduced in China. The ancient records of Mencius and 

Chou (1100 B.C. to about 500 B.C.) indicate that the Chinese were quite aware of the principles 

of planning, organizing, directing and control.  

In India, the Arthashartra of Kautilya about (321B.C.) critically discussed the political, social 

and economic management of the state. The innovations, such as the spread of Arabic numerals 

during the period 5th to 15th centuries, and the codification of double-entry book- keeping 

during the end of 15th century provided tools for management assessment, planning and control. 

In spite of this long history of management practice, serious attention was not given to 

management for many centuries. Indeed, the study of management did not begin until the 

nineteenth century. During the 19th century, it was observed that minor improvements in 

management tactics could produce impressive increases in production quantity and quality. The 

concept of economies of scale was realized during this period. The process of industrial 

development was accelerated by the concept of "job specialization" and "division of labour", 

which was proposed by Adam Smith. The concepts of job specialization and division of labour 

lead to an efficient production system. The Industrial Revolution created opportunities for mass 

production, and this gave rise to a strong and systematic thought about management problems 

and issues. "Although history provides some insight into managerial practice, it was the 

organisational complexities brought on by the industrial revolution that stimulated sustained and 

systematic efforts to understand organisations and their management."(Pierce, Gardner, and 

Dunham, 2002, pp.39) 
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2.3. CLASSIFICATION OF THE DIFFERENT MANAGEMENT SCHOOLS 
OF THOUGHT 

 
 

It has been discussed in the preceding chapters that management science has been studied from 

different perspectives. Different approaches to management were developed at different times 

and in different situations. Classification of management thought into different schools serves 

several purposes. It helps to analyse management from different viewpoints and makes it easier 

to understand management. Different approaches to the study of management are generally 

classified into three groups, e.g. classical, neoclassical and modern. However, such a 

classification may not be universal. Moreover, it may not be useful for all the time to come. The 

classical approach was developed through three main streams--Scientific management, 

Administrative theory and Bureaucracy. The classical school paid attention only to the technical 

aspect of efficiency both from the job and administrative points of view. The approach neglects 

the economic dimension of work satisfaction. Thus, it offers a mechanistic frame-work that 

undermines the role of human factor. But the neoclassical school encompassed in the human 

relations approach and the behavioural approach, paid serious attention to the feelings and 

attitudes of workers. The behavioural approach focuses on the individuals performing jobs. 

Accordingly, this approach directed our attention towards the human aspect of management. Prof 

Elton Mayo is considered to be the founder of the behavioural school of thought. He conducted 

the famous Hawthorne Experiments. The findings of the experiments have made a significant 

impact on management thought. Consequently, a new movement known as the human relations 

movement emerged. However, the human relations approach neglected the behavioural pattern 

of groups. This led to the development of organisational behaviour. Modern school is concerned 

with the system and contingency approaches. 

The classification of the management theory as proposed by Jones and George, is also shown in 

Fig 2.1. they have discussed the evolution of management theory under the following heads: 

scientific management theory, management science theory, and organizational environment 

theory. 
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Source: Essentials of Contemporary Management, George R. Jones & Jennifer M. George, 2003 
 
For the purpose of our study, we have classified the management approaches as follows: 
 

 Scientific School of Management 

 Administrative School of Management 

 Bureaucratic Management 

 Human Relations School of Management 

 Behavioural School of Management 

 Quantitative Approach 

 Other Modern Management Approaches- 

 Systems Approach 

 Contingency Approach 

 The Managerial Roles Approach 

 The Total Quality Management Approach 

  McKinsey's 7S Approach 

 Excellent Criteria Approach 

 Theory Z 

 
2.4. SCIENTIFIC SCHOOL OF MANAGEMENT 
 
Scientific management refers to that "kind of management which conducts a business or affairs 

by standards established by facts or truths gained through systematic observation, experiment or 

reasoning." (Babcock, 1927) The promoters of the scientific management movement attempted 

to increase the efficiency of the labour primarily by managing the work of the employees on the 

shop floor. 
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✓The best-known of the scientific management theorists was Fredrick Winslow Taylor, (1856-

1915) who is frequently referred to as the "father of scientific management." In 1911, Taylor 

published a book, The Principles of Management. Taylor's scientific management consisted of 

the following prescriptions: (Pierce, Gardner and Dunham, 2002, pp-13) 

1. Develop the science of work by using time, motion and fatigue studies to identify the 
"one best way" to perform a job and the level at which it can be performed. The science 
of work is to be developed to replace the old rule of thumb. 
 

2. Emphasize absolute adherence to work standards and do not allow the daily production 
rate that was scientifically identified to be changed by anyone's arbitrary whim. 
 

3. Scientifically select, place, and train workers and assign them to the most interesting and 
profitable tasks for which they are suited. 
 

4. Apply a financial incentive system that encourages workers to perform efficiently and 
effectively by tying pay to output: Low production leads to low pay, high production to 
high pay. 
 

5. Adhere to a more equitable division of responsibility between management and workers. 
Planning should be separated from doing, the former being the responsibility of 
management and the latter of the workers. 

 
6. Utilize specialized functional supervision so that, instead of one general manager, a 

number of expert managers would supervise a department's employees on the different 
aspects of their work. Taylor referred to this as "functional foremanship". 
 

7. Develop and maintain friendly labour-management relations, because a cooperative 
alliance between employees and employers helps ensure the willing application of the 
scientific principles of work. 

 
The steps in scientific management may be stated as follows: (Griffin, 2006, pp-44) 
 
Step 1: Develop a science for each element of the job to replace the old rule-of-thumb methods. 

Step II: Scientifically select employees and then train them to do the job as described in Step I 

Step III: Supervise employees to make sure that they follow the prescribed methods for 

performing their jobs. 

Step IV: Continue to plan the work, but use workers to get the work done. 
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We can sum up Taylor's philosophy in the following lines; 
 

 Science not the rules of thumb. 
 

 Harmony, not discord. 
 

 Maximum output, in place of restricted output. 
 

 Develop each and every man to his greatest efficiency. 
 
The prominent followers of Taylor were Frank Gilbreth, Lillian Gilbreth and Henry Gantt. 

Frank and Lillian Gilbreth pioneered motion studies as a management tool. Their works 

established the foundation for later advances in the areas of job simplification, work standards 

and incentive wage plans. All these techniques are still used in the modern workplace. Henry 

Gantt added two techniques to scientific management-the Gantt chart and a minimum-wage-

based incentive system. The Gantt chart is used by managers to summarize the different work 

activities and identify those that should be performed simultaneously or sequentially. Gantt 

promoted the idea that employees should receive a minimum daily wage whether or not they 

achieved their specified daily work objectives. 

 
2.5. ADMINISTRATIVE SCHOOL of MANAGEMENT 
 
 
Scientific management focuses on the technical core of the organisation, whereas administrative 

management concentrates on the management of the whole organisation. The proponents of 

scientific management viewed the organisation from the shop floor level whereas the 

administrative management theorists viewed the organisation from the top level. 

Henri Fayol was a major contributor to administrative management. His contributions can be 

studied as Fayol's five, Fayol's six and Fayol's fourteen. 

According to Fayol, the different activities of an organisation can be divided into six activities-

technical, commercial, financial, security, accounting and managerial activities. These six 

activities are termed Fayol's six. 

1. Technical activities refer to the activities relating to the manufacturing or production of 

goods and/or services. 

2.  Commercial activities refer to the buying, selling, and exchange of goods and services. 
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3. Financial activities refer to the activities relating to the search for and optimal use of 

capital. 

4. Security activities refer to the protection of the employees and property. 

5. Accounting activities are related to the maintenance of books of accounts, compilation of 

statistics etc 

6. Managerial activities include planning, organising, commanding, coordinating, and 
controlling. 

 
According to Fayol, "To manage is to forecast and plan, to organize, to command, to coordinate, 

and to control." Fayol's five refers to these five managerial functions. 

 Planning is to foresee and provide means for the future. 

 Organising is to provide a business everything useful to its functioning materials, tools, 

capital and personnel. 

 Commanding is to maintain activity among personnel. 

 Coordinating refers to the unification and harmonization of all activities and efforts. 

 Controlling is to see that everything occurs in conformity with established rules and 

expressed command. 

Henri Fayol proposed fourteen principles of management. He believed that these fourteen 

principles should guide the management of organisations. These fourteen principles have been 

described as Fayol's fourteen.  Fayol's principles are stated below: 

1. Division of Labour: Fayol noted that division of labour improves the level of efficiency 

through specialization, and specialization of work increases output. 

2. Authority and Responsibility: Fayol included both formal and informal authority 

resulting from special expertise. The parity between authority and responsibility should 

be maintained 

3.  Discipline: It relies on respect for the rules, policies, and agreements that govern an 

organisation. Obedient and respectful employees are necessary for the organisation to 

function. 

4. Unity of Command: Employees should have only one boss. Each employee should 

receive orders and be accountable to only one superior. 

5. Unity of Direction: There should be one manager for each organisational plan and a 

single plan of action within the organisation that deals with the same objective. 
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6. Subordination of Individual Interest to the Common Interest: The interest of the 

organisation takes precedence over that of the individual employee. 

7. Remuneration of Personnel: An equitable uniform payment system that motivates the 

employees and contributes to organisational success. 

8. Centralization: The degree to which authority rests at the top of the organisation. It 

should be determined on the basis of individual circumstances in each case. 

9. Scalar chain: This refers to the chain of command from top to bottom of the 

organisation. It defines the communication path in an organisation. 

10. Order: There should be material and social order in the organisation. Material order 

indicates that there should be a place for everything, and everything should be in its 

place. Social order implies that there should be a place for everyone, and everyone should 

be in his place. 

11. Equity: The provision of justice and the fair and impartial treatment of all employees. 

12. Stability of Tenure of Personnel: Long-term employment is important for the 

development of skills that improve the organisation's performance. The employees should 

be provided job security. 

13. Initiative: The employees should be encouraged to conceive and carry out their own 

ideas. 

14. Esprit de corps: Comradeship, teamwork, a sense of unity and togetherness, should be 

fostered and maintained. 

 
2.6. BUREAUCRATIC MANAGEMENT 
 
Max Weber (1864-1920), a German sociologist, developed the concept of bureaucracy as a 

"formal system of organisation and administration designed to ensure efficiency and 

effectiveness." According to Weber, "bureaucracy is an ideal, intentionally rational, and very 

efficient form of organisation founded on the principles of logic, order, and legitimate authority." 

The defining characteristics of Weber's bureaucratic organisation are as follows: (Schermerhorn, 

2005, pp-38) 

 Clear division of labour: Jobs are well defined, and workers become highly skilled at 

performing them. 

 Clear specified hierarchy of authority: Authority and responsibility are well defined 

for each position, and each position reports to a higher-level one.           24 



 
 

 Formal rules and procedures: The rules and regulations of the organisation are well-

defined and clearly specify how employees should behave. The written guidelines direct 

decisions in jobs. Written files are kept for historical records. 

 Impersonality: Managers make rational decisions and judgements based on facts. Rules 

and procedures are impartially and uniformly applied with no one receiving preferential 

treatment. 

 Careers based on merit: Workers are selected and promoted on ability and performance. 

Positions in the organisations are held on the basis of performance and not social 

contacts. 

Weber believed that organisations would perform well under bureaucracy. In the words of 

Weber, "the purely bureaucratic type of administrative organisation...is, from a purely technical 

point of view, capable of attaining the highest degree of efficiency...It is superior to any other 

form in precision, stability, stringency of its discipline, and reliability. It thus makes possible a 

particularly high degree of calculability of results for the heads of the organisation and for those 

acting in relation to it. It is finally superior both in intensive efficiency and in the scope of its 

operations and is formally capable of application to all kinds of administrative tasks." 

The possible disadvantages of bureaucracy include excessive paperwork or red tape, slowness in 

handling problems, rigidity in the face of shifting customer or client needs, resistance to change, 

and employee apathy. These disadvantages are most likely to cause problems for the 

organisations that must be flexible and quick in adapting to the changing circumstances 

(Schermerhorn, 2006, pp-39). 

These three approaches- scientific management, administrative management and bureaucratic 

management, together constitute the classical school of thought. 

2.7. HUMAN RELATIONS SCHOOL OF MANAGEMENT 

 

Elton Mayo, who is considered as the "father of the human relations approach", carried out a set 

of experiments at the Hawthorne Plant of Western Electric Company at Chicago along with other 

researchers like F. J. Roethlisberger, T. N. Whitehead, and William Dickson. This study was 

carried out in four phases-Illumination Experiments, Relay Assembly Test Room Experiments, 

Mass Interview Phase and Bank Wiring Observation Room Experiment, during the period 1924 

to 1932. 
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The findings of the Hawthorne studies diverted the attention of management practitioners and 

researchers away from the technical and structural aspects of the organisation toward the social 

and human aspects. The social and human issues started to be considered as the major issues 

influencing the productivity of an organisation. It was observed that the feelings of the people, 

attitude and relationships among the co-workers affected their performance. The importance of 

group influences on individuals was also recognized. The researchers of the Hawthorne 

experiments also identified the Hawthorne effect, i.e. "the tendency of people who are singled 

out for special attention to perform as anticipated because of expectations created by the 

situation." (Schermerhorn, 2005, pp.41) 

The Hawthorne studies contributed to the emergence of the human relations movement, which 

influenced management thinking during the 1950s and 1960s. This movement was largely based 

on the viewpoint that "managers who used good human relations in the workplace would achieve 

productivity." The human relations movement coupled with related developments in the social 

sciences was responsible for the evolution of a new discipline called organisational behaviour. 

"The human relations model views the employee as socially motivated and operates from the 

assumption that a satisfied worker is a productive worker." 

 
2.8 BEHAVIOURAL SCHOOL OF MANAGEMENT 
 
The focus of the human relations movement was on the relationship among the employees, 

whereas the behavioural movement puts emphasis on the individual and group behavioural 

processes in the workplace. With the contributions of various behavioural scientists, it was 

realized that for the effective and efficient functioning of any organisation it is imperative to 

understand the behaviour of the people in the organisation. 

The behavioural movement was stimulated by the contributions of some eminent writers and 

theoretical movements. "Those contributing to the behavioural science movement stressed the 

need to conduct systematic and controlled field and laboratory studies of workers and their 

motivation, attitudes, and behaviour. These ideas contributed significantly to the rise of 

organisational behaviour as a discipline.  

Behavioural scientists consider both the rational-economic model and the social model of the 

employee to be incomplete representations of the individual as an organisational member. They 

present a model, which suggests that employees have a strong need to explore, know, understand   
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grow, develop, feel competent and efficacious relative to their environment, and to maintain a 

high level of self-regard. Among the major contributors to behavioural management philosophy 

or practice are Abraham Maslow, Douglas McGregor, Chris Argyris, Rensis Likert, and 

Raymond Miles" (Pierce, Gardner & Dunham, 2002, pp.54). 

Undoubtedly, the human relations movement ignited the behavioural approach to management. 

The contribution of Hugo Munsterberg (1863-1916), a renowned German psychologist, 

concentrated on applying psychological concepts to industrial settings. He suggested that 

psychologists could make valuable contributions to managers in the areas of employee selection 

and motivation. Munsterberg is considered as the "father of industrial psychology." Another 

early advocate of the behavioural approach to management was Mary Parker Follett. The works 

of Follett clearly anticipated the behavioural management perspective, and she appreciated the 

need to understand the role of behaviour in an organisation. Oliver Sheldon (1894-1951) stressed 

the social obligation of business to treat its workers fairly. Chester I. Barnard (1886-1961) 

argued that the needs and goals of a business organisation must be balanced with the needs and 

goals of its individual members. 

In 1943, Abraham Maslow proposed a theory on human motivation that has had an incredible 

impact on the current views of the organisation, the practice of management, and the relationship 

between the organisation and its employees. Maslow suggested that there are five types of 

human needs-physiological, safety, social, esteem and self-actualization, and they are arranged in 

hierarchical order based on their motivational importance to the individual. 

Another contributor to the behavioural approach to management, Douglas McGregor presented 

Theory X and Theory Y which reflect two extreme sets of assumptions that different managers 

hold regarding their employees. Theory X is a set of negative assumptions about workers and is 

consistent with the views of scientific management. Theory Y is a set of positive assumptions 

about the workers. 

The works of Chris Argyris concentrated on how organisational and management systems affect 

employees' attitudes and behaviours. In the 1960s, Rensis Likert developed four systems of 

management which described the relationship, involvement, and roles between management and 

subordinates in industrial settings. Professor Raymond Miles proposed the human resource 

model which is based on the belief that "through employee involvement in organisational 

decision-making, performance would be enhanced, leading to employee satisfaction, motivation,  
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and commitment for further involvement." (Pierce, Gardner & Dunham, 2002, 

pp.58). Dale Breckenridge Carnegie (1888-1955) was an early proponent of what is now called 

responsibility assumption, although this appears minutely in his written work. Responsibility 

assumption is a doctrine in the personal growth field holding that each individual has substantial 

or total responsibility for the events and circumstances that take place in their life. Carnegie 

preaches that it is possible to change other people's behaviour by changing one's reaction to 

them. 

Since the behavioural scientists focused on the importance of personal and social considerations, 

the managers were literally forced to rethink the employees and to design organisations which 

are open and flexible. The behavioural school of management brings to us a different approach to 

organisational management than that presented by the classical school of management thought. 

The hierarchy of authority is less rigid and more flexible. There are fewer rules and standard 

operating procedures. The employees are more empowered, and their ideas and opinions are 

solicited as a part of the problem-solving process. (Pierce, Gardner & Dunham, 2002, pp.60) 

 
2.9. QUANTITATIVE APPROACH 
 
During World War II, various quantitative techniques were applied to solve military and logistic 

problems. Soon it was realized that these techniques may be used to solve different managerial 

problems. During this period, much of the research was done by interdisciplinary teams of 

experts from various fields like statistics, engineering, economics, mathematics, and political 

science. 

The quantitative approach to management involves the scientific applications of quantitative 

techniques to solve managerial problems. The modus operandi, for the application of quantitative 

techniques to managerial problems, which may be followed, is- 

 First a problem is encountered; 

 then it is systematically analysed, 

 appropriate mathematical models and computations are applied, and 

 lastly, an optimum solution is identified. 

The quantitative management approach focuses on decision-making, economic effectiveness, 

mathematical models, and the use of computers. There are two branches of the quantitative 

approach-management science and operations management. 
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Management Science: Management science deals "specifically with the development of 

mathematical models to aid decision-making and problem-solving. A mathematical model is a 

simplified representation of a system, process, or relationship. Management science focuses on 

models, equations, and similar representations of reality." (Griffin, 2006, pp.53) 

Operations Management: Operations management is "somewhat less mathematical and 

statistically sophisticated than management science and can be applied more directly to 

managerial situations." It can be considered as a form of applied management science. (Griffin, 

2006, pp.53) 

The operations management techniques are generally concerned with helping the organisation 

produce, its products or services more efficiently. These techniques can be applied to a wide 

range of problems. The operations management techniques include inventory modelling, linear 

programming, queuing theory, break-even analysis, network models, and simulation.  

