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1.1 INTRODUCTION

People are the main assets of every business, and in today's world of expanding change,
competition, and knowledge-based economy, organisations need to have a people-centric
approach. An organization's success is unquestionably dependent on the skills, expertise, and
attitude of its human resources, and their competence truly sets them apart from rivals. An
organisation is known by its people. An overview of human resource management is
provided in this unit. You will comprehend the purpose, range, and nature of human resource
management after reading this unit.

1.2 OBJECTIVES

After reading this unit you will be able to understand:

» What is Human Resource Management (HRM)?
» Nature of Human Resource Management.

» Scope of Human Resource Management.

Unit 1 Introduction to HRM Page 1



BBAN-201 Introduction to Business Studies Uttarakhand Open University

» Changing dimensions of Human Resource Management.

1.3 MEANING OF HUMAN RESOURCE MANAGEMENT
(HRM)

Humans collaborate with one another rather than working alone. Our daily lives include
planning, developing, and managing the relationships we have. We learn to understand,
cultivate, and develop relationships from an early age, which we later apply to the workplace.
Moreover, managing relationships for people, with people, and by people at work is a part of
human resource management. The HRM idea became widely accepted in the business world
in the 1980s. In essence, this is a multidisciplinary function that has included sociological,
psychological, and economic theories.

The administration of human resources, which includes hiring, selecting, training, and
developing employees, is a crucial and essential task. Given that it has to do with people
management, this is sometimes referred to as caring for the employees of the company.

This is crucial for us to comprehend because it shows that while an organisation may have a
physical structure built of bricks and concrete, its managers and representatives are what give
it life. HRM is essentially the application of management functions. These responsibilities
include hiring, on boarding, educating, growing, and compensating personnel. The
improvement of employees eventually results in enhanced performance and influences
organisational success, therefore human resource decisions are crucial. Both service-based
and product-based firms can benefit from HRM functions; in fact, service organisations place
a higher emphasis on HRM. Taking care of issues with regard to health, safety, labour, and
conflicts are also included in human resource functions.

The following elements are covered in detail in human resource management policies:

* Determining the organization's workers' job descriptions (job analysis);

» Establishing job specifications and selecting qualified individuals;

* locating and choosing applicants for different job profiles;

» A training and induction programme for newly hired staff;

» preparing for and managing earnings, salaries, bonuses, raises, and other fringe benefits;
* Evaluating yearly staff performance;

* Psychological services;

* Employee development and training;
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* Controlling transfers and promotions,

* Employee engagement initiatives;

* Addressing and resolving disputes and complaints.

An HR manager is in charge of overseeing all of these factors and is required to be
knowledgeable with the Factory Act, labour laws, pay and compensation legislation,
grievance procedures, employment laws, health and safety regulations, etc.

1.4 DEFINITION OF HUMAN RESOURCE MANAGEMENT

Many authors have suggested various definitions of Human Resource Management;

1.

According to Garry Dassler, “The policies and practices one needs to carry out the
people or human resource aspects of a management position, including recruiting,
screening, training, rewarding, and appraising.”

According to Edwin Flippo, “HRM involves planning, organizing, directing,
controlling of procurement, development, compensation, integration, maintenance and
separation of human resources to the end that individual, organizational and social
objectives are achieved. ”

According to Decenzo and Robbins, “HRM is concerned with the people
dimension in management. Since every organization is made up of people, acquiring
their services, developing their skills, motivating them to higher levels of performance
and ensuring that they continue to maintain their commitment to the organization is
essential to achieve organisational objectives. This is true, regardless of the type of
organization — government, business, education, health or social action”.

According to Armstrong (1997) “Human Resource Management can be defined as “a
strategic approach to acquiring, developing, managing, motivating and gaining the
commitment of the organisation’s key resource — the people who work in and for iz”

According to M. J. Jucious, “The field of HRM involves planning, organization,
directing and controlling functions of procuring, developing, maintaining and utilizing
a labor force.”

According to Dale Yoder, “HRM is the provision of leadership and direction of
people in their working or employment relationship.”

According to Mathis and Jackson, “HRM is the effective use of Human resources and
organization through the management of people related activities. ”
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8. According to Ricky W. Griffin, “Human Resource Management is the set
of organizational activities directed at attracting, developing and maintaining an
effective workforce.

9. According to Milkovich & Boudreau, “Human Resource Management is a
series of decision that affect the relationship between employee and employer: it
affects many constituencies and is intended to influences the effectiveness of employee
and employer ”.

The companies that recruit and hold high caliber employees are the ones who hold a
competitive advantage in the market. An organization’s most important assets are its
employees. To remain efficient and competitive nurturing and managing human resources of
the organization is of primary importance to any organization. This function of management
also helps in achieving optimum utilization of resources, which in turn leads to optimum
productivity or improved services.

Check Your Progress-A

L)

\ g
N Fill in the blanks.
1. HRMstandsfor.....................

S

2. Human resource management is ................... in nature.

K are the resources that provide utility value to all other resources in the
organization

4. Determining the organization's workers' job descriptionsis called .................

1.5 NATURE OF HUMAN RESOURCE MANAGEMENT

Organizations and people are connected by human resource management. The purpose is to
support and work together to help individuals and organisations realise their individual goals.

These are the characteristics of HRM:

« Action-oriented HRM uses systems and regulations to help employees solve problems at
work.

« Pervasive function: HRM is used in all types of organisations and at all levels.

» People-focused: HRM is all about managing people, both as individuals and as a group. It
works to find the best candidates for each position, inspires them, and keeps them on
staff.
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» Future-focused—HRM looks ahead and anticipates the competencies and skill sets that
employees will require in both the immediate future and the existing environment.

» Development-oriented human resource management (HRM) attempts to bring out the best
in a worker through the appropriate training, motivation, engagement, incentive system,
and appraisal and feedback methods.

» Organizational integration: HRM combines all organisational tasks and works to keep
good relations between all organisational divisions.

» Staff Service-HRM is a staff function that enhances the productivity of line managers.

» Ongoing and continuous function: HRM is a continuous function. It is eternal and cannot
be limited to specific times during the day or days of the week. It must occur again and
regularly.

1.6 SCOPE OF HUMAN RESOURCE MANAGEMENT

Today, the definition of human resource management is broader. HRM covers a lot of
ground. All activities and rules pertaining to an individual fall under the purview of HRM
from the time an employee joins a company until the time of his or her departure. Every sort
of management decision, strategy, practise, and operation connected to managing people
within an organisation is included in the purview of human resources management. It also
includes all of the elements involved in managing employees' relationships and engagement.

There are eight main HRM activities, which are illustrated by the American Society of
Training & Development (ASTD). Let's examine them in greater detail.

1. Job Design: Designing the organisational structure, planning levels of relationships
among employees, reporting structures, and job duties and functions of employees are
all duties of the HR manager. In essence, it contains job descriptions and requirements.

2. Human Resource Planning: Human Resource Planning is crucial to the timely filling
of openings for all types of job profiles inside a business. It involves determining the
current and long-term labour requirements, making prior plans for any gaps and needs,
and continuously working on employee induction. Planning promotions, transfers, and
hiring for internal job openings are also included. In essence, it balances supply and
demand for human resources across several divisions.

3. Selection and Staffing: The main responsibility of an HR manager is to recruit and
choose new employees for the company. An organisation cannot survive without
individuals. Their job becomes more difficult because their top priority is finding the
appropriate individuals for the right jobs at the right pay. The HR department handles
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every step of the hiring process, including posting job openings, reviewing applications,
choosing individuals, and integrating them into the company. While choosing
candidates, some of the important factors they should consider include the individuals'
suitability for the position, work history, communication skills, demeanour, and attitude,
as well as remuneration, reference checks, medical exams, etc.

4. Training and Development: A crucial element of the HR functional area is training
and development. Assessing staff training needs, skill gaps, and knowledge expansion
to improve work performance and meet future organisational goals are all part of the
process. One of the continuous and specialised functions is this. Once the training is
carried out and employees participate in it, the goal is to produce a developed employee
who is made more suited for the position, has improved abilities, and has gained new
knowledge. T & D is essentially a programme that bridges the gap between existing
abilities and necessary skills.

5. Compensation/Benefits: A fundamental reason why anyone works for an organisation
IS to receive rewards, advantages, and, of course, remuneration for the work completed.
An effective work-linked reward system and good compensation plans inspire
employees and raise morale. Nowadays, employers provide a variety of additional
benefits and allowances in addition to salary, such as Provident Fund (PF), Gratuity,
Superannuation Fund (SAF), Leave Travel Allowance (LTA), Medical Benefits,
Insurance Policies, Driver Allowance, Mobile Allowance, Conveyance, Food
Allowance, and many other non-monetary benefits, such as international travel and
other privileges. The correct cost to business (CTC) breakdown for each employee is a
difficult undertaking for the HR manager and a crucial HRM function.

6. Personnel Research and Information Systems: The workplaces are changing and
becoming more technologically aware in the age of artificial intelligence. Over time,
changes have been made to the working environment, working habits, and work itself.
Because workplaces are ergonomically constructed, people may perform more
effectively in a comfortable setting. HR managers are constantly working to improve
employee conditions and create a fantastic workplace. Also, they are attempting to raise
the level of satisfaction among their staff. They are consistently attempting to enhance
internal communication and implement more adaptable HR procedures. Employers
provide employees with a single window that contains all of their income, tax
information, leave information, HR policy, and other pertinent information utilising HR
dashboards. Their lives are now easier and more productive thanks to the integration of
technology into procedures.

7. Employee Assistance: Any reputable company offers its staff assistance, primarily in
the form of counselling services, benefits for their families, and solutions to some of
their personal issues. People deal with issues virtually daily since they are universal.
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Simply said, they differ from one another in terms of problem severity, expectations,
handling methods, and temperament. A happy employee will, in turn, contribute more
effectively, boost productivity, and promote organisational growth. HR managers make
care to monitor the emotional stability and manage the work-life balance of their
employees.

8. Organization Development: Organizational growth is necessary to produce synergistic
efforts. Better relationships between and within groups within the organisation will
result from organisational growth. This contemporary strategy is an organised,
methodical effort by the management. "Organization development is a complicated
educational strategy meant to raise organisational performance and wealth by planned
intervention by a consultant employing theory and techniques of applied behavioural
science," asserts Dale S. Beach. Organizational dynamics (OD) focuses on all of the
human-related fagades that exist within an organisation, such as cultural norms, values,
and attitudes. With this, leadership abilities are enhanced, employees are encouraged to
be entrepreneurial, and they are also encouraged to integrate their personal growth with
corporate success.

v 4 Check Your Progress-B

Write True or False.

5. Machinery are the only asset in an organization that will appreciate with time if provided
with proper inputs.
6. Training is the process of updating the skills of employees for changing job requirements.

7. Human Resource Management and personnel management are the same techniques.

1.7 CHANGING DIMENSIONS OF HUMAN RESOURCE
MANAGEMENT

As change is a constant in the workplace, the HR department must be a key player. The
following are some of these modifications:

Globalization: Today's businesses cross national and international borders to operate in both
the Indian and international markets. Some of those businesses with a global presence include
Apple, Nike, Zara, Sony, Dell, and Ford. Businesses are present in several nations, maintain
support offices there, and serve clients from around the world in all of their markets.
Businesses enter the global market to broaden their customer base and significantly boost
productivity and revenues. Some businesses expand abroad for manufacturing and to take
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advantage of the lower cost of labour. Sometimes entering the global market is motivated by
business partnerships with other organisations.

More competitiveness as a result of globalisation calls for a workforce that is more
competitive and of the highest calibre. The strain on workers is increasing, and job security is
declining as a result of the borderless world. Today, it is common practise to outsource jobs
to nations with inexpensive labour in order to cut costs. In our more globalised society,
people must work hard and strategically.

Impacts of technology: Businesses today use technology to stay competitive and stronger,
whether it's for managing an internet-based distribution network, an online payment system,
exchanging communications, or keeping track of shop sales. Today, using PDAS, scanners,
printers, virtual communities, etc., can increase productivity at work. The way people work
today has undergone a major transformation thanks to technology. Individuals must also learn
the technology, which necessitates skill development.

Shifting Demographics: It's getting harder to find and hire the proper people everywhere,
and India is no different. According to NASSCOM, there is a growing scarcity of trained
labour, and by 2020, it is anticipated that this shortfall will worsen. India has the biggest
demographic dividend in terms of young people, however the lack of necessary skills makes
this workforce's employability poor. India urgently requires initiatives to enhance skills and
generate employment that can accommodate the young population.

1.8 SUMMARY

This unit discusses human resource management, a brand-new but crucial functional area of
management for any firm. HRM works with a variety of intricate and strategic problems. This
chapter emphasises the fundamental duties, such as comprehending organisational
requirements, staffing, training, formulating compensation plans, developing employee
engagement programmes, and managing workplace difficulties involving human resources.
The course focuses on the fundamental purposes, obligations, and duties of HR managers as
well as how these aspects are changing with the times.

1.9 GLOSSARY

== » HRM: Bringing people and organization together allows them to
\o"‘_’ successfully and efficiently achieve each other's aims.
| - ~

ﬁ » Recruitment: Finding the best applicant at the appropriate time for

the best jobs as and when needed in a business is the process;
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> Selection: After selecting the most qualified candidate, it is a process of matching the
qualifications and skills of the candidates with the organisational profiles and integrating
them into the system.

» Training: It is a procedure created to instil knowledge-based, behavioural, or skill-based
improvements in a person to help them develop themselves, be more appropriate for the
work, and perform better.

» Job Analysis: It is a method for methodically compiling information about all
aspects of a functional area's work in one location.

» Employee Development: It is a programme that places a strong emphasis on helping
each employee reach their full potential and work in the right path.

1.10 ANSWERS TO CHECK YOUR PROGRESS

Check Your Progress —A

1. Human Resource Management
2. Proactive
3. Human

4. Job Analysis

Check Your Progress —-B

5. False.
6. True.
7. False.
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1.13 TERMINAL QUESTIONS

? 1. Define Human Resource Management?
ol 2. Elaborate the various functions of Human Resource Management?
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2.1 INTRODUCTION

Choosing the requirements of a position is basically the first step in the human resource
management process, which concludes with employee welfare in a business. This unit's main
goal is to demonstrate how to analyse a job, write a job description, design a job, and, in the
end, evaluate a job. We'll see that conducting a thorough analysis of a job requires knowing
exactly what it entails and who the company employs to fill it.

2.2 OBJECTIVES

After reading this unit you will be able to understand:
» Job analysis and its process.
» How to write job description?
» Job designing.

» How to conduct job evaluation?
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2.3 JOB ANALYSIS

Organizations are made up of positions that need to be filled. Job analysis is a process used to
identify the responsibilities and abilities needed for a certain position as well as the qualities
of the candidate who should be hired for it. The process of conducting a job analysis helps to
generate the data needed to create a job description and job specification (what kind of people
to hire for the job).

The supervisor or HR specialist normally collects one or more of the following types of
information via the Job Analysis:

e Work Activities,
e Human Behaviour,
e Machines, Tools, Equipment and Work Aids,
e Performance Standards,
e Job Context and
e Human Requirement.
Uses of Job Analysis Information

The information so collected through the process of Job Analysis is used for the following
purposes:

e Recruitment and Selection,
e Compensation,
e Training and Development,
e Performance Appraisal,
e Discovering Unassigned Duties and
e Legal Compliance,
Steps involved in Job Analysis Process

Step 1: Decide how you'll use the data, as this will affect the data you collect and the methods
you employ to acquire them. For creating job descriptions and choosing candidates for the
position, certain data collection approaches are useful, such as interviewing the employee and
asking what the job includes. The position analysis questionnaire and other methods fall short
in providing qualitative data for job descriptions. Instead, they give each work numerical
ratings that may be compared to other jobs to determine compensation.
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Step 2: Examine pertinent documents such organisational diagrams, flowcharts, and job
descriptions. A job's relationship to other positions, the organization's overall structure, and
the division of labour within the company are all depicted on an organisational chart. The
chart should list the titles of each position along with who reports to whom and with whom
the job holder communicates via interconnecting lines.

A process chart provides a more thorough view of the work-flow. A process chart, in its most
basic form, depicts the flow of inputs into and outputs from the job you're evaluating. Last
but not least, the beginning point for creating the revised job description is typically the
existing job description, if there is one.

Step 3: Choosing a representative role. It might not be possible to analyse all jobs in the same
way. For instance, analysing the work of 200 assembly workers is frequently unneeded when
a sample of 10 jobs will suffice.

Step 4: Analyse the position by gathering information on the tasks involved, the employee
behaviours that are necessary, the working environment, and the skills and attributes that
people need to perform the position. Use one or more of the job analysis techniques for this
step.

Step 5: With the worker doing the task and his or her immediate supervisor, confirm the
information from the job analysis. This will bolster the claim that the information is complete
and accurate. This review can also assist in gaining the approval of the employee by giving
them the opportunity to review and modify your description of the job duties.

Step 6: Provide a job description and job requirements. These two outcomes of the job
analysis are concrete. The job description is a written statement that outlines the tasks and
duties of the position as well as other key aspects, like the working environment and potential
dangers. The personal characteristics, traits, abilities, and background needed to complete the
work are outlined in the job specification. It might be in the same document as the job
description or in a different one.

Methods for Collecting Job Analysis Information

There are various ways to collect information on a job’s duties, responsibilities and activities.
There may be described as:

o Interview Method.

o Questionnaires.

o Observation.

o Participants Diaries/ Logs.
o Quantitative Job Analysis.

o Internet Based Job Analysis
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Interview Method

Interviews for job analysis might be completely unstructured or quite structured with
hundreds of particular items to check off.

A manager may interview each employee alone, in a group setting with others doing the same
work, or with one or more supervisors who are familiar with the position. When a lot of
employees are doing the same or comparable task, they use group interviews since they can
be an efficient and affordable approach to acquire information. The worker's line manager
typically attends the group session; in the event that they don't, you can interview the
supervisor separately to acquire their viewpoint on the tasks and responsibilities of the
position.

Regardless of the interview method you choose, you must make sure the subject is aware of
all the objectives. Whether correctly or not, employees have a propensity to see such
conversations as “efficiency evaluations.” If so, applicants could be reluctant to accurately
represent their jobs.

Some of the typical interview questions are as:
o What is the job being performed?
o What are the major duties of your position? What exactly do you do?
o What physical location do you work in?
o Inwhat activities do you participate?
o What are the job’s responsibilities and duties?
o What are the basic accountabilities or performance standards that typify your work?

o What are your responsibilities? What are the environmental and working conditions
involved?

o What are the job’s physical demands? The emotional and mental demands?

o What are the health and safety conditions?

o Are you exposed to any hazards or unusual working conditions?
Interviewing Guidelines

To get the best information possible, keep several things in mind when conducting a job
analysis interview.

o Connect with the interviewee right away. Remember the person's name, use simple
language, briefly go over the goal of the interview, and explain how the person was
selected for the interview.
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o It is best to adhere to an organised manual or checklist with questions and space for
answers. By doing this, you may be confident that you'll anticipate important
questions and that all interviewers (if there are any) will ask them all.

o Ask the employee to describe their responsibilities in terms of importance and
frequency when duties are not carried out consistently, such as when they are not
repeated frequently throughout the day. By doing this, you may be sure that you won't
forget important but infrequently performed tasks. Similar to the irregular emergency
room duties of a nurse.

o Examine and confirm the data after the interview is over. Review the data specifically
with the interviewee and the worker's immediate supervisor.

Questionnaires

Another well-liked technique for gathering information for job analyses is to provide
employees’ questionnaires to complete that ask them to list their activities and
responsibilities.

You have to select how structured the questionnaire should be and what questions to include.
Some surveys are extremely well-organized checklists. Each employee receives a list of a few
hundred particular tasks or obligations at this point. He or she is questioned about whether
they execute each duty and, if yes, how much time they typically devote to each. On the other
hand, the survey might be completely open-ended and just ask respondents to list their
primary responsibilities.

Observation

Direct observation is especially helpful for positions where the majority of physical activity is
visible, such as those of assembly line workers and accounting clerks. On the other hand,
when a job requires a lot of cerebral activity, like a lawyer, designer, or engineer, observation
is typically inappropriate. It is also ineffective if the person occasionally performs crucial
duties, such as a nurse managing emergencies. Moreover, reactivity—the employee altering
what they regularly do as a result of your observation—can be an issue.

Direct observation and interviews are frequently combined by managers. One strategy is to
watch the employee perform over an entire work cycle. Here, you record all of your work
actions. After gathering as much data as is practical, you interview the employee. Ask the
person to explain any points that were unclear and to describe any other activity that you
missed. Also, you can conduct an interview while concurrently observing a worker do their
job.

Participant Diary/Logs

Another strategy is to have employees keep a daily journal or log of their activities. The
employee keeps a track of all the activities they perform. When combined with additional
interviews with the employee and the supervisor, this can result in a highly comprehensive
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picture of the job. Of course, the employee can try to play up some actions while
underplaying others. The log's meticulousness and chronological order, however, tend to
mitigate this.

Logs and diaries now use high-tech. Several companies provide pagers and pocket
Dictaphones to staff. The employees are then paged at random intervals throughout the day,
and they are told what to do at that time. This strategy can circumvent the standard diary/log
method's drawback of depending on employees to recall what they did when they complete
their logs at the end of the day.

Quantitative Job Analysis Techniques

Questionnaires and other qualitative research methods are not always appropriate. For
instance, a simple list of responsibilities might not be sufficient if your goal is to compare
jobs for salary purposes. You might need to actually say that. "Job A is worth double the
compensation since it's twice as demanding as Work B." The use of quantitative ratings for
each job is helpful in achieving this. As a quantitative method, the position analysis
questionnaire methodology is applied in this.

Position Analysis Questionnaire (PAQ)

PAQ is a type of questionnaire intended to gather measurable information on the
responsibilities and activities of various employment.

PAQ, which consists of a comprehensive questionnaire with 194 elements, is arguably the
most well-liked quantitative work analysis tool. Each of the components, such "written
content,” represents a fundamental component that might or might not be important to the
task. Each of the 194 elements fits into one of the five PAQ fundamental tasks:

i.  Having decision making/ communication/ social responsibilities.
ii.  Performing skilled activities.
iii.  Being physically active.
iv.  Operating vehicles/ equipment.
v.  Processing information.

Each of these five actions is rated for the job in the final PAQ score. The job analyst
determines if each of the 194 elements is relevant and, if so, how much. For each job that the
job analyst is analysing, the PAQ is available online.

The PAQ excels at categorising jobs. You can objectively compare jobs in relation to one
another using scores for each job's decision-making, skilled activity, physical activity,
vehicle/equipment operation, and information-processing features. Next, you can determine
the remuneration for each job.

Internet Based Job Analysis
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There are some issues with methods like questionnaires and interviews. Face-to-face
interviews and observations, for instance, might take a lot of time. Also, gathering data from
personnel who are spread geographically can be difficult.

A straightforward solution is to conduct the job analysis online. Hence, the usage of online
methodology for surveys, including job analysis surveys, has drastically expanded in recent
years, and the majority of organisations choose to use the Internet or Intranet to gather this
type of data. The easiest way for the human resources department to reach geographically
dispersed employees is by sending them standardised job analysis questionnaires over their
company's internet with instructions to fill them out and send them back by a certain date.

The instructions should be clear, of course, and it's important to test the procedure first. Most
importantly, there is a danger that critical details will be missed or misunderstandings will
occur if a job analyst isn't present to discuss them with the employee or supervisor.

2.4 JOB DESCRIPTION

The job analysis is usually typically used by companies to create a job description. A job
description is a formal declaration of what an employee actually performs, how they go about
doing it, and the working conditions of the position. You utilise this knowledge to create a
job specification, which outlines the knowledge, skills, and abilities needed to do the job
well.

There are no standard format for writing a job description. However, most description contain
sections that cover:

1. Job Identification

2. Job Summary

3. Responsibilities and Duties
4. Authority of Incumbent

5. Standards of Performance
6. Working Conditions

7. Job Specification

Job ldentification

Information for job identification comes in many different forms. For instance, the job name
is specified in the job title. Date is the actual date when the job description was authorised.
The job's location in terms of its facility, division, and department or section may also be
indicated, as well as a space to say who approved the description. The name of the immediate
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supervisor and details of their compensation may also be included in this section. If there is a
category for the grade or level of the job, that information may also be included. As an
illustration, a business might categorise programmers as programmer |1, programmer 11, and
so forth.

Job Summary

Of course, the job overview only includes the essential duties or responsibilities of the job.
As a result, the job summary for a material manager might read, "The material manager
purchases efficiently, controls delivery of, stores, and distributes all material necessary on the
manufacturing line." The duties of the mailroom supervisor include receiving, properly
sorting, and delivering all incoming mail as well as handling all departing mail, including the
precise and prompt posting of such mail.

Even though it's customary, be cautious when using phrases like "performs other assignments
as required.” These clauses do provide managers additional latitude when delegating tasks.
Yet some experts are adamant that a cop-out phrase like "additional duties, as allocated"
should never be in a job description since it leaves the nature of the position and the
personnel required to do it up in the air. It is advised to make it crystal apparent in the job
profile that the employer anticipates the job holder to carry out his or her responsibilities
effectively, attentively, and conscientiously in order to avoid any misunderstandings.

Relationships

There may be a relationship statement that shows the job-holders relationship with other
inside and outside the organization. For a human resource manager, such a statement might
look like this;

Reportto:  Vice president of employee’s relations.

Supervises: Human Resource Clerks, test administrator, labour relation director, and one
secretary.

Works with: All department managers and executive management.

Responsibilities and Duties

The core of a job description is this. It ought to include a summary of the key functions and
responsibilities of the position. The duties of the job could include things like "reach
guantitative sales objective™ and "identify sales priority," for example.

The jobholder's power limits, including those related to decision-making, direct supervision
of other employees, and budgetary authority, may also be outlined in this section.

The manager's primary concern in this situation is typically, "How do | determine what the
tasks of the position are and should be?" The first response comes directly from the job
analysis, which should show what the employees on each job are currently doing. Second, the
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manager will consult the numerous resources for information on standardised job
descriptions.

Standard of Performance and Working Conditions

Some managers desire a "standard of performance” element in the job description. This
describes the expectations that the employer has for each of the primary tasks and duties in a
job description. It aids in determining how well the employee is doing for both the manager
and employee.

Establishing criteria is never simple. Nonetheless, the majority of managers quickly realise
that simply urging employees to "do their best" is insufficient advice. Finishing the sentence

with "I will be entirely satisfied with your work when...... is an easy method to set
expectations. If each responsibility specified in the job description is addressed in this clause,
a useable set of performance standards should be produced. Here are some examples:

Duty: Accurately Posting Accounts Payable
1. Post all invoices received within the same working day.

2. Route all invoices to proper department managers for approval no later than the day
following receipts.

3. Anaverage of no more than three posting errors per month.
Duty: Meeting Daily Production Schedule

1. Produce no less than 426 units per working day.

2. Next workstation rejects no more than an average of 2% on units.

3. Weekly overtime does not exceed an average of 5%.

The job description may also list the working conditions involved on the job. These might
include things like noise level, hazardous conditions, or less.

Writing Job Specification

What human qualities and experiences are necessary for this work to be performed
effectively? is addressed in the job specification, which incorporates the job description. It
outlines the kind of candidate to seek out and the traits you should check for in that candidate.
A portion of the job description or a separate document may contain the job specification.

Specifications Based on Judgement

The majority of job descriptions are simply educated assumptions made by supervisors and
human resource managers. Asking "What does it take in terms of education, intelligence,
training, and the like to accomplish this job well" is the primary approach here. These
"informed guesses” can be obtained in a number of ways. You may just look at the job's
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responsibilities and infer the human qualities and abilities that are needed. Also, you can
select them from the list of competences provided in various online descriptions.

Job Specifications Based on Statistical Analysis

The more rational strategy is to base job criteria on statistical analysis, but it is also more
challenging. The purpose of this study is to statistically analyse the link between (1) a
predictor (human characteristics like height, 1Q, or finger dexterity) and (2) a measure or
standard of job effectiveness, such as supervisor ratings of performance.

This procedure have 5 steps:
1. Analyse the job and decide how to measure job performance.

2. Select personal traits like finger dexterity that you believe should predict successful
performance,

3. Test candidates for these traits,
4. Measure these candidates subsequent job performance and
5. Statistically analyse the relationship between the human traits.

Because equal rights legislation prohibits using characteristics that you can't prove
distinguishable based on gender, race, religion, or age may have to be demonstrated to predict
work performance, this technique is more defendable than the judgmental approach.

Check Your Progress-A

Fill in the blanks.
1. A list of responsibilities and work obligations is a component of

3. Workflow detailed picture is called...............

4. Determining type of people, which a company needs for job is referred as

2.5 JOB DESIGN

Work design follows job analysis, i.e., it follows job analysis. It aims to define and arrange
tasks, accountability, and duties into a single unit of work for the achievement of particular
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objectives. It also outlines the processes and relationships required for a particular job to
succeed. To put it simply, it describes the what, how much, how many, and the order of the
tasks for a job or jobs.

The main component of job design is the fusion of a job's responsibilities or content with the
competencies required to do it. It helps to attract qualified candidates to the right positions by
giving a very clear description of the responsibilities of the position. Also, it gives the job a
thrilling, specialised appearance.

Job design involves a number of logically ordered steps, including those that were previously
described. The sequence is as follows:

e What tasks are required to be done or what tasks is part of the job?
e How are the tasks performed?

e What amount are tasks are required to be done?

e What is the sequence of performing these tasks?

All of these inquiries are intended to produce a precise definition of a particular task and
reduce the risk involved for the person conducting it. A clearly defined job promotes
employee sense of accomplishment and good self-esteem.

The entire job design process aims to handle numerous organisational issues, including those
that concern a person's job description and the connections that go along with it. More
specifically the following areas are fine-tuned:

e Checking the work overload.

e Checking upon the work under load.

e Ensuring tasks are not repetitive in nature.

e Ensuring that employees don not remain isolated.
e Defining working hours clearly.

e Defining the work processes clearly.

The above mentioned are factors that if not taken care of result into building stress within the
employees.

Benefits of Job Design
The following are the benefits of a good job design:

1. Employee Input: Good job feedback is made possible by good job design. Tasks can
be changed by employees in the workplace to suit their individual and social needs,
routines, and conditions.
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2. Employee Training: Job design includes training as a crucial component. Contrary to
the "leave them alone™ concept, job design places a strong emphasis on training
individuals so that they are fully informed of the requirements of and best practises
for performing their jobs.

3. Work / Rest Schedules: Job design offers good work and rest schedule by clearly
defining the number of hours an individual has to spend in his/her job.

4. Adjustments: A concrete work design minimises the amount of energy expended on
the task at hand and aligns the necessary labour to do it, allowing changes for
physically demanding jobs.

The goal of job design, a constant and dynamic process, is to assist people in adapting to
changes in the workplace. The ultimate objective is to increase motivation and employee
engagement while lowering unhappiness.

Approaches to Job Design

Following job analysis, job design seeks to outline and organise the duties and
responsibilities related to a particular position. It combines the duties of the job with the
qualities or abilities needed to carry them out. There are numerous ways or strategies to
accomplish this. The important ones are discussed below:

Human Approach

The human approach to job design put a strong emphasis on creating a position around the
individuals doing it, not the organisational procedures. In other words, it acknowledges the
necessity of creating employment that are both exciting and satisfying (financially and
otherwise).

This theory contends that work should satisfy a person's desire for respect, growth, and
responsibility. One way in which human approach to job design is used is job enrichment,
which was made popular by Herzberg's study. Herzberg divided these elements into two
groups: motivators and hygienic elements.

A person might be motivated to do better at work by elements including achievement, the
nature of the task, responsibility, learning, and growth, among others.

On the other hand, hygiene factors include things like working environment, organisational
policies, pay, etc. that might not directly drive but whose absence can result in discontent at
the workplace.

Engineering Approach

The engineering strategy was developed by FW Taylors and colleagues. They introduced the
concept of the task, which eventually gained popularity. This method calls for management to
plan out each employee's work or task a day in advance. Each employee receives instructions
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outlining the duties they must complete in detail. Together with the task's what, how, and
when, the specifications also include deadlines.

The strategy is founded on using scientific ideas in job design. This method recommends that
work be objectively analysed and divided into logical tasks. The organisation of the jobs in a
way that they are completed effectively is then given due consideration. The strategy also
places a strong emphasis on paying workers fairly and educating them constantly to increase
their productivity.

The Job Characteristics Approach

Hackman and Oldham are credited for popularising the job characteristics method. This
method asserts a direct connection between rewards and job satisfaction. They said that when
workers are fairly compensated for their efforts, they will work at their most productive and
dedicated levels. They established five fundamental criteria — skill diversity, task identity,
task relevance, autonomy, and feedback — that may be used to characterise any work.

Skill variety: When doing a work, the personnel must be able to use all of their skills and
pick up new ones.

Task ldentity: The extent to which an identifiable task or piece or work is required to be
done for completion of the job.

Task Significance: How important is the job to the other people, what impact does it create
on their lives?

Autonomy: Does the job offer freedom and independence to the individual performing the
same.

Feedback: Is feedback necessary for improving performance.

Although they are various strategies, they all mostly point to the same elements that must be
taken into account, such as interest, effectiveness, productivity, motivation, etc. They are all
essential for efficient task design.

2.6 JOB SIMPLIFICATION

Job simplification is a technique for dividing a task into smaller, simpler sections in order to
maximise an individual's productivity by reducing the amount of mental and physical effort
required to complete a given task.

2.7 JOB ENLARGEMENT

A method of work design known as "job enlargement”, involves increasing the number of
tasks related to a given job. Job enlargement refers to the process of adding additional jobs
and obligations to an existing employment while keeping it at the same level. By removing
the boredom associated with executing a given work that involves repeating the same duties
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and obligations, this increases the challenges involved in completing a particular task and so
raises the degree of satisfaction among the employees.

2.8 JOB ROTATION

Job rotation is a practise where a person is regularly moved between different
jobs/assignments within an organisation so that they can have a thorough understanding of all
of the horizontal and vertical tasks and responsibilities attached to a position. It is a carefully
thought-out exercise that gives employees the chance to define their talents and
competencies. In a similar vein, the business may determine which individual is the greatest
fit for a certain position. Thus, this is a circumstance where both the employee and the
organisation win.

2.9 JOB ENRICHMENT

Organizations use job enrichment to raise employee satisfaction levels in their individual
roles. This is accomplished by giving an employee extra authority or responsibility that was
previously only assigned to his line manager or other senior roles. Hence, job enrichment
helps people manage their time more independently. Employees that have more autonomy in
their jobs don't need to report to their superiors for assistance with their tasks. This enables
him or her to concentrate more intently on their task, create plans of action, make choices,
and endeavour to achieve both personal and organisational goals. Moreover, job enrichment
IS @ means to raise spirits within the company. Employees get more motivated to create more
results as a result of feeling more a part of the organisation. Also, this enables workers to
develop more vertical skills, which will qualify them for positions at higher levels of
responsibility. Also, the workers feel more mentally disciplined and make decisions with
greater authority. This helps them stay focused on their own organisational and personal
goals.

ot Check Your Progress- B

N
.

Write True or False.

5. Rotating employees between jobs in a specified manner is referred to as job rotation.

6. The technical conference method is a technique for acquiring pertinent information about
a work that primarily relies on the knowledge and experience of the supervisors.

7. Job enlargement is a method of classifying positions inside an organisation based on the
pertinent qualities, obligations, and responsibilities.

8. Job classification is the process of grouping together similar categories of labour.
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2.10 SUMMARY

» Job analysis is the process of identifying the responsibilities, necessary skills, and
ideal candidate for a position.

» One outcome of a job analysis is a job description, which is a list of the duties,
obligations, reporting structures, working conditions, and supervisory responsibilities
of the job.

» Job analysis also produces Work Specification, which is a list of the job's "human
requirements," such as the necessary training, abilities, personalities, and so forth.

> Job design primarily entails merging the duties or content of a job with the skills
needed to carry them out. It provides a very clear description of the duties of the
position and aids in drawing qualified applicants to the appropriate positions. Also, it
gives the task a look of interest and specialisation.

> A job questionnaire is designed to gather comprehensive information about a certain
employment.

» Employees record all of their daily activities in a diary or log, along with how much
time each action takes.

> Position Analysis Questionnaires are designed to gather measurable information about
the responsibilities and duties of various jobs.

|

2.11 GLOSSARY

<
@ » Job Analysis: the process of identifying the responsibilities, skill
requirements, and ideal candidate for a job.

» Job Description: One outcome of a job analysis is a list of a position's duties,
responsibilities, reporting relationships, working environments, and supervisory
responsibilities.

» Job Specification: Another outcome of a job analysis is a list of Job's "human
criteria," such as the necessary training, abilities, personality, and so on.

» Job Design: Job design primarily entails merging the duties or content of a job with
the skills needed to carry them out. It provides a very clear description of the duties of
the position and aids in drawing qualified applicants to the appropriate positions.
Also, it makes the position seem exciting and specialized.

» Organization Charts: a diagram illustrating the division of labour inside an
organization, complete with job names for each role and connecting lines indicating
who reports to and collaborates with whom.

<
>
——
T
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» Process Chart: A work-flow chart that shows the flow of inputs to and output from a
particular job.

> Diary/Log: Employees keep a daily log of all the activities they participate in and how
long each activity lasts.

» Position Analysis Questionnaire: A questionnaire used to collect quantifiable data
concerning the duties and responsibilities of various jobs.

2.12 ANSWERS TO CHECK YOUR PROGRESS

‘ Check Your Progress —A
1. Job Description

.

2. Job Analysis
3. Process Chart

4. Job Specification

Check Your Progress —B
5. True.
6. True.
7. False.
8. True.
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2.15 TERMINAL QUESTIONS

2

Define Job Analysis?

Elaborate the process of Job Analysis?

Explain job design. Elaborate various approaches to job design.
Define job description?

Elaborate how to use Job questionnaire?

AR
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3.1 INTRODUCTION

Recruitment and selection are two integral components of the hiring process in an
organization. Recruitment refers to the process of identifying and attracting potential
candidates who may be suitable for a job opening, while selection involves evaluating and
choosing the best candidate for the job.

Effective recruitment and selection strategies are essential for an organization to attract and
retain top talent. It is vital for organizations to develop recruitment policies and practices that
align with their business goals and objectives. Additionally, selection processes must be fair,
objective, and based on merit to ensure that the best candidates are selected for the job.

The recruitment and selection process can have a significant impact on an organization's
success and growth. Hiring the right candidates can lead to increased productivity, improved
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employee morale, and a more positive work environment. In contrast, making poor hiring
decisions can result in high turnover rates, decreased productivity, and a negative impact on
the organization's reputation.

Therefore, it is crucial for organizations to have effective recruitment and selection processes
in place to attract and retain top talent, and ultimately contribute to their success.

3.2 OBJECTIVES

After reading this unit you will be able to understand:

» Meaning and sources of Recruitment

Recruitment Process, Policy and Practices in India
Meaning and process of Selection

Methods of Interview and its process

Medical Examination, Reference Checks and Job Offer

Selection Practices in India

YV VvV ¥V V V VY

Difference between Recruitment and Selection

3.3 MEANING OF RECRUITMENT

Recruitment is the process of identifying and attracting qualified candidates for job openings
in an organization. The purpose of recruitment is to fill job vacancies with the best possible
candidates while also considering factors such as diversity, equity, and inclusion.
Recruitment is a critical function of human resources management as it forms the foundation
for the entire employment relationship.

The recruitment process starts with identifying the need to hire a new employee. The need for
a new employee may arise due to various reasons such as business expansion, retirement of
an employee, or resignation of an employee. Once the need for a new employee is identified,
the organization needs to determine the qualifications, skills, and experience required for the
job role. This is typically done through a job analysis, which involves identifying the duties,
responsibilities, and requirements of the job role.

Once the job analysis is complete, the organization needs to identify potential sources of
candidates. These sources can be internal or external. Internal sources of recruitment include
promoting existing employees or transferring employees to a new job role. External sources
of recruitment include job portals, social media, employee referrals, campus recruitment, and
recruitment agencies.

The next step in the recruitment process is to attract potential candidates. This can be done
through job postings on job portals, social media, or the organization's website. The job
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posting should include details such as the job title, duties and responsibilities, qualifications
required, and the salary range.

Once the job posting is published, the organization needs to screen the applications to
identify potential candidates. This can involve reviewing resumes, cover letters, and other
documents submitted by the candidates. The organization can also conduct phone interviews
or online assessments to further screen the candidates.

Once the screening is complete, the organization needs to select the candidates for the
interview stage. The interview stage is a critical stage in the recruitment process as it allows
the organization to assess the candidate's qualifications, skills, and experience. The interview
can be conducted in person, over the phone, or online, depending on the organization's
preference.

Once the interviews are complete, the organization needs to select the best candidate for the
job role. This can involve reviewing the candidate's references, conducting background
checks, and verifying the candidate's qualifications and experience. Once the selection
process is complete, the organization can make a job offer to the selected candidate.

Recruitment is an essential function of human resources management as it helps
organizations to attract and retain the best possible talent. Effective recruitment practices can
help organizations reduce the cost of hiring, improve employee retention, and enhance
organizational performance. However, recruitment can be a complex process, and
organizations need to have a clear understanding of their hiring needs, job requirements, and
the qualifications and skills required for the job role. Organizations also need to be mindful of
factors such as diversity, equity, and inclusion and ensure that their recruitment practices are
fair, transparent, and non-discriminatory.

3.4 SOURCES OF RECRUITMENT

The success of any recruitment process is largely dependent on the sources of recruitment
used by the organization. The sources of recruitment refer to the channels through which an
organization can attract potential candidates for job vacancies. The choice of recruitment
sources depends on various factors such as the nature of the job vacancy, the qualifications
and skills required for the job, the location of the job, and the target audience.

In general, there are two types of sources of recruitment: internal and external.

1. Internal sources of recruitment involve filling job vacancies from within the
organization. This can be done through promotions or transfers. Internal recruitment
is beneficial for both the organization and employees as it promotes employee
retention, fosters a sense of loyalty, and helps employees to develop their careers
within the organization. Internal recruitment also helps organizations to save costs
associated with the recruitment process, as there is no need to advertise job vacancies
externally. However, internal recruitment may also create a sense of competition
among employees, and there may be a limited pool of talent to choose from.
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2. External sources of recruitment involve attracting candidates from outside the
organization. There are various external sources of recruitment, including:

a.

Job portals: Job portals are online platforms that allow organizations to
advertise job vacancies and attract potential candidates. Job portals are a
popular source of recruitment as they provide access to a large pool of
potential candidates from various locations and industries. Job portals also
provide organizations with the ability to filter candidates based on their
qualifications, skills, and experience.

Social media: Social media platforms such as LinkedIn, Facebook, and
Twitter have become popular sources of recruitment. Organizations can use
social media to advertise job vacancies, interact with potential candidates, and
promote their brand as an employer. Social media can also help organizations
to reach a wider audience and attract candidates who may not actively be
looking for a job.

Employee referrals: Employee referrals involve hiring candidates
recommended by current employees. Employee referrals are a popular source
of recruitment as they can help organizations to attract candidates who are a
good fit for the job role and the organizational culture. Employee referrals also
help to reduce recruitment costs and can lead to better employee retention
rates.

Campus recruitment: Campus recruitment involves hiring candidates
directly from colleges and universities. Campus recruitment is a popular
source of recruitment for organizations that are looking for fresh talent with
specific skills and qualifications. Campus recruitment can also help
organizations to build relationships with educational institutions and promote
their brand as an employer.

Recruitment agencies: Recruitment agencies are organizations that specialize
in finding and attracting candidates for job vacancies. Recruitment agencies
can help organizations to save time and resources associated with the
recruitment process. Recruitment agencies also provide organizations with
access to a wider pool of candidates and can help to identify candidates with
specific skills and qualifications.

Walk-ins: Walk-ins involve candidates applying for job vacancies in person,
without any prior appointment. Walk-ins are a popular source of recruitment
for organizations that are looking for candidates to fill entry-level positions or
have urgent job vacancies.

The choice of recruitment sources depends on various factors such as the nature of the job
vacancy, the qualifications and skills required for the job, the location of the job, and the
target audience. It is important for organizations to identify the most appropriate sources of
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recruitment for each job vacancy and to use a combination of sources to attract the best
possible candidates. Using a mix of internal and external sources of recruitment can help
organizations to attract a diverse pool of candidates with different backgrounds, skills, and
qualifications, and improve the overall success of the recruitment process.

3.5 RECRUITMENT PROCESS AND POLICY

The recruitment process is a systematic approach to identifying, attracting, and hiring the
most suitable candidate for a job vacancy. The recruitment process involves various stages,
each of which is important to ensure that the organization selects the right candidate for the
job. A well-designed recruitment process can help organizations to attract and retain the best
talent, improve employee engagement and productivity, and enhance the overall
organizational performance.

Recruitment Process:

1. Identify job vacancy: The recruitment process begins with identifying the job
vacancy and defining the requirements for the job. This involves determining the job
description, essential qualifications, experience, and other requirements for the job.

2. Sourcing candidates: Once the job vacancy is identified, the next step is to source
potential candidates. This can be done using various sources of recruitment, such as
job portals, social media, employee referrals, campus recruitment, recruitment
agencies, and walk-ins.

3. Screening candidates: After sourcing potential candidates, the next step is to screen
them based on their qualifications, experience, and other requirements for the job.
This can be done through reviewing resumes, conducting phone or video interviews,
and administering pre-employment tests.

4. Conducting interviews: The next step is to conduct interviews with the shortlisted
candidates. Interviews can be conducted using various methods such as telephonic
interviews, video interviews, and in-person interviews.

5. Reference checks: After the interviews, reference checks are conducted to verify the
information provided by the candidate, such as their employment history, education,
and background.

6. Medical examination: In some cases, organizations may require candidates to
undergo a medical examination to ensure that they are physically and mentally fit for
the job.

7. Job offer: Finally, the organization extends a job offer to the selected candidate.

Recruitment Policy:
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A recruitment policy is a set of guidelines and procedures that govern the recruitment
process. A well-designed recruitment policy can help organizations to attract and retain the
best talent and ensure that the recruitment process is fair, transparent, and efficient. A
recruitment policy typically includes the following elements:

e Job descriptions: A recruitment policy should include a clear and detailed job
description for each job vacancy. This should include the essential qualifications,
experience, and other requirements for the job.

e Recruitment sources: The policy should identify the sources of recruitment that the
organization will use to attract potential candidates.

e Selection criteria: The policy should clearly define the criteria for selecting
candidates, such as their qualifications, experience, and skills.

e Interview process: The policy should outline the process for conducting interviews,
including the methods used, the questions asked, and the criteria for evaluating
candidates.

e Reference checks: The policy should specify the process for conducting reference
checks, including the information that will be verified and the sources of information.

e Medical examination: The policy should define the circumstances under which
candidates will be required to undergo a medical examination.

e Job offer: The policy should specify the process for extending a job offer to the
selected candidate, including the terms and conditions of employment.

e Diversity and inclusion: The policy should include provisions to ensure that the
recruitment process is fair and inclusive, and that candidates from diverse
backgrounds are given equal opportunities to apply for job vacancies.

In conclusion, the recruitment process and policy are critical components of any
organization's human resource management strategy. A well-designed recruitment process
and policy can help organizations to attract and retain the best talent, improve employee
engagement and productivity, and enhance the overall organizational performance. It is
important for organizations to continuously review and refine their recruitment process and
policy to ensure that they remain relevant and effective in attracting and retaining the best
talent.

3.6 RECRUITMENT PRACTICES IN INDIA

Recruitment practices in India have undergone significant changes in recent years. India is a
rapidly developing economy, and the competition for talent is increasing. Therefore,
organizations are adopting new and innovative recruitment practices to attract and retain the
best talent. In this article, we will discuss some of the key recruitment practices in India.
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1. Social Media Recruitment: Social media platforms such as LinkedIn, Twitter, and
Facebook are increasingly being used as a recruitment tool in India. Organizations are
using social media to create a brand image and engage with potential candidates.
Social media recruitment is particularly effective for attracting younger candidates
who are more active on social media platforms.

2. Campus Recruitment: Campus recruitment is a popular recruitment practice in
India, especially for entry-level positions. Organizations visit colleges and universities
to identify potential candidates and offer them jobs. Campus recruitment is an
effective way to build relationships with educational institutions and create a pipeline
of potential candidates.

3. Employee Referral Program: Employee referral programs are becoming
increasingly popular in India. Organizations incentivize their employees to refer
potential candidates for job openings. Employee referral programs can be an effective
way to source high-quality candidates, as employees are likely to refer people who
they believe are a good fit for the organization.

4. Recruitment Agencies: Recruitment agencies are widely used in India to source
candidates for job openings. These agencies have access to a large pool of potential
candidates and can help organizations to identify suitable candidates quickly.
Recruitment agencies can be particularly useful for niche roles or for organizations
that do not have a dedicated HR team.

5. Job Portals: Job portals such as Naukri, Monster, and TimesJobs are widely used in
India to advertise job openings and attract potential candidates. Job portals are
particularly effective for attracting candidates with specific skills or experience.

6. Diversity and Inclusion: Diversity and inclusion are increasingly becoming a priority
for organizations in India. Many organizations are adopting recruitment practices that
ensure equal opportunities for all candidates, regardless of their gender, caste,
religion, or other factors. This includes blind recruitment, which involves removing
identifying information from resumes to reduce bias.

7. Employer Branding: Employer branding is an important recruitment practice in
India. Organizations are investing in creating a positive employer brand to attract
potential candidates. This includes promoting the organization's culture, values, and
work environment.

In conclusion, recruitment practices in India are evolving rapidly. Organizations are adopting
new and innovative recruitment practices to attract and retain the best talent. Social media
recruitment, campus recruitment, employee referral programs, recruitment agencies, job
portals, diversity and inclusion, and employer branding are some of the key recruitment
practices in India. Organizations need to continuously review and refine their recruitment
practices to remain competitive in the market and attract the best talent.
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o Check Your Progress-A
\
Fill in the blanks.
1. Job portals are ............... platforms that allow organizations to advertise job
vacancies and attract potential candidates
2. A recruitment policy should include a clear and detailed .................. for each job

vacancy

3. Naukri, Monster, and TimesJobs are widely used in India to advertise job openings
and attract potential candidates are known as .................

3.7 MEANING OF SELECTION

Selection is the process of choosing the most suitable candidate for a particular job role in an
organization. It involves evaluating the skills, knowledge, experience, and other attributes of
the candidates and making a decision about which candidate is the best fit for the job. The
goal of the selection process is to ensure that the organization hires the most qualified
candidate who has the potential to perform well in the role and contribute to the success of
the organization.

The selection process typically starts after the recruitment process has identified a pool of
potential candidates. The selection process can vary depending on the organization, the job
role, and the level of the position being filled. However, there are some common steps that
are usually followed in the selection process.

1. Initial Screening

2. Testing

3. Interviewing

4. Reference Checks
5. Background Checks
6. Medical Examination
7. Decision Making

Once the selection process is complete, the organization makes a decision about which
candidate is the best fit for the job. The selected candidate is then offered the job, and the on-
boarding process begins.

In conclusion, selection is a critical process in the recruitment and hiring process of an
organization. It involves evaluating the skills, knowledge, experience, and other attributes of
the candidates to make a decision about which candidate is the most suitable for the job. The
selection process typically involves screening, testing, interviewing, reference checks,
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background checks, and medical examination. The goal of the selection process is to ensure
that the organization hires the most qualified candidate who has the potential to perform well
in the role and contribute to the success of the organization.

3.8 PROCESS OF SELECTION

The selection process is a critical step in the recruitment process. It involves evaluating the
candidates who have applied for a job and selecting the most suitable candidate to fill the
position. The selection process can vary depending on the organization, the job role, and the
level of the position being filled. However, there are some common steps that are usually
followed in the selection process. In this part, we will discuss the detailed process of
selection.

1. Initial Screening: The first step in the selection process is to screen the resumes and
applications of the candidates to shortlist the most qualified candidates. This is
usually done by reviewing the candidate's education, work experience, skills, and
other qualifications to ensure that they meet the minimum requirements for the job.

2. Testing: Once the initial screening is done, candidates may be asked to take various
tests to evaluate their skills, aptitude, and personality. These tests may include
cognitive ability tests, personality tests, skills tests, and language proficiency tests.
Testing can provide valuable insights into a candidate's ability to perform the job and
their potential for growth.

3. Interviewing: Interviewing is one of the most important steps in the selection
process. The purpose of the interview is to evaluate the candidate's suitability for the
job by assessing their knowledge, skills, experience, and other attributes. The
interview may be conducted by a single interviewer or a panel of interviewers.

There are several types of interviews that can be conducted, including:

a) Behavioural interviews: This type of interview focuses on past behaviour to
predict future performance. The interviewer will ask the candidate to provide
examples of how they have handled certain situations in the past.

b) Situational interviews: This type of interview focuses on hypothetical
situations to evaluate how the candidate would handle certain scenarios.

c) Technical interviews: This type of interview is used to assess the candidate's
technical knowledge and skills.

d) Panel interviews: In a panel interview, the candidate is interviewed by a
group of interviewers, typically from different departments within the
organization.

4. Reference Checks: Reference checks involve contacting the candidate's previous
employers, colleagues, or other references to verify their work history, skills, and
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other qualifications. Reference checks can help to confirm the information provided
by the candidate and provide insights into their work performance.

5. Background Checks: Background checks involve verifying the candidate's criminal
history, educational qualifications, and other personal details. This is done to ensure
that the candidate has provided accurate and truthful information and to protect the
organization from any potential risks.

6. Medical Examination: In some cases, candidates may be required to undergo a
medical examination to ensure that they are physically and mentally fit for the job.
This is particularly important for jobs that involve physical labour or require high
levels of concentration and alertness.

7. Decision Making: Once the selection process is complete, the organization makes a
decision about which candidate is the best fit for the job. The selected candidate is
then offered the job, and the on-boarding process begins.

Thus, the detailed process of selection includes initial screening, testing, interviewing,
reference checks, background checks, and medical examination. The goal of the selection
process is to ensure that the organization hires the most qualified candidate who has the
potential to perform well in the role and contribute to the success of the organization. The
selection process should be designed to be fair, objective, and transparent to ensure that all
candidates are given an equal opportunity to be considered for the job.

3.9 METHODS OF INTERVIEW

Interviews are a crucial part of the selection process, allowing the employer to assess the
candidate's suitability for the job and gain more insight into their personality and work style.
There are various methods of conducting an interview, each with its own advantages and
disadvantages. In this part, we will discuss some of the most common methods of interview
for the selection process.

1. One-on-One Interview: The most common method of interview is the one-on-one
interview, in which a single interviewer meets with the candidate to evaluate their
suitability for the job. This method allows the interviewer to ask questions tailored to
the candidate's experience, skills, and personality, and allows the candidate to provide
detailed answers.

2. Group Interview: In a group interview, a panel of interviewers meets with the
candidate to evaluate their suitability for the job. This method allows the employer to
assess how the candidate interacts with others and works in a team. Group interviews
can be particularly useful for roles that require strong teamwork and collaboration
skills.

3. Behavioural Interview: A behavioural interview is a structured interview that
focuses on the candidate's past behaviour in specific situations to predict their future
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performance. The interviewer will ask the candidate to provide examples of how they
have handled certain situations in the past, such as dealing with difficult customers or
resolving conflicts with colleagues.

4. Situational Interview: A situational interview is similar to a behavioural interview,
but instead of asking the candidate about past behaviour, the interviewer will present
hypothetical scenarios to the candidate and ask how they would handle the situation.
This method allows the interviewer to evaluate the candidate's problem-solving and
decision-making skills.

5. Technical Interview: A technical interview is used to assess the candidate's technical
knowledge and skills. This method is particularly useful for roles that require specific
technical expertise, such as software development or engineering. The interviewer
will ask the candidate technical questions and may ask them to perform a task or solve
a problem to evaluate their technical skills.

6. Stress Interview: In a stress interview, the interviewer intentionally creates a stressful
or uncomfortable situation to assess how the candidate responds under pressure. This
method is particularly useful for roles that require the ability to remain calm and
focused under stressful situations, such as emergency responders or crisis
management roles.

7. Panel Interview: A panel interview is similar to a group interview, but instead of
multiple candidates, there are multiple interviewers. This method allows for a more
comprehensive evaluation of the candidate's skills, as each interviewer can bring their
own perspective and area of expertise to the interview.

8. Phone Interview: A phone interview is a preliminary interview conducted over the
phone. This method is often used to screen candidates before inviting them for an in-
person interview. Phone interviews can be particularly useful for roles that require
strong communication skills or remote work.

9. Video Interview: A video interview is similar to a phone interview, but conducted
over a video conferencing platform such as Zoom or Skype. This method is
particularly useful for remote roles or for candidates who cannot attend an in-person
interview.

In conclusion, there are various methods of interview for the selection process, each with its
own advantages and disadvantages. The choice of interview method will depend on the
specific requirements of the role, the organization's culture and values, and the interviewer's
preferences. The key to a successful interview process is to select the most appropriate
method for the role and to conduct the interview in a fair, objective, and transparent manner.
By using the right interview method, the employer can select the most suitable candidate for
the job and ensure a successful recruitment process.
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3.10 STEPS IN INTERVIEW PROCESS

The interview process is a critical component of the selection process, allowing employers to
assess a candidate's suitability for the job, their skills, and their work experience. The
interview process typically consists of several steps that are designed to evaluate the
candidate's qualifications and suitability for the role. In this section, we will discuss the steps
involved in the interview process in detail.

1.

Preparation: The first step in the interview process is preparation. The employer
should prepare a list of questions that are designed to evaluate the candidate's skills,
experience, and qualifications for the role. The employer should also review the
candidate's resume and cover letter to identify any areas that need clarification or
elaboration.

Initial Screening: The next step in the interview process is the initial screening. This
step involves a brief phone call or email exchange to confirm the candidate's
availability, suitability, and interest in the role. This step also provides the employer
with an opportunity to clarify any questions or concerns about the candidate's
qualifications or work experience.

Scheduling: Once the initial screening is complete, the next step is to schedule the
interview. The employer should provide the candidate with detailed information about
the interview, including the date, time, location, and duration of the interview. The
employer should also provide the candidate with any materials they need to prepare
for the interview, such as a job description or interview guide.