 Inventory Modelling is a mathematical model that helps to control inventories by 

mathematically establishing how much to order and when.  

 Linear Programming is used to calculate how best to allocate scarce resources among 

competing uses.  

 Queuing Theory helps to allocate service personnel or workstations to minimize 

customer waiting time and service cost.  

 Break-even analysis is a technique for identifying the point at which total revenue is just 

sufficient to cover total costs.  

 Network models break large tasks into smaller components to allow for better analysis, 

planning, and control of complex projects.  

 Simulations create models of problems so that different solutions under various 

assumptions can be tested. All of these techniques and procedures apply directly to 

operations, and they are also applied in other areas like finance, marketing, and human 

resource management. 

The quantitative school of management has developed several sophisticated quantitative 

techniques to assist in decision-making. The application of the models has increased our 

awareness and understanding of complex organisational processes and situations. It has been 

very useful in planning and controlling processes. The quantitative approach has been criticized 

on the following grounds-mathematical models cannot fully account for individual behaviour  
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and attitudes; the difficulty in developing competence in quantitative techniques, and the 

mathematical models are often based on assumptions that are not realistic. (Griffin, 2006, pp.54) 

 
2.10. OTHER MODERN MANAGEMENT APPROACHES AND   

PERSPECTIVES 
 
Until the early 1950s, there is very little contribution to the study of management from the 

academicians and theorists. The past four to five decades have seen a genuine inflow of writings 

from the academic halls. The multiplicity of approaches to management analysis, the amount of 

research, and the number of contradictory views has resulted in much confusion as to what 

management is, what management theory and science mean, and how managerial events should 

be analyzed. As a matter of fact, Koontz some years ago called this situation "the management 

theory jungle." Since that time, the vegetation in this management jungle has changed somewhat 

and new approaches have been developed, and the older approaches have taken on some new 

meanings with some new words attached. But the developments of management science and 

theory still have the characteristics of a jungle (Weihrich and Koontz, 1994, pp-44). Some of the 

contemporary approaches to management to be discussed in this unit are the systems approach, 

the contingency approach, the managerial roles approach, the total quantity management 

approach, the McKinsey 7-S approach, the excellent criteria approach, and Theory Z. 

 
2.10. a.  SYSTEMS APPROACH 
 
The first great contributor to the systems approach was Chester I Barnard (1886- 1961). 

According to the systems approach, "an organisation is a system composed of a number of 

interrelated and interdependent elements, each functioning to contribute to the purpose of the 

whole." An organisation as a system consists of four basic elements- inputs, transformation 

process, outputs, and feedback Katz and Khan have described an organization as an input-output 

system that interacts with the environment the inputs are the people, money, materials, 

technology, and information which are derived from the environment. The transformation 

process is carried out in the organisation. It converts the inputs into outputs through 

technological and managerial processes. The outputs are the finished products, services, or both, 

which are exported to the external environment. The environment consumes these outputs and 

provides feedback to the system.  
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So, we can say that the organization is an input-throughput-output system. This is shown in 

                             

  
 
 
 
 
 
The organisation is an open system. Open systems are systems that interact with their 

environment, whereas closed systems do not interact with their environment. The organisation is 

a part of and dependent on a larger system, i.e. the external environment from which it imports 

the inputs and to which it exports a valued product or service. 

In order to understand an organisation, we need to know "its context, its subsystems, and the way 

these subsystems are interconnected with one another." The different functional areas of an 

organisation may be considered as its subsystems. A change in one subsystem may call for 

change in other subsystems. The interdependence of the subsystems creates synergy. Synergy is 

the "creation of a whole that is greater than the sum of its individual parts." Entropy is a "normal 

process that leads to system decline when it is left unattended." When an organisation does not 

monitor feedback from its environment and make appropriate adjustments, it may fail. "A 

primary objective of management, from a systems approach, is to continually re-energize the 

organisation to avoid entropy." (Griffin, 2006, pp-55) 

 
2.10.b.  CONTINGENCY APPROACH 
 
"Modern management is situational in orientation; that is, it attempts to identify practices that are 

the best fit with the unique demands of a situation." It utilizes the contingency approach to 

management. The contingency approach "tries to match managerial responses with the problems 

and opportunities specific to different settings, particularly those posed by the individual and 

environmental differences. In other words, this approach "tries to help the managers to 

understand the situational differences and respond to them in ways appropriate to their unique 

characteristics" (Schermerhorn, 2005, pp-46). The classical, behavioural, and quantitative 

approaches are considered universal perspectives because they tried to identify the "one best 

way" to manage organisations. The contingency approach suggests that universal theories cannot 

be applied to all organisations, since each organisation is unique. 
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The managers, who plan to adopt the contingency approach, must be aware of the limits, or 

constraining factors, that exist within their own organisations. The contingency perspective 

acknowledges three basic constraints, task and human. The technological constraints crop up 

from the type of technology an organisation uses to produce its goods and/or services. The task 

constraints arise from the actual nature of the jobs performed by the employees. Human 

constraints reflect the levels of competence of the people employed by an organisation (Pierce & 

Robinson, 1989, pp-48). 

The contingency approach is criticized on the ground that it has little theoretical foundation, 

which means that it has no base of knowledge, lacks predictive ability, and is essentially 

intuitive. 

 
2.10.c THE MANAGERIAL ROLES APPROACH 
 
One of the contemporary approaches to management theory is the managerial roles approach 

which has been popularized by Professor Henry Mintzberg. He observed that there are ten 

managerial roles, and these roles are grouped under three heads- interpersonal roles, 

informational roles, and decisional roles. 

The interpersonal roles are the roles that involve interactions with people inside and outside the 

work unit, and other duties that are ceremonial and symbolic in nature. The three interpersonal 

roles include the roles a manager plays as a figurehead, leader, and liaison. The informational 

roles relate to giving, receiving, and analysing information. The three informational roles are 

played as a monitor, disseminator, and spokesperson. The decisional roles involve using 

information to make decisions to solve problems or capitalize on opportunities. This role is also 

known as the 'strategy-making' role. Mintzberg identified four decisional roles-entrepreneur, 

disturbance handler, resource allocator, and negotiator. 

Mintzberg's approach has been criticized on the grounds that a very small sample of five 

executives has been used for the study. Furthermore, it has not been analyzed whether the 

executives considered for the study were effective managers or not. Many of the activities 

pointed out by Mintzberg are in fact "evidences of planning, organising, leading and 

controlling." These criticisms definitely raise some genuine questions regarding the validity of 

the managerial roles approach. In spite of these criticisms, it must be admitted that this is a 

simple approach through which we can learn about the different roles a manager needs to 

perform.                  32          



 
 

 
2.10. d.  THE TOTAL QUALITY MANAGEMENT APPROACH 
 
Under the influence of W. Edwards Deming, the Japanese enterprises started a quality 

revolution. The focus of the leading management paradigm shifted from quantity to quality. The 

quality perspective has as its goal the "achievement of customer satisfaction by providing high-

quality goods and services." This movement towards quality has resulted in the emergence of 

total quality management, commonly referred to as TQM. "TQM is a philosophy and way of 

managing with the goal of getting everyone committed to quality, continuous improvement, and 

the attainment of customer satisfaction." The pioneers of TQM- W. Edwards Deming, Joseph 

Juran, and Karoru Ishikawa, envisioned that the organisation's primary purpose was to stay in the 

business. The preservation of the health of the organisation is important so that the organisation 

can promote the stability of the community in which it lives, provide products and services that 

are useful to its customers, and provide a setting for the satisfaction and growth of its members." 

(Pierce, Gardner& Dunham, 2002, pp-62) 

Organisations that have a quality focus woven into the fabric of their management practices are 

driven by many principles initially laid by Deming. The principles proposed by Deming have 

implications for a number of different management activities; among them, his quality 

management addresses: goal setting, training, work incentives, the use of quality control 

departments and quality inspection, the locus of authority and responsibility for quality, 

employee involvement, performance appraisals, employee communications, intra-organisational 

competition, and teams (Deming, 1986). 

 
2.10.e McKINSEY’s 7S APPROACH 
 
The McKinsey 7-S is another contemporary approach to management, and this approach is 

grounded in systems theory. This theory was developed by Tom Peters, Robert Waterman, 

Richard Pascale, and Anthony Athos; while they were employed by McKinsey & Company, a 

large management consulting organisation. This approach has gained its popularity, partly 

because it became the basis for the research behind two best-selling books, "The Art of Japanese 

Management" and " In Search of Excellence". The research was carried out on America's 

effective organisations, and it was revealed that seven interdependent factors in organisations 

must be managed harmoniously. 
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The seven S-factors in the McKinsey 7-S Framework are as follows: 
 
1. Strategy: It refers to the plans or courses of action that allocate an organisation's scarce 

resources and commit it to a specific action over time to reach identified goals. 

2. Structure: It talks about the organisation's design and the authority/responsibility 

relationships. 

3. Systems: It refers to procedures and processes such as information systems, manufacturing 

processes, budgeting, and control processes. 

4. Style: It refers to the way key managers behave and collectively spend their time to achieve 

organisational goals. 

5. Staff: It refers to the people in the organisation and their socialization into the organisation 

culture. 

6. Shared values (Superordinate goals): It refers to the values shared by the members of the 

organisation. 

7. Skills: It refers to the distinctive capabilities of an organisation's key personnel. This 

framework identifies the key aspects of the management system and shows the interrelatedness 

of the variables. The McKinsey 7-S framework is a very simple model, and is of great use for 

practitioners and academicians. This framework is definitely a positive contribution to 

management theory. 

 
2.10.f.  EXCELLENT CRITERIA APPROACH 
 

Thomas Peters and Robert Waterman, in their book, 'In Search of Excellence', identified 43 

companies that they regarded as excellent. In choosing some of the firms, they considered factors 

such as growth of assets and equity, average return on total capital, and similar measures. They 

have also enquired about other factors like the innovativeness of the companies. The authors, 

accordingly, identified eight characteristics of excellent companies. Peters and Waterman believe 

that these eight characteristics were the key reasons for firms' success in remaining both 

increasingly productive and internationally competitive. These characteristics are as follows: 

1. A bias for action, for getting on with it. Even though excellent companies may be analytical 

in their approach to decision making they are not paralyzed by that fact as many other companies 

seem to be. In many of these companies, the standard operating procedure is "Do it, fix it, try it." 
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2. Close to the customers. Excellent companies learn from the people they serve. They provide 

unparalleled quality, service, and reliability-things that work and last. Many of the innovative 

companies got their best product ideas from their customers. 

3. Autonomy and entrepreneurship. The innovative companies foster many leaders and many 

innovators throughout the organisation. They are a hive of what we have come to call 

champions. These companies promoted managerial autonomy and entrepreneurship. 

4. Productivity through people. Excellent companies treat the workers as their root source of 

quality and productivity gain. They achieved productivity by paying more attention to the needs 

of their people. They do not promote we/they labour attitudes or regard capital investment as a 

fundamental source of efficiency improvement. 

5. Hands-on, value-driven. These excellent companies were driven by a company philosophy 

often based on the values of their leaders. 

6. Stick to the knitting. Excellent companies believe that they should focus on the business they 

know and never acquire a business that they don't know how to run. Excellent performance 

seems strong to favour those companies that stay reasonably close to businesses they know. 

7. Simple form and lean staff. The underlying structural forms and systems in excellent 

companies are elegantly simple. Top-level staff are lean; it is not uncommon to find a corporate 

staff of fewer than 100 people running multi-billion-dollar enterprises. 

8. Simultaneous loose-tight properties. The excellent companies are both centralized and 

decentralized. For the most part, they have pushed autonomy down to the shop-floor level. 

A careful look at these attributes of excellent companies makes it clear that the pursuit of 

excellence begins as a management task. All of the attributes mentioned by Peters and Waterman 

are characteristics of management activities, skills, and functions. In fact, Peters and Waterman 

have been criticized for their failure to consider other contributors to corporate excellence, 

including technological advances, national policies, and cultural norms. Certainly, they identified 

some philosophical orientations that are especially helpful in managing a company in today's 

competitive environment, but their most significant contribution was to reinforce the vital 

importance of mastering the four basic management functions and acquiring fundamental 

management skills. (Pearce & Robinson, 1989, pp.21-24) 
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2.10g THEORY Z 

 

During the 1970s and 1980s, many US companies were seriously affected by the Japanese 

competitors. Moreover, the productivity problems of the American companies during that period 

became very acute. The Japanese played a very crucial role in changing the business paradigm 

from quantity to quality. This paradigm shift enabled them to make serious inroads to many 

markets in the world including the American market. 

In 1981, Professor William Ouchi proposed Theory Z to integrate the merits of the Japanese 

(Theory J) and American (Theory A) management styles. Theory Z is not a basic theory of 

management, rather it proposes the consistent application of certain principles and practices, and 

adherence to specific management styles. It, in fact, presents a set of organisational and 

management style characteristics. Theory Z emphasizes long-term employment; collective 

decision-making; individual responsibility; slow evaluation and promotion; implicit and informal 

control with explicit formal measures; moderately specialized career paths; and holistic concern 

for employees. 

Professor Ouchi suggested that this style of management is universally better than the traditional 

American approach and argues that Theory Z is quite appropriate in any management situation. 

Nevertheless, Theory Z cannot be regarded as a contingency theory of management. In fact, in 

many ways, Theory Z reflects a return to the outdated "one best way" thinking of behavioural 

management. Theory Z identifies employees as a key component of organisational productivity 

and effectiveness. It prescribes how employees "should be" managed so that the organisational 

efficiency and effectiveness can be improved. Theory Z is criticized on the ground that it is not a 

complete theory, it is only a set of management practices expected to create an effective 

organisation. (Pierce, Gardner & Dunham, 2002, pp.66-67) 

 

2.11. SUMMARY 

 

In this unit, we have discussed the contributions of the early management thinkers who have laid 

the foundation of modern management. Many of the modern management theories are mere 

extensions of the theories proposed by the early proponents in the field of management. Some of 

the concepts proposed by the early management contributors are still in vogue. 
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2.12. EXERCISES 

 
1. What is scientific management? State the principles of scientific management. 
2. Briefly describe the fourteen principles of management as proposed by Henri Fayol. 
3. What are the major principles of Bureaucratic management? 
4. Identify the possible disadvantages of bureaucracy. 
5. What are the major lessons, we have received from the Hawthorne studies? 
6. Compare and contrast the scientific and behavioural school of thought. 
7. What is management science? 
8. Mention some of the operations management techniques that are applied to managerial 
situations. 
9. Describe the 7-S factors mentioned in the McKinsey 7-S framework. 
10. State the management practices that are proposed in Theory Z. 
11. Write short notes on: 

a. Systems theory 
b. Contingency theory 
c. The Managerial Role approach 
d. The Excellent criteria approach 
e. The TQM approach 

 
 
2.13. FURTHER READINGS 
 

1. Stephen P Robbins and David A. DeCenzo, Fundamentals of Management, 5th Edition, 
2005, Prentice Hall 

2. Heinz Weihrich and Harold Koontz Management- A Global Perspective, Tenth Edition, 
McGraw Hill, 1994. 

3. Jon L Pierce, Donald G Gardner, and Randall B Dunham, Management and Organisional 
Behaviour: An Integrated Perspective. Cengage Learning.2002. 

4. John A Pearce II and Richard B Robinson Jr., Management., McGraw-Hill International 
Editions, 1989 

5.  John R. Schermerhorn, Jr., Management, Eight Edition, John Wiley & Sons, Inc., 2005. 
6. Ricky W Griffin, Management, Eighth Edition, Biztantra, 2005. 
7. Stephen P Robbins and Mary Coulter, Management, 7th Edition, Prentice-Hall India, 

2002 
8. Prasad, L.M., Principles and Practice of Management, Sultan Chand & Sons. 
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                                      UNIT- 1: CONCEPTUAL FOUNDATION 
 
 
1.0 Objectives 

1.1 Introduction 

1.2 Concept and definition of corporate governance 

1.3. Characteristics of corporate governance 

1.4. Importance of corporate governance 

1.5. Difference between company and corporation 

1.6. Origin and development of corporate governance 

1.7. Let us sum up 

1.8. Exercises 

1.9. Suggested Readings 

 
 
1.0 OBJECTIVES 

 
After reading this Unit, you should be able to: 

 Explain the concept and nature of corporate governance.  

 State the objectives of corporate governance.  

 Elucidate the importance of corporate governance 

 Provide an overview of the origin and development of corporate governance.  

 

1.1. INTRODUCTION 
  
Corporate governance is an emerging topic of great significance. It has attracted the attention 

of people in the wake of repeated corporate frauds and failures across the financial capitals of 

the world making investors nervous everywhere. The fall of giant companies like Maxwell, 

Exco, and Enron destroyed the confidence of investors to such an extent that it led to a 

recession in many countries, including the USA and Japan. The need for an effective 

instrument of control and governance was felt acutely in the business world.  

In response to this need, corporate governance was developed in the early nineties as a new 

device to protect investor funds and prevent corporate failures. Armed with a set of laws, 

codes, and guidelines, it acts as a powerful vehicle for sustainable corporate growth and 

business success.  
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There is a growing realization that corporate governance is as important to a country as to the 

world. As a result, international organizations like the World Bank, IMF, OECD, and EU 

have come forward to provide resources and support for developing and implementing strong 

corporate governance systems on a global basis.  

Keeping this perspective in mind, this opening Unit has been prepared to focus on the 

introductory issues of corporate governance. 

 

1.2 CONCEPT AND DEFINITION OF CORPORATE GOVERNANCE 

The present concept of “corporate governance” (CG) is of recent origin. It has emerged as a 

major issue in the wake of massive corporate frauds and failures in the developed countries in 

the recent past. A look into the origin of the term will be helpful in understanding its correct 

meaning. The word “governance” has come from the Latin word “gubernare”, which means 

to steer a ship or a state. Similarly, the word “corporate” is derived from the Latin word 

“corporare”, which means to form a body of many individuals. Today, corporate, as an 

adjective, means anything relating to a company or corporation. It also means as a noun a 

company or corporation, depending on the law of incorporation. Thus, the original meaning 

of corporate governance is to steer, that is, to direct and control a company for the 

achievement of its objectives. It will soon be clear to us the present meaning of the term is 

not much different from its original meaning.  

Currently, many definitions of corporate governance are coming from different directions. 

But, the most comprehensive definition has been given by the Organization for Economic 

Cooperation and Development (OECD). According to the OECD:  

Corporate governance is a system by which business corporations are directed and 

controlled. The corporate governance structure specifies the distribution of rights and 

responsibilities among different participants in the corporation such as the board, managers, 

shareholders, and other stakeholders, and spells out the rules and procedures for making 

decisions on corporate affairs. By doing this, it also provides the structure through which the 

company objectives are set, and the means of attaining those objectives and monitoring 

performance.  