Pre-Interview Preparation: Before the interview, the employer should prepare a
checklist of items they need to bring to the interview, such as a copy of the candidate’s
resume, a list of interview questions, and any relevant materials or documents. The
employer should also ensure that the interview room is clean, quiet, and free from
distractions.

The Interview: The interview itself typically consists of several stages. The employer
should begin by introducing themselves and providing an overview of the interview
process. The employer should then ask the candidate a series of questions designed to
evaluate their skills, experience, and qualifications for the role. The employer should
also provide the candidate with an opportunity to ask questions and provide additional
information about their qualifications and work experience.

Post-Interview Evaluation: After the interview, the employer should evaluate the
candidate's performance based on the interview questions and their overall suitability
for the role. The employer should also consider any feedback from other interviewers
or references. This step is critical in ensuring that the employer selects the best
candidate for the role.

Reference Checks: Once the employer has selected a candidate, the next step is to
conduct reference checks. This step involves contacting the candidate's references to
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confirm their work experience, skills, and qualifications. This step is critical in
ensuring that the candidate is suitable for the role and that they have a strong track
record of performance in previous roles.

8. Job Offer: The final step in the interview process is to extend a job offer to the
selected candidate. The job offer should include all of the relevant terms and
conditions of employment, such as salary, benefits, and start date. The employer
should also provide the candidate with an opportunity to ask any final questions and
to accept or decline the job offer.

In conclusion, the interview process is a critical component of the selection process, allowing
employers to evaluate a candidate's qualifications, skills, and suitability for the role. The
interview process typically consists of several steps, including preparation, initial screening,
scheduling, pre-interview preparation, the interview itself, post-interview evaluation,
reference checks, and the job offer. By following these steps, employers can ensure a fair,
objective, and transparent interview process and select the most suitable candidate for the
role.

3.11 MEDICAL EXAMINATION & REFERENCE CHECKS

Medical Examination and Reference Checks are important steps in the selection process.
They help to ensure that candidates are physically fit for the job and have the necessary
qualifications and experience. In this section, we will discuss the importance of medical
examination and reference checks and how they are conducted in the selection process.

Medical Examination

Medical examination is an important step in the selection process to ensure that candidates
are physically and mentally fit for the job. The purpose of the medical examination is to
identify any existing medical conditions that could affect the candidate's ability to perform
the job duties, and to ensure that the candidate is fit to work in the environment and
conditions of the job.

The medical examination usually involves a physical examination by a qualified medical
practitioner, as well as various tests such as blood tests, urine tests, and X-rays. The tests are
designed to identify any underlying medical conditions that could affect the candidate's
ability to perform the job duties or pose a risk to their health and safety.

Medical examinations are particularly important for jobs that involve physical labour or
exposure to hazardous materials or conditions. Examples of jobs that may require a medical
examination include fire-fighters, police officers, and construction workers.

Reference Checks

Reference checks are an important step in the selection process to verify the candidate's
employment history, qualifications, and experience. Reference checks involve contacting the

Unit 3 Recruitment and Selection Page 40



BBAN-201 Introduction to Business Studies Uttarakhand Open University

candidate's previous employers or other relevant individuals to confirm the candidate's work
history, job performance, and other relevant information.

Reference checks can be conducted in various ways, such as by phone, email, or letter. The
person conducting the reference check may ask questions about the candidate's job duties, job
performance, attendance, and punctuality, as well as their strengths and weaknesses.

Reference checks are important to ensure that the candidate has the necessary qualifications
and experience for the job, and to verify that the information provided by the candidate is
accurate. They can also provide insight into the candidate's work style and personality, which
can be useful in determining whether the candidate is a good fit for the organization and the
job.

Importance of Medical Examination and Reference Checks

Medical examination and reference checks are important steps in the selection process for
several reasons. Firstly, medical examination helps to ensure that candidates are physically
and mentally fit for the job, which is important for ensuring their health and safety, as well as
the safety of others. Secondly, reference checks help to verify the candidate's employment
history, qualifications, and experience, which is important for ensuring that the candidate has
the necessary skills and experience for the job.

Medical examination and reference checks can also help to reduce the risk of hiring the
wrong candidate, which can be costly and time-consuming for the organization. For example,
hiring a candidate with a medical condition that prevents them from performing the job duties
could result in increased absenteeism, reduced productivity, and potential legal liabilities.
Similarly, hiring a candidate who has falsified their qualifications or experience could result
in poor job performance, reduced morale, and potential legal liabilities.

Thus, medical examination and reference checks are important steps in the selection process
to ensure that candidates are physically and mentally fit for the job and have the necessary
qualifications and experience. Medical examination helps to identify any existing medical
conditions that could affect the candidate's ability to perform the job duties or pose a risk to
their health and safety. Reference checks help to verify the candidate's employment history,
qualifications, and experience, which is important for ensuring that the candidate has the
necessary skills and experience for the job. Conducting medical examination and reference
checks can help to reduce the risk of hiring the wrong candidate and ensure that the
organization hires the best candidate for the job..

3.12 JOB OFFER

The job offer is the final step in the selection process, where the organization extends an offer
of employment to the selected candidate. It is a crucial step in the selection process as it sets
the tone for the candidate's employment relationship with the organization.
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In this section, we will discuss the various aspects of a job offer, including its contents,
format, and timing.

Contents of a Job Offer
A job offer typically contains the following information:

1. Job title and description: The job title and description provide details about the job
duties, responsibilities, and expectations.

2. Compensation and benefits: The compensation and benefits package includes the
salary, bonuses, health benefits, retirement plans, and other perks offered by the
organization.

3. Work schedule: The work schedule outlines the days and hours of work required for
the job.

4. Start date: The start date is the date when the candidate is expected to start working
for the organization.

5. Terms and conditions of employment: The terms and conditions of employment
include the length of the probationary period, vacation time, sick leave, and other
policies and procedures that the candidate must abide by.

6. Acceptance deadline: The acceptance deadline is the date by which the candidate
must accept the job offer.

Format of a Job Offer

The format of a job offer can vary depending on the organization's preferences. Some
organizations may send a formal letter outlining the job offer, while others may use email or
phone calls to extend the job offer. Regardless of the format, the job offer should be clear,
concise, and professional.

Timing of a Job Offer

The timing of a job offer is important, as it can impact the candidate's decision to accept the
job offer. Ideally, the job offer should be extended as soon as possible after the selection
decision has been made. This can help to prevent the candidate from accepting another job
offer while waiting for a response from the organization.

However, the organization should also take the time to carefully review the candidate's
qualifications and experience before extending a job offer. Rushing the job offer process can
lead to mistakes and may result in the organization hiring the wrong candidate for the job.

Acceptance of a Job Offer

Once the job offer has been extended, the candidate has the option to accept or decline the
offer. If the candidate accepts the offer, they will typically be asked to sign an acceptance
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letter or agreement, which confirms their acceptance of the terms and conditions of
employment.

If the candidate declines the offer, the organization should respect their decision and move on
to the next candidate in the selection process.

Thus, job offer is the final step in the selection process, where the organization extends an
offer of employment to the selected candidate. It is important for the job offer to be clear,
concise, and professional, and to contain information about the job title and description,
compensation and benefits, work schedule, start date, terms and conditions of employment,
and acceptance deadline. The timing of the job offer is also important, as it can impact the
candidate's decision to accept the job offer. Once the job offer has been extended, the
candidate has the option to accept or decline the offer.

3.13 SELECTION PRACTICES IN INDIA

Selection practices in India are influenced by various factors, including the legal and cultural
environment, the availability of talent, and the organization's needs and preferences. In this
section, we will discuss the various selection practices commonly used in India.

Resumes and Job Applications

Resumes and job applications are the primary tools used by organizations to screen potential
candidates. In India, resumes are typically detailed and include information about the
candidate's education, work experience, and skills. Job applications may also ask candidates
to provide additional information about their personal and professional background.

Written Tests

Written tests are commonly used in India to evaluate a candidate's knowledge, skills, and
abilities. These tests may include aptitude tests, personality tests, and language proficiency
tests. Written tests are often used in combination with other selection methods, such as
interviews, to assess a candidate's overall suitability for the job.

Interviews

Interviews are a common selection method in India and may be conducted in person or over
the phone. Interviews may be structured or unstructured, depending on the organization's
needs and preferences. In structured interviews, candidates are asked a set of predetermined
questions, while unstructured interviews allow for more open-ended questioning.

Group Discussions

Group discussions are often used in India to assess a candidate's communication skKills,
teamwork, and leadership abilities. In group discussions, candidates are given a topic to
discuss and are evaluated on their ability to communicate effectively, listen to others, and
contribute to the discussion.
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Assessment Centers

Assessment centers are used by some organizations in India to evaluate candidates' suitability
for the job. Assessment centers may include a combination of tests, interviews, group
discussions, and other exercises designed to simulate the work environment.

Reference Checks

Reference checks are commonly used in India to verify a candidate's employment history,
educational qualifications, and other credentials. Reference checks may be conducted by
phone or email and may include questions about the candidate's job performance, strengths
and weaknesses, and overall suitability for the job.

Medical Examinations

Some organizations in India may require candidates to undergo a medical examination to
ensure that they are physically and mentally fit for the job. Medical examinations may
include a physical examination, blood tests, and other diagnostic tests.

Background Checks

Background checks are commonly used in India to verify a candidate's criminal record, credit
history, and other personal information. Background checks may be conducted by a third-
party agency and may require the candidate's consent.

Thus, the selection practices in India are diverse and vary depending on the organization's
needs and preferences. Resumes and job applications, written tests, interviews, group
discussions, assessment centers, reference checks, medical examinations, and background
checks are commonly used to evaluate a candidate's suitability for the job. It is important for
organizations to comply with legal and cultural norms when conducting the selection process,
and to ensure that the selection methods used are valid and reliable.

3.14 RECRUITMENT VS. SELECTION

Recruitment and selection are two important processes in the hiring cycle of an organization.
Though often used interchangeably, there is a significant difference between the two.

Recruitment is the process of identifying and attracting a pool of qualified candidates who
may be suitable for the job opening in an organization. Recruitment is the first step in the
hiring process and is the process of generating interest among potential candidates to apply
for a job. Recruitment activities involve creating job postings, advertising the job opening,
and using various recruitment channels to attract potential candidates.

Selection, on the other hand, is the process of evaluating and choosing the most suitable
candidate from a pool of applicants. The selection process involves reviewing resumes,
conducting interviews, performing background checks, and other assessment activities to
determine the candidate's suitability for the job.
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The key difference between recruitment and selection is that recruitment focuses on attracting
and generating interest among potential candidates, while selection focuses on evaluating and
choosing the best candidate for the job.

Recruitment involves activities such as creating job descriptions, advertising job openings,
posting job openings on online job boards, and attending job fairs and other recruitment
events. The goal of these activities is to attract a pool of qualified candidates who may be
interested in the job opening.

Selection activities, on the other hand, include reviewing resumes and cover letters,
conducting interviews, and performing assessments such as skills tests, personality tests, and
background checks. The goal of these activities is to evaluate the candidate's suitability for
the job based on their skills, qualifications, experience, and other factors.

Another difference between recruitment and selection is the timing. Recruitment is a
continuous process that can occur even when there is no immediate job opening. The goal is
to attract a pool of potential candidates for future job openings. Selection, on the other hand,
is typically conducted when there is a specific job opening and the organization is actively
looking to fill the position.

Thus, recruitment and selection are both important processes in the hiring cycle of an
organization. Recruitment focuses on attracting potential candidates, while selection focuses
on evaluating and choosing the best candidate for the job. By understanding the difference
between recruitment and selection, organizations can develop effective strategies to attract
and select top talent for their open positions.

o Check Your Progress- B

Write True or False.

5. Recruitment and selection are same process.
6. There is no need to conduct background check, as it is a wastage of time.

7. Stress interview is a type of interview.

3.15 SUMMARY

Recruitment and selection are two important processes in human resource management that
involve finding and hiring the right people for a job or position. Recruitment is the process of
identifying and attracting potential candidates for a job, while selection involves evaluating
and choosing the most suitable candidate from a pool of applicants.

During the recruitment process, employers may use various methods to attract potential
candidates, including job postings, referrals, recruitment agencies, and social media
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platforms. The goal is to find a diverse pool of candidates who meet the job requirements and
have the necessary skills and experience.

In the selection process, employers typically use various methods to evaluate candidates, such
as interviews, tests, and assessments. The goal is to assess the candidate's qualifications,
skills, and suitability for the job. Employers may also conduct background checks, reference
checks, and other screening processes to ensure that the candidate is a good fit for the
organization.

Overall, recruitment and selection are critical processes for any organization to ensure that it
hires the best candidates for a job. By identifying and attracting qualified candidates and
selecting the most suitable person for the job, organizations can build a strong workforce that
is capable of achieving its goals and objectives.

|

s+ 316 GLOSSARY

@ » Recruitment: Recruitment refers to the process of identifying,

attracting, and selecting qualified individuals to fill job vacancies in an
organization. It is an important function of human resource management that involves
the systematic search for potential candidates who meet the job requirements and have
the necessary skills and experience to perform the job effectively. The recruitment
process may involve various methods, such as job postings, referrals, recruitment
agencies, and social media platforms, to attract a diverse pool of candidates. The
ultimate goal of recruitment is to hire the best candidate for the job, while also
ensuring compliance with legal and ethical standards.
> Selection: Selection is the process of evaluating and choosing the most suitable
candidate from a pool of applicants for a job or position in an organization. It is a
critical function of human resource management that involves assessing the
qualifications, skills, and experience of candidates to determine their suitability for
the job. The selection process may involve various methods, such as interviews, tests,
assessments, background checks, and reference checks, to evaluate the candidate's
suitability for the job. The ultimate goal of selection is to choose the best candidate
for the job who has the necessary skills and qualifications to perform the job
effectively, while also ensuring compliance with legal and ethical standards.

3.17 ANSWERS TO CHECK YOUR PROGRESS

Check Your Progress —A

1. Online

2. Job Description
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3. Job portals

Check Your Progress —-B

4. False.
5. False.
6. True.
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3.20 TERMINAL QUESTIONS

y;

Define Recruitment?

Elaborate the process of recruitment?

Explain Selection Process.

What are the various steps of selection process?

What is the difference between recruitment and selection?

agkrownE
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UNIT 4 TRAINING AND DEVELOPMENT
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4.1 INTRODUCTION

Training and development are critical components of an organization's success, as they help
employees develop the skills, knowledge, and abilities necessary to perform their job duties
effectively. Training and development programs can take various forms, including on-the-job
training, coaching, mentoring, e-learning, classroom training, and workshops. The goal of
training and development is to enhance employees' performance and productivity, improve
job satisfaction, and increase employee retention rates.

Effective training and development programs can benefit both the employee and the
organization. For employees, training and development opportunities can lead to increased
job satisfaction, motivation, and engagement. Employees who feel supported by their
organization's training and development programs are more likely to feel invested in their
work and remain with the organization long-term.

For organizations, training and development programs can lead to increased productivity,
higher-quality work, and improved overall performance. By providing employees with the
necessary tools and resources to succeed in their roles, organizations can achieve their goals
and compete effectively in their respective markets.
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However, developing and implementing effective training and development programs
requires careful planning and evaluation. Organizations must conduct a thorough needs
assessment to identify the specific skills and knowledge gaps that need to be addressed. They
must also create a supportive learning environment and evaluate the effectiveness of their
training and development programs to ensure that they are achieving their desired outcomes.

Overall, training and development are essential for organizational success and employee
satisfaction. By investing in their employees' growth and development, organizations can
create a culture of continuous learning and improvement that benefits both the organization
and its employees.

4.2 OBJECTIVES

After reading this unit you will be able to understand:
» Training and development.

Analysis of organizational training needs.

Methods of training.

Evaluation of training.

Difference between on-the-job and off-the-job training methods.

YV V. VvV VY V

Need of training.

4.3 DEFINING TRAINING AND DEVELOPMENT

Training is the process of imparting knowledge, skills, and competencies to employees to
improve their job performance, productivity, and effectiveness in their current roles. Training
programs can take various forms, including on-the-job training, classroom instruction, e-
learning, coaching, mentoring, and job shadowing. The primary goal of training is to address
specific skill gaps or knowledge deficits that may be hindering employee performance, and to
equip employees with the necessary knowledge and skills to succeed in their job roles.

Development refers to the broader process of enhancing the knowledge, skills, and abilities of
employees to prepare them for future job roles and responsibilities within an organization.
Development activities can include job rotation, stretch assignments, mentoring, coaching,
career counselling, and formal education programs. The primary goal of development is to
enable employees to grow and progress within their career paths and to prepare them for new
roles and responsibilities within the organization. Development activities are often aimed at
high-potential employees or those identified for future leadership roles within the
organization.

Unit 4 Training and Development Page 50



BBAN-201 Introduction to Business Studies Uttarakhand Open University

Training and development are critical components of an organization's success. In today's
rapidly changing business environment, organizations need to invest in their employees'
training and development to remain competitive. The process of training and development
aims to enhance employees' skills, knowledge, and capabilities, thereby improving their
productivity, job satisfaction, and overall job performance.

Training and development programs can take various forms, including on-the-job training,
formal classroom training, online learning, coaching, mentoring, and job shadowing. The
choice of training and development methods depends on the organization's needs, the nature
of the job, and the employee's learning style. Effective training and development programs
are designed to address specific knowledge and skill gaps, promote employee engagement
and motivation, and align with the organization's strategic objectives.

One of the primary benefits of training and development is improved employee performance.
Training programs can enhance an employee's technical knowledge, communication skills,
leadership abilities, and problem-solving capabilities. For instance, a sales training program
can equip salespeople with effective selling techniques, product knowledge, and customer
service skills, which can improve their sales performance and customer satisfaction.
Similarly, a leadership development program can enhance a manager's decision-making
abilities, delegation skills, and team management capabilities, which can improve their team's
performance and overall organizational outcomes.

Another benefit of training and development is increased employee engagement and
retention. Employees who receive training and development opportunities feel valued,
supported, and invested in their career growth. They are more likely to remain committed to
their job, motivated, and satisfied with their work. Moreover, training and development can
provide employees with a sense of accomplishment, empowerment, and self-confidence,
which can enhance their job satisfaction and overall well-being.

Effective training and development programs require careful planning, design, and
implementation. The following steps can help organizations develop and deliver successful
training and development programs:

Identify the training and development needs: Organizations should conduct a needs
assessment to identify the skills, knowledge, and competencies that employees need to
improve their job performance. The assessment can involve surveys, interviews, performance
reviews, and job analysis.

Set clear training and development objectives: The objectives should be specific, measurable,
achievable, relevant, and time-bound. They should align with the organization's strategic
goals and the employees' career aspirations.

Design the training and development program: The program should incorporate various
learning methods and activities that cater to different learning styles. The program should
also consider the employees' availability, location, and technological capabilities.
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Deliver the training and development program: The program delivery should be engaging,
interactive, and relevant to the employees' job roles. The delivery can involve in-person,
online, or blended learning methods.

Evaluate the training and development program: The evaluation should measure the
program's effectiveness in achieving the learning objectives, employee satisfaction, and
impact on job performance. The evaluation can involve feedback surveys, performance
metrics, and follow-up assessments.

Training and development programs require a significant investment of time, money, and
resources. However, the benefits of such programs can far outweigh the costs. Organizations
that invest in their employees' training and development can gain a competitive advantage,
increase employee engagement and retention, and foster a culture of continuous learning and
improvement.

Moreover, training and development programs can address various challenges that
organizations face, such as skill shortages, technological advancements, and changing
customer needs. For instance, a company that invests in its employees' digital literacy and
data analysis skills can leverage technology to enhance its business operations, improve
customer experience, and increase profitability.

Thus, training and development are essential components of an organization's success.
Effective training and development programs can improve employee performance, increase
engagement and retention, and foster a culture of continuous learning and improvement.
Organizations that invest in their employees' training and development can gain a competitive
advantage

4.4 TRAINING NEEDS AND OBJECTIVES

Training Needs

Training needs refer to the gap between an employee's current skills, knowledge, and abilities
and the skills, knowledge, and abilities required to perform their job effectively. Identifying
training needs is a critical component of developing an effective training program that meets
the organization's goals and objectives.

The identification of training needs can be achieved through several methods, including:

1. Performance appraisals: Performance appraisals are a formal assessment of an
employee's job performance against pre-established performance standards.
Performance appraisals can identify areas where employees need improvement, such
as technical skills, communication skills, or problem-solving abilities.

2. Job analysis: Job analysis involves studying and documenting the duties,
responsibilities, and requirements of a specific job role. A job analysis can identify
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the specific skills, knowledge, and abilities required to perform the job effectively,
and any gaps between the employee's current abilities and those required for the job.

3. Feedback from supervisors and peers: Feedback from supervisors and peers can
identify areas where employees need improvement, such as communication skills,
teamwork, or leadership abilities.

4. Employee self-assessments: Employee self-assessments involve asking employees to
evaluate their own skills, knowledge, and abilities and identify areas where they need
improvement.

Once the training needs are identified, the next step is to prioritize the training needs based on
the organization's goals and objectives. For example, if the organization's primary goal is to
improve customer service, training needs related to customer service skills may be given a
higher priority than those related to technical skills.

The next step is to develop specific training objectives that address the identified training
needs. Training objectives should be specific, measurable, achievable, relevant, and time-
bound. For example, if the training need is to improve customer service skills, a training
objective might be to train employees on effective communication techniques to enhance
their customer interactions.

Effective training objectives should be aligned with the organization's overall goals and
objectives. This alignment ensures that the training program is focused on achieving the
organization's strategic objectives and that the training objectives are relevant to the
employees' job roles.

Once the training objectives are established, the next step is to design and deliver the training
program. The training program should incorporate various learning methods and activities
that cater to different learning styles, such as classroom instruction, on-the-job training, e-
learning, and coaching. The training program should also consider the employees'
availability, location, and technological capabilities.

Finally, evaluating the effectiveness of the training program is crucial to measure its impact
on employee performance and overall organizational outcomes. Evaluation can involve
feedback surveys, performance metrics, and follow-up assessments. The evaluation should
measure the program's effectiveness in achieving the learning objectives, employee
satisfaction, and impact on job performance.

In conclusion, identifying training needs is a critical component of developing an effective
training program that meets the organization's goals and objectives. Training needs can be
identified through various methods, such as performance appraisals, job analysis, feedback
from supervisors and peers, and employee self-assessments. Once the training needs are
identified, the next step is to prioritize them based on the organization's goals and objectives,
develop specific training objectives, design and deliver the training program, and evaluate its
effectiveness.
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Training Objectives

Training objectives are specific, measurable, achievable, relevant, and time-bound statements
that define the desired outcomes of a training program. Training objectives are critical
components of an effective training program as they provide clear direction and focus for the
program, ensuring that it meets the organization's goals and objectives.

There are several key elements that should be considered when developing training
objectives:

1.

Specific: Training objectives should be clear and specific, stating what the employees
are expected to learn or achieve as a result of the training program. Vague or
ambiguous objectives can lead to confusion and frustration for employees and make it
difficult to measure the effectiveness of the program.

Measurable: Training objectives should be measurable, meaning that they can be
quantified or evaluated to determine the success of the training program. Measurable
objectives can help to track progress, identify areas for improvement, and demonstrate
the value of the training program.

Achievable: Training objectives should be achievable, meaning that they are realistic
and can be accomplished within the given timeframe and resources. Unachievable
objectives can demotivate employees and reduce the effectiveness of the training
program.

Relevant: Training objectives should be relevant to the employees' job roles and the
organization's goals and objectives. Relevant objectives ensure that the training
program is focused on addressing the specific needs of the organization and its
employees.

Time-bound: Training objectives should be time-bound, meaning that they have a
specific deadline or timeframe for completion. Time-bound objectives help to create a
sense of urgency and focus for the training program, ensuring that employees are
motivated to achieve the objectives within the specified timeframe.

Examples of training objectives might include:

To increase employees' knowledge of new software applications by 50% within six
months.

To improve customer service skills by 25% within three months, as measured by
customer satisfaction surveys.

To enhance employee communication skills by 30% within six months, as measured
by feedback from peers and supervisors.

To increase sales revenue by 10% within one year, as a result of improved sales
techniques and product knowledge.
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e To reduce workplace accidents by 20% within six months, as a result of improved
safety training and awareness.

Effective training objectives should be aligned with the organizations overall goals and
objectives. This alignment ensures that the training program is focused on achieving the
organization's strategic objectives and that the training objectives are relevant to the
employees' job roles.

Once the training objectives are established, the next step is to design and deliver the training
program. The training program should incorporate various learning methods and activities
that cater to different learning styles, such as classroom instruction, on-the-job training, e-
learning, and coaching. The training program should also consider the employees'
availability, location, and technological capabilities.

Finally, evaluating the effectiveness of the training program is crucial to measure its impact
on employee performance and overall organizational outcomes. Evaluation can involve
feedback surveys, performance metrics, and follow-up assessments. The evaluation should
measure the program's effectiveness in achieving the learning objectives, employee
satisfaction, and impact on job performance.

Thus, training objectives are critical components of an effective training program. They
provide clear direction and focus for the program, ensuring that it meets the organization's
goals and objectives. Effective training objectives should be specific, measurable, achievable,
relevant, and time-bound, and should be aligned with the organizations overall goals and
objectives. Once the training objectives are established, the next step is to design and deliver
the training program and evaluate its effectiveness.

b Check Your Progress-A

Fill in the blanks.
1. Fullformof T&D ...,

2. involves studying and documenting the duties, responsibilities,
and requirements of a specific job role.

3. Training objectives are specific, measurable, achievable, relevant,and ...................
statements that define the desired outcomes of a training program.

4.5 ANALYSIS OF ORGANIZATIONAL TRAINING NEEDS

Analysing organizational training needs is a critical step in developing an effective training
program. This analysis involves identifying and prioritizing the skills and knowledge gaps
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within the organization and determining the training requirements to address those gaps. An
effective analysis of organizational training needs will provide valuable insights into the
current performance levels of the organization and help to identify areas for improvement.

There are several key steps involved in conducting an analysis of organizational training
needs:

Identify the Training Objectives: The first step in analyzing organizational training needs is
to identify the overall training objectives. These objectives should be aligned with the
organization's strategic goals and should reflect the specific training requirements needed to
support those goals. The objectives should also be measurable and achievable.

Determine the Gap Analysis: The next step is to determine the gap analysis, which involves
identifying the gap between the current performance levels of the employees and the desired
performance levels. This analysis can be conducted through employee performance reviews,
surveys, and feedback from managers.

Identify the Target Audience: Once the gap analysis has been conducted, the next step is to
identify the target audience for the training program. This involves identifying the specific
employees or groups of employees who require training to address the identified skill gaps.

Determine the Training Content: Once the target audience has been identified, the next step is
to determine the specific training content required to address the identified skill gaps. This
content may include a combination of classroom instruction, e-learning modules, on-the-job
training, and coaching.

Determine the Training Delivery Method: The next step is to determine the most effective
training delivery method for the target audience. This may include in-person training
sessions, online courses, or a combination of both.

Develop a Training Plan: Once the training objectives, target audience, training content, and
delivery method have been identified, the next step is to develop a training plan. The training
plan should include a timeline for the training program, the specific learning objectives for
each training session, and the evaluation metrics to measure the success of the program.

Implement the Training Program: The final step is to implement the training program. This
involves delivering the training content to the target audience and ensuring that the
employees have the necessary resources and support to complete the training program
successfully.

Thus, analyzing organizational training needs is a critical step in developing an effective
training program. It involves identifying and prioritizing the skills and knowledge gaps
within the organization and determining the training requirements to address those gaps. An
effective analysis of organizational training needs will provide valuable insights into the
current performance levels of the organization and help to identify areas for improvement. By
following these key steps, organizations can develop and implement effective training
programs that enhance employee performance and drive business success.
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4.6 TRAINING PROCESS

The training process is a structured approach to learning that involves several steps to ensure
that employees acquire the skills and knowledge needed to perform their jobs effectively.
Below are the various steps involved in a training process:

1. Needs Assessment: The first step in the training process is to conduct a needs
assessment to identify the skills and knowledge gaps within the organization. This
assessment can be conducted through employee surveys, focus groups, performance
evaluations, and other methods. The results of the needs assessment will help to
identify the specific training requirements for each employee or group of employees.

2. Training Design: Once the training needs have been identified, the next step is to
design the training program. This involves developing learning objectives, selecting
the appropriate training methods, and designing the training materials. The training
design should be tailored to the specific needs of the employees and should align with
the organization's strategic objectives.

3. Training Delivery: The training delivery step involves providing the training to the
employees. This can be done through various methods such as classroom instruction,
on-the-job training, e-learning modules, webinars, and workshops. The training
delivery method should be selected based on the specific needs of the employees, the
training objectives, and the available resources.

4. Training Evaluation: After the training has been delivered, the next step is to
evaluate its effectiveness. This involves assessing whether the training achieved the
learning objectives, whether the employees found the training useful, and whether the
training had a positive impact on job performance. The evaluation can be conducted
through surveys, assessments, and other methods.

5. Follow-up and Feedback: The final step in the training process is to provide follow-
up and feedback to the employees. This involves providing support and coaching to
the employees to reinforce the training, and providing feedback to the employees to
help them improve their performance. The feedback can be provided through
performance evaluations, coaching sessions, or other methods.