The definition makes it clear that corporate governance is mainly concerned with the 

distribution of rights and responsibilities among different participants of a company in such a 

way as to ensure greater accountability, transparency, and fairness to the shareholders and 

other stakeholders. The development of an efficient CG system requires the efforts of many 

internal and external parties.  
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1.3 CHARACTERISTICS OF CORPORATE GOVERNANCE  

The analysis of the broad definition of corporate governance given by the OECD brings out 

its basic characteristics. The characteristics are as follows:  

1. Corporate governance (CG) is a system of directing and controlling joint-stock 

companies. The system is designed to ensure greater accountability, transparency and 

fairness not only to the shareholders but also to all other stakeholders such as 

customers, employees, investors, the government, and the society as whole. Modern 

concept of CG is based mainly on the stakeholder theory.  

2. The system of CG in a country is developed, implemented and monitored by a host of 

internal and external parties. The internal parties include board of directors, 

subcommittees of the board (such as audit committee and remuneration committee), 

executive committees, senior managers, shareholders and heads of internal control 

systems. The external parties to CG are accounting and regulatory authorities, 

government agencies, international bodies, industry associations, expert committees, 

legislators, external auditors and voluntary associations. All the internal and external 

parties have a role to play in the formulation and operation of an efficient CG system 

in the country.  

3. CG is basically concerned with the distribution of rights and responsibilities among 

the different participants of a company. The main participants are the board of 

directors, managers, shareholders, employees, and other stakeholders. This can be 

done by developing at the top an appropriate structure of authority for direction and 

control with adequate provision for checks and balances to ensure transparency and 

fairness.  

4. CG system of a company is not simply a bundle of rules, regulations, laws and 

procedures. It is not the same as corporate management. It is a philosophy and a 

strategy to look into the broader social and economic context of the corporate 

organization so to protect the interests of all parties. Every company has the right to 

develop its own CG system in keeping with the national laws and codes. The system 

may be better than the national standard. Obviously, the system of CG differs from 

company to company.   

5. The code of CG cannot be the same in all countries. It is influenced by political, legal, 

economic, and social conditions in each country. Clearly, every country has a unique 

CG code which is responsive to the changes in the external environment and internal 

conditions.  
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1.4  IMPORTANCE OF CORPORATE GOVERNANCE  
 

The importance of good corporate governance (CG) cannot be overstated. There is a 

consensus that a good CG is essential for the betterment of companies, countries and the 

world. In the present economic scenario, joint-stock companies act as the prime vehicle for 

investment, employment, trade and development in all countries. They are as much important 

to a country as to the world. If the companies, especially the multinational companies, are not 

by a strong corporate governance system, global and national economies are bound to suffer a 

serious setback with adverse impact on their economic growth. In view of their importance to 

the global development agenda, CG issues are getting high profile support from such 

international bodies as the World Bank and OECD1. Despite two decades of globalization and 

rapid growth in some countries, it has been estimated that there are still 1 billion people 

living on less than US $1/a day and twice that number without access to electricity and clean 

water. The problem cannot be solved without the cooperation of responsible companies with 

a track record of good CG. In the words of former World Bank President, James 

Wolfensohn,2 “the governance of the corporation is now as important to the world economy 

as to the government of countries”.    

Companies, especially the large MNCs, have an enormous impact on citizens of several 

countries across the globe. Their failures can affect the interests of many people in many 

countries, although the impact will not be the same for all. It is, therefore, important to 

strengthen their administrative and financial systems using the best CG practices.  

Good CG is necessary to ensure a high degree of transparency, disclosure, and fairness in 

managerial decision-making and financial reporting. It includes a combination of laws, rules, 

regulations procedures, and voluntary practices to enable companies to maximize long-term 

value for shareholders and other stakeholders. From a broader perspective, CG is expected to 

contribute to the success, growth, and development of a company in the interest of all 

stakeholders, including society. Good CG has a special role to play in developing countries 

like India in attracting foreign investments, both direct and portfolio. The countries that have 

strong CG systems generally attract more foreign investments than those with poor CG 

systems. To attract more foreign investments, Indian companies must adopt internationally 

accepted standards of CG practices.  

The importance of CG also arises from the fact that it can reduce corruption by encouraging 

companies to practice values and ethical codes of conduct. A reduction in corruption 

significantly enhances the prospect of higher profitability and growth. 
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1.5 . DIFFERENCE BETWEEN COMPANY AND CORPORATION  

 

The terms ‘‘Company’’ and ‘‘Corporation’’ appear frequently in the literature on 

corporate governance and related subjects. This creates a confusion in the minds of the 

readers as to whether they are the same or different. The confusion needs to be removed 

at the earliest opportunity the convenience of learners.  

Basically, there is no difference between a company and corporation from organizational 

point of view. Both are joint-stock companies with identical features. Both of them are 

incorporated associations with perpetual succession, common seal and artificial legal 

existence. They have other common features like limited liability, wide membership, and 

separation of ownership from management and transferability of shares. The two names 

exist because the laws of incorporation under which they are set up are different. 

Companies are formed and registered under the Companies Act, which applies to 

countries like the UK, India, France, Spain, Japan and New Zealand.  Corporations, on 

the other hand, are formed and registered under the Corporations Act which exists in 

countries like the USA and Australia.  

In the USA, corporation law is a state subject. Every state is empowered to enact its own 

Corporations Act. Thus, 50 states of the USA may have 50 Corporations Acts. Since the 

USA is the largest economy in the world with the highest number of listed corporations, 

many of which are multinationals, the term “Corporation” is widely used throughout the 

world. But it is the same as the company. Therefore, the two names are interchangeable. 

Since there are varieties of corporations in different parts of the world, those formed 

under the Corporations Act are known as business corporations.  

It may be noted in this connection that in India we have some specific corporations like 

public corporations and municipal corporations. While public corporations are state-

owned organizations, municipal corporations are a part of the local government that 

administers cities and towns. Public corporations are set up in India under a special law of 

the parliament. They may or may not be business entities.  

 
1.6 . ORIGIN AND DEVELOPMENT OF CORPORATE GOVERNANCE 

The concept of ‘‘corporate governance’’(CG) as a comprehensive system of direction and 

control is of recent origin. It was developed in the early 1990s by the government; industry 

and professional bodies as an answer to widespread corporate malpractices, frauds and 

failures in the USA and the UK.  
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The impact of corporate failures on the economies of developed countries was so great that it 

led to global financial crisis. The Asian countries, especially those of south-east Asia were 

the worst sufferers and Japan an economically powerful nation, fell into recession. This is 

quite natural because in a globalised world dominated by multinational companies, the 

collapse of a company in any country will affect economies of many countries, particularly 

those where its subsidiaries or branches are located.  

Although CG took shape only recently as a new system of direction and control, 

superimposed on traditional management structure, its genesis can be traced to the basic 

weakness of the corporate form arising from the separation of ownership and control. The 

equity shareholders who provide risk capital to the company do not take part in the 

management for many reasons. In such a situation, there is always a possibility that the 

promoters, directors and top managers will one day fall prey to their greed and cheat the 

investors of their hard-earned money. Adam Smith, the guru of capitalism knew this. In his 

influential book, ‘The Wealth of Nations’ he said that company directors were not likely to be 

as careful with other people’s money as with their own. The truth of this statement is evident 

from the instances of repeated corporate scandals across the globe.  

For years, people relied on corporate laws and regulatory mechanisms to protect their 

investment in companies. But the laws and regulations failed to stop corporate corruption and 

failures. To stem the rot, professional bodies and industry associations with the help of 

government have introduced sophisticated accounting standards and financial reporting 

standards to companies in many countries, including India. The objective of these standards 

is to protect the interest of the investors by promoting the concept and practice of more 

disclosure, transparency, accountability, and fairness in every possible way. But nothing did 

work and vulnerable companies continued to fall like a house of cards despite all safeguards. 

In this backdrop, the corporate governance system has been developed to increase investor 

confidence in the safety of their funds by strengthening the financial and administrative 

systems of companies. The process of developing the system is going on at many levels all 

over the world. 

Historically speaking, the origin of modern CG can be traced to the Watergate scandal in the 

USA during Nixon’s Presidency (Fernando, 2006:20). The investigation into the scandal 

revealed that big corporations made illegal contributions to political parties and bribed 

government officials for private gain. This led to the passing of the Prevention of Corrupt 

Practices Act in 1977. The Act provides for the review and strengthening of internal control 

systems of companies.  
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In spite of this Act, a series of high-profile business failures took place in the USA in 1985. 

Based on the recommendations of the investigating committees that looked into the causes of 

those failures, the US Government introduced a series of control measures through the 

Securities and Exchange Commission for the orderly functioning of business corporations in 

the country. These initiatives are considered to be the pioneer or corporate governance 

framework that emerged after a few years. 

The corporate failures in the USA badly affected economies of many countries, including the 

UK. The UK government was then trying to tide over the crisis by tightening the corporate 

laws and forming new regulatory bodies. But before it could put its house in order, the 

country was shocked by large-scale corporate fronds that exposed serious weakness in the 

corporate management and control systems. The collapse of big companies like Polly Peck 

International, Maxwell, BCCI, Exco and Coloroll in late 1980s and early 1990s raised big 

questions in public minds about the authenticity of corporate reports and the accountability of 

boards. The investors turned their back on the companies. Stock indices fell sharply creating 

panic in the capital market. As a result, the British economy came under severe pressure 

causing political and social unrest in the country. Faced with such an alarming situation, the 

UK Government set up in 1991 a powerful committee under the chairmanship of Sir Adrian 

Cadbury, then chairman of the Bank of England. The Committee Published its report in 

December 1992, recommending the ‘‘Code of Best Practice’’ for corporate governance of 

listed companies. The Cadbury Code is the first model of corporate governance in the world. 

It is a milestone in the history of CG for two reasons. First, it provided an ideal basis for 

developing standard CG practices. Second, it gave birth to a movement for better CG 

throughout the world. However, it should be noted that the Cadbury Code was optional, and 

not mandatory, for companies. 

Corporate failures seem to spread like an epidemic Closely on the heels of corporate frauds in 

the UK, the USA came under another spell of scandals between 2000 and 2002. This time the 

scandals were of greater magnitude involving large firms such as Enron, WorldCom, Arthur 

Anderson, Quest, and Globall Crossing. The fall of Enron, the world’s largest energy trading 

company in 2002, brought down the house of the famous audit firm, Arthur Anderson, the 

same year. The meltdown of WorldCom started in 2001 and it was in ruins by June 2002. 

Faced with such a grim situation, the US Congress passed the Sarbanes Oxley Act (briefly 

known as the SOX Act) in 2002. The Act represents the CG code of America with two 

important differences.  
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First, unlike the Cadbury Code, provisions of the SOX Act are mandatory for the companies 

listed with the US stock exchanges. Second, the requirements of CG under the Act are far 

more stringent than those of any other Act or Code in the world. Unfortunately, even the 

SOX Act failed to stop the rot and companies continued to down their shutters leading to 

economic recession in the USA and a wider financial crisis in Europe. This proves that the 

problem of corporate mismanagement and fraud is deeper than meets the eye. Therefore, it 

was felt that the collective efforts of professional bodies, governments, and international 

agencies were necessary to develop one effective system of CG.  

After the publication of the Cadbury Report in 1992, the member countries of the OECD and 

EU showed keen interest in developing their own standards of CG. Realizing the importance 

of CG to regional and global economic development, a number of prominent international 

agencies have come forward to support and promote the issue. For example, the OECD 

developed and published the principles of CG in 1999 to enhance the standards of governance 

in various countries. The principles were reviewed and revised in 2004. Although OECD 

principles are non-binding, they have found acceptance even to countries outside the group. 

The World Bank has also initiated efforts to promote international standards of corporate 

governance based on OECD principles. In addition, the IMF has started producing reports 

showing the extent to which various countries observe internationally recognized standards 

and codes.  

Recently, the OECD and the World Bank have jointly set up the Global Corporate 

Governance Forum (GCGF) for a wider role. The objective of the forum is to bring together 

the leading groups in governance issues such as banks, companies, governments, and 

professional standard-setting bodies. It also plans to provide assistance to the developing 

countries on CG. 

Another international initiative is the establishment of the International Corporate 

Governance Network (ICGN). Its objective is to facilitate international dialogue on CG 

issues. It works in close collaboration with the OECD and the World Bank. The EU is not 

lagging behind in the field of CG. It has formulated an action plan for modernizing company 

law and enhancing corporate governance in member countries. Another important 

development is the publication of Basle Committee Guidelines (1999) on CG for the banking 

sector. The guidelines are intended to develop standard CG practices in banks across the 

world.  
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Thus, it is clear that CG has been developing rapidly all over the world. India has also taken 

some remarkable steps in developing CG practices in line with international standards. If the 

world has to be saved from the frequent shocks and tremors of corporate failures, CG has to 

be strengthened through regional and global cooperation.  

 

1.7. LET US SUM UP 
 
 
The present concept of corporate governance (CG) is of recent origin. It has emerged during 

the last 15 years as a major instrument to improve corporate performance and protect investor 

funds. The best definition of CG has of course come from the OECD. The OECD defines it 

as a system by which business corporations are directed and controlled. The system of CG 

consists of a corporate control structure with a body of laws, rules regulations and 

procedures. The structure spells out the distribution of rights and responsibilities among the 

participants in the corporation. The main participants are the board of directors, managers and 

shareholders CG practices today are designed to take care of the interests of all stakeholders. 

There are distinct characteristics of CG. It is a broad system of direction and control for 

increasing the long-term shareholder value and protecting the interests of all other 

stakeholders. It is applicable to all organizations. The CG system is developed and 

implemented by a host of internal and external parties. Obviously, it is not the same for all 

companies. It also differs among the countries as the political, social, legal, and economic 

systems of a country have a significant influence on its formulation and implementation. 

In the literature on corporate governance, the two names “company” and “corporation”, are 

used in the same sense. There is no basic difference between them except the law of 

incorporation. Companies are formed under the Companies Act which is common to 

countries like the UK and India. Corporations are formed under the Corporations Act which 

prevails in countries like the USA and Australia. 

CG is conducted with some specific objectives that serve to focus on its importance in today's 

competitive environment. It plays a vital role in the betterment of companies, countries and 

the world as a whole. It is now linked with the global development agenda. For this reason, 

the World Bank and OECD are providing high-profile support to the CG issues. Good 

corporate governance offers many benefits which are of special importance to the developing 

countries like India. 
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1.8. EXERCISES 
  

1. Define corporate governance (CG) and explain its nature and importance. 

2. ‘The governance of the corporation is now as important to the world economy as to 

the government of countries.’ Elucidate the statement. 

3. What are the common objectives of good corporate governance? 

4. Do you perceive any difference between a company and a corporation? If so, what is that? 

 

1.9. SUGGESTED READINGS 

 

1. Fernando, A.C. (2006). Corporate Governance: Principles, Policies and Practices. New 

Delhi: Pearson Education.  

2. Rani, D. Geeta and Mishra, R.K. (2008). Corporate Governance: Theory and Practice. New 

Delhi: Excel Books. 

3. Institute of Directors, London (2005). The Handbook of International Corporate Governance: 

A Definitive Guide. London: Kogan Page.   
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2.0 Objectives 

2.1 Introduction 

2.2 Basic Problem of Corporate Management: Separation of Ownership and Control 

2.3. Theories of corporate governance 

        2.3.1. The Agency Theory 

        2.3.2. The Stewardship Theory 

        2.3.3. Stakeholder theory 

2.4. Convergence of Corporate Governance Practices 

2.5.  Let us sum up 

2.6. Exercises 

2.7. Suggested Readings 

 
 
2.0 OBJECTIVES 

 
After reading this Unit, you should be able to: 

 Gain an insight into the problem arising from the separation of ownership from control in 

companies. 

 Discuss the theories of corporate governance. 

 Identify the obstacles to the global convergence of corporate governance practices. 

 

2.1. INTRODUCTION 
  
The governance problem of companies is as old as the corporate business itself. 

Administrators, economists, sociologists, psychologists, and others have been working for a 

long to find a satisfactory answer to the basic problem that arises from the separation of 

ownership from management in joint-stock companies. As a result, several theories of 

corporate management have been developed over the years. The theories are now being used 

in different countries as the basis for building suitable models of modern corporate 

governance. The theories are all known as the theories of corporate governance.  
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2.2. SEPARATION OF OWNERSHIP FROM CONTROL IN 
CORPORATE ORGANIZATIONS 

 

Joint-stock companies are characterized by separation of ownership from control. 

Shareholders, more specifically the equity shareholders, are the collective owners of a 

company. They provide risk capital to the company for which they enjoy some rights and 

privileges. They are also the ultimate source of authority and power in the company they 

own. But they do not have any role in its management and direction. There are many reasons 

for which shareholders cannot take part in the management of their company. First, 

shareholders are large in number. Secondly, they do not know one another. Thirdly, they are 

spread over a vast geographical area. Fourthly, they have no specialized knowledge of 

management. Finally, they are only interested in investment, dividend and other gains. 

The task of managing a company is delegated to directors and managers who control and 

manage the enterprise on behalf of the shareholders. Thus, directors and managers act as the 

agents of shareholders. Naturally, the cost of managing a company is known as agency costs 

from the point of view of shareholders. The agency costs mainly include the salaries and 

fringe benefits paid to directors and senior managers. 

As agents of the shareholders, the top management should pursue the objective of 

maximizing the long-term shareholder value. But this does not happen in practice. In most 

cases, the objectives of directors and executives are different from those of shareholders. The 

divergence of objectives creates a lot of suspicion in the minds of shareholders about the 

safety of their funds. Adam Smith, the guru of capitalism, has observed in his influential book 

"The Wealth of Nations" (1776) that company directors are not likely to be as careful with 

other peoples’ money as with their own.1 In reality, we find that directors and senior 

managers often fix their own remuneration at a very high level. This goes directly against the 

interests of shareholders. The matter is so serious that an expert committee known as the 

Greenbury Committee was appointed in the UK in 1995 to examine the issue of directors' 

remuneration. Diversion of funds and wrong use of resources to meet the greed of directors 

sometimes cause enormous financial loss to the shareholders bringing down the company. 

This has been illustrated by the fall of Satyam Computer Services where the MD and CEO, 

B.R. Raju, committed the biggest corporate fraud in India in 2008 amounting to Rs 10,000 

crore by fudging bank balances and diverting funds to other concerns. 
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Thus, it is evident that the separation of ownership from control lies at the root of many 

corporate malpractices. An effective corporate governance system can go a long way in 

assuring the shareholders that directors and managers will make the best use of their funds for 

generating long–term wealth for them. 

 

 
2.3. THEORIES OF CORPORATE GOVERNANCE 
 

 

In this unit, three popular theories are presented in order to help you understand the basic 

reason for developing a broader view of the modern corporate governance system. The 

theories are: i.) The Agency theory, ii) The Stewardship Theory, and iii) The Stakeholder 

Theory. 