4.7 METHODS OF TRAINING

There are several methods of training that organizations can use to develop their employees'
skills and knowledge. These methods can be categorized into two main types: on-the-job
training and off-the-job training.

1. On-the-Job Training: This type of training is conducted while the employee is
performing their job. The employee is trained by a more experienced worker,
supervisor or manager.
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On-the-job training (OJT) is a type of training that occurs while an employee is
working in their job role. This type of training can be effective because it allows
employees to learn by doing and receiving feedback in real-time. There are several
methods of on-the-job training, which are discussed below:

a.

Apprenticeships: Apprenticeships are a formal type of on-the-job training
program that combines classroom instruction with hands-on training.
Apprenticeships are common in trades such as carpentry, plumbing, and
electrician work. Apprentices work under the guidance of a skilled worker,
called a journeyman, to learn the skills and knowledge needed to perform the
job.

Coaching/Mentoring: Coaching and mentoring involve an experienced
employee providing guidance and feedback to a new employee to help them
develop their skills and knowledge. This type of training can be one-on-one or
in a small group. The coach or mentor can help the employee identify areas for
improvement, provide constructive feedback, and answer questions.

Job Shadowing: Job shadowing involves a new employee following an
experienced employee to observe how they perform their job. The new
employee may be given the opportunity to perform some of the tasks
themselves under the guidance of the experienced worker. This type of
training can help the new employee gain a better understanding of the job
duties and responsibilities.

Job Rotation: Job rotation involves employees rotating through different job
roles within the organization to gain exposure to different areas and develop a
broader range of skills. This type of training can help employees understand
how different parts of the organization work together and how their role fits
into the larger picture.

Internships: Internships are a type of on-the-job training where a student or
recent graduate works in an organization to gain practical experience. This
type of training can help the intern develop skills and knowledge in their field
and make valuable connections with professionals in the industry.

Simulations: Simulations are a type of training that uses technology to create
a simulated environment where employees can practice their skills in a safe,
controlled environment. Simulations can be used to train employees on how to
operate equipment, respond to emergencies, and perform other job tasks.

Action Learning: Action learning involves employees working together in
small groups to solve real-world problems related to their job roles. This type
of training can help employees develop their problem-solving and critical
thinking skills.
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2. Off-the-Job Training: This type of training is conducted outside of the employee's
normal job duties. It may take place at an external location or within the organization.

Off-the-job training is a type of training that occurs away from the employee's job
location. This type of training can take place in a classroom or a separate training
facility. Off-the-job training methods include:

a.

Classroom Training: Classroom training is a traditional method of off-the-
job training. It involves employees attending training sessions in a classroom
setting. Classroom training can be used to provide employees with theoretical
knowledge, such as management principles or financial analysis.

E-Learning: E-learning is a type of off-the-job training that uses electronic
media, such as computers or tablets, to deliver training content. E-learning can
take many forms, including webinars, online courses, and interactive
simulations. E-learning allows employees to learn at their own pace and from
any location with internet access.

Conferences and Seminars: Conferences and seminars are events where
employees attend presentations and workshops to learn about new
developments in their industry or to develop specific skills. Conferences and
seminars provide employees with an opportunity to network with
professionals in their industry and learn about new trends and best practices.

Role Playing: Role-playing is a type of training where employees act out
scenarios related to their job roles. Role-playing can be used to develop
communication, problem-solving, and decision-making skills. Role-playing
can also be used to practice difficult conversations or situations, such as
conflict resolution.

Case Studies: Case studies are used to present real-world situations that
employees may encounter in their job roles. Employees are asked to analyze
the situation and develop a solution. Case studies can be used to develop
critical thinking and problem-solving skills.

Self-paced Study: Self-paced study involves employees working through
training materials at their own pace. This type of training can be delivered
through e-learning or traditional training materials such as workbooks. Self-
paced study allows employees to learn at their own pace and review materials
as needed.

Job Instruction Training (JIT): JIT involves a structured method of training
that focuses on the specific steps involved in performing a job. Employees are
trained on each step of the job, and the trainer provides feedback and
corrections as needed. JIT can be used to ensure employees perform their jobs
consistently and correctly.
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Off-the-job training can provide employees with a focused and structured learning
environment. It allows employees to develop skills and knowledge that may not
be available in their day-to-day work. Off-the-job training methods can be more
expensive and time-consuming than on-the-job training methods, but they can be
effective in developing skills and knowledge that are critical to the success of the
organization.

4.8 EVALUATION OF TRAINING

Evaluation of training is the process of determining the effectiveness of a training program.
The purpose of training evaluation is to measure the impact of training on employee
performance and organizational goals. There are various stages of training evaluation as per
the Kirkpatrick Model of training evaluation:

1. Reaction Evaluation: Reaction evaluation is the most basic form of training
evaluation. It involves obtaining feedback from trainees about their reactions to the
training program. Feedback can be collected through surveys, questionnaires, or focus
groups. Reaction evaluation provides information about the trainees' attitudes and
perceptions of the training program.

2. Learning Evaluation: Learning evaluation is used to measure the amount of
knowledge and skills that trainees have gained from the training program. This can be
measured through tests, quizzes, or skill demonstrations. Learning evaluation provides
information about whether the trainees have achieved the learning objectives of the
training program.

3. Behavior Evaluation: Behavior evaluation is used to measure changes in employee
behavior as a result of the training program. This can be measured through
observation, self-assessment, or feedback from supervisors. Behavior evaluation
provides information about whether the trainees are applying the knowledge and skills
learned in the training program to their job roles.

4. Results Evaluation: Results evaluation is used to measure the impact of the training
program on organizational goals. This can be measured through productivity data,
customer satisfaction surveys, or financial performance indicators. Results evaluation
provides information about whether the training program has contributed to achieving
organizational goals.

The evaluation of training should be conducted at various stages of the training process,
including before, during, and after the training program. Evaluation should be an ongoing
process, and feedback should be used to make improvements to the training program.

The Kirkpatrick Model is a widely used framework for evaluating training effectiveness. The
model consists of four levels of evaluation: reaction, learning, behavior, and results
evaluation. The Kirkpatrick Model provides a structured approach to training evaluation and
allows for a comprehensive assessment of the effectiveness of a training program.
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Evaluation of training is important because it allows organizations to determine whether the
training program is meeting its objectives. It provides information about the impact of
training on employee performance and organizational goals. Evaluation of training can also
help organizations to identify areas for improvement in the training program and make
changes to improve its effectiveness.

Thus, evaluation of training is a critical component of the training process. It provides
information about the effectiveness of the training program and allows organizations to make
improvements to the program. There are various methods of training evaluation, and the
Kirkpatrick Model is a widely used framework for evaluating training effectiveness.
Evaluation should be an ongoing process, and feedback should be used to make
improvements to the training program.

The CIRO approach of training evaluation is a framework for evaluating training
effectiveness that was developed by Robert Craig and Robert Bittel in the 1970s. The
acronym CIRO stands for Context, Input, Reaction, and Output, and the approach focuses on
evaluating the training program in terms of these four factors.

1. Context: The context of the training program refers to the organizational, social, and
cultural environment in which the training takes place. Context evaluation assesses
whether the training program is aligned with the goals, values, and culture of the
organization. It also considers external factors such as the economic and political
environment in which the organization operates.

2. Input: The input of the training program refers to the design and delivery of the
training program. Input evaluation assesses whether the training program is well-
designed, relevant, and effective in meeting the learning needs of the trainees. It also
considers factors such as the quality of training materials, the qualifications of the
trainers, and the availability of training resources.

3. Reaction: The reaction of the trainees to the training program refers to their attitudes,
perceptions, and satisfaction with the training program. Reaction evaluation assesses
whether the trainees found the training program engaging, relevant, and useful. It also
considers factors such as the trainees' motivation to learn, their level of participation,
and their willingness to apply what they have learned.

4. Output: The output of the training program refers to the impact of the training
program on individual and organizational performance. Output evaluation assesses
whether the training program has resulted in improved knowledge, skills, and
attitudes among the trainees. It also considers factors such as changes in behavior,
performance, and productivity that can be attributed to the training program.

The CIRO approach of training evaluation provides a comprehensive and systematic way of
evaluating the effectiveness of a training program. By focusing on the context, input,
reaction, and output of the training program, the approach enables organizations to identify
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strengths and weaknesses in the training program and make improvements to enhance its
effectiveness.

To implement the CIRO approach, organizations can use a variety of evaluation methods,
including surveys, interviews, focus groups, observations, and performance metrics. Data can
be collected before, during, and after the training program to assess the impact of the training
program over time.

Thus, the CIRO approach of training evaluation is a useful framework for assessing the
effectiveness of a training program. By evaluating the context, input, reaction, and output of
the training program, organizations can identify areas for improvement and make changes to
enhance the effectiveness of the program. The CIRO approach provides a systematic and
comprehensive way of evaluating training programs and can help organizations to achieve
their training goals and objectives.

4.9 NEED OF TRAINING

The need for training in organizations arises from a variety of factors. Training is necessary
to enhance the knowledge, skills, and abilities of employees, to improve organizational
performance, and to remain competitive in the marketplace. In this section, we will discuss
the various reasons why training is essential for organizations.

1. Enhance employee skills and knowledge: One of the primary reasons for training is
to improve the skills and knowledge of employees. Training enables employees to
acquire new skills and knowledge that are necessary to perform their job roles
effectively. It also helps employees to stay up-to-date with the latest developments in
their field of work, such as new technologies or industry trends.

2. Improve organizational performance: Training can also help to improve
organizational performance by enhancing the skills and knowledge of employees.
When employees are better trained, they can perform their job roles more efficiently,
which can lead to increased productivity and better quality output. Improved
organizational performance can lead to increased profitability and growth.

3. Address skills gaps: Another reason for training is to address skills gaps within the
organization. Training can help to identify areas where employees lack the necessary
skills and knowledge to perform their job roles effectively. By addressing these skills
gaps through training, organizations can ensure that their employees have the skills
they need to meet the demands of their job roles.

4. Adapt to changes: Organizations operate in a constantly changing environment, and
training can help employees to adapt to these changes. For example, if an organization
introduces a new technology or changes its processes, employees may require training
to understand how to use the new technology or follow the new processes.
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5. Employee retention: Training can also help to improve employee retention by
providing employees with opportunities for personal and professional development.
When employees feel that they are valued and have opportunities for growth and
development within the organization, they are more likely to stay with the
organization for the long term.

6. Compliance with regulations: Many industries have regulations that organizations
must comply with, such as health and safety regulations or data protection regulations.
Training can help employees to understand and comply with these regulations, which
can help to avoid costly fines or legal action.

Thus, the need for training in organizations arises from a variety of factors. Training can
enhance employee skills and knowledge, improve organizational performance, address skills
gaps, adapt to changes, improve employee retention, and ensure compliance with regulations.
By investing in training, organizations can improve their competitiveness, performance, and
growth, while also providing opportunities for personal and professional development for
their employees.

4.10 DIFFERENCE BETWEEN ON-THE-JOB AND OFF-THE-
JOB TRAINING

On-the-job training (OJT) and off-the-job training (OJOT) are two different types of training
methods used by organizations to develop their employees. The main difference between the
two is the location where the training takes place. In this section, we will discuss the
differences between OJT and OJOT in detail.

1. Location: The primary difference between OJT and OJOT is the location where the
training takes place. OJT is conducted in the actual work environment where
employees are expected to perform their job roles. In contrast, OJOT is conducted
outside the work environment, usually in a classroom or training facility.

2. Trainer: In OJT, the trainer is usually a supervisor or a senior employee who
provides on-the-job guidance and support to the trainee. In OJOT, the trainer is
usually a professional trainer or subject matter expert who is not directly involved in
the day-to-day operations of the organization.

3. Nature of training: OJT is a practical, hands-on training method that focuses on
developing the specific skills and knowledge required to perform a particular job role.
0OJOT, on the other hand, is a theoretical training method that focuses on developing
general skills and knowledge that can be applied across different job roles.

4. Time duration: OJT is usually a short-term training method that can be completed
within a few days or weeks. OJOT, on the other hand, is usually a long-term training
method that can take several months to complete.
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5. Cost: OJT is generally a cost-effective training method as it does not require any
additional training facilities or equipment. OJOT, however, can be more expensive as
it requires training facilities, equipment, and professional trainers.

6. Flexibility: OJT is a flexible training method that can be customized to meet the
specific needs of individual trainees. OJOT, on the other hand, is less flexible as it
follows a fixed curriculum and is usually delivered to a group of trainees.

Thus, OJT and OJOT are two different types of training methods used by organizations to
develop their employees. The primary difference between the two is the location where the
training takes place. OJT is conducted in the actual work environment, while OJOT is
conducted outside the work environment. Both methods have their advantages and
disadvantages, and organizations need to carefully evaluate their training needs and choose
the method that best suits their requirements..

\:‘ Check Your Progress- B

Write True or False.
4. Training is done for lower level employees whereas development is done for the
employees of top management.
5. Analysis of organizational training need is an additional process that can be skipped
in case of emergency.
6. Evaluation of training process is a crucial stage that can be evaluated by CIRO

approach.

411 SUMMARY

Training and development are crucial aspects of organizational success as they help
employees develop the skills, knowledge, and abilities necessary to perform their job duties
effectively. Training and development programs can take various forms, including on-the-job
training, coaching, mentoring, e-learning, classroom training, and workshops.

The goal of training and development is to enhance employees' performance and
productivity, improve job satisfaction, and increase employee retention rates. Through
training and development programs, organizations can provide their employees with the tools
they need to succeed in their roles, which can lead to increased job satisfaction, employee
engagement, and motivation.

To ensure the success of training and development programs, organizations must conduct a
thorough needs assessment to identify the specific skills and knowledge gaps that need to be
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addressed. This assessment helps organizations develop targeted training and development
programs that meet the unique needs of their employees.

In addition to providing employees with the necessary training and development
opportunities, organizations must also create a supportive learning environment. This
environment should encourage employees to learn, ask questions, and seek feedback from
their managers and peers.

Finally, organizations must evaluate the effectiveness of their training and development
programs to ensure that they are achieving their desired outcomes. This evaluation process
can include collecting feedback from employees, measuring performance metrics, and
analysing the return on investment of training and development initiatives.

Overall, effective training and development programs are essential for organizational success
as they help employees develop the skills and knowledge necessary to perform their job
duties effectively and contribute to the achievement of organizational goals.

|

4.12 GLOSSARY

<

ﬁ » Training: Training can be defined as the process of acquiring and

developing knowledge, skills, and abilities that are necessary for an

individual to perform a specific job or task. It is a systematic and organized approach

to learning that aims to improve an individual's performance and productivity in the

workplace. Training can be delivered in various forms, including on-the-job training,

coaching, mentoring, classroom training, e-learning, and workshops. The ultimate

goal of training is to enhance an individual's job performance and contribute to the
achievement of organizational goals.

> Development: Development can be defined as the ongoing process of enhancing an
individual's knowledge, skills, and abilities beyond the immediate requirements of
their job or task. It is a long-term approach to learning that focuses on an individual's
career growth and personal development. Development opportunities can include job
rotations, stretch assignments, mentoring, coaching, and formal education programs.
The goal of development is to improve an individual's overall competence, broaden
their perspective, and prepare them for future career opportunities. Development can
benefit both the individual and the organization by promoting employee engagement,
retention, and succession planning.

» On-the-job Training: On-the-job training (OJT) is a type of training that occurs in the
workplace as an employee performs their regular job duties. It is a practical approach
to learning that provides employees with hands-on experience and immediate
feedback. During OJT, an experienced worker or supervisor provides guidance and
instruction to the employee, demonstrating how to perform the job and providing
feedback on their performance. OJT is often used for teaching new skills or processes,
but can also be used to reinforce existing skills or knowledge. It is a cost-effective

<
>
——
T
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training method that can be customized to an employee's specific needs and learning
style. OJT can be combined with other training methods, such as classroom training
or e-learning, to create a comprehensive training program.

Off-the-job Training: Off-the-job training (OJT) is a type of training that occurs
outside of the employee's regular work environment, often in a classroom or training
facility. It is a theoretical approach to learning that provides employees with the
opportunity to learn new skills, knowledge, and techniques without the distractions of
their everyday work environment. Off-the-job training can take various forms,
including classroom lectures, workshops, e-learning, simulations, and role-playing
exercises. It can be used to teach a range of skills, from technical skills to soft skills
such as communication, leadership, and teamwork. Off-the-job training is often used
for new employees who need to learn the basics of their job or for experienced
employees who need to update their skills or knowledge. It can be a more expensive
training method than on-the-job training, but it can provide employees with a more
comprehensive learning experience.

4.13

ANSWERS TO CHECK YOUR PROGRESS

! Check Your Progress —A

1. Training and Development

2. Job Analysis

3. Time Bound

Check Your Progress —B

4. False.

5. False.

6. True.
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4.16 TERMINAL QUESTIONS

Define Training and Development?

Elaborate training process in detail?

Explain various methods of training.

Define analysis of organizational training needs.
Elaborate the need of conducting training.
Explain how to conduct a training evaluation.

ogakrwdE
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UNIT 5 COMPENSATION MANAGEMENT
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5.2 Objectives

5.3 Defining Compensation Management and Wages
5.4 Objectives of Compensation Management

5.5 Process of Compensation Management

5.6 Techniques of Compensation Management, Incentive Plans and Wage Plans
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5.8 Performance Appraisal Techniques

5.9 Introduction to 360° Appraisal Technique

5.10 Summary

5.11 Glossary
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5.14 Suggested Readings

5.15 Terminal Questions

5.1 INTRODUCTION

Compensation management is the process of designing, implementing, and administering a
fair and competitive compensation package for employees. Compensation includes both
monetary and non-monetary rewards such as salary, bonuses, benefits, and perks, and is a
critical component of attracting, retaining, and motivating employees.

Effective compensation management requires an understanding of the organization's overall
compensation philosophy and strategy, as well as market trends and employee expectations.
The goal is to create a compensation package that is fair, equitable, and aligned with the
organization's values and goals, while also being competitive with other organizations in the
same industry or geographic area.

Compensation management involves various activities, including job analysis, market
research, salary surveys, performance evaluations, and salary administration. It also includes
designing and implementing incentive programs such as bonuses, profit-sharing plans, and
stock options.

Compensation management is critical for employee retention and job satisfaction. Employees
who feel they are being fairly compensated for their work are more likely to remain with the

Unit 5 Compensation Management Page 68



BBAN-201 Introduction to Business Studies Uttarakhand Open University

organization and be motivated to perform at a high level. At the same time, effective
compensation management can help organizations attract and retain top talent, ultimately
contributing to the organization's overall success.

Thus, compensation management is a complex and critical process that involves designing
and administering a competitive and fair compensation package for employees. It requires an
understanding of the organization's values and goals, market trends, and employee
expectations, and can have a significant impact on employee retention, motivation, and
overall organizational success.

5.2 OBJECTIVES

After reading this unit you will be able to understand:
» Compensation management and wages.
> Objectives and process of compensation management.
» Process of compensation management.
» Techniques of compensation management, incentive plans and wage plans.
>

Performance appraisal techniques.

5.3 DEFINING COMPENSATION MANAGEMENT AND
WAGES

Compensation management refers to the process of designing, implementing, and
administering a compensation package that includes both monetary and non-monetary
rewards for employees. This process involves analysing and evaluating various factors, such
as job roles and responsibilities, market trends, and the organization's financial goals and
resources, to determine the appropriate compensation package for employees.

Compensation management includes activities such as job analysis, market research, salary
surveys, performance evaluations, and salary administration. It also involves developing and
implementing incentive programs such as bonuses, profit-sharing plans, and stock options to
motivate and reward employees for their performance.

The objective of compensation management is to provide a fair and competitive
compensation package that aligns with the organization's goals and values while motivating
and retaining employees. Effective compensation management can lead to higher levels of
employee satisfaction, increased motivation, and higher retention rates, ultimately
contributing to the organization's success.
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The components of compensation can vary depending on the organization and the job role,
but generally include both monetary and non-monetary rewards. Here are some common
components of compensation:

Base salary: This is the fixed amount of money that an employee receives for their
job duties and responsibilities. It is typically determined based on factors such as the
employee’s level of experience, education, and the requirements of the job. The base
salary is usually expressed as an annual or hourly rate and is paid out on a regular
schedule (e.g., weekly, bi-weekly, monthly).

Bonuses: These are one-time payments given to employees for meeting or exceeding
performance goals, such as sales targets or project deadlines. Bonuses can be awarded
on an individual or team basis and may be based on performance metrics such as
revenue growth, customer satisfaction, or productivity. Some organizations also offer
sign-on bonuses to new employees to attract top talent.

Benefits: These are non-monetary rewards that are designed to support the health and
well-being of employees and their families. Common benefits include health
insurance, dental and vision coverage, retirement plans, paid time off, and tuition
reimbursement. Offering competitive benefits is an important way for organizations to
attract and retain top talent.

Equity compensation: This includes stock options, restricted stock units, or other
forms of equity ownership in the company. Equity compensation is typically offered
to employees who hold key positions within the organization, such as executives or
high-level managers. The value of equity compensation can fluctuate based on the
performance of the company, providing employees with a vested interest in the
success of the organization.

Commission: This is a percentage of sales revenue earned by employees who work in
sales roles. Commission-based compensation is common in industries such as real
estate, insurance, and financial services. Commission rates can vary based on the type
of product or service being sold and the individual employee's performance.

Profit-sharing: This is a program that allows employees to receive a portion of the
company's profits as a bonus. Profit-sharing programs can be structured in different
ways, such as distributing a fixed percentage of profits to all employees or offering a
bonus pool that is distributed based on individual or team performance.

Performance incentives: These are bonuses or other rewards given to employees for
meeting specific performance metrics, such as customer satisfaction scores or
production goals. Performance incentives can be structured in different ways, such as
offering bonuses for achieving certain milestones or providing awards for the highest-
performing employees.
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e Perks: These are non-monetary rewards that may include company cars, gym
memberships, or other benefits. Perks are often offered to employees who hold high-
level positions or who have demonstrated exceptional performance. Offering unique
perks can be a way for organizations to stand out in a competitive job market and
attract top talent.

e Relocation packages: These are packages given to employees who are required to
move to a new location for work. Relocation packages can include benefits such as
temporary housing, moving expenses, and transportation costs. Offering relocation
packages can help organizations attract talent from other geographic areas and ensure
a smooth transition for employees who are relocating.

Overall, the components of compensation are designed to attract, retain, and motivate
employees while aligning with the organization's goals and values. By offering a
competitive and fair compensation package that includes a mix of monetary and non-
monetary rewards, organizations can create a positive work environment that promotes
employee satisfaction and high performance.

Difference between Compensation and Wages

Compensation and wages are related concepts, but they are not the same thing. Here are
the main differences between the two:

e Definition: Wages are a type of compensation that refers specifically to the
money paid to employees in exchange for their work. Compensation, on the other
hand, includes all of the benefits and incentives that an employee receives as part
of their overall compensation package.

e Scope: Wages are just one component of compensation. Other components of
compensation may include benefits such as health insurance, retirement plans,
paid time off, and bonuses or incentives.

e Calculation: Wages are typically calculated on an hourly or annual basis, while
compensation is calculated as the total value of all benefits and incentives
received by an employee over a given period of time.

e Focus: Wages tend to focus on the employee's individual contributions to the
organization, such as their hourly or annual rate of pay. Compensation, on the
other hand, takes a more holistic view of the employee's overall value to the
organization, including factors such as their skills, experience, and performance.
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5.4

OBJECTIVES OF COMPENSATION MANAGEMENT

Compensation management is a critical function in organizations, and it is concerned with
designing and implementing a compensation system that supports the organization's goals
and objectives. The objectives of compensation management are as follows:

1.

Attract and retain top talent: One of the primary objectives of compensation
management is to attract and retain top talent in the organization. By offering
competitive salaries, bonuses, benefits, and other rewards, the organization can
become an employer of choice in its industry. This can help attract highly skilled and
motivated employees who can help the organization achieve its goals.

Motivate and engage employees: Another objective of compensation management is
to motivate and engage employees by aligning their goals with the goals of the
organization. The compensation system should be designed to reward employees for
their performance and encourage them to work towards achieving the organization's
objectives. This can help increase employee engagement and productivity, which can
ultimately benefit the organization.

Ensure fairness and equity: The compensation system should be fair and equitable
to all employees. This means that compensation should be based on job requirements,
employee performance, and market rates for similar positions. There should be no
discrimination based on factors such as gender, race, or age. A fair and equitable
compensation system can help build a positive work culture and promote employee
loyalty.

Control labor costs: Another objective of compensation management is to control
labor costs while remaining competitive in the industry. This means that
compensation should be aligned with the organization's financial resources and the
market rates for similar positions. By controlling labor costs, the organization can
maximize its profitability and remain competitive in the market.

Comply with legal and regulatory requirements: The compensation system should
comply with all legal and regulatory requirements, including minimum wage laws,
equal pay laws, and other labor laws. Non-compliance can result in legal liability and
reputational damage for the organization. Compliance with legal and regulatory
requirements is essential for the organization's long-term success and sustainability.

Encourage collaboration and teamwork: The compensation system should
encourage collaboration and teamwork by rewarding employees who work well
together and achieve shared goals. This can help build a positive work culture that
promotes cooperation and communication among employees. A positive work culture
can help increase employee engagement and productivity, which can ultimately
benefit the organization.
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In summary, the objectives of compensation management are to attract and retain top talent,
motivate and engage employees, ensure fairness and equity, control labor costs, comply with
legal and regulatory requirements, and encourage collaboration and teamwork. By achieving
these objectives, organizations can create a positive work culture, maximize their
profitability, and achieve their strategic goals and objectives.

Check Your Progress-A

Fill in the blanks.

This is the fixed amount of money that an employee receives for their job duties and
responsibilities.....................

Non-monetary rewards that may include company cars, gym memberships, or other
benefits ...................

5.5

PROCESS OF COMPENSATION MANAGEMENT

The process of compensation management involves several stages, including:

1.

Job analysis: The first step in the compensation management process is to conduct a
job analysis to identify the duties, responsibilities, and requirements of each job. This
information is used to develop job descriptions and to determine the appropriate
compensation for each position.

Market analysis: The next step is to conduct a market analysis to determine the
current salary levels for similar jobs in the industry. This information is used to
determine the market rate for each position and to ensure that the organization's
compensation is competitive.

Develop a compensation strategy: Once the job and market analyses are completed,
the organization can develop a compensation strategy. This strategy outlines the
organization's approach to compensation, including the types of compensation
offered, the level of compensation for each position, and the performance metrics
used to determine compensation.

Implement the compensation plan: After the compensation strategy is developed,
the organization can implement the compensation plan. This involves communicating
the compensation plan to employees and managers, as well as making any necessary
changes to the organization's payroll and HR systems.

Monitor and evaluate: The final step in the compensation management process is to
monitor and evaluate the effectiveness of the compensation plan. This involves
tracking employee satisfaction with compensation, turnover rates, and the
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organization's ability to attract and retain top talent. The organization can use this
information to make any necessary adjustments to the compensation plan.

Overall, the compensation management process involves conducting job and market analyses,
developing a compensation strategy, implementing the compensation plan, and monitoring
and evaluating the effectiveness of the plan. By following this process, organizations can
ensure that their compensation practices are fair, competitive, and aligned with the
organization's strategic goals and objectives.

5.6 TECHNIQUES OF COMPENSATION MANAGEMENT
INCENTIVE PLANS AND WAGE PLANS

There are several techniques of compensation management that organizations can use to
design and implement effective compensation systems. Some of these techniques are:

e Job evaluation: This technique involves assessing the relative value of each job in
the organization and determining the appropriate compensation for each job based on
factors such as job duties, responsibilities, and required skills and knowledge.

e Market pricing: This technique involves determining the appropriate compensation
for each job based on the market rates for similar jobs in the industry. This helps
ensure that the organization's compensation is competitive and helps attract and retain
top talent.

e Incentive pay: This technique involves offering employees additional compensation
based on their performance. This can take the form of bonuses, commissions, or profit
sharing. Incentive pay can motivate employees to work harder and achieve better
results, which can ultimately benefit the organization.

e Benefits packages: This technique involves offering employees a comprehensive
package of benefits, such as health insurance, retirement plans, and paid time off. This
can help attract and retain employees by providing them with valuable benefits that
improve their quality of life.

¢ Non-monetary rewards: This technique involves offering employees non-monetary
rewards, such as recognition programs, career development opportunities, and flexible
work arrangements. These rewards can help improve employee satisfaction and
engagement, which can ultimately benefit the organization.

e Performance management: This technique involves linking employee compensation
to their performance. This can involve setting clear performance goals, providing
regular feedback, and conducting performance reviews. By linking compensation to
performance, employees are motivated to improve their performance and achieve
better results.
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e Total rewards approach: This technique involves taking a holistic approach to
compensation by considering both monetary and non-monetary rewards. This
approach helps ensure that the organization's compensation practices are fair,
competitive, and aligned with the organization's strategic goals and objectives.

In summary, there are several techniques of compensation management that organizations
can use to design and implement effective compensation systems. These techniques include
job evaluation, market pricing, incentive pay, benefits packages, non-monetary rewards,
performance management, and the total rewards approach. By using these techniques,
organizations can attract and retain top talent, motivate employees, and achieve their strategic
goals and objectives.