 
2.3.1. The Agency Theory 
 
The development of agency theory can be traced back to Adam Smith (1776), who in his 

classical book, "The Wealth of Nations", referred to managerial negligence as the most 

important problem of joint-stock companies. According to this theory, shareholders as 

owners are the principals of a company. By virtue of their ownership, the principals define 

the objectives of a company. The management, selected by shareholders to pursue such 

objectives, are the agents. While the principals generally assume that the agents would 

invariably carry out objectives set by them, it is often not so.2 In many instances, the 

objectives of managers are different from those of the shareholders. For instance, a chief 

executive may want to increase his managerial empire and personal stature by using the 

company's funds to finance an unrelated diversification, which could reduce long-term 

shareholder value. The shareholders and other stakeholders of the company may not be able 

to prevent this because of inadequate disclosure about such a decision. Also, they may be too 

scattered to effectively stop such a move. Such mismatch of objectives is called the agency 

problem and the cost inflicted by such deviation is called the agency cost. The purpose of 

corporate governance is to design and put in place a system of disclosure, transparency and 

accountability in such way that the objectives of the two sets of players can be aligned as 

closely as possible to minimize agency cost and increase shareholder value. 

There are two board mechanisms that help reduce agency costs and, hence, improve 

corporate performance through better governance. These are: 
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1. Fair and accurate financial disclosures: Financial and non-financial disclosure of 

information in accounts and statements certified by the independent, statutory auditors 

appointed by shareholders are supposed to present a "true and fair" view of the financial 

health of the corporation. Indeed, the quality and independence of statutory auditors are 

fundamental to ensure the authenticity and adequacy of disclosures. 

A company that discloses nothing is a threat to the investors. Improving the quality of 

financial and non-financial disclosures not only ensures corporate transparency among a wide 

group of informed investors and analysts, but also persuades companies to minimize value-

destroying behaviour. This is precisely the reason why law insists that companies prepare 

their audited annual accounts for distribution to all shareholders and submission to the 

Register of companies. This is also why a good deal of effort in global corporate governance 

reform has been directed to improving the quality and frequency of disclosures. 

2. Efficient and independent board of directors: A joint-stock company is owned by the 

shareholders, who appoint directors to supervise management. The directors must direct and 

control the management to ensure long-term shareholder value. Directors are trustees of the 

shareholders, not of the management. They are appointed by the shareholders. They are 

accountable only to the shareholders. The independence of the board has presently become 

the key issue in determining the standard of corporate governance of a company. 

 

2.3.2 Stewardship Theory 

The stewardship theory has its roots in psychology and sociology. It was designed to examine 

situations in which executives as stewards are motivated to act in the best interest of their 

principals, that is, the shareholders. It is an extension of the agency theory. It is important to 

note here that both the agency and the stewardship theory are known as the shareholder 

theory as they seek to enhance mainly the shareholder value. The stewardship theory assumes 

that managers are basically trustworthy and attach much importance to their own personal 

reputations. The market for managers with strong personal reputations serves as the primary 

mechanism to control behaviour, with more reputable managers being offered higher 

compensation packages. Financial reporting, disclosure, and auditing are important 

mechanisms, but there is a fundamental presumption that these mechanisms are needed to 

confirm managers' inherent trustworthiness. 
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Stewardship theory has three basic conditions: 

 The theory defines situations in which managers are not motivated by individual 

goals, but rather they are stewarding whose motives are aligned with the objectives of 

their principles. 

 Given a choice between self-serving behaviour and pro-organizational behaviour, a 

steward's behaviour will not depart from the interests of his/her organization. 

 Control can be potentially counterproductive, because it undermines the pro- 

organizational behaviour of the steward by lowering his/her motivation. 

The greatest barrier, however, to the adoption of stewardship theory of governance lies in the 

risk propensity of principals. Risk-taking owners will assume that executives are pro- 

organization. They naturally favour stewardship governance mechanisms. While the risk-

averse owners do not favour the extension of the power of the board. However, these 

concepts of stewardship and trusteeship are not new. The sacred scriptures, both in India and 

Christendom, emphasize the almost filial relationships between the rulers and the ruled. 

Gandhiji too elaborated the concept of trusteeship to make Indian industrialists better 

understand and appreciate their roles and responsibilities towards their employees. Though 

the agency theory and stewardship theory have many things in common, there are certain 

differences between them. The Table 2.1 shows the differences between the two theories. 

Table 2.1 Differences between agency theory and stewardship theory 
                      Agency Theory                  Stewardship Theory 

Managers act as agents.  Managers act as stewards. 
Governance approach is materialistic Governance approach is sociological and 

psychological. 
Behaviour patterns is : 

 Individualistic 
 Opportunistic 

 Self - serving 

Behaviour pattern is: 
 Collective 
 Pro – organisations 

 Trustworthy. 
Managers are motivated by their own 
objectives 

Managers are motivated by the principal’s 

objectives. 
Interests of the managers and principals 
differ. 

Interests of the managers and principals 
converge. 

The role of the management is to monitor and 
control. 

The role of the management is to facilitate 
and empower. 

Owners’ attitudes is to avoid risk. Owners’ attitudes are to take risks. 
Principal – Manager relationship is based on 
control. 

Principal – Manager relationship is based on 
trusts. 
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2.3.3. The stakeholder Theory 

To understand the theory, it is first necessary to understand the stakeholder concept. 

According to the Stanford Research Group, stakeholders are those groups without whose 

support the organization would cease to exist. After considering different perceptions, Max 

Clarkson has offered the following definition of stakeholder theory: 

The firm is a system of stakeholders operating within the larger system of the host society 

that provides the necessary legal and market infrastructure for the firm's activities. The 

purpose of the firm is to create wealth or value for its stakeholders by converting their stakes 

into goods and services. 

In stakeholder theory, organizations are seen as multilateral agreements between the 

enterprise and its stakeholders. The relationship between the company and its internal 

stakeholders (employees, managers, owners) is defined by formal and informal rules 

developed through the history of the relationship. This institutional setting and resources 

create strategic possibilities for the company. While management may receive finance from 

shareholders, they depend on employees to fulfil strategic intentions. External stakeholders 

are equally important but relationships with customers, suppliers, competitors, and special 

interest groups are also constrained by formal and informal rules. Finally, governments and 

local communities set the legal and formal rules within which businesses must operate. 

The stakeholder theory argues that corporations should not be regarded as bundles of assets 

that belong to shareholders. Rather they should be treated as institutional arrangements for 

governing the relationships between all of the parties that contribute firm-specific assets. This 

includes not only shareholders, but also long-term employees who provide specialized skills 

of value to the corporation, and suppliers, customers, and others who participate in the value 

creation for the corporation. If job of corporate management is to maximize the total wealth 

created by the enterprise rather than just the value of the shareholders' investment, then 

management must take into account the effect of corporate decisions on all stakeholders in 

the firm. 

In practice, executives of leading companies have always utilised elements of the stakeholder 

approach. As firm-specific skills become an increasingly important part of the firm's valuable 

assets, and as corporate constituencies become increasingly alert and demanding, likely, 

corporate managers will likely increasingly adopt a stakeholder perspective. This will happen 

despite pressure to increase shareholder value.  
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The growing emphasis on customer relations, employee relations, supplier relations, and 

investor relations is an indication that managers have to grapple with the imperatives to 

satisfy the interests of more complex constituencies than shareholder theory would suggest. 

The conception of the company as a set of relationships rather than a series of transactions, in 

which managers adopt an inclusive concern for all stakeholders, is much closer to European 

and Asian business values. It represents an important step towards a sense of corporate 

citizenship - an organization with a mature appreciation of its responsibilities to society. 

 
 
2.4. CONVERGENCE of CORPORATE GOVERNANCE PRACTISES 

 
 
At present, there is a diversity in corporate Governance (CG) practices of different countries. 

The diversity arises mainly from differences in political, economic, legal and social systems 

of countries. But global convergence or uniformity of CG practices is an important agenda of 

this country. It has become all the more important in the context of the globalization of 

economies and harmonization of international accounting and financial reporting standards. 

The convergence will require blending of different CG practices into an internationally 

acceptable code of CG practices. Experts are working for this at different levels. If it becomes 

a reality, every country will have to follow the international CG standards like international 

financial reporting standards (IFRS). 

But careful analysis suggests that convergence of CG practices will not be an easy thing to 

do. There are several problems or obstacles to the process of convergence. Firstly, there are 

sharp differences in the social, economic, political and legal systems of countries. Secondly, 

the developmental perspectives, organizational structures and market conditions vary widely 

among the countries. Thirdly, and perhaps most importantly, organizational matters like 

business strategies and leadership styles are highly enterprise specific. They can never be the 

same for all companies. The case is the same for CG practices which are highly influenced by 

corporate values, objectives and strategies. Finally, it is argued that even it is possible to 

develop an international CG system, it will be difficult to implement it. Because 

implementation will require changes in domestic laws, judicial systems business practice and 

social norms. These changes are extremely difficult to make, if not impossible. Therefore, the 

process of convergence CG practices is likely to be slow and complicated. 
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2.5. LET US SUM UP 

 

The main problem of governing companies arises from the separation of ownership from 

management. The shareholders are the owners of a company. But for many reasons, they do 

not take part in the management of the company they own As a result, the objectives of 

owners differ from those of management. The CG system tries to bridge the gap between the 

objectives of owners and managers. 

CG practices are based on three theoretical platforms. The agency theory argues that 

shareholders as owners are the principals of the company and the management is their agent. 

As an agent, management must act in the best interest of the shareholders. The stewardship 

theory assumes that managers are basically trustworthy and attach much importance to their 

personal reputation. They are expected to align their objectives with those of their principals. 

The stakeholder theory states that a firm is a system of contractual relationships among 

various stakeholders. The purpose of the firm is to create wealth or value for its stakeholders 

by converting their stakes into goods and services. The principles of modern CG are expected 

to give more importance to the stakeholder theory. 

With the development of global accounting and financial reporting standards, there is a 

demand for global convergence of CG practices. Although convergence is desirable, there are 

some practical difficulties in the formulation and implementation of International Corporate 

Governance Standards (ICGS). In all probability, the proposed convergence will take more 

time to become a reality. 

 

2.6. EXERCISES 

 

1. Why is the separation of ownership from control called the most serious weakness of 

corporate organizations? Explain your answer. 

2. Elucidate the agency theory and the stewardship theory of corporate governance. 

What differences do exist between the two theories? 

3. Discuss the stakeholder theory and explain why it is gaining popularity in the 

corporate world. 

4. State the obstacles to the global convergence of corporate governance practises. How 

far, in your view, is the prospect of convergence realistic? 
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                             UNIT 3: ROLE OF DIRECTORS 

Structure 
3.0. Objectives 

3.1. Introduction 

3.2. Concept of Director 

3.3. Legal Position of Directors 

3.4.  Number of Directors and Directorship 

3.5. Qualifications and Disqualifications of Directors 

3.6. Duties of Directors 

3.7. Types of Directors 

3.8.  Let Us Sum UP 

3.9. Exercises 

3.10. Suggested Readings 

After reading this Unit, you should be able to: 

 Understand the concept of director. 

 Examine the legal position of directors. 

 State the qualifications and disqualification of directors. 

 Describe the different types of directors. 

 
3.1 INTRODUCTION 
 
Directors govern the company on behalf of the shareholders who are its owners. They are not 

employees, managers, or servants of the company. They are the elected representatives of 

shareholders. To understand this point, it is necessary to know the status of a company. A 

company is an artificial person. It has neither a body nor a soul. Obviously, it cannot act 

itself. It can act only through the agency of some human being. And these human beings are 

known as directors. Shareholders elect them as their representatives to protect their interests. 

Legally, directors are the agents and trustees of the company. They are also the brains of the 

company. Therefore, directors must act in the best interest of the company and show total 

loyalty to it. Directors have been given extensive powers under the law. They can do what the 

company can do. Their powers are co-extensive with the powers of the company. But, it is 

not possible for them to exercise all the powers themselves. They delegate some of their 

powers to the managing director who is a full-time director and the CEO of the company.  
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The CEO is responsible for the day-to-day management of the company. He shares his 

powers and authority with other executives and managers. The board on its part can form a 

number of committees with specialized functions to oversee the management and exercise 

control. 

In this Unit, you will learn about the legal position, powers, role, and types of directors in 

relation to the requirements of corporate governance practices in India and elsewhere. 

 
3.2. CONCEPT OF DIRECTOR  
 

A Company (or a corporation) is an artificial person in the eyes of the law. It has neither a 

body nor soul of its own. As such it cannot act itself. It can act only through some human 

agency, called directors1. Thus, directors are the agents of shareholders. They direct and 

control the affairs of a company on behalf of the shareholders. They are also the brain of a 

company. Companies Act, 1956 [Sec. 2(13)] defines a director as a person who occupies the 

position of a director. It does not matter whether he is called a director or not. The legal 

opinion is that if he occupies the position of a director and performs the duties and functions 

of a director, he would be called a director. However, from a broader point of view, a director 

can be defined as a person having control over the direction, conduct, management or 

superintendence of the affairs of a company. Simply put, a director is a person in accordance 

with whose direction the company is managed and controlled. 

It may be noted in this connection that only an individual can be appointed as the director of a 

company. However, he does not enjoy any power in an individual capacity. Directors must 

act collectively as members of the board to exercise all powers vested in them. For this 

reason, the board of directors is known as the "plural executive". 

 
3.3. LEGAL POSITION OF DIRECTORS 
 

It is very difficult to pinpoint the exact legal position of the directors of a company. They are 

called by various names such as agents, trustees, or stewards. But, none of these expressions 

are indicative of their extensive powers and responsibilities. The names simply indicate some 

useful points of view, which are relevant to a particular purpose or situation. We may now 

examine the legal position of directors from different points of view as under: 
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1. Directors as agents 

A company is an artificial person. It has neither a soul nor a body of its own. It cannot act 

itself. It can act only through directors who are agents of the company. Therefore, the general 

principles of the law of principal and agent regulate in most cases the relationship between 

the company and its directors. 

2. Directors as employees 

Since directors act as agents of the company; they cannot be treated as its employees. This is 

based on the assumption that, as elected representatives of shareholders, directors cannot hold 

office of profit in the company. The office of profit means a position carrying monthly 

remuneration and other benefits normally given to employees under a contract of service. 

However, the full-time directors appointed under the service contract can be treated as both 

directors and employees of the company. For certain matters, they can also be treated as 

officers of the company [sec. 2(30)]. 

3. Directors as trustees 

Directors are treated as trustees of the company in respect of the following: 

i. Company's money and property, 

ii. Powers entrusted to them. 

In the first place, directors are regarded as trustees of the company's money and property in 

the sense that they must account for all the company's money and property over which they 

exercise control. They have also to refund to the company any of its money or property, 

which they have improperly paid away or transferred. 

In the second place, directors are seen as trustees of the powers entrusted to them in the sense 

that they must exercise all the powers honestly and in the best interest of the company. It has 

been decided in a landmark judgment that directors stand in a fiduciary relationship towards 

the company with respect to the powers and capital under their control. Therefore, they must 

act in the best interest of the company. 

Thus, we can say that the directors are both agents and trustees of the company. This 

conclusion has been confirmed by various court decisions in the UK, USA, and India. 

Therefore, the directors must be loyal to the company and hold its interests above their 

personal interests. 
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3.4.   NUMBER OF DIRECTORS AND DIRECTORSHIP 
 

According to the Companies Act, the minimum number of directors is 3 for a public limited 

company and 2 for a private limited company. There is no maximum limit. Subject to the 

statutory minimum, the Articles of a company can fix the maximum and minimum number of 

directors for the board. The size of the board may be increased or decreased within the limits 

set by the Articles by an ordinary resolution in general meeting. But, any increase in the total 

number of directors beyond 12 will require the approval of the Central Government. 

There is no ideal size of the board of directors in India. The Naresh Chandra Committee 

Report on corporate governance has suggested that the minimum board size of all listed and 

unlisted public limited companies with paid up capital and free reserves of Rs. 10 crore or 

turnover of Rs 50 crore should be 7, of which at least 4 should be independent directors. 

However, the Revised SEBI Rules for corporate governance are silent on the issue. This 

means that the company or its articles will decide the size of the board as per its 

requirements. 

Regarding the number of directorships to be held by an individual, the law states that a 

person shall not hold the office of director at the same times in more than 15 companies. This 

is considered too much for a director. The reason is that, no person on the earth can have the 

expert knowledge of so many companies, especially when they are in different lines of 

business2. Considering this limitation, the revised SEBI rules for corporate governance state 

that a director shall not be a member in more than 10 committees or act as chairman of more 

than 5 committees across all companies in which he is a director. This is based on the 

recommendation of expert committees in India. The CII Code of Desirable Corporate 

Governance (1998) and the RBI Advisory Group Report (2001) clearly stated that no person 

should hold directorship in more than 10 companies. But, it was not accepted by the SEBI. 

The Companies Bill 2009 may take care of this issue. 

 
3.5  QUALIFICATIONS AND DISQUALIFICATIONS OF DIRECTORS 
 

A. Qualifications of Directors 

According to the Companies Act, a director must -  

a. be an individual  

b. be competent to contract, and 

c. holds a share qualification, if required by the Articles. 
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It is important to note in this connection that the law does not require a director to hold any 

professional or academic degree as a qualification. This is the biggest hurdle to the 

professionalization of management in India and other countries. The challenge is global 

rather than local. 

The only qualification for a director is the holding of shares, which may be as small as just 

one share. The object of share qualification is to create the personal interest of the directors in 

the affairs of the company. But, the minimum limit of share qualification is so low that it 

makes little difference in the feeling or action of a director. It is important to note that there is 

no age limit for the retirement of a director in India or abroad. The Narayana Murthy 

Committee Report on Corporate Governance (2003) suggested that the retirement age of a 

director should be fixed at 65 or 70 years. However, the J.J. Irani Committee Report on 

Company Law (2005) does not support any retirement age for directors. SEBI rules are 

obviously silent on the issue. 

B. Disqualification of Directors 

The following persons are disqualified for appointment as directors of a company: 

a. A person of unsound mind 

b. An undischarged insolvent 

c. A person who has applied to be adjudicated as insolvent and his application is pending 

d. A person who has been convicted by a Court of any offense involving moral turpitude. 

e. A person whose calls in respect of shares of the company held for more than 6 months 

have been in arrears. 

f.  A person who is disqualified for appointment as director by an order of the Court on the 

grounds of fraud or misfeasance in relation to the company. 

g. A person is already a director of a public company which -  

i) has not filed the annual accounts and annual returns for any continuous three 

financial years; or 

ii) has failed to repay its deposit or interest thereon on the due date or redeem its 

debentures on the due date or pay dividend and such failure continues for one year 

or more. 

When the disqualification of a director is detected during the tenure of service, he will cease 

to be a director. It is important to note that directors can be removed from office by: 

i.  The shareholders 

ii. Central Government, and 

iii. Company Law Board 
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Moreover, a director who has been removed from office by the Central Government shall not 

be a director of any company for a period of 5 years from the date of removal. 