Incentive Plans

Incentive plans are compensation programs designed to reward employees for achieving
specific performance objectives or goals. These plans are typically used to motivate
employees to work harder, increase productivity, and achieve better results. There are several
types of incentive plans, each with its own benefits and drawbacks.

e Bonus plans: Bonus plans offer employees a one-time cash payment for achieving
specific performance objectives, such as meeting sales targets, completing projects on
time, or achieving high levels of customer satisfaction. Bonus plans can motivate
employees to work harder and achieve better results, but they may not be sustainable
over the long term.

e Commission plans: Commission plans offer employees a percentage of the revenue
or sales they generate. Commission plans are often used in sales and marketing roles
and can be a powerful motivator for employees to generate more business. However,
commission plans can lead to competitive behavior among employees and may not be
appropriate for all roles.

e Profit-sharing plans: Profit-sharing plans offer employees a share of the profits
generated by the organization. These plans can be a powerful motivator for employees
to work harder and achieve better results, but they may not be appropriate for all
organizations, particularly those that operate at a loss or have fluctuating profits.

e Stock option plans: Stock option plans offer employees the opportunity to purchase
company stock at a discounted price. These plans can be a powerful motivator for
employees to work harder and achieve better results, as they provide a direct link
between employee performance and organizational success. However, stock option
plans can be complex to administer and may not be appropriate for all organizations.

e Performance-based pay plans: Performance-based pay plans tie employee
compensation to specific performance metrics, such as sales targets, customer
satisfaction, or production goals. These plans can be a powerful motivator for
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employees to work harder and achieve better results, but they require clear and
objective performance metrics to be effective.

Wage Plans

Wage plans are compensation programs that outline the way employees are paid for their
work. These plans can take many forms, from traditional hourly or salary pay to more
complex pay structures based on performance, seniority, or job duties. Here are some
common types of wage plans:

e Hourly wage: Hourly wage plans pay employees a set amount of money for each
hour they work. This type of wage plan is most commonly used for non-exempt
(overtime-eligible) employees who are paid based on the number of hours they work.

e Salary: Salary plans pay employees a set amount of money for a defined period,
typically on a weekly, biweekly, or monthly basis. This type of wage plan is most
commonly used for exempt (salaried) employees who are paid a fixed salary
regardless of the number of hours they work.

e Performance-based pay: Performance-based pay plans tie employee compensation
to specific performance metrics, such as sales targets, customer satisfaction, or
production goals. These plans can motivate employees to work harder and achieve
better results, but they require clear and objective performance metrics to be effective.

e Seniority-based pay: Seniority-based pay plans reward employees for their length of
service with the organization. This type of wage plan can help retain experienced
employees and encourage them to stay with the organization over the long term.

e Skill-based pay: Skill-based pay plans reward employees for acquiring new skills or
certifications that are relevant to their job duties. This type of wage plan can motivate
employees to continue their professional development and acquire new skills that can
benefit the organization.

e Job evaluation-based pay: Job evaluation-based pay plans evaluate each job in the
organization based on factors such as job duties, responsibilities, and required skills
and knowledge. This information is used to determine the appropriate compensation
for each job.

In summary, wage plans are compensation programs that outline the way employees are paid
for their work. Hourly wage plans, salary plans, performance-based pay plans, seniority-
based pay plans, skill-based pay plans, and job evaluation-based pay plans are all common
types of wage plans. The type of wage plan used by an organization will depend on a variety
of factors, including the organization's goals and objectives, the nature of the work being
performed, and the needs and preferences of employees..
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5.7

PERFORMANCE APPRAISAL

Performance appraisal, also known as performance review, is a process in which an
employee’s job performance is evaluated and assessed by their supervisor or manager. This
process typically involves setting specific performance goals, measuring progress towards
those goals, and providing feedback to the employee about their performance.

The primary objectives of performance appraisal are to:

Evaluate an employee's job performance and identify areas for improvement
Set specific performance goals for the employee to work towards

Provide feedback to the employee about their performance and offer guidance on how
to improve

Identify employee strengths and weaknesses to help guide career development and
training

Determine employee compensation, including pay raises, bonuses, and promotions

The performance appraisal process typically involves several steps, including:

Setting performance goals: The supervisor and employee work together to set
specific, measurable performance goals that align with the employee's job duties and
the organization's goals.

Measuring performance: The employee's performance is measured using a variety
of methods, including observation, self-assessment, and feedback from colleagues and
customers.

Providing feedback: The supervisor provides feedback to the employee about their
performance, including areas where they are excelling and areas where they need to
improve.

Developing an improvement plan: If areas of weakness are identified, the supervisor
and employee work together to develop a plan to address these issues and improve the
employee's performance.

Conducting the appraisal meeting: The supervisor and employee meet to discuss
the results of the performance appraisal and set goals for the next performance period.

Documenting the appraisal: The results of the performance appraisal are
documented and stored in the employee's personnel file for future reference.

Overall, performance appraisal is an important tool for evaluating employee job performance,
identifying areas for improvement, and guiding career development and training. It is an
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ongoing process that requires regular communication and feedback between supervisors and
employees to be effective.

5.8 PERFORMANCE APPRAISAL TECHNIQUES

There are several types of performance appraisal techniques, each with their own strengths
and weaknesses. Here are some of the most commonly used techniques:

e Rating Scales: This is one of the most common types of performance appraisal
techniques, which involves using a predefined set of rating scales to evaluate an
employee's performance. The scales can be numerical, such as a rating from 1 to 5, or
descriptive, such as "poor," "average," or "excellent.”

e 360-Degree Feedback: This technique involves gathering feedback from multiple
sources, including the employee, their peers, their subordinates, and their supervisors.
This provides a more well-rounded view of the employee's performance and can
identify areas for improvement that may not be visible from a single perspective.

e Critical Incident Technique: This technique involves keeping track of specific
incidents or behaviors that demonstrate particularly good or poor performance on the
job. This information is then used to evaluate the employee's overall performance.

e Management by Objectives (MBO): This technique involves setting specific,
measurable goals for the employee to achieve over a given period of time. The
employee's performance is evaluated based on their progress towards these goals.

e Behaviorally Anchored Rating Scale (BARS): This technique combines elements of
rating scales and critical incident techniques by using specific, observable behaviors
to evaluate an employee's performance.

e Self-Assessment: This technique involves having the employee evaluate their own
performance and provide feedback to their supervisor. This can help identify areas
where the employee may need additional support or training.

Overall, each type of performance appraisal technique has its own advantages and
disadvantages, and it's important to choose the right technique based on the specific needs of
the organization and the employee..

5.9 INTRODUCTION TO 360° APPRAISAL TECHNIQUE

360-degree appraisal technique, also known as multi-rater feedback or 360-degree feedback,
is a type of performance appraisal technique that gathers feedback from multiple sources,
including the employee, their supervisors, subordinates, peers, and customers. The purpose of
this technique is to provide a comprehensive and well-rounded view of the employee's
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performance, taking into account the opinions of those who work closely with the employee
on a regular basis.

The process of 360-degree appraisal involves the following steps:

e Identify the sources of feedback: The employee and their supervisor identify who
will provide feedback, including colleagues, customers, and other stakeholders.

e Develop the feedback questionnaire: A feedback questionnaire is developed with
questions that cover various aspects of the employee's job performance.

e Collect feedback: The feedback questionnaire is distributed to the selected sources of
feedback, who are asked to provide their honest opinions about the employee's
performance.

e Analyze the feedback: The feedback is analyzed and compiled into a report, which
highlights the strengths and weaknesses of the employee's performance.

e Conduct a feedback session: The employee is provided with feedback from the
report in a feedback session, which is usually conducted by their supervisor. The
employee is given the opportunity to discuss their feedback and receive guidance on
how to improve their performance.

The advantages of 360-degree appraisal include providing a more well-rounded view of the
employee's performance, increasing self-awareness, and identifying areas for improvement
that may not be visible from a single perspective. However, the disadvantages include the
potential for bias or inaccurate feedback, the time and resources required to collect and
analyze feedback, and the potential for negative feedback to be demotivating for employees.
As such, it's important to carefully consider the advantages and disadvantages before
implementing 360-degree appraisal in an organization.

L)

,,: Check Your Progress- B

k.

Write True or False.

3. Hourly wage plans pay employees a set amount of money for each hour they work. This
type of wage plan is most commonly used for non-exempt (overtime-eligible) employees
who are paid based on the number of hours they work.

4. MBO is the technique involves setting specific, measurable goals for the employee to
achieve over a given period of time. The employee's performance is evaluated based on
their progress towards these goals.

5. Incentive pay is the technique involves offering employees additional compensation

based on their performance.
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5.10 SUMMARY

Compensation management is the process of designing, implementing, and maintaining a fair
and competitive compensation system for employees. The goal of compensation management
is to attract, retain, and motivate employees by providing them with a compensation package
that is in line with industry standards and meets their individual needs.

Compensation management includes several key components, such as job analysis and
evaluation, salary surveys, and performance management. Job analysis and evaluation are
used to determine the relative value of different jobs within an organization, while salary
surveys are used to compare the compensation levels of similar jobs in the industry.
Performance management involves setting goals and objectives for employees, evaluating
their performance, and linking their compensation to their performance.

Other aspects of compensation management include benefits administration, such as health
insurance and retirement plans, and legal compliance with wage and hour laws. Effective
compensation management requires a thorough understanding of an organization's goals,
culture, and industry, as well as a commitment to fair and transparent practices.

5.11 GLOSSARY

< . :
o‘;—‘?’ » Compensation Management: Compensation management refers to the
l} : — process of developing and administering a fair and competitive
@ compensation system that attracts, retains, and motivates employees. It

involves designing and implementing various compensation programs,
such as salary, bonuses, incentives, benefits, and recognition, based on the job
requirements, industry standards, and employee needs. The primary goal of
compensation management is to create a compensation package that rewards
employees for their contributions, encourages high performance, and aligns with the
organization's overall strategy and goals.
> Performance Appraisal: Performance appraisal is a process of evaluating an
employee’'s job performance and productivity over a specific period, typically
annually or bi-annually. It involves assessing an employee's job-related strengths and
weaknesses, setting performance goals and expectations, providing feedback, and
identifying opportunities for improvement. The performance appraisal process
typically involves a review meeting between the employee and their supervisor or
manager to discuss the appraisal results and set objectives for future performance. The
ultimate goal of performance appraisal is to improve employee performance, identify
skill gaps and training needs, and align individual goals with organizational
objectives.
» 360 Degree Appraisal: A 360 degree appraisal, also known as multi-rater feedback or
360-degree feedback, is a type of performance appraisal that involves collecting
feedback on an employee's job performance from multiple sources, including

Unit 5 Compensation Management Page 80



BBAN-201 Introduction to Business Studies Uttarakhand Open University

colleagues, supervisors, subordinates, and sometimes customers or clients. The
feedback is typically collected anonymously through surveys or questionnaires and
covers various aspects of the employee's job performance, such as their
communication skills, leadership abilities, teamwork, and problem-solving skills. The
aim of the 360-degree appraisal is to provide a comprehensive and balanced view of
the employee's job performance from multiple perspectives and to identify areas for
development and improvement. The feedback collected through 360-degree appraisals
can be used to set performance goals, create development plans, and improve
communication and teamwork among employees.

Job Design: Job design refers to the process of structuring and organizing the tasks,
responsibilities, and duties of a job to maximize employee performance, job
satisfaction, and organizational efficiency. Job design involves analyzing the various
components of a job, such as its tasks, responsibilities, and work environment, and
determining how to optimize them for the benefit of the organization and the
employees. The goal of job design is to create jobs that are motivating, satisfying, and
fulfilling for employees, while also ensuring that they are aligned with the
organization's strategic goals and objectives. Effective job design can lead to
increased productivity, reduced turnover, improved quality of work, and a better
work-life balance for employees.

Wages: Wages refer to the compensation or payment received by an employee in
exchange for the work or services they provide to an employer. Wages are typically
paid on an hourly, daily, or weekly basis and are often determined by the employee's
job role, skill level, and experience. Wages can also be influenced by factors such as
industry standards, geographic location, and the overall demand for labor in the job
market. In some cases, wages may include additional benefits such as health
insurance, retirement plans, and paid time off. The payment of wages is governed by
local labor laws and regulations, which set minimum wage rates and other
employment standards to protect workers' rights and ensure fair compensation.

5.12 ANSWERS TO CHECK YOUR PROGRESS
\::. Check Your Progress —A
1. Base Salary

2. Perks

Check Your Progress —-B

3. True.
4, True.
5. True.
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5.15 TERMINAL QUESTIONS

y;

Define Compensation Management?

Elaborate the process of Compensation Management?
Explain various techniques of performance appraisal.
Define 360 degree appraisal technique?

Eall el
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UNIT 6 INTRODUCTION TO MARKETING
MANAGEMENT

6.1 Introduction

6.2 Objectives

6.3 Defining Marketing Management

6.4 Introduction to Marketing Process

6.5 Introduction to Marketing Mix

6.6 Introduction to Marketing Environment

6.7 Introduction to Product and Product Life Cycle
6.8 Introduction to Market Distribution and Promotion Mix
6.9 Need of Marketing Management

6.10 Summary

6.11 Glossary

6.12 Answer to Check Your Progress

6.13 Reference/ Bibliography

6.14 Suggested Readings

6.15 Terminal Questions

6.1 INTRODUCTION

Marketing management is the process of planning, organizing, and directing the activities of
a company's marketing resources to create value for customers and achieve the company's
goals. It involves analyzing market trends and customer needs, developing marketing
strategies, and implementing tactics to promote products or services to target customers.

Marketing management encompasses various activities, including:

1. Market research: Conducting research to gather information about market trends,
customer behavior, and competitors. This involves using various research methods
such as surveys, focus groups, and data analysis.

2. Marketing strategy: Developing a marketing strategy that outlines how the company
will achieve its marketing goals. This involves segmenting the market, targeting
specific customer segments, and positioning the product or service in a way that
differentiates it from competitors.

Unit 6 Introduction to Marketing Management Page 84



BBAN-201 Introduction to Business Studies Uttarakhand Open University

3. Product development: Creating products or services that meet customer needs and
align with the company's marketing strategy. This involves developing product
concepts, conducting research and development, and managing the product life cycle.

4. Pricing strategy: Setting prices for products or services that are competitive and
aligned with customer needs and the company's financial goals.

5. Promotion strategy: Developing and implementing promotional activities that
communicate the value of the product or service to the target customers. This can
include advertising, sales promotions, personal selling, public relations, and direct
marketing.

6. Distribution strategy: Determining the most effective channels for delivering
products or services to customers, such as direct sales, online sales, or retail
distribution.

Effective marketing management requires a deep understanding of customer needs and
preferences, as well as the ability to analyze market trends and develop strategies that align
with the company's goals. It also involves managing resources effectively, such as budgets,
personnel, and marketing technology, to achieve the desired results.

6.2 OBJECTIVES

After reading this unit you will be able to understand:
» Marketing management and its concept.
» Marketing process and marketing mix.
» Marketing environment and product life cycle.
>

Market distribution and need of marketing management.

6.3 DEFINING MARKETING MANAGEMENT

Marketing management is the process of planning, organizing, implementing, and controlling
marketing strategies, tactics, and activities aimed at creating, communicating, delivering, and
exchanging offerings that have value for customers, clients, partners, and society as a whole.
The goal of marketing management is to identify and satisfy customer needs and wants, build
strong customer relationships, and achieve long-term growth and profitability for the
business. Effective marketing management requires a deep understanding of customer
behavior and market trends, as well as the ability to develop and execute strategies that create
competitive advantages and differentiate the business from its competitors.

Unit 6 Introduction to Marketing Management Page 85



BBAN-201 Introduction to Business Studies Uttarakhand Open University

Philip Kotler is a well-known marketing expert who has made significant contributions to the
field of marketing. According to him, marketing management is “the analysis, planning,
implementation, and control of programs designed to bring about desired exchanges with
target markets for the purpose of achieving organizational objectives."

In his definition, Kotler emphasizes that marketing management involves a strategic approach
to create and maintain a mutually beneficial exchange relationship between the business and
its target customers. This includes conducting market research, analyzing customer needs and
behavior, developing marketing strategies and tactics, implementing marketing programs, and
evaluating and controlling marketing activities to achieve the organization's objectives.

Thus, Kaotler's definition of marketing management highlights the importance of aligning
marketing activities with the organization's goals and objectives and using a customer-
focused approach to build strong relationships with target markets.

Marketing management is a critical function within a business that involves planning,
organizing, implementing, and controlling the marketing strategies and tactics aimed at
creating, communicating, delivering, and exchanging offerings that have value for customers,
clients, partners, and society as a whole.

The marketing management process begins with market research, which helps businesses
identify customer needs, preferences, and behaviors to inform product development and
marketing strategies. Market research can be conducted through various methods, such as
surveys, focus groups, and data analysis. The goal of market research is to gather insights into
customer needs, market trends, and competitor activities to inform the development of
effective marketing strategies.

Once market research has been conducted, the next step in marketing management is product
development. This involves creating and refining products or services that meet customer
needs and add value to the market. Product development can involve researching and
identifying customer needs, designing and developing new products, and testing and refining
prototypes before launching them in the market.

The third component of marketing management is pricing strategies. Pricing strategies
involve determining the right price for the product based on various factors, such as
production costs, competition, and customer demand. Businesses must set prices that are
competitive in the market, but also generate enough revenue to cover costs and earn a profit.

Promotion strategies are another critical component of marketing management. Promotion
involves advertising, sales promotion, public relations, and personal selling aimed at
communicating the product's value proposition and generating demand. Promotion strategies
may vary depending on the product, target audience, and marketing goals.

Finally, distribution channels refer to the methods used to get the product to the customer,
such as direct sales, retail stores, or e-commerce. Distribution channels play a critical role in
marketing management, as they impact the product's accessibility and availability to
customers.
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Effective marketing management requires a deep understanding of customer needs,
preferences, and behaviors, as well as the ability to adapt to changing market trends and
emerging technologies. Marketing managers must be able to develop and execute effective
marketing strategies that generate demand, build brand recognition, and foster customer
loyalty. They must also be able to track and measure the success of marketing activities,
refine strategies based on feedback and data, and collaborate with other departments within
the business to achieve common goals.

Marketing Concept

As the marketer serves the consumer by different offerings to satisfy and fulfil their needs.
The concept of marketing has changed its dimensions from time to time. The focus of
marketer has shifted from product, sale, and profit towards the satisfaction of consumers. The
two thought of concept are covered under traditional and modern concepts of marketing are
discussed below;

Traditional Concept of Marketing

The traditional concept of marketing emphasises on the sale of goods and services while
including the convincing the consumer to buy the offerings and attiring the higher sales for
the organization. The selling of goods and services include transaction between consumer and
producers while persuading the consumer to make a purchase. Higher the sale, higher will be
the profit margin of the producers. The traditional concept of marketing emphasizes over
three major aspects as;

1. It focuses over the goods and services render by the marketer. Motive of marketer is
to make their product and services widely available and accepted by the consumers.
Marketers’ understanding about the goods and services is, the offerings are best
available to be accepted by the buyers.

2. The measures through which selling is conducted includes all means to attain
transaction of goods and services against values provided by the buyer. The producers
concentrate on transferring the goods against some value.

3. The more sales of goods and services are inputs for earning revenue for the business.
Revenue increment leads to profit maximization for the business.

Thus the traditional marketing concept tries to sell the goods and services for attaining more
profits for the business while considering the offerings being well developed to be getting
accepted.

Modern Concept of Marketing

Time has changed the dimensions of marketing from the traditional approach to the modern
perspective. The market emerged as open platform for different businesses to enter and excel
in their respective areas of production. This has provided many businesses working in the
similar category of offerings served by them to different sets of consumers. Thus marketers’

Unit 6 Introduction to Marketing Management Page 87



BBAN-201 Introduction to Business Studies Uttarakhand Open University

understanding for their product from traditional approach needs to be changed. It required
coordination according to the needs of different sets of the customers. This has provided
change in focus of marketers’ from product to consumer needs. The modern concept of
marketing looks forward to understand needs of consumer and implement required changes to
satisfy the needs of consumer.

The needs are fulfil using different set of team efforts to make available of different
offerings. The motive of the organization is to attain profits while considering the
satisfaction as main objective to fulfil through their services. Thus the modern concept of
marketing differs from traditional in its approach from product orientation to need
satisfaction, selling to coordinated team efforts and profit maximization to profit through
consumer satisfaction.

Difference between Marketing and Selling
Marketing:

Marketing is the process of understanding and satisfying the needs and wants of customers. It
involves conducting market research to identify customer needs and preferences, creating a
marketing strategy to reach those customers, and implementing tactics to promote products or
services to them. Marketing involves a range of activities, including:

e Market research: This involves collecting and analyzing information about customers,
competitors, and the industry in order to identify opportunities and threats.

e Product development: This involves designing and creating products or services that
meet customer needs and preferences.

e Branding: This involves creating a unique identity for a product or service that
distinguishes it from competitors.

e Advertising: This involves creating and placing ads in various media to reach
customers.

e Public relations: This involves building and maintaining relationships with the public,
including customers, investors, and the media.

e Digital marketing: This involves promoting products or services through digital
channels such as social media, email, and search engines.

Selling:

Selling is the process of persuading a customer to buy a product or service. It involves
engaging with the customer, identifying their needs, presenting the benefits of the product or
service, and closing the sale. Selling involves a range of activities, including:

e Prospecting: This involves identifying potential customers and reaching out to them
to introduce products or services.
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Qualifying: This involves determining if a customer is likely to buy a product or
service based on their needs, budget, and other factors.

Presenting: This involves presenting the benefits of a product or service to the
customer and addressing any objections or concerns they may have.

Closing: This involves getting the customer to agree to purchase the product or
service.

Follow-up: This involves staying in touch with the customer after the sale to ensure
satisfaction and build a long-term relationship.

In summary, marketing is the process of creating and maintaining a relationship with the
customer, while selling is the process of closing a sale. Both are important for the success of
a business, and they work together to create value for the customer and the company.

Objectives of Marketing:

Marketing has several objectives, and these can vary depending on the industry, the product
or service being marketed, and the target audience. However, some of the common objectives
of marketing are:

Increasing Sales: One of the primary objectives of marketing is to increase sales by
identifying and satisfying customer needs. By promoting products or services through
various channels and creating demand for them, marketing can help increase sales and
revenue for the company.

Building Brand Awareness: Marketing helps to create and build brand awareness,
which is the level of recognition and recall that customers have of a particular brand.
By promoting the brand through various channels, such as advertising, public
relations, and social media, marketing can help to increase brand awareness and
loyalty.

Generating Leads: Marketing can help generate leads by attracting potential
customers to the company's products or services. This can be done through various
tactics such as email marketing, social media marketing, and content marketing,
which can help to drive traffic to the company's website or physical store.

Establishing Market Position: Marketing can help a company establish its position
in the market by identifying and promoting its unique selling proposition (USP) or
competitive advantage. By highlighting what sets the company apart from its
competitors, marketing can help to position the company as a leader in its industry.

Building Customer Relationships: Marketing can help to build and maintain long-
term customer relationships by understanding their needs and preferences, and
creating personalized marketing campaigns that cater to those needs. By creating a
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positive customer experience, marketing can help to build brand loyalty and increase
customer retention.

Educating Customers: Marketing can help educate customers about the benefits and
features of a product or service, as well as any associated risks or limitations. By
providing accurate and helpful information, marketing can help customers make
informed decisions and build trust in the company.

6.4

INTRODUCTION TO MARKETING PROCESS

The marketing process is a series of steps that businesses take to identify customer needs and
wants, develop products or services that satisfy those needs, and promote and distribute those
products or services to target customers. The marketing process involves several key stages,
including:

1.

Market research: The first stage in the marketing process is market research, which
involves gathering data about the target market, including customer needs,
preferences, behaviors, and trends. This stage helps businesses to identify
opportunities and develop effective marketing strategies that are tailored to their
target customers. Market research can involve a range of methods, including surveys,
focus groups, online analytics, and customer feedback.

Product development: Based on the market research, businesses can develop
products or services that meet customer needs and add value to the market. This stage
involves designing and developing new products, testing and refining prototypes, and
bringing the product to market. Product development is a critical stage in the
marketing process, as it ensures that the product meets customer needs and is
competitive in the market.

Pricing strategy: Once the product has been developed, businesses need to determine
the right price to charge for the product. Pricing strategy involves considering factors
such as production costs, competition, and customer demand to set a price that is
competitive in the market and generates enough revenue to cover costs and earn a
profit. Pricing strategy can vary depending on the type of product, target market, and
marketing goals.

Promotion: After setting the price, businesses need to promote the product to target
customers. Promotion involves using various marketing channels, such as advertising,
public relations, sales promotion, and personal selling, to communicate the product's
value proposition and generate demand. Promotion can also include branding and
packaging, which help to differentiate the product from competitors and build brand
loyalty.

Distribution: Finally, businesses need to distribute the product to target customers.
Distribution channels refer to the methods used to get the product to the customer,
such as direct sales, retail stores, or e-commerce. The choice of distribution channel
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depends on factors such as the nature of the product, target market, and marketing
goals.

The marketing process is cyclical, meaning that businesses continually evaluate and refine
their marketing strategies based on feedback and data. By continuously analyzing customer
needs and behaviors, businesses can adjust their marketing activities to stay competitive in
the market and achieve long-term growth and profitability. Overall, the marketing process is
a comprehensive approach to understanding customer needs and delivering value to the
market through product development, pricing, promotion, and distribution.

6.5 INTRODUCTION TO MARKETING MIX

The marketing mix, also known as the 4Ps of marketing, is a framework used to develop a
marketing strategy. The 4Ps stand for Product, Price, Promotion, and Place, and they
represent the different elements that a company can control to influence consumer behavior
and achieve its marketing objectives. The 4Ps of the marketing mix are as follows:

1. Product: This element of the marketing mix is all about the product or service that a
company offers. It involves deciding what products to sell, the design of those
products, the features they should have, the quality of the product, and even the
packaging. The company must ensure that the product meets the needs and wants of
its target market. They must also consider factors such as the product life cycle and
how they will innovate and develop their product over time.

2. Price: This element of the marketing mix involves determining the price that the
company will charge for its product or service. Companies must consider factors such
as production costs, competition, and consumer demand when setting their prices. The
price must be competitive enough to attract customers but also profitable enough for
the company to make a profit. Companies may also use pricing strategies such as
discounts, bundling, or skimming to influence consumer behavior.

3. Promotion: This element of the marketing mix involves promoting the product or
service to the target market. This can include advertising, public relations, personal
selling, and sales promotion. The goal is to create awareness and interest in the
product or service and to convince consumers to make a purchase. Companies must
choose the most effective promotional methods for their target market and their
budget.

4. Place: This element of the marketing mix is all about making the product or service
available to the target market. This involves selecting the most appropriate
distribution channels, such as direct sales, retailers, or online stores. Companies must
also consider inventory management and logistics to ensure that the product is
available when and where the customer needs it.

Thus, the marketing mix is a framework that helps companies to develop a comprehensive
marketing strategy. By considering each of the 4Ps, companies can make informed decisions
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about their product, price, promotion, and place, and create a strategy that is tailored to their
target market and business objectives.

6.6 INTRODUCTION TO MARKETING ENVIRONMENT

The marketing environment refers to the external factors that affect a company's marketing
activities and its ability to achieve its marketing objectives. The marketing environment is
made up of both micro and macro environments, which include the following:

1. Micro environment: The micro environment includes the actors that are closest to
the company and directly affect its operations. These include suppliers, distributors,
customers, competitors, and other stakeholders. Companies must understand the
needs, behaviors, and motivations of these actors to create effective marketing
strategies.

a.

Suppliers: These are companies that provide the inputs or raw materials for a
company's products or services. Companies must maintain good relationships
with their suppliers to ensure a steady supply of high-quality materials at
reasonable prices.

Distributors: These are companies that help to distribute a company's
products to its target market. Companies must choose the most effective
distribution channels for their products and work with distributors to ensure
that the products are available where and when customers need them.

Customers: These are the people who buy a company's products or services.
Companies must understand the needs, wants, and behaviors of their target
customers to create products and marketing strategies that will appeal to them.

Competitors: These are other companies that offer similar products or
services. Companies must understand their competitors' strengths and
weaknesses and develop marketing strategies that differentiate their products
from the competition.

Other stakeholders: These include shareholders, employees, and the media.
Companies must consider the needs and interests of these stakeholders when
developing marketing strategies.

2. Macro environment: The macro environment includes the broader social, economic,
technological, political, and cultural factors that affect the company and its industry.

a.

Demographic environment: This includes factors such as age, gender,
income, education, and ethnicity. Companies must understand the
demographics of their target market to develop effective marketing strategies.

Economic environment: This includes factors such as economic growth,
inflation, unemployment, and consumer spending. Companies must
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understand the economic conditions of their target market to set prices and
make other marketing decisions.

c. Technological environment: This includes factors such as advances in
technology, new products, and new production processes. Companies must
keep up with technological developments to remain competitive and to create
new opportunities.

d. Political and legal environment: This includes factors such as laws,
regulations, and government policies that affect the company's operations.
Companies must comply with these regulations and policies and stay up-to-
date on changes that could impact their business.

e. Cultural and social environment: This includes factors such as cultural
norms, values, beliefs, and lifestyle trends. Companies must understand these
factors to develop marketing strategies that resonate with their target market.

Thus, the marketing environment is made up of many different factors that can influence a
company's marketing activities and its ability to achieve its marketing objectives. By
understanding the micro and macro environments, companies can develop effective
marketing strategies that take into account the needs and behaviors of their target market and
the broader social, economic, technological, political, and cultural factors that affect their
business.

o Check Your Progress-A

g
.

Fill in the blanks.

1. Marketing activities are leading to attain.....................

2. Traditional concept of marketing is relevantto ...................

6.7 INTRODUCTION TO PRODUCT AND PRODUCT LIFE
CYCLE

A product is a physical good, service, or idea that satisfies a customer's need or want.
Products are created to provide value to customers and generate revenue for companies. They
can range from simple items such as household goods to complex services such as healthcare
or financial planning.

The product life cycle is a concept that describes the stages a product goes through from its
introduction to the market until it is eventually phased out. The product life cycle has four
main stages:
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1. Introduction: This is the stage where a new product is introduced to the market.
During this stage, sales are typically low, and the company is focused on creating
awareness and generating interest in the product. The company may also need to
invest heavily in marketing and promotion to build demand for the product.

2. Growth: During the growth stage, sales of the product start to increase rapidly as the
product becomes more well-known and demand increases. The company may expand
its distribution channels and increase production to meet the growing demand.

3. Maturity: In the maturity stage, sales growth begins to slow down as the market
becomes saturated, and the product may face increased competition from similar
products. The company may need to focus on reducing costs and finding new ways to
differentiate the product from competitors.

4. Decline: During the decline stage, sales of the product begin to decline as it becomes
less popular or becomes obsolete. The company may decide to discontinue the
product or phase it out gradually.

Understanding the product life cycle can help companies develop effective marketing
strategies for each stage. For example, during the introduction stage, the company may focus
on creating awareness and building demand through targeted advertising and promotions.
During the growth stage, the company may focus on expanding distribution channels and
increasing production to meet demand. During the maturity stage, the company may focus on
reducing costs and finding ways to differentiate the product from competitors. Finally, during
the decline stage, the company may focus on phasing out the product while minimizing costs
and maximizing revenue.

6.8 INTRODUCTION TO MARKET DISTRIBUTION AND
PROMOTION MIX

Market Distribution

Market distribution refers to the process of delivering products or services from a
manufacturer or supplier to the end user or customer. It involves a network of intermediaries,
such as wholesalers, retailers, and logistics providers, who help move products from the point
of production to the point of consumption.

There are different distribution channels that companies can use to reach their target
customers. Some common distribution channels include:

1. Direct distribution: This involves selling products directly to customers without the
use of intermediaries. This can include selling products through a company-owned
website or physical stores.
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2. Indirect distribution: This involves using intermediaries such as wholesalers,
retailers, or distributors to sell products to customers. This can include selling
products through third-party retailers, such as supermarkets or department stores.

3. Multichannel distribution: This involves using multiple distribution channels to
reach customers. For example, a company might sell products through a company-
owned website as well as through third-party retailers.

The choice of distribution channel depends on several factors, such as the nature of the
product, the target audience, and the company's goals and resources. Factors such as shipping
costs, product shelf-life, and the level of control a company wants over its product can also
influence the choice of distribution channel.

Effective distribution strategies ensure that products are delivered to customers in a timely
and cost-effective manner. This can involve managing inventory levels, coordinating logistics
and transportation, and optimizing supply chain processes. Companies must also ensure that
their distribution channels align with their overall marketing strategy and customer
experience.

Promotion Mix

The promotion mix, also known as the marketing communications mix, is a combination of
different promotional tools and tactics that a company uses to communicate its marketing
messages to its target audience. The promotion mix includes advertising, sales promotion,
personal selling, public relations, and direct marketing.

1. Advertising: Advertising involves using paid media to promote a product, service, or
idea to a mass audience. This can include traditional media such as television, radio,
and print, as well as digital media such as social media and online advertising.
Advertising is often used to create awareness and generate interest in a product or
service.

2. Sales promotion: Sales promotion involves using incentives, discounts, or special
offers to encourage customers to buy a product or service. Examples of sales
promotion tactics include coupons, free samples, loyalty programs, and contests. Sales
promotion is often used to generate short-term sales and increase customer loyalty.

3. Personal selling: Personal selling involves one-on-one interaction between a
salesperson and a potential customer. Personal selling is often used in business-to-
business (B2B) marketing and high-value consumer sales. The goal of personal
selling is to build relationships with customers and persuade them to buy a product or
service.

4. Public relations: Public relations involves building and maintaining a positive image
of a company or brand through media relations, events, and community outreach.
Public relations is often used to build brand awareness, enhance reputation, and create
positive associations with a brand.
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5. Direct marketing: Direct marketing involves communicating directly with customers
through channels such as mail, email, and telemarketing. Direct marketing is often
used to target specific customer segments and generate immediate response.

The promotion mix can vary depending on the company's goals, target audience, and budget.
Effective promotion mix strategies use a combination of different tactics that work together
to achieve the company's marketing objectives.

6.9 NEED OF MARKETING MANAGEMENT

Marketing management is important for a variety of reasons. Here are some of the key needs
of marketing management:

1. Identifying and satisfying customer needs: Marketing management involves
conducting market research to understand customer needs and preferences. This
includes analyzing customer demographics, behavior, and psychographics to identify
segments that are most likely to be interested in the company's products or services.
Once customer needs are identified, marketing managers can develop marketing
strategies that are targeted towards these segments. This helps companies to create
products and services that meet the needs of their target customers, which in turn
leads to customer satisfaction and loyalty.

2. Creating and maintaining a competitive advantage: Marketing management
involves developing a strong brand image and creating unique selling propositions
that differentiate the company's products and services from those of its competitors.
By conducting competitive analysis and understanding the strengths and weaknesses
of competitors, marketing managers can develop marketing strategies that capitalize
on the company's strengths and minimize its weaknesses. This can help companies to
establish a competitive advantage that allows them to stand out in their industry.

3. Maximizing profitability: Marketing management involves identifying the most
profitable customer segments and developing marketing strategies that cater to those
segments. This includes optimizing pricing, promotions, and other marketing tactics
to increase revenue and reduce costs. By understanding the cost structure of the
business and the profitability of different products and services, marketing managers
can develop strategies that maximize profitability while maintaining customer
satisfaction.

4. Building and maintaining customer relationships: Marketing management
involves developing marketing strategies that build and maintain long-term
relationships with customers. This includes developing personalized marketing
campaigns that cater to the needs and preferences of individual customers, and using
customer feedback to improve products and services. By building strong relationships
with customers, companies can increase customer loyalty and retention, which is
important for long-term profitability.
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5. Adapting to changes in the market: Marketing management involves staying on top

of market trends and developments, and adjusting marketing strategies accordingly.
This includes using data analytics and other tools to monitor customer behavior and
preferences, as well as keeping up with emerging trends in technology and other
areas. By adapting to changes in the market, companies can stay competitive and meet
the evolving needs of their customers.
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Check Your Progress- B

Write True or False.

3.

In services ownership of the goods dose not transfer to the buyer.

4. Marketing is a long term growth and stability oriented process.

5. Consumers are considered king under selling concept..

6.10 SUMMARY

Marketing management is a complex process that involves a wide range of activities. Here
are some additional details on the key aspects of marketing management:

1. Market research: Marketing management starts with market research, which

involves gathering and analyzing data on customer behavior, preferences, and needs.
This includes analyzing market trends, conducting surveys and focus groups, and
studying competitors to identify opportunities and threats. Market research helps
marketing managers to understand the needs and preferences of their target customers,
and develop marketing strategies that are tailored to those needs.

Marketing strategy development: Once market research is completed, marketing
managers develop marketing strategies that are designed to achieve the company's
business objectives. This includes identifying target customer segments, developing
unique selling propositions that differentiate the company's products or services from
competitors, and creating a marketing mix that includes product, price, promotion,
and place.

Marketing campaign execution: Once the marketing strategy is developed,
marketing managers execute marketing campaigns that are designed to promote the
company's products or services. This includes developing advertising, sales
promotions, public relations, and other marketing tactics that are designed to reach
target customers and persuade them to purchase the company's products or services.

Performance measurement and control: Finally, marketing managers measure the
performance of their marketing campaigns and make adjustments as necessary. This
includes analyzing sales data, customer feedback, and other metrics to evaluate the
effectiveness of marketing campaigns and identify areas for improvement. Marketing
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managers also monitor market trends and competitive dynamics to ensure that their
marketing strategies remain relevant and effective over time.

In summary, marketing management is a complex process that involves market research,
marketing strategy development, marketing campaign execution, and performance
measurement and control. Effective marketing management requires a deep understanding of
customer behavior, market trends, and competitive dynamics, as well as the ability to develop
and execute effective marketing campaigns that achieve the company's business objectives.

6.11 GLOSSARY

£ . : :
== » Marketing Management: Marketing management is the process of

%o" < planning, organizing, implementing, and controlling the activities that
ﬁ promote a company's products or services. It involves identifying and
satisfying customer needs, creating and maintaining a competitive
advantage, maximizing profitability, building and maintaining customer relationships,
and adapting to changes in the market. Marketing management is a critical function
for any business that wants to succeed in its industry, and it requires a deep
understanding of customer behavior, market trends, and competitive dynamics, as
well as the ability to develop and execute effective marketing campaigns that achieve
the company's business objectives.

> Selling: Selling is the process of persuading or convincing someone to buy a product
or service. It involves identifying potential customers, understanding their needs and
preferences, and presenting the features and benefits of the product or service in a
way that resonates with them. Selling typically involves direct interaction between a
salesperson and a potential customer, and may involve activities such as product
demonstrations, negotiations, and follow-up communications to close the sale. The
goal of selling is to generate revenue for the business by converting potential
customers into paying customers.

» Marketing Mix: The marketing mix is a set of strategic tools and tactics that
businesses use to promote their products or services to customers. It consists of four
core components: product, price, promotion, and place. By adjusting and balancing
these elements, businesses can develop effective marketing strategies that meet the
needs of their target customers and achieve their business objectives.

» Product life cycle: The product life cycle is a marketing concept that describes the
stages a product goes through from its introduction to the market until its decline or
discontinuation. It consists of four main stages: introduction, growth, maturity, and
decline. During each stage, the product's sales, profitability, and marketing strategies
may change. By understanding the product life cycle, businesses can develop
effective marketing strategies that are tailored to each stage and help to maximize the
product's profitability over its lifespan.
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6.12 ANSWERS TO CHECK YOUR PROGRESS

\: Check Your Progress —A
1. Profit maximization through consumer satisfaction

A

2. Selling concept

Check Your Progress —-B
3. True.
4, True.
5. False.
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6.15 TERMINAL QUESTIONS

? Define Marketing Management?
ol Elaborate the process of marketing?

Differentiate between marketing and selling.
Define product and product life cycle.
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7.2 Objectives
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7.7 Process of Market Segmentation
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7.1 INTRODUCTION

Market segmentation is the process of dividing a larger market into smaller groups of
consumers who share similar needs and characteristics. The purpose of market segmentation
is to allow businesses to develop targeted marketing strategies and products that resonate
with specific groups of customers. By understanding the unique needs and preferences of
different segments of the market, businesses can tailor their marketing messages and product
offerings to maximize effectiveness and profitability.

Market segmentation can be based on a variety of factors, including demographics (such as
age, gender, income, and education level), geographic location (such as region, city, or
climate), psychographics (such as values, interests, and lifestyles), and behavior (such as
buying habits, brand loyalty, and purchase frequency).

The benefits of market segmentation include increased customer satisfaction, improved
marketing effectiveness, and higher profitability. By focusing on specific segments of the
market, businesses can differentiate themselves from competitors and provide value to
customers by meeting their unique needs and preferences.

However, market segmentation also poses challenges for businesses, such as the cost and
complexity of conducting market research and the potential for market overlap. To conduct
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effective market segmentation, businesses must invest in research and analysis to understand
customer needs and preferences, and develop tailored marketing strategies and products that
meet those needs.

7.2 OBJECTIVES

After reading this unit you will be able to understand:
» Market Segmentation and Segmentation variables.
» Advantages and challenges of market segmentation.
» Process of market segmentation.
>

Target market and selection of target market.

7.3 DEFINING MARKET SEGMENTATION

Market segmentation is the process of dividing a market into smaller groups of consumers
with similar needs, interests, and characteristics. The purpose of market segmentation is to
enable businesses to tailor their marketing efforts and offerings to specific segments of the
market, rather than trying to appeal to the entire market as a whole. This can result in more
effective marketing campaigns, better customer engagement, and increased sales and
profitability. There are a variety of ways to segment a market, including demographic,
geographic, psychographic, and behavioral segmentation.

Market segmentation is a crucial aspect of marketing strategy as it helps businesses to
identify and target specific groups of consumers that are more likely to be interested in their
products or services. By dividing the market into smaller segments based on shared
characteristics, businesses can create targeted marketing campaigns that are more likely to
resonate with those consumers.

There are several ways to segment a market:

e Demographic segmentation: This involves dividing the market based on
demographic factors such as age, gender, income, education, and occupation.

e Geographic segmentation: This involves dividing the market based on geographic
factors such as location, climate, population density, and cultural differences.

e Psychographic segmentation: This involves dividing the market based on
psychological factors such as lifestyle, personality, values, and attitudes.
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e Behavioral segmentation: This involves dividing the market based on consumer
behavior such as usage rate, loyalty, buying habits, and response to marketing
messages.

Once a market has been segmented, businesses can then develop tailored marketing strategies
and offerings for each segment. This can include customized products or services, targeted
advertising, personalized messaging, and specialized pricing and promotions.

Overall, market segmentation allows businesses to better understand and engage with their
target customers, leading to increased customer satisfaction, loyalty, and profitability.

7.4 DEFINING SEGMENTATION VARIABLES
Demographic Segmentation

Demographic segmentation is a type of market segmentation that divides the market based on
demographic factors such as age, gender, income, education, and occupation. This type of
segmentation is based on the idea that consumers in different demographic groups have
different needs, preferences, and behaviors, and therefore require different marketing
strategies and offerings. Basis of demographic segmentation are as follows:

e Age: Age is one of the most commonly used demographic segmentation criteria. It
can be used to divide the market into different age groups, such as children, teenagers,
young adults, middle-aged adults, and seniors. Each age group may have different
needs, preferences, and behaviors, and therefore require different marketing strategies
and offerings. For example, children may be more attracted to colorful packaging and
fun characters, while seniors may be more interested in products that promote health
and wellness.

e Gender: Gender is another commonly used demographic segmentation criteria,
particularly in industries such as clothing, personal care, and beauty. Men and women
may have different needs, preferences, and behaviors, which can be reflected in
marketing strategies and product offerings. For example, a cosmetics company may
develop different product lines for men and women, or a clothing company may use
different marketing messages and imagery to appeal to each gender.

e Income: Income is another important demographic segmentation criteria, particularly
for businesses that sell luxury or premium products, or offer discounts or promotions
to lower-income consumers. Dividing the market into different income brackets, such
as low-income, middle-income, and high-income consumers, can help businesses
tailor their marketing strategies and pricing to the specific needs and budgets of each

group.

e Education: Education is another useful demographic segmentation criteria,
particularly for businesses that offer products or services that are tailored to a
particular level of education, such as educational software or professional services.
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Dividing the market based on educational level, such as high school graduates,
college graduates, and post-graduate degree holders, can help businesses target their
marketing messages and offerings to consumers with different levels of knowledge
and expertise.

Geographic segmentation

Geographic segmentation is a type of market segmentation that divides the market based on
geographic factors such as location, climate, region, and population density. This type of
segmentation is based on the idea that consumers in different geographic areas may have
different needs, preferences, and behaviors, and therefore require different marketing
strategies and offerings. Basis of geographic segmentation are as follows:

e Region: Dividing the market into different geographic regions can help businesses
identify regional differences in consumer behavior and preferences. For example, a
clothing company may find that consumers in the Northeast prefer heavier fabrics and
darker colors than consumers in the South, who may prefer lighter fabrics and brighter
colors.

e Climate: Dividing the market based on climatic factors can help businesses develop
products and services that are tailored to different weather conditions. For example, a
home heating and cooling company may offer different products and services in
regions with extreme temperatures or high humidity levels.

e Population density: Dividing the market based on population density can help
businesses understand the needs and preferences of consumers in different areas. For
example, a retailer may offer more delivery options in urban areas where
transportation and parking may be difficult.

e Urban vs. rural: Dividing the market based on whether consumers live in urban or
rural areas can help businesses identify lifestyle and preference differences. For
example, a grocery store may offer more organic and natural products in urban areas
where there is a higher demand for these products.

Geographic segmentation can be particularly useful for businesses that operate in
multiple regions or countries, as it allows them to tailor their marketing strategies and
offerings to the specific needs and preferences of each geographic area. This can help
businesses increase their market share, improve customer satisfaction, and drive sales
and profitability. However, businesses must also be careful not to over-generalize or
stereotype consumers based on their geographic location, as individual preferences
and behaviors can vary widely even within the same region.

Psychographic segmentation

Psychographic segmentation is a type of market segmentation that divides the market based
on consumers' lifestyle, personality traits, values, interests, and attitudes. This type of
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segmentation is based on the idea that consumers with similar psychographic profiles may
have similar needs, preferences, and behaviors, and therefore require different marketing
strategies and offerings. Basis of Psychographic segmentation are as follows:

e Personality traits: Dividing the market based on personality traits such as
extroversion, openness, and conscientiousness. This can be useful for businesses that
offer products or services that are tailored to specific personality types, such as travel
and adventure companies that target thrill-seekers.

e Lifestyle: Dividing the market based on consumers' lifestyle factors such as hobbies,
interests, and social activities. This can be useful for businesses that offer products or
services that are aligned with certain lifestyles, such as fitness and wellness brands
that target health-conscious consumers.

e Values: Dividing the market based on consumers' values and beliefs, such as
environmentalism, social justice, and spirituality. This can be useful for businesses
that offer products or services that are aligned with certain values, such as sustainable
fashion brands that target eco-conscious consumers.

e Attitudes: Dividing the market based on consumers' attitudes toward specific
products or services, such as their perception of quality, price, or convenience. This
can be useful for businesses that want to understand consumers' perceptions and
preferences in order to improve their offerings.

By using psychographic segmentation, businesses can tailor their marketing strategies
and offerings to the specific needs and preferences of different consumer groups,
leading to more effective marketing campaigns and increased sales and profitability.
However, psychographic segmentation can be more difficult to implement than other
types of segmentation, as it requires businesses to understand consumers' inner
motivations and desires, which can be more subjective and difficult to measure than
demographic or geographic factors.

Behavioral segmentation

Behavioral segmentation is a type of market segmentation that divides consumers based on
their behavior towards a product or service, such as their purchasing habits, usage patterns, or
loyalty. This type of segmentation is based on the idea that consumers with similar behaviors
may have similar needs and preferences, and therefore require different marketing strategies
and offerings. Basis of Behavioral segmentation are as follows:

e Purchase behavior: Dividing the market based on consumers' purchasing habits,
such as frequency, amount spent, and product preferences. This can be useful for
businesses that want to tailor their offerings and promotions to different customer
groups based on their purchase behavior.
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e Usage behavior: Dividing the market based on consumers' usage patterns of a
product or service, such as frequency of use, purpose of use, and level of satisfaction.
This can be useful for businesses that want to identify and target heavy users or
develop new products or services based on specific usage needs.

e Loyalty behavior: Dividing the market based on consumers' loyalty to a product or
service, such as repeat purchases, recommendations, and brand advocacy. This can be
useful for businesses that want to retain loyal customers or develop customer loyalty
programs to incentivize repeat purchases.

e Occasion-based behavior: Dividing the market based on consumers' behavior on
certain occasions or events, such as holidays, birthdays, or special occasions. This can
be useful for businesses that want to tailor their marketing campaigns and offerings to
different occasions or develop seasonal promotions.

e Benefits sought: This type of behavioral segmentation focuses on the benefits that
customers seek from a product or service, such as convenience, quality, or price. By
understanding what benefits are important to different customer groups, businesses
can develop targeted marketing messages and offerings that meet those specific needs.

Behavioral segmentation can help businesses to develop targeted marketing
campaigns and offerings that meet the specific needs and preferences of different
customer groups. This can lead to increased customer satisfaction and loyalty, as well
as improved sales and profitability. However, businesses need to gather and analyze
data on customer behavior to implement this type of segmentation effectively, which
can be time-consuming and costly.

7.5 ADVANTAGES OF MARKET SEGMENTATION

Market segmentation offers several advantages to businesses, some of which are:

1.

Better understanding of customer needs: By dividing the market into smaller segments,
businesses can gain a better understanding of the specific needs and preferences of each
customer group. This can help businesses to tailor their products, services, and marketing
campaigns to meet those needs and preferences, leading to increased customer
satisfaction and loyalty. For example, a business may segment the market based on age
and develop products and marketing campaigns that appeal to each age group.

More effective marketing campaigns: Market segmentation allows businesses to
develop targeted marketing campaigns that are more likely to reach the right customers
with the right message at the right time. By understanding the specific characteristics of
each customer group, businesses can develop marketing messages and promotions that
are more relevant and appealing to those customers, leading to higher response rates and
increased sales. For example, a business may segment the market based on income and
develop marketing campaigns that offer different pricing and payment options for each
income group.
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3. Improved profitability: By focusing on specific customer groups and developing
targeted offerings and marketing campaigns, businesses can improve their profitability.
They can avoid wasting resources on customers who are not likely to purchase their
products or services, and instead, focus their efforts on those customers who are more
likely to make a purchase. This can lead to increased sales and higher profit margins. For
example, a business may segment the market based on geographic location and develop
pricing strategies that reflect the different cost structures in each region.

4. Increased competitiveness: Market segmentation can help businesses to differentiate
themselves from their competitors by developing unique offerings and marketing
campaigns that meet the specific needs and preferences of their target customers. This can
help businesses to gain a competitive advantage and increase their market share. For
example, a business may segment the market based on lifestyle and develop products and
marketing campaigns that appeal to customers with different lifestyles.

5. Better resource allocation: Market segmentation helps businesses to allocate their
resources more effectively by focusing on the most profitable customer segments. By
understanding which customer groups are most valuable to their business, businesses can
allocate their resources more efficiently and effectively, leading to improved profitability
and growth. For example, a business may segment the market based on customer
behavior and develop marketing campaigns that target customers who have a higher
propensity to make repeat purchases.

Thus, market segmentation can help businesses to gain a better understanding of their
customers, develop more effective marketing campaigns, improve profitability, increase
competitiveness, and allocate their resources more effectively. By implementing market
segmentation strategies, businesses can improve their overall performance and achieve their
growth objectives.

7.6 CHALLENGES FOR MARKET SEGMENTATION

While market segmentation can offer numerous benefits, there are also some challenges that
businesses may face when implementing this strategy. Here are some common challenges for
market segmentation

1. Data collection and analysis: To effectively segment a market, businesses need to
collect and analyze a significant amount of data on customer characteristics and behavior.
This includes demographic, geographic, psychographic, and behavioral data. Collecting
and analyzing such data can be challenging and time-consuming, especially for
businesses with limited resources.

Moreover, the data collected must be reliable and valid, and it should provide a
comprehensive understanding of the target market. This requires expertise in data
collection and analysis, which may not be available in-house.
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2. Over-segmentation: Over-segmentation occurs when a business divides the market into
too many small and unprofitable segments. This can lead to increased costs and
complexity as each segment requires its own unique marketing strategy.

Furthermore, small segments may not be worth targeting as they may not provide
sufficient returns to justify the costs associated with developing and implementing
targeted marketing strategies. Therefore, businesses need to strike a balance between
segmentation and profitability.

3. Lack of homogeneity within segments: Even when businesses have successfully
segmented the market, they may find that there is a lack of homogeneity within segments.
This means that there may be significant differences in customer behavior and
preferences within each segment, making it difficult to develop effective marketing
strategies that appeal to all customers within the segment.

To address this challenge, businesses may need to develop sub-segments or use additional
variables to further segment the market. This may require additional resources and
expertise in market research and segmentation.

4. Competitors targeting the same segments: When businesses segment the market, they
may find that their competitors are also targeting the same customer segments. This can
lead to increased competition and the need for businesses to develop unique marketing
strategies and offerings to differentiate themselves.

To stand out from competitors, businesses need to understand their customers' needs and
preferences and develop marketing strategies that resonate with them. This may require a
deep understanding of customer behavior, preferences, and expectations, as well as
ongoing market research and analysis.

5. Changes in customer behavior and preferences: Customer behavior and preferences
are constantly evolving, and businesses may find that the segments they have identified
are no longer relevant or profitable. This can require businesses to re-segment the market
and adapt their marketing strategies accordingly.

To stay ahead of the competition, businesses need to be agile and adaptable, and they
must keep track of changes in customer behavior and preferences. This requires ongoing
market research and analysis to ensure that segmentation strategies are aligned with
current market trends and customer needs.

Thus, market segmentation can offer many benefits, but it also presents some challenges that
businesses need to overcome. These challenges include data collection and analysis, over-
segmentation, lack of homogeneity within segments, competition, and changes in customer
behavior and preferences. By addressing these challenges, businesses can successfully
implement market segmentation strategies and achieve their growth objectives.
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7.7 PROCESS OF MARKET SEGMENTATION

The process of conducting market segmentation involves several steps, including:

1.

Define the market: To define the market, you need to have a clear understanding of who
your potential customers are. This can involve identifying the geographic region where
your products or services will be sold, as well as demographic, psychographic, and
behavioral characteristics of your target customers.

Conduct research: To gather information about your target market, you can use a variety
of market research methods, such as surveys, focus groups, and online analytics. This
research can help you understand customer needs, preferences, and behavior.

Identify segments: After collecting data, the next step is to identify different segments
within your target market. This can be done using clustering techniques, which group
customers based on their similar characteristics. The goal is to create segments that are
distinct, measurable, and actionable.

Evaluate segments: Once you have identified potential segments, you need to evaluate
them based on factors such as size, profitability, and growth potential. This will help you
determine which segments are most attractive and worth targeting.

Select target segments: Based on your evaluation, select the most attractive segments to
target. This involves considering factors such as market size, growth potential,
competition, and profitability.

Develop marketing strategies: Once you have selected your target segments, the next
step is to develop marketing strategies tailored to each segment. This can involve
developing unique messaging, product offerings, and promotions that resonate with each
segment's needs and preferences.

Implement and monitor: The final step is to implement your marketing strategies and
monitor their performance. This involves tracking customer behavior, evaluating the
effectiveness of your strategies, and making adjustments as needed to ensure that you are
meeting your business objectives.

The market segmentation process is an ongoing process, and businesses must continuously
gather data and analyze customer behavior to refine their segmentation strategies. Effective
market segmentation can help businesses improve customer engagement, increase customer
loyalty, and drive growth.

Check Your Progress-A

Fill in the blanks.

Lo involves dividing the market based on demographic factors such as
age, gender, income, education, and occupation
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2. involves dividing the market based on consumer behavior such as
usage rate, loyalty, buying habits, and response to marketing messages

7.8 TARGET MARKET

Target market refers to a specific group of consumers or businesses that a company aims to
sell its products or services to. It's the audience that a business wants to reach with its
marketing efforts and is made up of people or organizations that have similar characteristics,
needs, and preferences.

Identifying a target market is important because it helps businesses focus their marketing
efforts and resources on the customers who are most likely to purchase their products or
services. By understanding their target market, businesses can develop tailored marketing
strategies that speak to their customers’ unique needs, preferences, and behavior.

To identify a target market, businesses need to consider factors such as demographics,
psychographics, behavior, and geographic location. They can use market research techniques
such as surveys, focus groups, and online analytics to gather data on their customers and use
this information to develop customer personas that represent their ideal customer.

Once a target market has been identified, businesses can create marketing campaigns that are
specifically tailored to that audience. By focusing their efforts on a specific group of
customers, businesses can improve the effectiveness of their marketing campaigns and
increase their chances of success.

7.9 SELECTION OF TARGET MARKET
Selecting a target market involves evaluating different segments of the market and

determining which ones offer the greatest potential for sales and profitability. Here are some
key steps to consider when selecting a target market:

1. ldentify potential customer segments: This involves researching and analyzing different
segments of the market to determine which ones offer the greatest potential for sales and
profitability. Segments can be based on a variety of factors, including demographics (age,
gender, income, education, etc.), psychographics (personality, lifestyle, values, etc.),
behavior (buying habits, product usage, etc.), and geographic location (region, city,
climate, etc.).

2. Evaluate segment size and growth potential: Once you have identified potential
customer segments, you need to evaluate each segment's size and growth potential. Look
for segments that are large enough to support your business goals and have the potential
for growth. You can use market research tools such as surveys, focus groups, and online
analytics to gather data on the size and growth potential of different segments.

3. Analyze competition: Evaluate the competition in each potential customer segment to
determine how easy or difficult it would be to enter that market. Look for segments where

Unit 7 Market Segmentation Page 109



BBAN-201 Introduction to Business Studies Uttarakhand Open University

you can differentiate yourself from competitors and have a competitive advantage. This
can involve researching competitors' marketing strategies, products, and customer
feedback.