 
3.6.  DUTIES OF DIRECTORS 
 

Directors have certain duties to perform under the law. These duties are defined by the 

Companies Act and the Code of Corporate Governance. The duties are as follows: 

1. Fiduciary duties; 

2. Duties of care, skill, and diligence; 

3. Duties to attend board meetings, 

4. Duties not to delegate functions except to the extent authorized by the company Act 

Articles or Memorandum; 

5. Duties to disclose personal interests of directors; and 

6. Duties to uphold key values of corporate governance. 

Now, let us explain these duties in detail for a clear understanding. 

1. Fiduciary Duties 

These duties imply that the directors must show full loyalty to the company and exercise their 

powers honestly. They must always act in the best interest of the company. They should not 

place themselves in a position in which there is a conflict between their duties to the company 

and their personal interest. This type of conflict arises when a director is personally interested 

in a contract entered into with the company. As a matter of duty, he should not take part in 

the discussion at the board on the contract or arrangement in which he is personally 

interested. However, he may take part in the discussion, if authorized by the board or the 

Articles. Also, a director as a trustee must not make any secret profit or gain out of his 

position in the company. 

2. Duties of care, skill, and diligence 

Directors have a duty to the company to perform their functions and responsibilities with due 

care, skill, and diligence. The due care skill and diligence of directors are explained as those 

which can be reasonably expected of persons of their knowledge and status. A director is not 

bound to bring any special qualifications to his office. But, if he fails to show due care and 

skill in the exercise of his duties, he will be guilty of negligence. However, the standard of 

care, skill, and diligence depends upon the nature of the company's business and the 

circumstances of the case. 
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3. Duties to attend board meetings 

It is the duty of every director to attend all the meetings of the board. The directors 

collectively exercise their powers at the board meetings. If some of the directors do not attend 

the meetings, effective policy decisions for the efficient management of the company cannot 

be taken. As a result, the board will not be able to perform its responsibilities and duties to 

the shareholders and other stakeholders. The hallmark of a good director is that they actively 

participate in all board meetings. 

According to the Revised SEBI Rules for the listed companies, the board shall meet at least 4 

times a year and the maximum gap between the two meetings shall not exceed 3 months. The 

Companies Act says that if a director remains absent from 3 consecutive meetings without 

taking a leave of absence, he will cease to be a director. 

4. Duties not to delegate functions except to the extent authorized by the Companies Act, the 

Articles, and the Memorandum of Associations. 

The board of directors is the apex administrative body of the company. All powers reside in 

the board of directors who are the elected representatives of the shareholders. The board 

delegates authority to the management to implement the company's missions and strategies. 

But the directors as a matter of duty cannot delegate functions except to the extent authorized 

by the Companies Act, and the documents of incorporation (such as the Articles and 

Memorandum of Associations). 

5. Duties to disclose a personal interest in a contract: 

A director stands in a fiduciary position towards the company. Therefore, if he has any 

personal interest in a contract entered into with the company, he is duty-bound to disclose it 

to the board. The disclosure should be made before or at the meeting of the board at which 

the said contract is taken up for discussion. 

6. Duty to uphold three key values of good corporate governance 

This is practically an extension of the fiduciary duties of directions. Corporate governance 

standards in India and elsewhere demand that directors uphold three key values of 

transparency, honesty, and accountability in the management of companies. Transparency 

implies that the decision-making processes of the board are clear to all parties. It requires 

adequate disclosure of information and a strong audit control system. Honesty as a value 

serves as a test of the competence of the board and a safeguard against corrupt practices.  
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Accountability means that the directors as agents of the shareholders are accountable to them 

for their actions. All three values are extremely important to good corporate governance and 

management. It is the duty of the board to ensure that all these values are preserved and 

practiced at all levels of the organization. 

The duties of directors have far-reaching significance for the company and its stakeholders. 

The directors must perform their duties with due care and diligence. They may face 

suspension from the board and suffer penalties if they fail to discharge their duties properly. 

 
3.7. TYPES OF DIRECTORS 

 
The board of directors of a company consists of different types of directors. Basically, there 

are two types of directors. They are known as executive directors and non-executive 

directors. The non-executive directors can again be divided into two types: i) independent 

directors, and ii) nominee directors. The classification of directors is shown in Figure 3.1. 

This classification has important implications for corporate governance and management. 

Figure 3.1 Types of Directors 
 

 
 
Executive Directors 

Executive directors are the full-time (or whole-time) directors of the company. They are also 

known as internal directors. They are selected from the serving executives of the company. 

This is the reason why these directors are called executive directors. Executive directors look 

after the day-to-day administrative affairs of the company. At the same time, they also act as 

members of the board. For example, when the marketing executive of the company is 

appointed as a director, he is known as the executive director. The executive director as per 

law can hold office of profit drawing salary and other benefits admissible under the contract 

of service. 
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The managing director (MD) or the president, who is in overall charge of the company, is 

also an executive director. He generally acts as the chief executive officer (CEO) as well as 

the chairman of the board. In that case, he will be known as the chairman-cum MD, or 

Chairman-cum-CEO or simply as the executive chairman of the board These terms have been 

used in corporate management for years. But now, the corporate governance codes all over 

the world direct that the CEO and the chairman of the board shall be two different persons. 

Since the executive directors are in charge of managing the day-to-day affairs, they are 

collectively known as "the management" of the company. However, in the ordinary sense, the 

term "management" includes all managers of the company regardless of their status and 

seniority. 

Non-executive Directors 

Non-executive directors are part-time directors taken from outside the company. They are 

also known as outside directors or external directors. They come from different professions, 

attend the board meetings, and make decisions. They also attend the meetings of various 

board committees of which they are members. These directors cannot hold any office of 

profit under the law. But they are entitled to fees and other benefits as may be fixed by the 

board. These directors have nothing to do with the day-to-day management of the company. 

Besides their directorship, they have no relationships with the company or its management 

which may influence their independent judgment. Non-executive directors may be of two 

types 

 
i.) Independent directors, and ii.) Nominee directors. 
 
Independent Directors 

Independent directors are those non-executive directors who have no linkage with the 

company except their directorship. They play the most important role in the independent 

judgment of the board. There is no universal definition of independent directors. The task of 

providing a satisfactory definition was assigned to the Committees on corporate governance 

in India. The Naresh Chandra Committee Report, 2002 came out with the most 

comprehensive definition of an independent director for the first time. The definition was 

adopted with a minor change in the Narayana Murthy Committee Report (2003). Based on 

these two Reports, SEBI has provided the following definition of an independent director in 

its latest guidelines on corporate governance for listed companies under Clause 49. 

An independent director is defined as a non-executive director of the company, who satisfies 

the following conditions: 
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a). Apart from receiving the director's remuneration, he does not have any material pecuniary 

relationships or transactions with the company or its promoters, directors, and senior 

management, which may affect his independence as a director of the company. He also does 

not have any such relationships with any of the subsidiaries and associates of the company, 

including its holding company. 

b) He is not related to promoters or persons occupying management positions at the board 

level or one level below the board. 

c)  He has not been an executive of the company in the last 3 financial years. 

d) He is not a partner or an executive or was not a partner or an executive during the last 3 

years, of any of the following: 

1.  the statutory audit firm or the internal audit firm that is associated with the company, 
and 

2. the legal firms or consulting firms that have a material association with the 
company. 

e) He is not a material supplier, service provider customer, or a lesser or lessee of the 

company, which may affect his independence as a director. 

f) He is not a substantial shareholder of the Company. This means that he does not own 2% 

or more of the block of voting shares of the company. 

According to the SEBI guidelines, nominee directors appointed by financial institutions shall 

be deemed independent directors of the company. The independent directors are independent 

in thinking and judgment. They do not depend on the promotion or the management of the 

company for their professional excellence or career growth. Obviously, they are in a better 

position to protect the interests of the shareholders and other stakeholders. At present, the 

universal opinion is in favour of the greater number of independent directors on the board as 

a test of good corporate governance. Recently, SEBI has made it mandatory for the listed 

companies with executive chairpersons to have at least 50% of the board members as 

independent directors. If the board is headed by a non-executive chairperson, at least 1/3rd of 

the directors should be independent. 

Nominee Directors 

Nominee directors are also non-executive directors. They come from outside. They are 

appointed by the financing institution as a part of their lending agreements. This is done to 

ensure that the activities of the company are conducted properly and the loans given to it are 

safe.  
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Financial institutions generally enjoy statutory powers to appoint nominee directors. For 

example, section 27 of the State Financial Corporations Act empowers the SFC to appoint 

nominee directors on the boards of assisted companies. Such directors are generally 

exempted from liabilities that arise due to the company's default or violation of the law. The 

terms of appointment of the nominee directors as well as the conditions for their removal or 

replacement are decided by the financial institution concerned. 

As stated earlier, the nominee directors will be treated as independent directors as per the 

latest guidelines of the SEBI on corporate governance. This goes against the earlier 

recommendations of expert committees on nominee directors. 

 
3.8. LET US SUM UP 
 
 
Directors occupy the top position in a company. They are the elected representatives and 

agents of the shareholders. They direct and control the affairs of the company on behalf of the 

shareholders for long-term value creation. For this, they enjoy extensive powers. But, all the 

powers of a company vest in the board of directors. An individual director cannot exercise 

any power unless authorized by the board. From the legal point of view, directors are treated 

as agents and trustees of the company. Therefore, they must act in the best interest of the 

company and its owners, that is, shareholders. The directors have certain statutory powers to 

exercise. The powers of the directors are: 

1) General powers of the board; 

i) Power to be exercised at board meetings; 

1) Other powers; and 

in) Powers to be exercised with the consent of the company in the general meeting. 

The directors have also certain duties to perform under the law. The duties are: 

a. Fiduciary duties; 

b. Duties of care, skill, and diligence, 

c.  Duties to attend board meetings; 

d. Duties not to delegate functions except to the extent authorized by the Companies Act, 

Articles, or Memorandum; 
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e.  Duty to disclose personal interests of directors; and 

f. Duty to uphold key values of corporate governance. 

It is important for the directors to exercise their powers and perform their duties prudently in 

keeping with the statutory and regulatory requirements. If they fail to do so, they, may face 

suspension from the board and even suffer penalties which may prove too costly for them.  

The directors also perform certain functions which are often described as their roles. The 

functions are: 

1. Promoting strategic thinking and providing strategic direction; 

2. Developing plans, policies, and programmes; 

3. monitoring and evaluating executive functioning and 

4. building a socially responsible company. 

The functions should be performed with reasonable care and skill in the interest of 

shareholders and society. 

Basically, directors are classified into two groups such as executive directors, and Non-

executive directors. Executive directors are selected from the existing whole-time executives 

of the company and non-executive directors are hired from outside for part-time services. The 

latter can be of two types (i) Independent Directors and (ii) Nominee Directors. Independent 

directors are in a position to take an impartial and objective stand on the future direction of 

the company and evaluation of executive performance. Nominee directors, appointed by the 

lending financial institutions, are now treated as independent directors in India. 

 
3.9. EXERCISES 
 
1. a. Show the main constituents of the corporate management structure at the top. 
    b. Elucidate the legal position of the directors of a company. 
    c. State the statutory qualifications of a company director. 

 
2. a. "The powers of directors are co-extensive with the powers of the company". Explain 
    b.  Describe the duties the directors should perform as representatives and agents of the 

shareholders. 
    c.  State the statutory qualifications of a company director. 
 
3. a.  Discuss the functions of directors. 
    b.  Explain the different types of directors. 
    c. Why have independent directors become so important to the corporate governance of 

companies? 
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UNIT:I - INTRODUCTION TO QUALITATIVE RESEARCH 

Objectives 

To know about the importance of research in the study of managerial problems. 

To understand the definition, nature and concepts of qualitative research. 
To understand the characteristics of qualitative research. 
To know about the differences between qualitative and quantitative research. 

To understand the advantages and limitations of qualitative reseach. 

Structure 

1.1 Introduction 

1.2.1 Definition 

1.2.2 Nature and concepts of qualitative research method. 

1.2.3 Characteristics of qualitative research method. 

1.3 Difference between qualitative and quantitative research methods. 

1.4 Advantages of qualitative, research method. 

1.5 Limitations of qualitative research method. 

1.6 Lets sumn up. 

1.7 Key Words. 

1.8 Self Assessment questions. 

1.9 Suggested readings. 



1.1 Introduction to Organizational Research Methods 

Research for management of a firm or its various disciplines like 

marketing. finance. human resources and production etc. requires 
procedures for solving managerial problems. Research in an organization 
also needs measures and steps to solve critical business issues. In short, 

it can be stated that research in an organization helps to solve various 

managerial problems alongwith advancement of knowledge to achieve 
organizational goal most effectively and efficiently. Thus, organizational 
research has to be useful and practical. 

In fact, in an organization research work may involve the 

understanding and explanation of certain issues of functioning of a firm; 
explanation of certain phenomena of the issues involved in the 

research work. Many research works may also involve the ways in which 
different organizations and managers do things. All these research 
activities have widened the scope of research in the management of an 

organization. 

Research in an organization can be done with the help of quantitative 
qualitative methods. Differences between these two approaches should 

be taken into account by a researcher, while carrying out the research 

study. In a simple manner words are considered as the unit of analysis 
in qualitative methods of research study whereas, quantitative methods 
tend to be linked with numbers. A researcher may select both or any of 

the two methods while carrying out organizational research works. In 

fact both qualitative and quantitative research methods are attached to 

two worldviews or paradigms. Qualitative research is guided by concepts 
from interpretive paradigm; whereas quantitative research is guided by 

concepts from positivist approach. 

Or 
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1.2 Concepts and characteristics of qualitative research 

Qualitative research covers a broad range of techniques and philosophies. 
In qualitative research a researcher uses a set of research methods that 
includes in-depth interviews, focus group discussions, observations, life 
histories, case studies, ethnography etc. Qualitative research methods 
also enable a researcher to understand the meanings and interpretations 

the research participants give to certain behaviour, objects and events. 

Here, the researcher also takes into account how the participants 

experiences and behaviour are shaped bý the context of their lives in 
relation to social, economic, cultural and physical context in which they 
live. Thus, a qualitative researcher must be open minded, curious, 
empathic. flexible and good listener to participants. 

1.2.1 Definition 

Based on the study of the researcher qualities; and methods of 

carrying out the qualitative research work; the term 'qualitative research' 
can be defined in the following words of Denging and Lincoln (2008). 

"Qualitative research involves an interpretive naturalistic approach to 
the world. This means that qualitative researchers study things in their 
natural settings attempting to make sense of; or interpret, phenomena 

in terms of the meanings people bring to them." 

The interpretive worldview of quali�ative research method has 
enabled (Deacon et al 1999) to describe it as "Exploring the way, that 
peope make sense of their social world and how they express these 
understanding through language, sound, imagery. personal, style and social 
ritusis. " 

1.2.2 Concepts 

On the basis of above definitions of qualitative research methods, now 
we will examine the basic concepts on which the qualitative research 

3 
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a, 

techniques are based on. There are three basic approaches on which the 

qualitative research methods' entire edifice is built on. Furthers a 

researcher taking the help of these research methods should have 

information and thorough knowledge of these three approaches while 

carrying out the entire research process. These approaches are namely: 

a The concepts of verstehen and understanding. 

b. The concepts of Etic and Emic Perspectives, and 

C. The concept of Reflexivity. 

The Concepts of Verstehen and Understanding 

In order to understand the interpretive approach of qualitative 

research methods, a researcher should understand the differences between 

'verstehen' and understanding. Major focus in qualitative research method 

is to understand behaviour, perceptions and experiences of both the 

researcher and that of the study participants. However, when the 

'understanding' of a research problem is interpreted from the frame of 
reference of the researcher, it is referred to as the term simple 

'understanding' of the problem. On the other hand when the problem is 
studied from those of study participants' perspectives the understanding 

of the issue, is referred to as 'verstehen'. 

The concept of 'Verstehen' was first used by Webes (1864-1920). 
In the words of Snape and Speneer (2008) Verstehen means "Studying 
people's lived experiences, which occur in a specific historical and social 

context". In fact. Verstehen' concept of qualitative research has aptly 
been described by Hennink. Hutter, Baily (2011) in following words, 
"It refers to understanding the life of the people whom you study from 
their own perspective, in their own context and describing this using 
their own words and concepts." 

Thus, the difference between the concept of understanding and 
yerstehen is based on understanding of the research issues from the 
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b. 

C. 

outsiders or researcher perspective; whereas"Verstehen' refers to 
understanding of the research problems from an insider's or study 
participant perspective. In fact, success of qualitative research occurs 
when there is a proper balance between understanding and 'Verstehen' of the research problem. A proper mix of these two sub-concepts, 
supports the interpretive paradigm of the qualitative research. 

The Concept of Etic and Emic Perspectives 
Quantitative data used in a research process are based on an 

outsider perspective and on objectivity, known as an 'etic' view. In case 
of 'etic' perspective the outsider's point of view, their opinions and 
belief are given more weightage. On the other hand the emic view the 
insider's point of view, perceptions and beliefs are of great importance. The differences between these 'emic' and 'etic' perspectives are taken 
from the subject of cultural anthropology (Pike, 1967). In short, the 
qualitative research study emphasizes that whether emic perspectives of 
the research issues are evident or not. 

The Concept of Reflexivity 

The researcher, who is carrying out the qualitative research work 
must be reflexive. The reflexivity approach deals with the social 
background and behavioural impact of the researcher on the research 
process. On the basis of this reflexive approach of the researcher: study 
participants reaction to the researcher and the research setting is 
determined. Better the reflexivity of the researcher to the research 
questions; greater is the coordination and cooperation from the study 
participants; which in turn leads to the success of the particular qualitative 
research study. Reflexivity also helps researchers to become aware of 
their own values, ideologies and self identity. Pillow (2003) has aptly 
stated that, "reflexivity is needed in order to legitimize, to validate and 
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to question the research process". Thus, the concept of reflexivity in 
qualitative research study enables the researcher to play a vital role in 
the process of research design, selection of study participant, data 
collection, data interpretation and presentation of the total research study 
problem. 

1.2.3 Characteristics of qualitative research 

A study of definition and various approaches to qualitative research 
method enables a researcher or a student of qualitative research 
methodology to understand its characteristics. The major characteristics 
of a qualitative research study have been described below: 

1. 

2. 

3. 

4. 

Involvement of the researcher 

In a qualitative research study the main 'research instrument' 
(Daymon & Hollonay 2002) is the researcher himself or herself 
who is closely associated with the study participants. 
Study Participants' Views 

In qualitative research study both the study participants subjective 
views of their social world and the researcher subjective influences 

to the research process, play a significant role in the study of a 
research problem. Thus, study participants desire to present various 
subjective perspectives is closely associated with the qualitative 
research process. 

Small sample is the morm : 

In a qualitative research study the researcher makes a deep 
exploration of the research problem to give detailed and holistic 
description and explanation. Thus, this kind of study require a small 
sample size as compared to a quantitative research study. 
Holistic focus of variables : 

Since qualitative researchers deal with a wide variety. of experiences, 
values, beliefs and practices of study participants in their own social 

surroundings, a number of variables are taken into consideration 
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5. Importance of Words : 

rather than one or two isolated variables. Thus, the qualitative 
researchers take into account a number of dimensions and 

relationships in term of references. 

7. 

6. Flexible in Approach 

8. 

Unlike quantitative research study, qualitative research focuses on 
words rather than on numbers. 

Often qualitative researcher starts a research problem study with a 
particular topic and an agenda; but as research work proceeds a 

number of issues or variables emerge from interaction with study 
participants. Hence, flexibility on behalf of the research is expected 
in case of such research study. The procedures, thus, adopted by 
the researcher has to be unstructured, spontaneous and adaptable to 

circumstances. 

Dynamic Process 

Qualitative research work always deals with dynamic phenomena 
rather than static ones. Hence, qualitative research process should 
be attuned to change, sequence of behaviours; and even in the 
transformation of cultures. 

Inductive then Deductive Approach : 

A qualitative research study begins with inductive reasoning and 
then as a result of a sequential process follows a deductive 
researching approach. In a nutshell, it can be said that a qualitative 
research begins to study the research problem with collection and 
analysis of data (induction); which is again followed by testing of 
these ideas by relating them to the literature and further data 
collection and analysis of data (deduction). Thus, a researcher first 
move 'inductively' from specific data to general patterns; and 
then moves on to further data collection and analysis of data through 
a sequential process deductively. 
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9. Study in Natural Settings : 
Qualitative research workS are carried out by a researcher in the 

study participants natural setting for example in their community 

or their offices or where they buy. 

1.3 Differences between Qualitative and Quantitative Research Methods 

Differences between qualitative and quantitative research approaches are 
based on interpretive and positivist paradigms respectively. In fact, the 
key differences between the two research methodologies have been 
discussed in the following table on the basis of the objective and purpose 

of the study, the conduct and stages of each approach: and finally on the 
research outcome of the two processes. 

Table 1: Major Differences between qualitative and quantitative 
Approaches 

Qualitative Research methods 

1. Research objective in this 

kind of research is to get a 

detailed understanding of 

underlying reasons, beliefs and 

motivations of study participants. 

2. The major purpose of a 

qualitative research study is 'why' quantitative research approach is to 

measure, count and quantify a of a phenomena or 'what' is the 

process of carrying out the 

research study etc. 

Quantitative research methods 

1. In this type of research method 

the research objective is to quantify 
data and extrapolate results to a 

broader population. 

data are words, not numbers. 

2. The major purpose of a 

problem. 

3. In qualitative research approach| 3. In quantitative research approach 
data are numbers. 



Qualitative Research methods 

4. In qualitative rescarch study 

small number of participants are 

selected purposively and non 

randomly. They are known as 

interviewees. 

data collection is done through 

in-depth interviews, group 

discussions and observation. Data 

analysis is interpretive. 

Quantitative research methods 

5. Under qualitative research study 5. Data collection in this method 

4. In quantitative rescarch study a 

large sample size representative of 

the problems are selected. They 

are commonly referred to as 

respondents or subjects. 

followed by a need to identify 

and explain behaviour, beliefs or 

particular actions of study 

participants in natural settings. 

is done through opinion polls, 

population surveys, exit interviews 

etc. Here the method of analysis is 

6. Quality of data in this case is 6. Quality of data is authenticated 

made through authenticity, for this through validity that is measuring 

statistical. 

and reliability that response 

7. In qualitative research study the 7. In quantitative research study 

result of research is aimed at the outcome of the research work 

consistency. 

developing an initial understanding is related to identify prevalence, 
averages and patterns in data 

collected for the research purpose. 

triangulation approach is adopted. what is intended to be measured 



Thus, in a nutshell, it can be said that the purpose of quantitative 
research is to quantify a research problem. This stage is followed by a 

decision to measure and count the issues. This is further followed by 
generalization of the findings to a broader population. On the other 
hand, qualitative research works deal with the process of either 
understanding or explaining behaviour and beliefs of study population. 
known as participants as they participate in research activities. This is 
followed by identification of processes and the context of participants' 
experiences. 

1.4 Advantages of qualitative Research Methods 

Qualitative research has a wide range of applications. Its various methods 
are used for getting an in-depth understanding of the research problems 
that take into consideration the perspectives of the study population, 
their beliefs, values, social and cultural norms; and other complex social 
issues. In short, the advantages of qualitative research study are described 
below: 

Firstly, it helps in understanding the beliefs opinions emotions from 
the perspective of the study participants which is also known as 
'verstehen' approach. It also helps in analyzing and explaining their 
views and behaviour in respect of certain situations. 

Secondly, Qualitative research also helps in understanding the 
processes by which study participant make decisions, run a business 
etc. It also explains how people under study give meaning to their 
experiences. 

Thirdly, the social interactions among the study participants 
easily be understood with the help of such types of research 
techniques. 

can 

Fourthly, the advantage of a qualitative research process provides 
an in-depth and detailed nuance and context to the research 

questions. 
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Finally. many sensitive social issues and problems can be studied 
and their remnedies can easily be identified with the help of 
qualitative research methods. 

1.5 Limitations of qualitative research techniques 
Qualitative research techniques are not free from limitations, to0. In 
fact, Bryman (2001) has identified four common; but major criticism of 
qualitative research methods. These limitations are the following: 
i) Too subjective : 

Qualitative research techniques are commonly accused to be too 
subjective. However, subjectivity of such research techniques can be 
overcome by establishing authenticity of these approaches through 
'triangulation'. 

ii) Lack of Transparency : 

Absence of transparency is one of the major criticisms of qualitative 
research methods as stated by Bryman (2001). Bryman is of the opinion 
that researchers, who employ qualitative research techniques, often fail 

to provide transparency in selection of samples; collection of data and 
analysis of data thus collected. 

iii) Problems of Generalization 

In many cases qualitative resecarchers use small sample size, which is 
not representatives of a larger population. As a result of this, outcome 
of the research study is restricted in its conclusions. 

iv) Difficult to Replicate : 

Since the qualitative researcher's work is the main research instrument 
clarity of the study becomes difficult. Thus, the replicability of a 
qualitative research study is established by a careful articulation of the 
steps taken in the entire research process. 
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1.6 Let's Sum Up 

Managerial problems of an organization or other related issues can be 
very well studied with the help of research studies. These research studies 

are generally carried out with the help of either quantitative or qualitative 
methods, or combination of both the approaches. In the present unit; 
definition, concepts characteristics, advantages and limitations of 
qualitative research approaches have been discussed in detail. In 
subsequent chapters qualitative research methods, tools of qualitative 
data collection, analysis and interpretation of data collected and other 
issues will be discussed in detail. 

1.7 Key words 

Interpretive, Positivist, Reflexibility, Verstehen, etic and emic views etc. 
1.8 Self Assessment questions 

1. Define qualitative research and discuss its various concepts. 

2. 

3. 

4. 

What are the major characteristics of qualitative research methods? 

2. 

What are the major research advantages and limitations of qualitative 
research methods? Discuss. 

Write short notes on the following: 

4 

a) Verstehen 

b) Deductive and Inductive approaches 

1.9 Suggested Readings 

c) Etic and Emic perspectives. 

1. Carson David; Gilmore Audrey: Perry Chad and Gronhaug Kjell: 
Qualitative Marketing Research, Sage Publications Ltd; New Delhi. 
2001. 

Daymon Christine; Holloway Immy: Qualitative Research Methods 
in Public Relations and Marketing Communications, Routledge, 
London, 2002. 

3. Hennink Monique; Hutter, Inage: Baily Ajay, Qualitative Research 
Methods, Sage Publications Ltd; New Delhi, 2011. 

Sayre Shay: Qualitative Methods for Marketplace Research, Sage 
Publications, New Delhi, 2001. 
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     UNIT 2 - QUALITATIVE RESEARCH APPROACH :      
                                      CASE STUDY METHOD 
 
Objectives 
 
Objectives of this unit are the following: 
 

i. . To understand the nature, definition and characteristics of case study method 
ii. To know about the various types and sources of data for case study method 
iii. To understand the stages on the development of a case study method 
iv. To throw light on crucial factors to be considered for developing a case. 
v. To know about both the advantages and disadvantages of a case study method. 

 
Unit Structure 
 
2.1 Introduction 
2.2 Definition, types and characteristics of case study method 
2.3 Sources of Case Data 
2.4 Stages or Steps in Case Development 
2.5 Key factors for developing a Case 
2.6 Limitations of a Case Study Research Method 
2.7 Let's Sum Up 
2.8 Key Word 
2.9 Discussion Questions 
2.10 Suggested Reading 
 
2.1.  Introduction 

 
Case studies are used both in qualitative and quantitative research approaches Case study 

usually deals with an intensive exploration of a location or an organization or a marketing 

campaign by the researcher. Case study method in qualitative research takes into account both 

deductive and inductive approaches in solving a research problem. In fact, case studies differ 

from other qualitative research methods because of their in-depth and specific focus on a 

research problem. Because of the specific nature of having holistic approach to a research 

problem, case are familiar means to marketing educators and students as "a teaching device" 

(Carsan, Gilmore et.al) 

2.2.  Definition, types and characteristics of case study method 

 

Among many available methods of qualitative research case study provides an in depth and 

thorough might into the case of a research problem and devising methodology or means to 
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solve the problem. Case study follows a naturalistic and realistic culture based data collection 

methods. No doubt based on this quality of case study, Shay Sayre (2006) defined case study, 

"as a closed and integrated system off patterned behaviour. In the words of Christine Daymon 

and Immy Hollaway. "Case study inquiry enables a researcher to collect rich, detailed 

information across a wide range of dimensions about one particular case or a small number of 

cases." A good case study highlights a number of factors operating and influencing a particular 

research problem 

 

Thus, there is no doubt that in sociology, anthropology, organization and marketing studies, 

cave studies are given a central role in research activity. Here case study helps to generate 

theory, test theory and in providing a new insight into the research problem, which has hitherto 

not been done by any other qualitative methods of research. 

 

2.2.1 Types 

 

In qualitative research three types of cases are used for research purpose (Shay Sayre 2001). 

These three types of case are given below in figure I 

Now we will examine each type one by one 

i. Intrinsic Case Study 

This type of case study is carried out by a qualitative researcher to have a better understanding 

of a particular research problem or a topic of interest. It is not concerned with theory building 

exercise or understanding of a phenomenon 

ii. Instrumental Case Study 

In this type of case study method the problem is examined with a perspective to provide insight 

into an issue or to refine an existing theory. The case is secondary as it facilitates the 

researcher's understanding of something else. 

iii. Collective Case Studies 

In this case several instrumental studies are conducted independently. These studies are taken 

into account as they may have bad to better 'understanding of larger issues" (Shay Sayre :2001) 

or problems. These cases help a researcher to identify distinctive features by exploring 

similarities and contrasts between the cases (Holloway 2001). A researcher studying multiple 

cases must give a detailed description of each case. identify themes within the case and then 

follow by a thematic analysis across the cases. A researcher is supposed to give an 

interpretation together from the lessons learned from these cases, identify themes within the 
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case and then follow by a thematic analysis across the cases. A researcher is supposed to give 

an interpretation together from the lessons learned from these cases. 

2.2.2 Characteristics: 

After going through the types of case method, one should be aware of major characteristics of a 

case method. The major characteristics are: 

1. Deep Exploration : Case method provides a deep exploration of a problem 

2. Real Life Events: Case method gives focus on real events. The problems or events are 

studied in their real-life context 

3. Research Boundary: In a case method the problem is bounded by time and place. These 

two factors of time and place should be considered seriously by the researcher 

4. Longitudinal Study: In case study a longitudinal study of events is done. Here, the events 

are studied both in their present and past perspective. 

5.  Multiple Information Sources: In order to make a case study successful multiple sources 

and view points are to be considered by the researcher. 

6. Detailed Study: Case study research should be done in a detailed and descriptive manner. 

Absence of detailed and descriptive study may lead to the loss of a number of contexts or 

issues; by the researcher at the time of compilation of the case. 

7. Holistic view: Case study method gives a holistic view to the research problem. This can be 

done significantly by exploring relationships and connections between the issues and contexts 

8.  Useful Theory building: A good case study helps in theory building. Not only this, the 

application of theory in a problem solving can be tested on the basis of information in the case. 

 

2.2.3 Benefits of Case Method: 

On the basis of the study of the characteristics and types of a case method, its benefits can be 

understood. The major benefits of cases are the followings: 

i. First of all, it provides the researcher with real life problems faced by an organization, a 

consumer or an event. 

ii. Secondly, in relation to real life problem, the researcher also comes into term with the real 

life environment like corporate culture, consumer lifestyle etc. 

iii. Thirdly, case study enhances the application and testing of a theory. It also helps in the 

generation of a theory. 

iv.  Finally in case study research method, a number of qualitative and quantitative data are 

taken into account. Thus, it involves a variety of data collection and analysis activities. These 
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tasks help a researcher to use the effective triangulation approach for the validity and reliability 

of the information, thus, collected qualitatively. 

 

 

2.3 Sources of Case Data 

 

A qualitative researcher before developing the case study of a problem must collect 

information relevant to the particular case from various sources. In the words of Shay Sayre, 

"case research relies on five key sources to provide information." These five major sources are 

given in the following figure 

 

 

 

Now we will discuss each sources of case data briefly 

1. Archives of Organizations 

Every organization maintains the records of the financial, marketing. production, human 

resources and corporate happenings. The firm also maintains records of their competitors' 

functional activities too. These data are kept usually in both electronic and paper formats. It 

becomes essential for a, researcher to go through these records in preparation of a case study, 
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2. Literature on previous research 

A researcher should also take into consideration the literature available on related previous 

research work while developing a case. This will enable the researcher to generate research 

questions and hypotheses Literature survey also helps the researcher to identify consistencies 

and conflicts of data generated during the process of the case development. 

3. Written questionnaire from respondents 

In case of a big corporate organization, the number of respondents are large. Further, interview 

of key executives and staff members scattered over a large geographical area often becomes a 

difficult task for a researcher. Under this circumstances, collection of information and 

necessary data through written. unstructured and open ended questionnaire becomes quite 

handy. A qualitative researcher must have the required skill to decode the answers of the 

respondents. 

4. Interviews of the key personnel of the organization 

Well prepared interview protocols are required to interview key personnel of the organization 

in case development. Interview of key personnel by the researcher yields in-depth 

understanding of the problem, organizational conflict, organizational culture etc. Moreover, 

success of the case thus developed depends on the right and insightful interpretation of the 

problems by the researcher. 

5. Observation by researcher 

Observation is an important tool for understanding the process and levels of conflict in an 

organization. This becomes more evident, when the researcher acts as a participant. 

 

2.4 Stages or steps in Case Development 

 

Once the sources of collection of case data are identified by the researcher, stages in the 

development of a case become easier to manage. A researcher goes through following five 

stages in developing a case. The stages are given in a sequential manner in the following 

figure: 
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Now we will examine each stage briefly 

Stage 1: Background Information Collection 

A researcher before developing a case on an organization or event must collect background 

information on the subject. Most widely used practice is to check out internet sites and go 

through articles, reports in print media like books, journals. magazines, newspapers etc. On the 

organization or event prior to a visit to the site by the researcher this process enables the 

researcher to understand the company or the event properly, and helps in identifying what type 

of information will be required to be collected from the site of happenings. 

Stage II: Contact the organization 

In the second stage the researcher should contact the organization. Here it is the best practice to 

contact the Public Relations department or the Communication cell of the organization under 

study by the researcher. The researcher should explain to the key personnel of the PR or 

Communication development of the firm about the objectives of the research study, the number 

of key personnel both in management and staff categories to be contacted and interviewed, 

number of meeting and sittings to be arranged etc. 

Stage III: Data Collection at the organization or site 

In this stage the researched should interview key company executive, staff and employees. He 

should also go through company publications, such as newsletters. annual report, advertising, 

customer feedback reports etc. The research should contact data from the customers, suppliers 

and intermediaries from the market too. 
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Stage IV: Analysis of Data 

After collection of data by the researcher the stage of analysis of data comes. The researcher 

should review notes and transcript with proper scrutiny. This is done until options for solutions 

to the research problem under study emerge. 

Stage V: Writing of the Case 

This is the final stage in case development process in respect of particular research question. 

The researcher should write the case in a build narrative style. Here the written approach 

should be a move from general to the specific one by the researcher. 

 

2.5 Key factors for developing a case 

 

In order to develop a case and at the time of writing the case, the researcher should take into 

account a number of factors. These factors are given below 

a. Setting 

b. Research focus 

c. Place 

d. Time 

a. Settings 

In developing the case study, researcher must take into account the convenience or accessibility 

of the site. The setting should be one that requires the least travel and the least expensive one. 

The researcher should have the easiest access to the site. Further. the setting should be unique 

in nature, related to the problem and suitable to the researcher 

b. Research Focus 

When a researcher is aimed at developing a case study related to study a particular 

organization, particular person or a particular event then the first step in research focus should 

be on purposeful sampling. Further, in case of developing a case on a particular event or 

business programme the significant or unusual events related to the happenings should be taken 

into consideration. This should be supplemented by the everyday goings on in case of a person, 

event or an organization. Thus, research focuses is very much essential for a researcher to 

develop a proper case study. 

c. Place 

While developing a case for a particular research problem the researcher should be able to 

identify and write about the relevant boundaries of place and time. (Dayman and Holloway 

2001) have written about these two factors in following words "Imagine the case as a "picnic 
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basket" where everything inside the basket is the subject of a researcher's investigation, and 

everything outside is excluded", 

 

Further, while dealing with an organization, the place is the firm itself. Here the researcher 

should select its 'social boundaries which means membership of the staff or the executives and 

the formal structure of the firm, as they put in together give the organization a district identify. 

Along with social boundaries, the firm's 'physical boundaries too should be taken into account. 

They are the building, sites or structure of an event etc. 

d. Time  

The researcher developing a case should decide about a clear beginning and end of the study, 

that is the time frame for the study is an essential ingredient. In relation to time, the researcher 

should decide whether to take into account a specific event or a number of occurrences of a 

specific incident into consideration. This particular focus on time is one of the most important 

advantages of a case study. 

 

2.6. Limitations of a case study research method 

 

Inspite of a number of advantages, case study method in qualitative research too has some 

disadvantages or limitations. 

 First, limitation of a case based research method is that it has little information. So the 

idea in case writing should be given enough information for making right decisions: 

rather than giving every detail of the happening 

 Second, problem relates to the focus on a single issue. In case study, research is 

difficult to write about a broad range of issues concerned with an event or an 

organization. 

 Finally, limited generalization is one of the major criticism of case study research 

method. Hence, a case should offer a rich portrait of the problem to the readers. Geertz 

(1988) has stated in this regard that "readers of case study should be made to feel as it 

they have been there with the researcher in research, seen what the researcher has seen 

and concluded what the researcher has concluded. 