4. Assess profitability: Evaluate the profitability of each potential customer segment to
determine whether it aligns with your business goals and objectives. Look for segments
with high profit margins and low marketing costs. This can involve analyzing data such
as revenue, cost of goods sold, and marketing expenses.

5. Develop customer personas: Once you have identified your target market, it's important
to develop customer personas that represent your ideal customer. Customer personas are
fictional characters that represent your target customers and help you understand their
needs, preferences, and behavior. You can use data from your research to develop
customer personas and tailor your marketing efforts to their specific needs.

6. Refine and adjust: As your business grows and evolves, your target market may change.
It's important to continuously evaluate and refine your target market selection to ensure
that you are meeting your business goals and objectives. This can involve analyzing data,
testing new marketing strategies, and adjusting your customer personas.

{ Check Your Progress- B

kL

" g
.

Write True or False.

3. Target market refers to a specific group of consumers or businesses that a company aims
to sell its products or services to.

4. Customer behavior and preferences are constantly evolving, and businesses may find that
the segments they have identified are no longer relevant or profitable.

5. Psychological segmentation involves dividing the market based on geographic factors

such as location, climate, population density, and cultural differences.

7.10 SUMMARY

Market segmentation is the process of dividing a larger market into smaller groups of
consumers who share similar needs and characteristics. This allows businesses to develop
targeted marketing strategies and products that resonate with specific groups of customers.
There are several types of market segmentation, including demographic, geographic,
psychographic, and behavioral segmentation. Each type of segmentation involves identifying
different characteristics of consumers, such as age, gender, location, interests, and buying
behavior. The benefits of market segmentation include increased customer satisfaction,
improved marketing effectiveness, and higher profitability. However, there are also
challenges associated with market segmentation, such as the cost and complexity of
conducting market research and the potential for market overlap. To conduct effective market
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segmentation, businesses must invest in research and analysis to understand customer needs
and preferences, and develop tailored marketing strategies and products that meet those

needs.

7.11 GLOSSARY

oc,c;" » Market Segmentation: Market segmentation is the process of dividing
;} : = a larger market into smaller groups of consumers who have similar
@ needs or characteristics, and who are likely to respond similarly to

marketing strategies. The purpose of market segmentation is to enable
companies to tailor their products, services, and marketing efforts to the specific
needs and preferences of each segment, rather than attempting to appeal to the entire
market as a whole. By understanding the unique characteristics of each segment,
companies can develop more effective marketing messages, choose the best
distribution channels, and optimize their pricing strategies to maximize profitability.
Market segmentation can be based on a variety of factors, including demographic
information, geographic location, psychographic characteristics, and behavior
patterns.

Target Market: The target market refers to a specific group of consumers or
customers that a company aims to reach with its marketing efforts and products or
services. This group of consumers is identified through market segmentation, as it
represents the most viable and profitable segment(s) for the company to focus its
resources on.

The target market is the intended audience for a company's marketing messages and
promotions, and the products or services offered are tailored to meet their specific
needs and preferences. By understanding the unique characteristics of the target
market, companies can develop targeted marketing strategies, create products and
services that meet the needs of the target market, and communicate effectively with
potential customers. The target market can be defined based on a variety of factors,
including demographics, psychographics, behavior patterns, and geographic location.

7.12 ANSWERS TO CHECK YOUR PROGRESS

Check Your Progress —A
1. Demographic Segmentation

2. Behavioural Segmentation

Check Your Progress —-B

3. True.
4. True.
5. False.
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7.15 TERMINAL QUESTIONS

? 1. Define Market Segmentation?
-4 2. Elaborate the process of market segmentation?
- 3. Explain selection of target market.

Unit 7 Market Segmentation Page 112



BBAN-201 Introduction to Business Studies Uttarakhand Open University

UNIT 8 CONSUMER BEHAVIOUR

8.1 Introduction

8.2 Objectives

8.3 Meaning of Consumer Behaviour

8.4 Objectives of Consumer Behaviour
8.5 Significance of Consumer Behaviour
8.6 Consumer Buying Behaviour Process
8.7 Consumer Buying Behaviour

8.8 Factors Affecting Consumer Behaviour
8.9 Categories of Consumers

8.10 Consumer Adoption Process

8.11 Summary

8.12 Glossary

8.13 Answer to Check Your Progress
8.14 Reference/ Bibliography

8.15 Suggested Readings

8.16 Terminal Questions

8.1 INTRODUCTION

Consumer behavior is the study of the actions and decisions made by individuals or
households when they search for, purchase, use, and dispose of products and services. It
involves understanding why and how consumers make decisions and what motivates them to
purchase a particular product or service.

Consumer behavior is a crucial aspect of marketing, as it helps businesses understand their
target audience and develop effective marketing strategies that resonate with them. By
analyzing consumer behavior, businesses can gain insights into factors that influence
purchasing decisions, such as cultural, social, personal, and psychological factors.

The study of consumer behavior is multidisciplinary, drawing from fields such as
psychology, sociology, anthropology, economics, and marketing. It is a dynamic and
constantly evolving field, influenced by technological advancements, changing consumer
preferences, and cultural shifts.

Thus, the study of consumer behavior is essential for businesses to develop effective
marketing strategies that appeal to their target audience and encourage them to make a
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purchase. It involves analyzing a variety of factors that influence consumer decisions and is a
multidisciplinary field that continues to evolve with changing consumer preferences and
technological advancements.

8.2 OBJECTIVES

After reading this unit you will be able to understand:
» Consumer Behaviour.
» Obijectives and significance of Consumer Behaviour.
» Consumer Buying Behaviour Process.

» Factors Affecting Consumer Behaviour and consumer adoption process.

8.3 MEANING OF CONSUMER BEHAVIOUR

Consumer behavior refers to the actions and decisions made by individuals, households, or
organizations when they search for, purchase, use, and dispose of goods and services in order
to satisfy their needs and wants. It involves the study of how consumers make choices,
including their psychological, social, cultural, and economic factors that influence their
behavior. This includes their motivations, attitudes, beliefs, and perceptions, as well as their
decision-making processes, such as information search, evaluation of alternatives, and post-
purchase behavior. Understanding consumer behavior is important for businesses to develop
effective marketing strategies and create products and services that meet the needs and wants
of their target customers.

Consumer behavior is a complex process that involves a wide range of psychological, social,
cultural, and situational factors. These factors can influence consumer decisions in various
ways, and understanding them is critical for companies looking to create products and
services that resonate with their target audience.

One of the most important psychological factors that influence consumer behavior is
motivation. Consumers are motivated by a wide range of needs, including physiological
needs such as hunger and thirst, safety needs, social needs such as belongingness and love,
esteem needs such as status and prestige, and self-actualization needs such as personal growth
and fulfilment. Understanding what motivates consumers is essential for companies to create
products and services that meet those needs.

Another psychological factor that influences consumer behavior is perception. Consumers
perceive products and services in different ways, and their perception can be influenced by
various factors such as previous experiences, cultural background, and personal biases.
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Companies must understand how consumers perceive their products and services to create
effective marketing messages that resonate with their target audience.

Social factors also play a critical role in consumer behavior. Consumers are influenced by
their family, friends, and other reference groups, and they often look to these groups for
guidance and support when making purchase decisions. Cultural factors such as beliefs,
values, and customs also influence consumer behavior and can impact how consumers
perceive products and services.

Situational factors such as time, place, and mood also influence consumer behavior. For
example, consumers may be more likely to make impulse purchases when they are in a hurry
or feeling stressed. Understanding these situational factors is essential for companies to create
marketing strategies that are tailored to the specific needs and wants of their target audience.

Thus, understanding consumer behavior is critical for companies looking to create products
and services that meet the needs and wants of their target audience. By studying the various
factors that influence consumer behavior, companies can develop effective marketing
strategies that resonate with consumers and drive business success.

Definition of Consumer Behaviour

According to American Marketing Association, consumer behaviour can be defined as "the
dynamic interaction of affect and cognition, behaviour, and environmental events by which
human beings conduct the exchange aspects of their lives."”

According to Hawkins, Best, and Coney, 2001, p7, Consumer behaviour can be defined as
“the study of individuals, groups or organisations and the processes they use to select, secure,
use and dispose of products, services, experiences or ideas to satisfy needs and the impacts
that these processes have on the consumer and society".

According to Satish K. Batra and S. H. H. Kazmi, 2004, Consumer behaviour is “the mental
and emotional processes and the observable behaviour of consumers during searching
purchasing and post consumption of a product and service.

8.4 OBJECTIVES OF CONSUMER BEHAVIOUR

The objectives of studying consumer behavior are as follows:

1. Understanding consumer needs and wants: Understanding consumer behavior can
help companies identify the needs and wants of their target customers. By analyzing
consumer behavior, businesses can identify the factors that influence consumer
decisions, such as demographics, lifestyle, personality, and culture. This information
can be used to develop products and services that meet consumer needs, and to create
marketing messages that resonate with them.

2. Developing effective marketing strategies: Consumer behavior research can help
companies develop effective marketing strategies. By analyzing consumer behavior,
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businesses can identify the most effective channels to reach their target audience, such
as social media, email, or television ads. They can also determine the best messaging
to use to persuade consumers to make a purchase, such as highlighting the benefits of
the product or service, or using emotional appeals.

Evaluating and improving products and services: Understanding consumer
behavior can help companies evaluate their products and services and identify areas
for improvement. By gathering feedback from customers, companies can identify the
strengths and weaknesses of their products and services, and make changes to
improve their quality. This can help enhance customer satisfaction, build loyalty, and
increase sales.

Identifying new opportunities: Consumer behavior research can help businesses
identify new market opportunities. By analyzing consumer behavior, companies can
identify emerging trends and changing consumer preferences, and create products and
services that meet these new needs. This can help companies stay ahead of the
competition and grow their market share.

Enhancing customer loyalty: By understanding consumer behavior, companies can
develop strategies to enhance customer loyalty. They can create products and services
that meet the needs and wants of their customers, provide excellent customer service,
and engage with their customers to build long-term relationships. This can help
increase customer retention, reduce churn, and generate repeat business.

Thus, studying consumer behavior is essential for businesses to succeed in today's
competitive marketplace. By understanding consumers and their behavior, businesses
can develop effective marketing strategies, create products and services that meet
consumer needs, and build strong relationships with their customers.

8.5

SIGNIFICANCE OF CONSUMER BEHAVIOUR

The significance of consumer behavior is as follows:

1. Market segmentation: Consumer behavior research helps businesses to identify

different market segments based on characteristics such as age, income, lifestyle, and
purchasing behavior. By understanding these market segments, businesses can
develop targeted marketing strategies that resonate with each group. This can lead to
increased sales and brand loyalty.

Brand positioning: Consumer behavior research provides insights into the attitudes,
beliefs, and values of consumers towards brands. This information can be used to
develop a brand positioning strategy that differentiates the business from its
competitors. By positioning the brand in a way that resonates with the target audience,
businesses can increase brand awareness, loyalty, and sales.
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New product development: Consumer behavior research provides insights into the
needs and wants of consumers, including their preferences for product features and
benefits. This information can be used to develop new products that meet the
changing needs of consumers. By developing products that meet the needs of
consumers, businesses can gain a competitive advantage and increase sales.

Pricing strategies: Consumer behavior research provides insights into the factors that
influence consumer purchasing decisions, including price sensitivity. This information
can be used to develop effective pricing strategies that maximize revenue and profit.
By setting prices that are consistent with consumer expectations, businesses can
increase sales and revenue.

Distribution strategies: Consumer behavior research provides insights into the
purchasing behavior of consumers, including where and how they prefer to shop. This
information can be used to develop effective distribution strategies that make products
easily accessible to the target audience. By making products available where and
when consumers want them, businesses can increase sales and customer satisfaction.

Customer retention: Consumer behavior research provides insights into the factors
that influence customer satisfaction and loyalty. This information can be used to
develop effective customer retention strategies that keep customers coming back. By
providing excellent customer service and meeting the needs of customers, businesses
can increase customer loyalty and repeat business.

Predicting future trends: Consumer behavior research can help businesses to predict
future trends in the market. By analyzing current and past consumer behavior data,
businesses can identify emerging trends and adapt their strategies accordingly. By
staying ahead of the curve, businesses can gain a competitive advantage and increase
sales.

Thus, the study of consumer behavior is significant because it helps businesses to
understand their target audience, develop effective marketing strategies, differentiate
themselves from their competitors, develop new products that meet changing
consumer needs, set prices that maximize revenue, develop distribution strategies that
make products easily accessible, retain customers, and predict future trends. By using
this information to inform their decision-making, businesses can increase their
chances of success in the market.

8.6

CONSUMER BUYING BEHAVIOUR PROCESS

The consumer buying behavior process refers to the steps that consumers go through when
making a purchasing decision. Various stages of consumer buying behaviour process are as
follows:

1. Need Recognition: This stage occurs when a consumer recognizes that they have a

problem or a need that they want to satisfy. The need can be triggered by internal or
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external factors. For example, an internal factor could be a person feeling thirsty and
recognizing the need to buy a drink, while an external factor could be seeing an
advertisement for a new phone and realizing that their current phone is outdated.

Information Search: Once the consumer has recognized a need, they will start
searching for information about products or services that can satisfy that need. They
may use a variety of sources such as online reviews, recommendations from friends or
family, advertisements, or salespeople. The amount of information search can depend
on the complexity and importance of the purchase decision. For example, a consumer
may conduct extensive research before buying a car, but may not spend as much time
researching a pack of gum.

Evaluation of Alternatives: After gathering information about different options, the
consumer will evaluate each alternative based on factors such as price, quality, and
availability. They may also consider personal factors such as brand loyalty or
previous experience with a product. This evaluation process will help the consumer
narrow down their options and make a final decision.

Purchase Decision: Once the consumer has evaluated their options, they will make a
decision on which product or service to purchase. This decision will be based on the
consumer's evaluation of the alternatives as well as their personal preferences and
budget. The purchase decision can also be influenced by external factors such as sales
promotions, discounts, or availability of a product.

Post-purchase Evaluation: After making a purchase, the consumer will evaluate
their satisfaction with the product or service. This evaluation can be positive or
negative, and can influence the consumer’s decision to purchase the same product or
service again in the future. If the consumer is satisfied with their purchase, they may
become loyal to the brand and purchase the same product or service in the future. If
the consumer is dissatisfied, they may return the product, leave a negative review, or
choose a different brand in the future.

Thus, understanding the consumer buying behavior process can help businesses
customises their marketing and sales strategies to better meet the needs of their target
consumers. For example, a business can use advertising to trigger need recognition,
provide detailed product information to aid in the information search stage, offer
promotions or discounts to influence the purchase decision, and provide excellent
customer service to encourage positive post-purchase evaluation.

8.7

CONSUMER BUYING BEHAVIOUR

Roles of a Buyer

Roles played by a buyer at the time of buying decision, includes:
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1. Initiator: The initiator is the person who first recognizes a need or a problem that
requires a purchase. They may be the consumer themselves, or they could be someone
else who influences the consumer's decision, such as a family member or friend.
Initiators can be triggered by various factors, such as an advertisement, a
recommendation, or a personal experience.

2. Influencer: The influencer is someone who provides information or advice to the
consumer during the decision-making process. They may have expertise in the
product or service being considered, or they may simply be someone the consumer
trusts and respects. Influencers can play a significant role in shaping the consumer's
perception of the product or service, and they may be influential in determining which
brand or product the consumer ultimately chooses.

3. Decider: The decider is the person who ultimately makes the decision to buy or not to
buy. This could be the consumer themselves, or it could be someone else, such as a
parent or a spouse. Deciders are typically responsible for evaluating the options
available, weighing the pros and cons of each, and making a final decision based on a
variety of factors, such as price, quality, and convenience.

4. Buyer: The buyer is the person who actually makes the purchase. This could be the
consumer themselves or someone else, such as a personal shopper or a procurement
officer. Buyers are responsible for executing the transaction, and they may be
influenced by factors such as availability, price, and convenience.

5. User: The user is the person who will be using the product or service. This could be
the consumer themselves or someone else, such as a child or a colleague.
Understanding the needs and preferences of the user is important for businesses, as it
can impact the user's satisfaction with the product or service, and may influence their
decision to make repeat purchases or recommend the product to others.

Thus, understanding the different roles that consumers can play in the decision-making
process can help businesses tailor their marketing efforts to the right individuals, and can also
help them to develop products and services that meet the needs and preferences of their target
audience.

Buying Decisions

There are different types of buying decisions that consumers may make, depending on the
level of involvement and the amount of time and effort they put into the decision-making
process. The different types of buying decisions are as follows:

1. Routine Buying Decision: These are buying decisions that consumers make
frequently and with little thought or effort. Consumers have established preferences
and habits when it comes to routine purchases. They are usually low-involvement
decisions, meaning that consumers do not invest a lot of time or effort into
researching their options. Instead, they rely on their past experiences and habits to
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make the purchase. Businesses can influence routine buying decisions by maintaining
a consistent product quality, price, and availability.

2. Limited Buying Decision: These are buying decisions that consumers make with
some thought and effort, but without extensive research or evaluation. Consumers
may have a few criteria in mind when making these purchases, but are not necessarily
looking at a wide range of options. Businesses can influence limited buying decisions
by providing clear information about their products, highlighting their unique selling
points, and offering competitive pricing.

3. Extensive Buying Decision: These are buying decisions that consumers make after a
lot of research and evaluation of options. Consumers will typically spend a lot of time
and effort comparing different brands, features, prices, and reviews before making a
final decision. These are high-involvement decisions, meaning that consumers invest
a significant amount of time, effort, and emotional energy into the process. Businesses
can influence extensive buying decisions by providing detailed information about
their products, addressing consumer concerns and questions, and building trust and
credibility with their target audience.

4. Impulse Buying Decision: These are buying decisions that consumers make on the
spot, often without much thought or planning. Consumers may be influenced by
factors such as sales, promotions, or the immediate desire for gratification. Businesses
can influence impulse buying decisions by creating a sense of urgency or scarcity,
using attractive packaging, and offering promotions or discounts.

5. Emotional Buying Decision: These are buying decisions that consumers make based
on their emotions, rather than on rational factors such as price or quality. Consumers
may be influenced by factors such as social pressure, status, or personal values.
Businesses can influence emotional buying decisions by using emotional appeals in
their advertising, appealing to consumers' values and beliefs, and creating a sense of
exclusivity or prestige around their products.

Buying Behavior

The various types of buying behavior that consumer’s exhibit when making purchase
decisions, are as follows:

1. Complex Buying Behavior: This type of behavior is seen when consumers make
high-involvement purchase decisions, such as buying a car, a house, or expensive
electronics. Consumers engage in extensive research, compare different options, and
make a deliberate and thoughtful decision. Marketers need to provide detailed
information about the product, including its features, benefits, and performance, and
may need to use salespeople to provide expert advice and address any concerns or
questions. They may also offer financing options, warranties, or service plans to
reduce perceived risk and increase the likelihood of purchase.
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2. Dissonance-Reducing Buying Behavior: This type of behavior occurs when a
consumer is faced with a high-involvement purchase decision but experiences post-
purchase dissonance or doubt about whether the decision was the right one. Marketers
need to reassure the consumer by emphasizing the positive features and benefits of the
product, and may offer money-back guarantees or warranties to reduce the perceived
risk. They may also follow up with the customer after the purchase to address any
concerns or issues.

3. Habitual Buying Behavior: This type of behavior is seen when consumers make
low-involvement purchase decisions, such as buying routine household items like
milk or bread. Consumers have established purchasing habits and do not engage in
extensive research or evaluation. Marketers need to maintain consistent product
quality, price, and availability, and may use promotions or discounts to encourage
repeat purchases. They may also use point-of-purchase displays or advertisements to
reinforce brand loyalty.

4. Variety-Seeking Buying Behavior: This type of behavior occurs when a consumer is
looking for a change or variety in their purchasing decisions. Consumers may try
different brands or products, even if they are satisfied with their current brand.
Marketers need to offer a range of options, differentiate their products from
competitors, and use promotional strategies to encourage trial and repeat purchases.
They may also offer new or limited-edition products to attract consumers who are
seeking variety.

5. Impulse Buying Behavior: This type of behavior occurs when a consumer makes an
unplanned purchase decision, often influenced by emotions or situational factors such
as a sale or limited-time offer. Marketers need to create a sense of urgency or scarcity,
use attractive packaging or displays, and offer promotions or discounts to encourage
impulse purchases. They may also use location-based marketing, such as placing
products near checkout counters or in high-traffic areas, to increase the likelihood of
impulse purchases.

\ Check Your Progress-A

Fill in the blanks.

1o type of behavior occurs when a consumer is faced with a high-
involvement purchase decision but experiences post-purchase dissonance or doubt
about whether the decision was the right one.

20 buying decisions that consumers make frequently and with little
thought or effort

Unit 8 CONSUMER BEHAVIOUR Page 121



BBAN-201 Introduction to Business Studies Uttarakhand Open University

8.8 FACTORS AFFECTING CONSUMER BEHAVIOUR

Consumer behavior is influenced by a variety of factors, which are as follows:

1. Cultural Factor: Cultural factors can have a significant impact on consumer behavior.
Culture refers to the shared values, beliefs, customs, and traditions of a particular group
or society. Cultural factors can influence consumer behavior as follows:

1.1.

1.2.

1.3.

1.4.

1.5.

Attitudes towards products: Different cultures may have different attitudes towards
certain products or behaviors. For example, in some cultures, it may be considered
impolite to wear shoes inside the house, while in others it may be the norm.
Marketers need to be aware of these cultural differences and develop products and
marketing campaigns that are sensitive to cultural norms and expectations.

Language and communication: Language and communication can also be affected
by cultural differences. Marketers need to consider the languages spoken by their
target audience and ensure that their marketing messages are translated and culturally
appropriate.

Symbols and icons: Symbols and icons can have different meanings in different
cultures. Marketers need to be aware of these cultural differences and ensure that
their marketing campaigns use symbols and icons that are appropriate and
meaningful to their target audience.

Religious and spiritual beliefs: Religious and spiritual beliefs can also influence
consumer behavior. For example, some religions may prohibit the consumption of
certain foods or products. Marketers need to be aware of these religious and spiritual
beliefs and develop products and marketing campaigns that are sensitive to them.

Social structure and hierarchy: Social structure and hierarchy can also be
influenced by cultural factors. In some cultures, social status is highly valued and
may influence purchasing decisions. Marketers need to be aware of these cultural
differences and develop products and marketing campaigns that appeal to different
social classes.

2. Social Factor: Social factors can have a significant impact on consumer behavior. Social
factors refer to the various social influences that can affect a consumer's buying behavior.
Social factors influence consumer behavior as follows:

2.1.

2.2.

Family: The family can have a powerful influence on consumer behavior. For
example, parents may make purchasing decisions on behalf of their children, and
spouses may influence each other's purchasing decisions.

Reference groups: Reference groups are groups of people who influence a
consumer’s attitudes and behavior. These can include friends, co-workers, and social
media influencers. Consumers may seek to conform to the opinions and behaviors of
their reference groups.
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2.3.

2.4.

2.5.

2.6.

Social class: Social class can also have an impact on consumer behavior. Consumers
from different social classes may have different priorities and preferences when it
comes to products and services.

Culture: As mentioned before, culture can also be considered a social factor, as it
influences the shared values, beliefs, customs, and traditions of a particular group or
society.

Demographics: Demographic factors such as age, gender, and income can also
influence consumer behavior. Different demographic groups may have different
preferences and priorities when it comes to products and services.

Social media: Social media has become a powerful social influence in recent years.
Consumers may be influenced by social media influencers, user-generated content,
and social media advertising.

3. Personal Factor: Personal factors can have a significant impact on consumer behavior.
Personal factors refer to the various individual characteristics that can influence a
consumer's buying behavior. Personal factors influence consumer behavior as follows:

3.1.

3.2.

3.3.

3.4.

3.5.

3.6.

Age and life stage: Different age groups may have different preferences and
priorities when it comes to products and services. For example, younger consumers
may be more interested in technology and fashion, while older consumers may
prioritize health and wellness products.

Gender: Gender can also influence consumer behavior, as different genders may
have different preferences and priorities when it comes to products and services.

Income: Income can be a major factor in determining a consumer's purchasing power
and willingness to spend on different products and services.

Education: Education level can also influence consumer behavior, as consumers
with higher levels of education may be more interested in products and services that
are innovative, environmentally friendly, or socially responsible.

Personality: Personality traits can also influence consumer behavior. For example,
consumers who are more extroverted may be more likely to purchase products that
enhance their social status or help them connect with others.

Lifestyle: Lifestyle factors such as hobbies, interests, and values can also influence
consumer behavior. Consumers who prioritize health and wellness may be more
interested in organic food and fitness products, while consumers who prioritize
sustainability may be more interested in eco-friendly products.

4. Psychological Factor: Psychological factors can have a significant impact on consumer
behavior. Psychological factors refer to the various psychological influences that can
affect a consumer's buying behavior. Psychological factors influence consumer behavior
as follows:
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4.1.

4.2.

4.3.

44.

4.5.

4.6.

Motivation: Motivation is a driving force behind consumer behavior. Consumers
may be motivated by a variety of factors, including personal needs, desires, and
goals. Marketers need to understand consumers' motivations and develop products
and marketing messages that appeal to those motivations.

Perception: Perception refers to how consumers interpret and make sense of
information. Consumers may perceive products and marketing messages differently
depending on their personal experiences, beliefs, and values.

Learning: Learning refers to how consumers acquire and retain knowledge about
products and services. Consumers may learn about products and services through
personal experience, word of mouth, advertising, or other sources.

Attitudes: Attitudes refer to consumers' overall evaluations of products and services.
Consumers may have positive or negative attitudes towards different products and
services, which can influence their purchasing decisions.

Personality: Personality traits can also influence consumer behavior. Consumers
with different personality traits may be more or less likely to purchase certain
products or services.

Lifestyle: Lifestyle factors such as hobbies, interests, and values can also influence
consumer behavior. Consumers with different lifestyles may have different
preferences and priorities when it comes to products and services.

5. Economic Factor: Economic factors can have a significant impact on consumer
behavior. Economic factors refer to the various economic influences that can affect a
consumer's buying behavior. Economic factors influence consumer behavior as follows:

5.1.

5.2.

5.3.

5.4.

5.5.

Income: Income is a major economic factor that can influence consumer behavior.
Consumers with higher incomes may be more willing to spend on luxury or high-end
products, while consumers with lower incomes may prioritize affordability and
value.

Price: Price is another economic factor that can influence consumer behavior.
Consumers may be more or less likely to purchase a product or service depending on
its price point and perceived value.

Employment: Employment status can also influence consumer behavior. Consumers
who are employed may be more willing to spend on non-essential products and
services, while consumers who are unemployed or underemployed may prioritize
basic necessities.

Inflation: Inflation can also impact consumer behavior, as rising prices can make it
more difficult for consumers to afford certain products and services.

Interest rates: Interest rates can also influence consumer behavior, particularly when
it comes to big-ticket purchases such as homes or cars. Consumers may be more or
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less likely to make these types of purchases depending on the prevailing interest
rates.

5.6. Economic conditions: Economic conditions, such as recessions or booms, can also
impact consumer behavior. During times of economic uncertainty, consumers may be
more cautious about their spending and prioritize essential products and services.

8.9 CATEGORIES OF CONSUMERS

Based on their adoption behavior consumers can be categorised as:

1.

Innovators: Innovators are the first consumers to adopt a new product or technology.
They are typically risk-takers and are willing to take a chance on new and untested
products. They tend to be highly educated, financially stable, and have a high tolerance
for uncertainty. Innovators often serve as opinion leaders in their communities and can
influence the purchasing decisions of early adopters.

Early Adopters: Early adopters are the second group of consumers to adopt a new
product or technology. They are typically well-connected, socially active, and hold
positions of influence in their communities. They are often opinion leaders and are
respected for their knowledge and expertise. Early adopters tend to be more discerning
than innovators and will only adopt new products or technologies that they believe have
significant potential.

Early Majority: The early majority is the largest group of consumers to adopt a new
product or technology. They are more risk-averse than innovators and early adopters and
tend to be more practical in their purchasing decisions. They need to see evidence that a
new product or technology is reliable, effective, and provides good value for money
before they will adopt it.

Late Majority: The late majority is the group of consumers that adopt a new product or
technology only after it has become mainstream. They are skeptical of new products or
technologies and need significant social proof before they will adopt them. They tend to
be more traditional and prefer to stick with products or technologies that are tried and
tested.

Laggards: Laggards are the last group of consumers to adopt a new product or
technology. They are typically older, less educated, and less financially stable than other
consumer groups. They are resistant to change and prefer to stick with familiar products
or technologies. They may adopt new products or technologies only when they are no
longer able to purchase their preferred products or when the new products or technologies
have become the only available option.
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8.10 CONSUMER ADOPTION PROCESS

The consumer adoption process is the process that a consumer goes through when they
become aware of, consider, and then adopt a new product or service. The five stages of the
consumer adoption process are as follows:

1

Awareness: In this stage, the consumer becomes aware of the new product or service.
This can happen through advertising, word of mouth, social media, or other forms of
promotion. The goal of marketing in this stage is to create brand awareness and
generate enough interest to encourage the consumer to learn more. Marketers may use a
variety of tactics such as advertising, PR, and influencer marketing to generate
awareness.