 

2.7 Let's Sum Up 

In this unit we have studied the importance of case study method in qualitative research study. 

The direct, holistic and lucid approach of case study has made it very popular among 
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management educators, researchers and students as an important research and academic tool. 

Further, in this unit the various type of case study, stages in the development of cases, its 

characteristics and advantage alongwith its limitations have been discussed. In subsequent units 

other major methods of qualitative research approaches will be studied. 

 

2.8 Key Words 

 

Intrinsic case study : This type of case study is carried out by a qualitative researcher to have 

a better understanding of a particular research problem or a topic of interest 

Collective case studies: In this case several instrumental studies are conducted independently. 

These cases help a researcher to identify distinctive features by exploring similarities and 

contrasts between the cases 

Instrumental Case Study :  In this type of case study method the problem is examined with a 

perspective to provide insight into an issue or to refine an existing theory.  

Sources of Data : A qualitative researcher before developing the case study of a problem must 

collect information relevant to the particular case from various sources 

 

2.9 Discussion questions 

 

1. What is a case method? What are the various types of a case method? 

2. What are the characteristics of a case study method? 

3. Discuss the major sources of information for case study data. 

4. Discuss the major stages in a case study development process. 

5. What are the major advantages and limitation of a case study method? 

 

2.10 Suggested Reading 

 

1. Carson David: Gilmore Audriy: Perry Chad: and Gronhaug Kjell: Qualitative Marketing 

Research. Sage Publications, New Delhi, 2001. 

2. Dayman Christine; and Holloway Immy, Qualitative Research Methods in Public Relations 

and Marketing Communications, Routledge London: 2002. 

3. Sayre Shay: Qualitative Methods for Marketplace Research. Sage Publications, London, 

2001. 
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 QUALITATIVE RESEARCH APPROACH : ETHONOGRAPHY             
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3.7. Key Words 
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3.0 Objectives 

Objectives of this unit are the following 

i) To understand the nature and characteristic of ethnography study. 

ii) To know about the types of the ethnography research. 

iii) To study the steps involved in the ethnography research study. 

iv) To understand the relative advantages and disadvantages of ethnography study. 

 

3.1 Introduction 

 

Ethnography method of qualitative research has its roots in anthropology and sociology. This 

method is used to describe a society, group or culture. In fact, the main objective of 

ethnography study is to answer research questions related to understanding and describing a 

group of interacting people. This function of ethnographical research has been described by 

Sanday (1979) in following words. "Essentially, the researcher becomes immersed in the 

group, that is, goes native and lives with a small group of people in a specific setting to record, 

categorize and code what is going on to provide a holistic picture  of the group . In a nutshell, 

it can be said that ethnography approach in qualitative research helps in collection of such a 

data that is deep, rich and thick in content. 
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Ethnography research thus is the art and science of describing a company, target audience or 

consumer culture. It also helps in the study of organizational culture taken up by managers of 

an organization. This method also facilitates a researcher to describe a wide variety of social 

groupings such as street gangs. professional gamblers, doctors and nurses in hospital 

emergency wards etc. Thus, as a qualitative research approach; ethnography may be used by 

researcher on its own or combined with other qualitative research approaches such as discourse 

analysis or grounded theory. 

 

3.2 Definition, Nature and Characteristics of Ethnography 

 

The word ethnography has been derived from Greek, which means a description of a people or 

literally, the writing of culture" "(Atkinson 1992). In the words of Christine Dayman and Immy 

Holloway. "It is a dense and detailed account of experiences and the patterns and connections 

of social relationships that join people together." 

 

Ethnography study having its roots in anthropology is based upon culture as an organizing 

concept. Thus, in this method of qualitative research ethnographers or researchers use a mix of 

observational and interviewing tactics as well as document analysis to record the behaviours 

and communication of people in particular social settings. Here, researchers immerse 

themselves in a group or community for an extended period of fieldwork. They also observe 

and ask questions about the way in which people interact, collaborate and communicate in 

regular ways among themselves as well as with the researchers. 

 

Thus, ethnographers must possess the skills of investigative reporters or detectives. However 

unlike the reporters and detectives, who try to find out the sensational matter. ethnographers 

seek out the routine. 

 

In short ethnography study is carried out to understand the organizational structure. culture and 

problems in a particular setting. In respect of marketing this method can be very useful in the 

studies of brand loyalty and experiences of consumer, interpretation of marketing 

communications, internal communication, inter-personal and cross cultural communication etc. 
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Further ethnographical study requires an extensive period of research by the researchers. Here, 

the researchers are required to be immersed in a research activity in a group or community 

context for a long period. 

 

Another nature of this kind of research is that its report contains a "thick description" (Geertz 

1973). It means going beyond recording of facts about what participants are doing. It should 

contain a dense and detailed account of experiences, followed by the patterns and connections 

of social relationships that join people of the particular social group together. 

 

Based on definition and nature of all ethnographic studies, their overall characteristics are 

common. Hammersley and Atkinson (1983) have described following major characteristics of 

an ethnography study: 

1. Small Group: In ethnography the behaviour of people in a small group is studied. The study 

of this particular small group is carried out in its every day setting and contexts. 

2. Researcher Participation: The researcher participates in the small social group for a long 

period. Here, the researcher has to live two simultaneous lives. First he or she participates as an 

insider or participant in the group and then he or she acts as an outside observer of the said 

group. 

3. Information sources: In ethnography study informal interviews and observations are the 

two major sources of information. Other secondary sources of information like literature, 

organizational journals, annual report etc. are also taken into consideration. 

4. Data collection:  Here all data are collected in a relatively unstructured way. Thus, 

flexibility in collecting data related to everyday life of the people under study is an essential 

part of ethnographic research. 

5. Thick Description : In ethnographic research thick descriptions of the group under study are 

collected. These rich descriptions of the group are thoroughly analysed to extract the meanings 

and functions of the group's behaviour by the researcher. The report thus prepared contains 

both verbal description and explanations. 

 

3.3. Types of Ethnography 

According to Sarantakos (1998) and Thomas (1993), there are two types of ethnography. They 

are described below: 

 

i. Conventional or descriptive ethnography 
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ii. Critical Ethnography 

 

i. Conventional or Descriptive Ethnography: This method focuses on the 

description of communities or groups. The group members behavioural patterns, 

categories and typologies are based on a thorough study of the activities of 

everyday life of the group and its members. 

ii. Critical Ethnography : It is meant to cause a change in the setting it investigates. 

In fact, critical ethnography study involves a study of macro- social factors and 

examines common sense assumptions and hidden agendas. It is very useful in 

studying the buying behaviour of rural consumers. 

However, whatever type of ethnography study a researcher may select depends on the 

phenomenon or the group under study. The types of ethnography study are given herein 

 

 

3.4 Steps in Ethnography Study 

 

Ethnographic qualitative research study is carried out in multiple stages and sub-stages. These 

stapes, along with substages can be broadly discussed as under: 

Stage 1: Data Collection Method 

In ethnographic data collection participant observations and interviews play vital roles. 

Ethnographers study what people do, where they do in a significant manner. However 

documents are also used extensively in ethnographic study. 

i) The first substages of data collection method is widely known as fieldwork. In fieldwork 

following issues are to be considered by a researcher extensively: 



28 

 Researcher should explore the nature of a particular social phenomenon. 

 The data should be collected in an unstructured way. 

 The sources of data collection should be multiple. However two major sources should be 

observation and informal conversation. 

 The data should be collected in settings where phenomenon or events take place. 

 Focus of the study should be on one culture, organization, one group. 

 The researcher should work closely with native informants or the participant from that 

particular social group under study. 

 The researcher's perspective should be both etic and emic. However emphasis should be more 

on emic perspective. 

 Symbols and rituals of the social group understudy should be taken into consideration. 

 ii) Sampling:  One of the difficult task of ethnography study is selection of reliable 

informants. Successful interview in case of such type of qualitative study depends. on the 

interactions between informants and ethnographers. 

 

Unlike randomized subjects used in case of quantitative studies, ethnographers generally use 

purposeful sampling technique. Here an ethnographer first selects a specific group and setting 

for research. Afterwards criteria to select who and what will be studied are decided. Key 

informants' are selected by the researcher in a manner to make sure that they are representative 

of the group under study. Further, it is to be maintained that they have been in the group for a 

longer period of time to have expert knowledge about the group's rules, routine and culture. 

 
Apart from the above mentioned criteria the time and context are also to be considered by the 

researcher. In order to make the findings reliable and valid, a researcher must make steps to 

observe the group at different times of the day and different days of the week. 

 

Further peoples’ behavior is influenced by situation factors ; it is essential in sampling 

procedure of ethnography study to take into account the context. 

 

iii) Participant observation :  In ethnography the researchers act as the major research tool. 

Since the research is carried on for a pretty long period of time the researcher should become 

part of the culture. As a participant observer the researcher should observe participants actions 

and the ways in which they interact with each other. The gist of the theme is that the researcher 

should go native (Shay Shayre 2001). 
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iv) Taking Field notes: In ethnographic work making field notes is an essential step. In fact in 

the words of Emerson. Fretz and Shaw 2001, field notes are a form of representation a way of 

reducing just observed events, persons and places to written accounts." In field notes 

interviews and observations are recorded for analysis of data and writing the report. According 

to Spradley (1979) there are four types of field notes. They are given below. 

 

a. The Condensed Account 

b. The Expanded Account 

c. The Fieldwork Journal 

d. The Analysis and Interpretation notes 

 

a. The Condensed Account: Condensed accounts are made in the field during the time of data 

collection. They are short descriptions of the fact in nature. Here members of the group give an 

account of important events from their perspective to the researcher. 

 

b. The Expanded Account: These accounts helps the researcher in extending their 

observations and other contents of field notes. If a researcher fails to make any recordings 

during data collection, "the expanded account should be written as soon as possible after any 

observation or interview session" (Holloway and Daymon 2001) 

 

c. The Field work journal : It is the note which a researcher prepares during fieldwork. Here 

the researcher writes down his/her reactions, biases and problems during fieldwork. 

 

d. The Analysis and Interpretation notes: These are the write ups, which the researcher 

should make during the observations and interviews along with his/her analysis and 

interpretation of the happening noted in the field notes. 

Other than these notes the researcher must use other ways of recording events and behaviour of 

group members under study in the form of tapes, films, photos, flow charts and diagrams. 

 

 iv).Online Data Collection: Another emerging area for ethnographic study is the study of 

"Virtual Communities' (Daymon and Holloway: 2001). In this connection Ward (1999) has 

made a study on virtual communities. According to her shared meanings that were held by 

participants on Websites should be examined an online data collection method. In this method 
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both participants as well as researchers ask questions to each other. Finally, the interpretation 

of data is left open to a process of constant renegotiation by both researcher and researched. 

 

Stage II: Data Analysis 

After going through the 1st stage of data collection in ethnographic study the stage II of data 

analysis commences. The stage of data analysis "includes a reflective activity that results in a 

set of analytical notes." (Shay Sayre 2001). At this stage the researcher organizes the collected 

notes, transcribes the interviews, develops the photographs taken etc. Thus the collected data 

become the text for analysis. 

In other words, the processing of raw data begins with coding of the texts by the researcher. 

Here the researcher tries to find out patterns, themes and connections between ideas. Further in 

this stage the researcher intertwines the task of data analysis with that of interpretation; so that 

an insight into data collected can be made by attaching meaning to them. Here, the researcher 

takes into account both the emic and etic perspectives into consideration while analyzing the 

data. The 'etic view helps the researcher to develop a scientific and conceptual framework. It 

also acts as a system of categories for the researcher's observation, on the other hand, the 'emic' 

view provides insider's view of the reasons why people of the group under study act in a way as 

they do. In fact, it supports the etic perspective, too. 

 

Stage III: Report Writing 

In ethnography study the report can be written in different styles and formats. Since 

ethnography study is a story of interactions, events and communicative actions between the 

group members of a cultural group under study it can be written in the form of a story or as 

Van Maanen (1988) states as a tale'. This story writing can be done in the following different 

forms: 

a. The Realist Tale 

b. The confessional Tale 

c. The Impressionist Tale 

 

Holloway (1997) discussed these 'tales and ideas of Maanen in a specific manner. The gist of 

Holloway's ideas goes like this, 

a. The 'Realist Tale' is written in the third person, as the ethnographer is excluded from the 

text. This provides the details of everyday life of the social group and the ordinary life and 
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routines of the informants of the group under study. This kind of text writing as Holloway 

states gives a 'natives' point of view, and provides objectivity and neutrality to the story. 

 

b. Confessional Tales: Contain the detailed account of techniques and strategies of the 

ethnographer in the field. The ethnographer while writing the story uses very personal language 

in this case and writes in the form of a confession. Even his biases and stances, while carrying 

out the field work is mentioned in this type of writing. Thus, the tale thus emerges is 

confessional, transparent and lucid in nature. In short it is very much authentic and acceptable 

among readers. 

 

c. The Impressionist Tale: This kind of tales are creative, contextual and artistic (Holloway, 

1997). The researcher, in this tale gives himself/herself a place in this story as a fieldworker. 

The culture under study is presented in a creative and imaginative way (Holloway). Success of 

the researcher as a writer depends on his/her ability to draw the readers into the story so that 

the latter ones will be able to learn about the culture of the group under study. 
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3.5 Advantages and Disadvantages of Ethnographic Study 

 

 In ethnographic study the first advantage is that the researcher not only observe the 

behaviour of a cultural group, but also shares the experience of the research 

participants. 
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 Secondly, ethnography study is used as an important research tool by the researcher 

when researching consumers in other culture since he/she does not put his/her opinions 

directly on a stranger, which is considered to be an inappropriate behaviour. 

 

 Finally, it helps in giving a 'thick' and 'rich' description of a cultural group to the readers 

of the report. 

 

 The first and foremost disadvantage of this study is the time taken to develop trust 

among members of the group under study. 

 

 Secondly, the researcher should have the necessary skill to develop rapport and trust of 

the group understudy. 

 

 Finally, generalization in this kind of study is not possible. This happens because the 

researcher tries make statements based on a particular study to other similar situations. 

However this is not possible as findings from one sub culture or one setting cannot be 

made applicable to other settings automatically. 

 

3.6.  Let us Sum Up 

 

In the present unit we have studied the ethnography research approach in qualitative 

methodology. This is a kind of a research technique which is originally used by anthropologists 

and sociologists to gather information on how people in a group under study interact with each 

other on a daily basis. In this method a researcher is required to become one of the members of 

a specific group under study for a longer period of time. This enables the researcher to 

understand the values and attitudes of the members of the group and the group as a whole 

clearly. 

Further in this method a researcher is expected to keep a track of the group and its individual 

member's behaviour by taking down notes and if possible by collecting videographic or 

photographic evidences. This part has been discussed in the data collection method of 

ethnographic study. Further, the nature, characteristics, advantage and disadvantages of 

ethnographic research work have been discussed in this unit. Moreover, the ways of writing the 

report in the framework of a 'tale' or story has been discussed in the present unit too. 
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3. 7 Key words 

Ethnographic study :  Ethnography study is carried out to understand the organizational 

structure. culture and problems in a particular setting 

 Condensed Account: Condensed accounts are made in the field during the time of data 

collection. 

The Expanded Account: These accounts helps the researcher in extending their observations 

and other contents of field notes. 

.The Field work journal : It is the note which a researcher prepares during fieldwork 

The Analysis and Interpretation notes: These are the write ups, which the researcher should 

make during the observations and interviews along with his/her analysis and interpretation of 

the happening noted in the field notes. 

. 

3.8 Self Assessment Question 

1. Define the term ethnography? What are the major characteristics and types of ethnographic 

study. 

2. What are the major stages involved in the ethnographic study? 

3. What are the major components in the data collection procedure in a ethnographic study? 

Discuss. 

4. How the ethnographic field work notes and report writing of the study are carried out? 

Discuss 

5. Write short notes on the followings: 

a. Advantages and disadvantages of the ethnographic study. 

b. Maamen's concept of story writing or preparing tales for ethnographic research. 

 

3.9 Suggested Readings 

 

1. Daymon, Christine and Holloway: Immy: Qualitative Research methods in Public Relations 

and Marketing Communications, Routledge Publications, London, 2001. 

2. Kolb, Bonita; Marketing Research: A practical Approach, Sage Publications. New Delhi 

2008. 

3. Sayre: Shay: Qualitative Methods for Market Place Research. Sage Publications, New Delhi, 

2001. 
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                     All India Council for Technical Education
                                         (A Statutory body under Ministry of Education, Govt. of India)

                                      Nelson Mandela Marg,Vasant Kunj, New Delhi-110070  Website: www.aicte-india.org

APPROVAL PROCESS 2023-24

No Objection Certificate (NOC)

F.No. Eastern/2023-24/1-43453302453                                     Date: 10-Jun-2023

To,
The Vice Chancellor/Director,
CENTRE FOR DISTANCE AND ONLINE EDUCATION THE UNIVERSITY OF BURDWAN
GOLAPBAG, BARDHAMAN,
BURDWAN, BARDHAMAN,
West Bengal, 713104

Sub: No Objection Certificate for Open and Distance Learning (ODL) / Online Learning (OL) 2023-24 to 2027-28

Madam / Sir,

In terms of the provisions under the All India Council for Technical Education (Grant of Approvals for Technical Education) Regulations, 2020 notified on
4th February 2020 and amended on 24th February 2021 and norms standards, procedures and conditions prescribed by the Council from time to time, I
am directed to convey the no objection to :

Permanent Id 1-43453302453 Application Id 1-43453302453

Name of the 
Institution/University

CENTRE FOR DISTANCE AND ONLINE 
EDUCATION THE UNIVERSITY OF 
BURDWAN Name of the Society/Trust

CENTRE FOR DISTANCE AND 
ONLINE EDUCATION THE 
UNIVERSITY OF BURDWAN

Institution/University 
Address

GOLAPBAG, BARDHAMAN, BURDWAN, 
BARDHAMAN, West Bengal, 713104 Society/Trust Address

GOLAPBAG, BARDHAMAN, 
Burdwan, Bardhaman, West Bengal, 
713104

Institution/University Type State Government University Region Eastern

For conduct of following Courses in ODL mode for the Academic Year 2023-24 to 2027-28*

Sr. No. Program Level Course (Specialization) Center Number of Seats

1 Management POST GRADUATE Management Center 1 120

http://www.aicte-india.org


Application Number: 1-43453302453 Page 2 of 2

Note: This is a Computer generated Report. No signature is required.  Letter Printed On: 14 June 2023

The University/Institute shall obtain necessary approval from University Grants Commission (UGC) as per the prescribed schedule and procedure.

The Administration/ Management of the University shall strictly follow further conditions as may be specified by the Council from time to time. The Council
may withdraw the No Objection Certificate (NOC), in case it observes any violation of said ODL/OL regulations, mis-representation of facts and submitting
factually incorrect information.

Prof. Rajive Kumar
Member Secretary, AICTE

Copy to: 
1. Secretary, University Grants Commission

2. Guard File(AICTE) 

** Individual Approval letter copy will not be communicated through Post/Email. However, a consolidated list of Approved Institutions(bulk) may be downloaded
from the respective login id's.
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Government of West Bengal

Department of Higher Education, Science and Technology and Biotechnology
College Sponsored Branch

BikashBhavan, Salt Lake, Kolkata - 700 091

No. 4 I 3-Ed n(CS)/8R-0 l/20 I 0 Dated, Kolkata the 2l" April,20l7

MEMORANDUM

Sub: Prescribed Qualifications for Recruitment to the Post of Assistant Professor in Government-aided

Teachers' Training Colleges and Teachers' Training Department of General Degree Colleges:

Pursuant upon issuance of UGC Notification No.F.3-112009, dt.30,06.2010 notified in Gazette of India on l8th

September,20l0, NCTE Notification No.F.5l-l|20I4-NCTE(N& S) dated 28.11.2014 notified in Gazette of

fndia on l" December,20l4, UGC Notification No.F.l-212016, dt.ll.0-1.2016 notified in Gazette of Irrdia on

l lth July,20l6 and in modification of the clause 5A and 58 of earlier Memorandum No.856-Edn(CS)/8R-01110

datedl3'n December,20l2 of this Department, the State Government in the Higher Education, Science and

Technology and Bioteclrnology Department taking into account local conditions. has decided to prescribe the

following qualifications and norms for recruitment to the posts of Assistant Professor in Government-aided

Teachers'Training Colleges and Teachers'Training Depaftrnent of Gerreral Degree Colleges of West Bengal.

l. Post

Assistant Professor in different Government-aided Teachers' Training Colleges and Teachers' Training

Depafiment of General Degree Colleges of West Bengal

2. Method of Recruitment

By selection (direct recruitment) through the West Bengal College Service Comtnission in Govenrment- aided

Colleges (except the colleges administered by religious and linguistic minorities) and by selection through the

selection commiftee in Government-aided Colleges administered by religious and linguistic minorities.

3. Pay scale: Pay Band - Rs,I 5, 600-39,l00f plus Academic Grade Pay of Rs.6000/-

4. Qualifications for recruitment in Teachers' Training Colleges and Teachers' Training Department of

General Degree Colleges:

I. For B.Ed / M.Bd Programme

A. Perspectives in Education or Foundation Courses

a) Master's Degree in Science/Commerce/Arts with 55olo marks (or an equivalent grade in a point

scale wherever grading system is followed)

b) M.Ed with at least 55o/o marks (or an equivalent grade in a point scale wherever grading system

' is followed); and

c) NET/SLET/SET passed qualitication and exemption thereof (as given in the Note ii) & any

other stipulation as may be prescribed by UGC/any such affiliating body/State Government'

INET/SLET/SET passed qualification can be obtained either in Education or in the subject of

Master's Degree]

a) M.A in Education with

system is followed)

OR

55olo marks (or an equivalent grade in a point scale wherever grading
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b) B.Ed with at least 55% marks (or an equivalent grade in a point scale wherever grading sysrem

is followed); and

c) NET/SLET/SET passed qualification in Education and eremption thereof (as given in the Note

ii) & any other stipulation as may be prescribed by UGC/any such affiliating body/State

Government.

B. Curriculum and Pedagogic Course / Methodology Course

a) Master's Degree in same or relevant subject with 55% marks (or an equivalent grade in a point

scale wherever grading system is followed)

b) M.Ed with at least 55% marks (or an equivalent grade in a point scale wherever grading system

is followed);and

c) NET/SLET/SET passed qualification and exemption thereof (as given in the Note ii) & any

other stipulation as may be prescribed by UGC/any such affiliating body/State Government.

INET/SLET/SET passed qualification can be obtained either in Education or in the subiect of
Master's Degree]

C. Health and Physical Education

a) Master's Degree in Physical Education with minimum 55% marks (or an equivalent grade in a

point scale wherever grading system is followed)

b) NET/SLET/SET passed qualification in Physical Education and exemption thereof (as given in

the Note ii) & any other stipulation as may be prescribed by UGC/any such affiliating

body/State Government.

D. Visual Arts

a) Master's Degree in Visual (Fine) Arts with minimum 55% marks (or an equivalent grade in a

point scale wherever grading system is followed)

b) NE'|/SLET/SET passed qualification in Visual (Fine) Arts and exemption thereof (as given in

the Note ii) & any other stipulation as may be prescribed by UGC/any such affiliating

body/State Government.

OR

A professional artist with highly commendable professional achievement in the concerned subject.

who should have:

(a) First class Diploma in Visual (Fine) Arts discipline from the recognized Institution of

India/Aboard.

(b) Five years of experience of holding regular regionalA.Jational exhibitions/Workshops with -

evidence; and

(c) Ability to explain the logical reasoning of the subject concerned and adequate knowledge to

teach theory with illustrations in that discipline.

E. Performing Arts (Music/Dance/Theatre)

' a) Master's Degree in Music/Dance/Theatre Arts with minimum 55Yo marks (or an equivalent grade

in a point scale wherever grading system is followed)

b) NET/SLET/SET passed qualification in relevant discipline and exemption thereof (as given in

the Note ii) & any other stipulation as may be prescribed by UGC/any such affiliating

body/State Government.

OR
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A traditional and a professional artist with highly commendable prof'essional achievement in the

concerned subject, who should have:

(a) Studies under noted/reputed traditional masters and has thorough knowledge to explain the

subject concerned (for Music and Dance); or a professional artist with first class Degree/Diploma

from National School of Drama or any other such approved Institution in India or aboard (for

Theatre discipline)

(b) A high grade artist of AIR/TV (for Music and Dance); or five years of regular acclaimed

performance in regionallnationallinternational stage with evidence (for Theatre discipline); and

(c) Ability to explain the logical reasoning of the subject concerned and adequate knowledge to

teach theory with illustrations in that discipline.

II. For B.P.Ed / M.P.Ed Programme

a) Master's Degree in Physical Education with minimum 55o/o marks (or an equivalent grade in a

point scale wherever grading system is followed)

b) NET/SLET/SET passed qualification in Physical Education and exemption thereof (as given in

the Note ii) & any other stipulation as may be prescribed by UGC/any such affiliating

body/State Government.

NOTE:

i. Relaxation of Marks:
o A relaxation of 5% marks admissible at the graduate and Master's Degree level for the

Scheduled Castes/Scheduled Tribes/Differently-abled (physically and visually,40o/o and

above) /Other Backward Classes (OBC) (Non-creamy layer) categories for the purpose

of eligibility and for assessing good academic records during direct recruitment to
teaching positions, However, differently-abled (Physically and visually) candidates are

not eligible for any marks relaxation in the Physical Education discipline.

o The minimum qualifying marks of 55Yo is relaxable by 5% (from 55Yo to 50%) for the

Ph.D. Degree holders, who have obtained their Master's Degree prior to l9'h September,

1991 .

. The eligibility marks of 55%o (or an equivalent grade in a point scale wherever grading

system is followed) and the relaxation of 5Yo marks to the categories mentioned above

are permissible, based on only the qualifying marks without including any grace mark

procedures.

o All the essential qualifications must be obtained from a recognized University/lnstitute.

By a recognized University/lnstitute is meant a University/lnstitute affiliated to

UGC/Other Statutory apex bodies, or recognizedby the State or Central Government as

a centre of Higher learning. In case of a foreign University, the Degree concerned

should be recognized as equivalent to its Indian counterpart by the Association of Indian

Universities.

ii. NET/SLET/SET Exemption
. The candidates who have been awarded Ph.D. Degree in the same or in a relevant

subject in accordance with the University Grants Commission (Minimum Standards and

Procedure for award of Ph.D. Degree) Regulations, 2009 are exempted from qualifying

in the Eligibility Test (NET/SLET/SET)'

. Candidates registered for Ph.D. programme prior to July 11,2009 shall be exempted

from qualifying in the Eligibility Test (NET/SLET/SET) as given below :

The award of Degree to candidates registered for the Ph.D. programme prior to July 1 l.

2009, shall be governed by the provisions of the then existing

Ordinances/Bylaws/Regulations of the Institutions awarding the Degree and the
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candidates with Ph.D. Degree in the same or relevant subject shall be exempted from the

requirement of NET/SLET/SET, subject to the fulfilment of the following conditions:-

a) Ph.D. Degrge of the candidate awarded in regular mode only;

b) Evaluation of the Ph.D. thesis by at least two external examiners;

c) Open Ph.D. viva voce of the candidate had been conducted;

d) Candidate has published two research papers from his/her Ph.D. work out of which

at least one must be in a refereed journal:

e) Candidate has made at least two presentations in conferences/seminars. based on

his/her Ph.D. work.

(a) to (e) as above are to be certified by the Vice-Chancellor/Pro-Vice-Chancellor/Dean
(Academic Affairs)/Dean (University instructions).

NET/SLET/SET shall also not be required for such Master's Programmes in disciplines

for which NET/SLET/SET is not conducted.

iii. Language Requirement :

Proficiency, spoken and written in the medium of instruction in the concerned Institution

(Appointing Authority would indicate the language of instruction in the requisition

advertisement).

5. Reservation: As per the current State Govt. Rules.

6. Age:

(a) The upper age limit is 37 (Thirty Seven) years on the lst January of the year of the

Advertisement relaxable up to 5 years for SC/ST and 3 years for OBC category (Non-creamy

layer) candidates. Differently-abled candidates (except in the post of Physical Education) are

entitled to an age relaxation of 10 years.-Age relaxation of 5 years is available to the candidates

possessing Doctorate Degree.

(b) However, for approved Part-time teachers (PTTs) and approved Contractual Whole-time

teachers (CWTTs) as defined in the WBCSC Act,2012, the upper age limit is 45 (Forty-five)

years on the lst January of the year of advertisement, subject to the same principles and

quantum of relaxation as mentioned above in clause 6 (a), which will be counted from the base

level of 45 years for these two categories of candidates (PTTs and CWTTs).

(c) Exceptionally qualified over-aged candidates may be called for interview at the discretion of the

College Service Commission in the rarest of cases. But their recruitment will depend on the

condonation of their overage by the Government on a case-to-case basis, purely on merit'

normally not exceeding one per cent of the total size of the concerned panel, rounded off to the

next whole number.

sd/-
Secretary



No. 413/l(1 2FEdn(CS)/8R-0 l/201 0 Dated, Kolkata the 21" April,2017

Accountant General (A&E), West Bengal, Treasury Buildings, Kolkata - 700001.

Joint Secretary, Finance Department (Group-P2), Nabanna

Secretary, West Bengal College Service Commission, Purta Bhavan, Salt l1ake. Kolkata -
700091.

4) Director of Public Instruction, West Bengal.

5) Member Secretary, West Bengal State Council of Higher Education

6) Joint Secretary, University Branch of this Department

7) Joint Secretary, Appointment Branch of this Department

8) Joint Secretary, College Sponsored Branch of this Department

r)

2)

3)

,yf Joint Secretary, IT Cell of this Department with a request to upload a copy of this order on the

website of this Department.

P.S. to Minister-in-Charge of this Department

P.A. to Principal Secretary of this Department

Guard File.

l0)

l1)

Lzl

Joint SlcretaV
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Online RTI Request Form Details
RTI Request Details :-

  

RTI Request Registra�on number NCTED/R/E/24/00971

Public Authority Na�onal Council for Teacher Educa�on

  

Personal Details of RTI Applicant:-

Name Biswajit Kuiry

Gender Male

Address S/o Dhaniram Kuiry , Vll & P.O.- Gagi, P.S.- Baghmundi, Dist.- Purulia

Country India

State West Bengal

Status Rural

Educa�onal Status Literate

 Above Graduate

Phone Number +91-8768825764

Mobile Number +91-8768825764

Email-ID biswajitkuiry1997[at]gmail[dot]com

Request Details :-

Ci�zenship Indian

Is the Requester Below Poverty Line ? No

(Descrip�on of Informa�on sought (upto 500 characters)

Descrip�on of Informa�on Sought

1. Burdwan University has given approval from which session of NCTE to conduct B.Ed ODL?

2. Does Burdwan University have NCTE approval to run B.Ed (ODL) for the session of 2024-2025?

Concerned CPIO PIO ERC - Pawan Kumar Bairagi

Suppor�ng document (only pdf upto 1 MB) Suppor�ng document not provided

Print Close



 

A+     A     A-

EnglishSelect Language: Public Authori�es Available

RTI Online
Version 2.0

An Ini�a�ve of Department of Personnel & Training, Government of India

HomeHome Submit RequestSubmit Request Submit First AppealSubmit First Appeal View StatusView Status View HistoryView History LoginLogin User ManualUser Manual Contact UsContact Us FAQFAQ

Online RTI Status Form
Note:Fields marked with * are Mandatory.

Print RTI Applica�on Print Status Go Back

Enter Registra�on Number NCTED/R/E/24/00971

Name Biswajit Kuiry

Received Date 08/05/2024

Public Authority Na�onal Council for Teacher Educa�on

Status REQUEST DISPOSED OF

Date of ac�on 09/05/2024

Reply :- As per record available, the ins�tu�on Directorate of Educa�on, university of Burdwan, Plot No-

Golapbag, Vill-Burdwan, P.O.-Rajba�, Tehsil/Taluka-Goda, Town/City- Burdwan, Dist- Burdwan, West Bengal-

713104 was granted recogni�on for B.Ed. (ODL) by ERC vide order no. ERC/7-170.6.42/NCTE/B.Ed.(Open and

Distance Learning System)./2014/24431 dated 03.03.2014.

The ins�tu�on is recognized including session 2024-2025.(Copy Enclosed)

View Document

CPIO Details :-

PIO ERC - Pawan Kumar Bairagi

Phone: 01143152358

erc[at]ncte-india[dot]org

First Appellate Authority Details :-

Ms[dot] Pooja Sharma

Phone: 011-20893262

neelam[dot]sharma25[at]nic[dot]in

Nodal Officer Details :-

Telephone Number 011-20892154

Email Id r�[at]ncte-india[dot]org
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Online RTI Request Form Details
RTI Request Details :-

  

RTI Request Registra�on number NCTED/R/E/24/01107

Public Authority Na�onal Council for Teacher Educa�on

  

Personal Details of RTI Applicant:-

Name Dr. Sujit Kumar Chowdhury (Registrar, B.U)

Gender Male

Address The University of Burdwan , Rajba�, Bardhaman

Country India

State West Bengal

Status Rural

Educa�onal Status Literate

 Above Graduate

Phone Number +91-9434546443

Mobile Number +91-9434546443

Email-ID registrar[at]buruniv[dot]ac[dot]in

Request Details :-

Ci�zenship Indian

Is the Requester Below Poverty Line ? No

(Descrip�on of Informa�on sought (upto 500 characters)

Descrip�on of Informa�on Sought

I pleased to inform you, The University of Burdwan, Directorate of Distance Educa� on ,

Presently the name has been changed Centre for Distance and Online Educa� on ( West

Bengal). Can we do admission in B.Ed. (ODL mode) in academic session 2024-2025 ?

UGC-DEB (academic Session 2024-2025) was repeatedly asking us for veiled documents. So

please send us some current documents . Please send the valid documents. This is very

urgent issue. We will ready for admission for the session of 2024-2025 in our ins�tute.

Please help us. Please send us some current documents so that we can get admission in B.Ed. (ODL mode) academic session 2024-2025.

Concerned CPIO PIO ERC - Pawan Kumar Bairagi

Suppor�ng document (only pdf upto 1 MB)

Print Close

https://rtionline.gov.in/request/pdfDocument.php?regId=cXd0SWs4a2ZyUjlVV3ZIcmZ1OHZsaUNwZUFzcFQybEl4TXVvaHlWZEY5Zz06OuA3Vr%2FIAzCd5OdzWwGQcbA%3D
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Online RTI Status Form
Note:Fields marked with * are Mandatory.

Print RTI Applica�on Print Status Go Back

Enter Registra�on Number NCTED/R/E/24/01107

Name Dr. Sujit Kumar Chowdhury (Registrar, B.U)

Received Date 30/05/2024

Public Authority Na�onal Council for Teacher Educa�on

Status REQUEST DISPOSED OF

Date of ac�on 28/06/2024

Reply :- As per available records of ERC, NCTE the requisite documents is a�ached which is self-explanatory.

View Document

CPIO Details :-

PIO ERC - Pawan Kumar Bairagi

Phone: 01143152358

erc[at]ncte-india[dot]org

First Appellate Authority Details :-

Ms[dot] Pooja Sharma

Phone: 011-20893262

neelam[dot]sharma25[at]nic[dot]in

Nodal Officer Details :-

Telephone Number 011-20892154

Email Id r�[at]ncte-india[dot]org
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Online RTI Request Form Details
RTI Request Details :-

  

RTI Request Registra�on number NCTED/R/E/24/00989

Public Authority Na�onal Council for Teacher Educa�on

  

Personal Details of RTI Applicant:-

Name kalyan mandal

Gender Male

Address golapbag,burdwan,west bengal

Country India

State West Bengal

Status Urban

Educa�onal Status Literate

 Above Graduate

Phone Number +91-7478720277

Mobile Number +91-7478720277

Email-ID kalyanmandal2015[dot]km[at]gmail[dot]com

Request Details :-

Ci�zenship Indian

Is the Requester Below Poverty Line ? No

(Descrip�on of Informa�on sought (upto 500 characters)

Descrip�on of Informa�on Sought

1) Does burdwan university have NCTE approval to run B.ed (ODL MODE) the session of 2024-2025 ?

2) Can the Burdwan University start admission process in June-July session of academic year 2024-25?

Concerned CPIO PIO ERC - Pawan Kumar Bairagi

Suppor�ng document (only pdf upto 1 MB) Suppor�ng document not provided

Print Close
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HomeHome Submit RequestSubmit Request Submit First AppealSubmit First Appeal View StatusView Status View HistoryView History LoginLogin User ManualUser Manual Contact UsContact Us FAQFAQ

Online RTI Status Form
Note:Fields marked with * are Mandatory.

Print RTI Applica�on Print Status Go Back

Enter Registra�on Number NCTED/R/E/24/00989

Name kalyan mandal

Received Date 10/05/2024

Public Authority Na�onal Council for Teacher Educa�on

Status REQUEST DISPOSED OF

Date of ac�on 13/05/2024

Reply :- Point No. 1 Yes

Point No. 2 For admission process, Please approach the concerned university.

CPIO Details :-

PIO ERC - Pawan Kumar Bairagi

Phone: 01143152358

erc[at]ncte-india[dot]org

First Appellate Authority Details :-

Ms[dot] Pooja Sharma

Phone: 011-20893262

neelam[dot]sharma25[at]nic[dot]in

Nodal Officer Details :-

Telephone Number 011-20892154

Email Id r�[at]ncte-india[dot]org
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