Interest: In this stage, the consumer expresses an interest in the new product or service.
They may seek out more information, visit a store or website, or request a sample or
trial. The goal of marketing in this stage is to provide enough information and
incentives to keep the consumer engaged and interested. Marketers may use tactics
such as content marketing, email marketing, or social media advertising to keep the
consumer interested.

Evaluation: In this stage, the consumer evaluates the new product or service against
other options. They consider the benefits, features, price, and quality and compare it to
other products or services in the same category. The goal of marketing in this stage is
to differentiate their product or service from the competition and convince the
consumer that it is the best option. Marketers may use tactics such as product demos,
comparison charts, and customer testimonials to differentiate their product or service.

Trial: In this stage, the consumer tries the new product or service for the first time.
They may purchase a small quantity or use a free trial and evaluate the experience
based on their expectations and previous experiences. The goal of marketing in this
stage is to provide a positive and memorable experience that encourages the consumer
to continue using the product or service. Marketers may use tactics such as product
samples, free trials, or money-back guarantees to encourage consumers to try their
product or service.

Adoption: In this stage, the consumer decides to adopt the new product or service and
integrate it into their regular routine. They become a loyal customer and may even
recommend the product or service to others. The goal of marketing in this stage is to
maintain the consumer's interest and loyalty by providing excellent customer service
and ongoing support. Marketers may use tactics such as loyalty programs, personalized
communications, and ongoing customer support to maintain the consumer's interest and
loyalty.
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Check Your Progress- B

Write True or False.

3. Innovators are the first consumers to adopt a new product or technology.
4. In the evaluation stage of consumer adoption process, the consumer becomes aware of the
new product or service.

5. Lifestyle is a type of personal factor that affects consumer behavior.

8.11 SUMMARY

Consumer behavior refers to the actions and decisions made by individuals when they search
for, purchase, use, and dispose of products and services. The objective of studying consumer
behavior is to understand why and how consumers make decisions and to use that knowledge
to develop effective marketing strategies.

The buying behavior process involves several stages, including problem recognition,
information search, and evaluation of alternatives, purchase decision, and post-purchase
evaluation. The factors that affect consumer behavior include cultural, social, personal, and
psychological factors, as well as situational factors such as time, place, and the buyer's mood.

Consumers can be categorized into different groups, including innovators, early adopters,
early majority, late majority, and laggards, based on their level of acceptance and adoption of
new products or services. Understanding the different categories of consumers can help
marketers develop targeted marketing strategies that appeal to each group.

The consumer adoption process involves five stages: awareness, interest, evaluation, trial,
and adoption. Each stage presents its own set of challenges, and marketers must understand
the consumer's mind-set and tailor their marketing efforts accordingly to effectively guide the
consumer towards adoption.

In summary, understanding consumer behavior is essential for marketers who want to create
effective marketing strategies that will resonate with their target audience and encourage
them to purchase and adopt their products or services. By understanding the buying behavior
process, factors that affect consumer behavior, categories of consumers, and the consumer
adoption process, marketers can develop targeted messaging and promotions that will address
each stage and help guide the consumer towards adoption..

8.12 GLOSSARY

< . . .
o‘;—:‘" » Consumer Behaviour: Consumer behavior refers to the actions and
;} : < decisions made by individuals or households when they search for,
@ purchase, use, and dispose of products and services. It involves

studying how consumers behave, what motivates them, and how they
make decisions when purchasing goods or services. Understanding consumer
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behavior is essential for businesses to develop effective marketing strategies that will
appeal to their target audience and encourage them to make a purchase. It involves
analyzing a variety of factors such as cultural, social, personal, and psychological
factors, as well as situational factors such as time, place, and the buyer's mood.
Consumer Buying Process: Consumer buying process refers to the series of steps or
stages that consumers go through when making a purchase decision. It involves a
five-stage process that includes problem recognition, information search, and
evaluation of alternatives, purchase decision, and post-purchase evaluation. The
consumer buying process begins when the consumer identifies a problem or need and
seeks to find a solution or product to satisfy that need. The process continues as the
consumer searches for information about the available options, evaluates the
alternatives, and ultimately makes a purchase decision. After the purchase, the
consumer may evaluate their decision and experience, which can influence future
purchases. Understanding the consumer buying process is essential for businesses to
develop effective marketing strategies that address each stage of the process and
encourage consumers to make a purchase.

8.13 ANSWERS TO CHECK YOUR PROGRESS
Check Your Progress —A
iz 1. Dissonance-Reducing Buying Behavior
\
2. Routine Buying Decision

Check Your Progress —-B

3. True.
4. False.
5. False.
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8.16 TERMINAL QUESTIONS

y;

Define consumer behaviour?

Elaborate the process of consumer buying process?

Explain various factors affecting consumer buying behaviour.
Define consumer adoption process?

Eall e
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UNIT 9 MARKETING RESEARCH

9.1 Introduction

9.2 Objectives

9.3 Marketing Research: Meaning and Scope

9.4 Marketing Research Process

9.5 Data Collection Techniques for Marketing Research
9.6 Data Analysis for Marketing Research Process

9.7 Interpreting and Reporting the Findings of Marketing Research Process
9.8 Summary

9.9 Glossary

9.10 Answer to Check Your Progress

9.11 Reference/ Bibliography

9.12 Suggested Readings

9.13 Terminal Questions

9.1 INTRODUCTION

Marketing research is a critical process for businesses seeking to make informed decisions
about their products, services, and marketing strategies. It involves collecting and analyzing
data related to a specific market, product, or service, and using that information to gain
insights and make informed decisions. The ultimate goal of marketing research is to
understand customer needs and preferences, market trends, and competitive activities, and to
use this information to develop effective marketing strategies and improve business
performance.

Marketing research is a complex process that involves multiple stages, including defining the
research problem, developing a research plan, collecting and analyzing data, and presenting
findings to stakeholders. It also involves selecting the appropriate research techniques and
methodologies, such as surveys, focus groups, and data analysis, and ensuring that the data
collected is accurate, reliable, and representative of the target market.

Effective marketing research requires a thorough understanding of the business environment,
including the industry, competition, and target market. It also requires careful planning and
attention to detail, as well as the ability to interpret and analyze data effectively. Ultimately,
the insights gained from marketing research can help businesses make informed decisions,
improve performance, and achieve their goals.
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9.2 OBJECTIVES

After reading this unit you will be able to understand:
» Marketing Research, its meaning and scope.
» Marketing Research process.
> Data collection techniques for Marketing Research.
>

Data analysis for Marketing Research process.

9.3 MARKETING RESEARCH: MEANING AND SCOPE

Marketing research is the process of collecting, analyzing, and interpreting information about
a target market, product, or service. It involves gathering data and insights to help businesses
make informed decisions about their marketing strategies and product offerings. Marketing
research can be used to understand customer needs, preferences, and behavior, as well as
market trends, competitor offerings, and opportunities for growth. The data collected through
marketing research can be both qualitative (such as through focus groups or interviews) and
quantitative (such as through surveys or data analysis). The insights gained from marketing
research can be used to optimize marketing strategies, develop new products or services, and
improve overall business performance.

There are two main types of marketing research: primary research and secondary research.
Primary research involves collecting new data directly from customers, through methods such
as surveys, focus groups, and interviews. Secondary research involves gathering existing data
from sources such as government publications, industry reports, and market research studies.

Marketing research can be used to answer a variety of questions, such as:
e \Who are our target customers?
e What are their needs, preferences, and buying habits?
e How do our products or services compare to our competitors?
e What is the size and growth potential of our target market?
e What are the most effective marketing channels for reaching our target customers?

Marketing research is a valuable tool for businesses of all sizes, as it can help them make
more informed decisions and improve their marketing strategies.

Unit 9 Marketing Research Page 131



BBAN-201 Introduction to Business Studies Uttarakhand Open University

Primary and Secondary Marketing Research

Primary research is original research conducted by a business or researcher to gather new
data directly from the target market. Examples of primary research methods include surveys,
focus groups, interviews, and observation. The data collected through primary research is
tailored to the specific research objectives and can provide unique and valuable insights into
customer needs, preferences, and behavior. However, primary research can be time-
consuming and expensive to conduct.

Secondary research involves analyzing existing data that has already been collected by
others. This data may include government reports, industry publications, market research
reports, and online databases. Secondary research is often faster and less expensive than
primary research, but the data may not be tailored to the specific research objectives and may
not be as reliable or accurate as data collected through primary research.

Both primary and secondary research have their own advantages and limitations, and the
choice of which to use depends on the research objectives, available resources, and the time
frame. In some cases, a combination of both primary and secondary research may be used to
gather a comprehensive understanding of the target market, product, or service.

Primary Research:

1. Surveys: Surveys are a common method of primary research, which involves asking
targeted questions to a sample of respondents. Surveys can be conducted in various
ways, such as online, via phone, or in-person. Surveys can provide valuable insights
into customer preferences, behavior, and opinions.

2. Focus Groups: Focus groups are another method of primary research, which involves
a small group of people discussing a product or service in-depth. Focus groups allow
for open discussion and can provide insights into customer attitudes and emotions.

3. Interviews: Interviews are a one-on-one conversation between a researcher and a
respondent. Interviews can be structured or unstructured and can provide in-depth
insights into individual perspectives and experiences.

4. Observation: Observation involves watching and recording customer behavior in a
natural setting. This method can provide valuable insights into customer behavior and
preferences.

Secondary Research:

1. Government Reports: Government reports can provide information on market
trends, industry data, and consumer behavior.

2. Industry Publications: Industry publications such as journals and trade magazines
can provide information on industry trends, best practices, and new technologies.
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3. Market Research Reports: Market research reports provide data and analysis on
various markets and industries, and can provide insights into customer behavior and
preferences.

4. Online Databases: Online databases such as Google Analytics, Nielsen, and
ComScore can provide information on customer behavior and website traffic.

Importance of Marketing Research
Marketing research is important for several reasons:

1. Identifying Market Opportunities: Marketing research helps businesses identify
new market opportunities by providing insights into customer needs, preferences, and
behavior. This can lead to the development of new products or services that better
meet customer needs and drive growth.

2. Mitigating Risks: Marketing research can help businesses mitigate risks associated
with launching new products or services by providing information about customer
preferences, competitor offerings, and market demand. This information can help
businesses make informed decisions about product development, pricing, and
marketing strategies.

3. Improving Marketing Strategies: Marketing research can help businesses improve
their marketing strategies by providing insights into the most effective marketing
channels, messages, and tactics for reaching their target customers. This can lead to
increased customer engagement, conversions, and revenue.

4. Enhancing Customer Satisfaction: Marketing research helps businesses understand
their customers' needs and preferences, which allows them to improve their products
or services to better meet those needs. This can lead to increased customer
satisfaction, loyalty, and advocacy.

5. Staying Competitive: Marketing research helps businesses stay competitive by
providing insights into market trends, competitor offerings, and changes in customer
behavior. This information allows businesses to adapt their strategies and offerings to
remain relevant and competitive in their industry.

6. Measuring Performance: Marketing research can help businesses measure the
effectiveness of their marketing efforts by providing data on customer engagement,
conversion rates, and revenue. This information can help businesses optimize their
marketing strategies and improve their return on investment.
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9.4 MARKETING RESEARCH PROCESS

The various stages of marketing research process are as follows:

1. Defining the Research Problem: This step involves identifying the research problem
and defining the research objectives. The research problem is the specific question or
issue that the research is intended to address. The research objectives are the specific
goals that the research is intended to achieve, such as understanding customer behavior,
identifying market trends, or evaluating the effectiveness of a marketing campaign. It is
important to clearly define the research problem and objectives to ensure that the research
is focused and relevant.

1.1. Problem identification: The first sub-stage involves identifying the specific problem
that the research is intended to address. This may involve conducting a SWOT
analysis (strengths, weaknesses, opportunities, and threats) or other analysis to
identify key challenges or opportunities facing the business.

1.2. Defining the research objectives: The next sub-stage involves defining the specific
research objectives that the research is intended to achieve. These objectives should
be clear, measurable, and focused on addressing the specific problem identified in the
first sub-stage.

Example: A business that is experiencing declining sales may identify the problem as
decreased customer loyalty. The research objectives may be to understand the factors
contributing to decreased customer loyalty and to identify strategies for improving
customer retention.

2. Conducting a Preliminary Investigation: This step involves gathering background
information and reviewing existing research to gain a better understanding of the research
problem. This may involve reviewing industry reports, analyzing internal data, and
conducting a literature review. The purpose of the preliminary investigation is to identify
any gaps in knowledge and to ensure that the research is well-informed.

2.1. Reviewing secondary sources: This sub-stage involves gathering information from
existing sources, such as industry reports, academic research, and internal data. This
information can help to inform the research design and to identify any gaps in
knowledge that need to be addressed.

2.2. Exploratory research: This sub-stage involves conducting preliminary research,
such as focus groups or interviews, to gain a deeper understanding of the research
problem and to identify potential research questions.

Example: A business that is considering entering a new market may conduct a
preliminary investigation by reviewing industry reports and conducting interviews with
experts in the field to gain a better understanding of the market dynamics and potential
opportunities.
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3. Developing a Research Design: This step involves developing a plan for conducting the
research. This includes determining the research method (e.g., survey, focus group),
sampling strategy, data collection methods, and data analysis plan. The research design
should be tailored to the research problem and objectives to ensure that the data collected
is relevant and useful.

3.1. Research method: This sub-stage involves selecting the appropriate research
method, such as surveys, focus groups, or observational research, based on the
research objectives and the nature of the research question.

3.2. Sampling strategy: This sub-stage involves selecting the appropriate sample size
and sampling method to ensure that the research participants are representative of the
target population.

3.3. Data collection: This sub-stage involves developing the tools and protocols for
collecting the data, such as survey questions or interview scripts.

3.4. Data analysis: This sub-stage involves developing the plan for analyzing the data,
including the statistical methods or other analytical tools that will be used.

Example: A business that is interested in understanding customer satisfaction may
develop a research design that includes a survey of customers, a random sampling
strategy to ensure representative participants, and statistical analysis to identify key trends
and insights.

4. Collecting Data: This step involves actually collecting the data according to the research
design. This may involve conducting surveys, focus groups, interviews, or other methods,
depending on the research objectives and design. It is important to ensure that the data
collected is of high quality and that the research participants are representative of the
target population.

4.1. Pre-testing: This sub-stage involves testing the data collection tools and protocols to
ensure that they are effective and accurate.

4.2. Data collection: This sub-stage involves collecting the data according to the research
design and the approved protocols.

4.3. Data cleaning: This sub-stage involves reviewing the data to ensure that it is
complete, accurate, and consistent.

Example: A business that is interested in understanding customer satisfaction may collect
data by administering a survey to a random sample of customers and cleaning the data to
remove any incomplete or inaccurate responses.

5. Analyzing Data: This step involves analyzing the data to identify patterns, trends, and
insights. This may involve using statistical methods or other analytical tools, depending
on the nature of the data and research objectives. The goal of data analysis is to identify
key insights that can inform business decisions.
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5.1. Data coding: This sub-stage involves categorizing and coding the data to facilitate
analysis.

5.2. Data analysis: This sub-stage involves using statistical methods or other analytical
tools to identify patterns, trends, and insights in the data.

5.3. Interpretation: This sub-stage involves interpreting the data to identify key findings
and insights.

Example: A business that is interested in understanding customer satisfaction may
analyze the data using statistical methods to identify key trends, such as overall
satisfaction levels and satisfaction with specific aspects of the product or service.

6. Drawing Conclusions and Making Recommendations: Based on the data analysis,
conclusions are drawn and recommendations are made to address the research problem.
The recommendations may include changes to marketing strategies, product
development, or other aspects of the business. It is important to ensure that the
recommendations are actionable and well-supported by the data.

6.1. Conclusions: This sub-stage involves drawing conclusions based on the data analysis
and interpretation.

6.2. Recommendations: This sub-stage involves developing recommendations based on
the conclusions and the research objectives.

7. Reporting Findings: The final step in the marketing research process is to report the
findings to stakeholders. This typically involves preparing a written report that outlines
the research problem, objectives, methodology, findings, conclusions, and
recommendations. The report should be clear and concise, and should communicate the
key insights and recommendations in a way that is easy to understand. The report should
also include any limitations or caveats associated with the research to ensure that
stakeholders have a complete understanding of the research findings.

7.1. Creating the report outline: This sub-stage involves creating an outline for the final
report that includes the research objectives, research design, data analysis methods,
key findings, and recommendations.

7.2. Writing the report: This sub-stage involves writing the final report based on the
outline, using clear and concise language and including relevant data and visual aids
(such as charts or graphs) to support the findings.

7.3. Reviewing the report: This sub-stage involves reviewing the final report for
accuracy, completeness, and consistency.

7.4. Presenting the report: This sub-stage involves presenting the findings and
recommendations to key stakeholders, such as company executives, clients, or
marketing teams. The presentation should be clear, concise, and engaging, and
should include relevant visual aids to support the findings.
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7.5. Implementing the recommendations: This sub-stage involves implementing the
recommendations based on the research findings. This may involve developing and
implementing marketing strategies, modifying existing products or services, or
making changes to the overall business model. It is important to track and measure
the results of these actions to determine their effectiveness and to inform future
decision-making.

9.5 DATA COLLECTION TECHNIQUES FOR MARKETING
RESEARCH

The various techniques for data collection for marketing research are as follows:

1. Surveys: Surveys are one of the most common methods of data collection used in
marketing research. Surveys are used to collect information from a large number of
respondents and are typically administered through online, phone, mail, or in-person
methods. Various types of survey methods used in marketing research are as follows:

1.1. Online Surveys: Online surveys are conducted through the internet and can be
administered via email, social media, or through online survey platforms. They are
often cost-effective and offer a quick turnaround time for data collection.

1.2. Telephone Surveys: Telephone surveys involve contacting respondents via
telephone and asking them a series of questions. Telephone surveys are useful when
a sample is difficult to reach online or in person.

1.3. Mail Surveys: Mail surveys involve sending a survey questionnaire to respondents
via postal mail. This method is often used when the target population is difficult to
reach through other methods, and when a paper trail is needed.

1.4. In-person Surveys: In-person surveys are conducted face-to-face with respondents.
This method is useful when a detailed response is required, or when a sample is
difficult to reach through other methods.

1.5. Hybrid Surveys: Hybrid surveys combine two or more survey methods. For
example, a survey could be administered online first, followed by an in-person or
phone interview for follow-up questions.

2. Interviews: Interviews are another popular method of data collection used in marketing
research. Interviews involve asking questions to individuals or groups of people in order
to collect data on their attitudes, behaviors, and experiences related to a specific product,
service, or market. Various types of interview methods used in marketing research are as
follows:

2.1. In-person Interviews: In-person interviews are conducted face-to-face with
respondents. This method is useful when detailed responses are required, or when a
sample is difficult to reach through other methods.
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2.2.

2.3.

2.4.

2.5.

Telephone Interviews: Telephone interviews involve contacting respondents via
telephone and asking them a series of questions. Telephone interviews are useful
when a sample is difficult to reach in person, or when a quick turnaround time is
needed.

Video Interviews: Video interviews are conducted via video conferencing tools such
as Skype or Zoom. This method is useful when respondents are located in different
geographic locations and cannot be interviewed in person.

Focus Group Interviews: Focus group interviews involve bringing together a group
of people to discuss a specific product, service, or market. The interviews are usually
conducted in person, and the group dynamics can provide valuable insights into
consumer behavior and preferences.

In-depth Interviews: In-depth interviews involve conducting a detailed interview
with one individual, often lasting for an hour or more. This method is useful when
detailed information is required, or when a respondent has a unique perspective on
the product, service, or market.

3. Focus groups: Focus groups are a popular method of data collection used in marketing
research to gather qualitative data on consumer attitudes, behaviors, and opinions. Focus
groups typically involve a moderator leading a discussion with a group of 6-10
participants, who are selected based on specific demographic or psychographic
characteristics relevant to the research topic. Various steps involved in conducting focus
group research:

3.1.

3.2.

3.3.

3.4.

3.5.

Define the research objectives and questions: The first step in conducting focus
group research is to clearly define the research objectives and questions that the
research is designed to address.

Recruit participants: Participants are recruited based on specific demographic or
psychographic characteristics relevant to the research topic.

Conduct the focus group: The focus group is typically led by a moderator, who
guides the discussion and asks questions to elicit detailed responses from
participants.

Analyze the data: The responses collected during the focus group are analyzed to
identify common themes, opinions, and attitudes related to the research topic.

Report findings: The findings from the focus group research are reported in a
research report, which may include transcripts of the discussions, summaries of key
themes and insights, and recommendations for future research or marketing
strategies.

4, Observational research: Observational research is a method of data collection used in
marketing research to collect qualitative and quantitative data on consumer behavior,
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preferences, and attitudes. This method involves observing and recording the actions and
behaviors of consumers in real-life situations, without direct interaction or intervention
from the researcher. Various types of observational research methods used in marketing
research:

4.1. Natural observation: This involves observing consumers in their natural
environment, such as a retail store or public space, to understand how they behave
and interact with products or services.

4.2. Structured observation: This involves observing consumers in a controlled
environment, such as a laboratory or showroom, to test specific hypotheses and
variables related to consumer behavior.

4.3. Unstructured observation: This involves observing consumers without a pre-
determined plan or hypothesis, to gather exploratory data on their behavior and
attitudes.

4.4. Participant observation: This involves the researcher immersing themselves in the
consumer's environment and observing their behavior and attitudes from the
perspective of a participant.

5. Experimentation: Experimentation is a method of data collection used in marketing
research to test specific hypotheses and variables related to consumer behavior and
preferences. This method involves manipulating one or more variables and observing the
effects of the manipulation on consumer behavior or attitudes. Various steps involved in
conducting experimental research in marketing:

5.1. Define the research objectives and hypotheses: The first step in conducting
experimental research is to clearly define the research objectives and hypotheses that
the research is designed to test.

5.2. Select the experimental design: The experimental design determines how the
variables will be manipulated and measured. Common experimental designs in
marketing research include pre-test/post-test designs, randomized controlled trials,
and factorial designs.

5.3. Select the sample: Participants are selected based on specific demographic or
psychographic characteristics relevant to the research topic.

5.4. Conduct the experiment: The experiment involves manipulating the variables
according to the experimental design and observing the effects of the manipulation
on consumer behavior or attitudes.

5.5. Analyze the data: The data collected during the experiment is analyzed to test the
hypotheses and draw conclusions about the relationship between the variables and
consumer behavior or attitudes.
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5.6. Report findings: The findings from the experimental research are reported in a
research report, which may include detailed descriptions of the experimental design,
statistical analysis, and recommendations for future research or marketing strategies.

6. Secondary data analysis: Secondary data analysis is a method of data collection used in
marketing research that involves analyzing data that has already been collected by another
source. This method is commonly used when the data that is needed for the research is
already available, either through internal company sources or external sources such as
government agencies or industry associations. Various steps involved in conducting
secondary data analysis in marketing research:

6.1. Define the research objectives and questions: The first step in conducting
secondary data analysis is to clearly define the research objectives and questions that
the research is designed to address.

6.2. ldentify the relevant data sources: The researcher needs to identify the data sources
that are relevant to the research objectives and questions. These sources may include
internal company data, publicly available data, or data from industry associations or
research firms.

6.3. Collect and organize the data: The researcher needs to collect and organize the data
from the identified sources. This may involve cleaning and transforming the data to
make it suitable for analysis.

6.4. Analyze the data: The data is analyzed to identify patterns, trends, and relationships
relevant to the research objectives and questions. This may involve using statistical
analysis tools to test hypotheses and draw conclusions.

6.5. Report findings: The findings from the secondary data analysis are reported in a
research report, which may include detailed descriptions of the data sources,
statistical analysis, and recommendations for future research or marketing strategies.

7. Social media analysis: Social media analysis is a method of data collection used in
marketing research that involves monitoring and analyzing social media platforms to
gather insights into consumer behavior, preferences, and attitudes. Social media platforms
such as Facebook, Twitter, Instagram, and LinkedIn are rich sources of data that can be
used to inform marketing strategies and improve customer engagement. Various steps
involved in conducting social media analysis in marketing research:

7.1. Define the research objectives and questions: The first step in conducting social
media analysis is to clearly define the research objectives and questions that the
research is designed to address.

7.2. Select the social media platforms to monitor: The researcher needs to select the
social media platforms that are relevant to the research objectives and questions. This
may involve monitoring multiple platforms to capture a comprehensive view of
consumer behavior and attitudes.
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7.3. Collect and organize the data: The researcher needs to collect and organize the data
from the selected social media platforms. This may involve using social media
monitoring tools to capture and analyze the data in real-time.

7.4. Analyze the data: The data is analyzed to identify patterns, trends, and relationships
relevant to the research objectives and questions. This may involve using natural
language processing and sentiment analysis tools to identify consumer sentiment and
opinions.

7.5. Report findings: The findings from the social media analysis are reported in a
research report, which may include detailed descriptions of the data sources,
statistical analysis, and recommendations for future research or marketing strategies.

9.6 DATA ANALYSIS FOR MARKETING RESEARCH
PROCESS

Data analysis is a crucial step in the marketing research process that involves transforming
raw data into meaningful insights that can inform marketing strategies and decision-making.
Various steps involved in data analysis for marketing research process are as follows:

1.

Clean and organize the data: The first step in data analysis is to clean and organize the
data to ensure that it is accurate, complete, and ready for analysis. This may involve
removing any duplicate or irrelevant data, checking for data entry errors, and ensuring
that the data is formatted correctly.

Describe the data: The researcher needs to describe the data using statistical measures
such as mean, median, and mode to identify any patterns, trends, or outliers in the data.
This can help identify any areas of interest that may require further investigation.

Analyze the data: The data is analyzed using statistical tools such as regression analysis,
factor analysis, and cluster analysis to identify relationships between variables, identify
key drivers of consumer behavior, and segment the market based on consumer
characteristics and preferences.

Interpret the results: The researcher needs to interpret the results of the data analysis to
understand what they mean in terms of the research objectives and questions. This
involves drawing conclusions based on the data analysis and identifying any implications
for marketing strategies and decision-making.

Communicate the findings: The findings from the data analysis are communicated in a
research report, which may include data visualizations such as charts, graphs, and tables
to help stakeholders understand the key insights and implications for marketing strategies.
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9.7 INTERPRETING AND REPORTING THE FINDINGS OF
MARKETING RESEARCH PROCESS

Interpreting and reporting the findings of a marketing research process is a critical component
of the research process. Here are some steps to effectively interpret and report the findings:

1. Review and summarize the key findings: Begin by reviewing and summarizing the key
findings of the research. This can include highlighting any patterns or trends in the data,
identifying any significant differences or relationships between variables, and outlining
any key insights or conclusions that can be drawn.

2. Provide context and analysis: Next, provide context and analysis to help explain the
findings. This can include discussing any external factors or market conditions that may
have influenced the results, as well as any limitations or potential biases in the research.

3. Use data visualizations: Data visualizations, such as charts, graphs, and tables, can be
used to help communicate the findings of the research in a clear and concise manner. Be
sure to choose the appropriate type of visualization for the data and research question at
hand.

4. Tailor the report to the audience: The report should be tailored to the needs of the
target audience. For example, if the report is intended for senior executives, it should be
presented in a format that is easy to understand and highlights the key findings and
implications for the organization.

5. Make recommendations: Finally, the report should include recommendations based on
the research findings. These recommendations should be actionable and based on sound
analysis and interpretation of the data.

o Check Your Progress-A

Fill in the blanks.

1 observation involves observing consumers in their natural
environment, such as a retail store or public space, to understand how they behave and
interact with products or services.

20 group interviews involve bringing together a group of people to
discuss a specific product, service, or market

3. Government reportsareapartof ..., marketing research.

9.8 SUMMARY

Marketing research is the process of gathering, analyzing, and interpreting data related to a
specific market, product, or service. It involves using a variety of research techniques and
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methodologies to collect and analyze information that can be used to make informed business
decisions.

The key objectives of marketing research include identifying customer needs, understanding
market trends, evaluating the effectiveness of marketing campaigns, assessing competitor
activities, and identifying opportunities for growth.

There are several stages involved in the marketing research process, including defining the
problem, developing a research plan, collecting data, analyzing data, and presenting findings.

Marketing research can be conducted using both primary and secondary data sources.
Primary research involves collecting data directly from customers or other stakeholders
through methods such as surveys, interviews, and focus groups. Secondary research involves
analyzing existing data from sources such as market reports, government publications, and
industry journals.

The findings of marketing research can be used to inform a variety of business decisions,
including product development, pricing strategies, marketing campaigns, and market entry
strategies. Effective marketing research requires careful planning, attention to detail, and a
thorough understanding of the target market and industry.

9.9 GLOSSARY
< . : . .
o‘;—f"' » Marketing Research: Marketing research is the process of gathering,
o~
T

service. Its objective is to provide insights and information that can be

used to make informed decisions related to marketing strategies,
product development, customer needs and preferences, market trends, and competitive
activities. Marketing research involves a range of research techniques and
methodologies, including both primary and secondary data collection methods, to
provide accurate and reliable data for business decision-making.

E‘ analyzing, and interpreting data related to a specific market, product, or

9.10 ANSWERS TO CHECK YOUR PROGRESS

Check Your Progress —A
1. Natural

2. Focus

3. Secondary
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9.13 TERMINAL QUESTIONS

1. Define marketing research?
2. Elaborate the process marketing research?
3. Explain data collection techniques for marketing research.

e
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