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FROM THE EDITOR’S DESK
The mega “Howdy Modi” rally with Mr. Trump in Houston on 22
September 2019 was an event to reckon with. This was followed by
the two leaders meet for a bilateral meeting on the sidelines of the
United Nations General Assembly (UNGA) session in New York on
24 September 2019. The Prime Minister, Shri Modi had a series of
bilateral meetings with foreign leaders and addressed UN General
Assembly, hallmarked the event with a brief on “Howdy Modi” and
every world leader knew about it.
The event has showcased Shri Modi not only as a good negotiator but
also enhanced brand India through his undeletable charm and wisdom.
He has shown the world the impeccable power of the Indian
diaspora in measure and spirit. The track II diplomacy has won
hearts and created new avenues and sustained the existing ones on
trade and business.
Emerging from the Modi-Trump bilateral meeting in September 2019,
good discussion ensued between the two countries on terrorism and
trade. Focus on trade emphasised increasing trade between the United
States and India, and highlighted the need for resolving barriers to
free, fair, and reciprocal trade, which includes improving United States
companies’ market access in India.
The future holds a promise, promise for growth, promise for
cooperation and promise for strengthening global ties.

(Dr. Sheeba Kapil)
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WTO: Is There a Need for Reforms?
Badar Alam Iqbal*
After the end of Second World War; two global forums namely-General Agreement on
Tariffs and Trade (GATT) and United Nations Conference on Trade and Development
(UNCTA) were established. The GATT was called as “rich countries club”, and UNCTAD
was known as “poor countries club”, and they were responsible to regulate the global
trade. In order to expand the role of GATT, on 1 January 1995, GATT was transformed
into World Trade Organization. Since then WTO has been playing a significant and
constructive role in the promotion of “multilateral trading system” for which the WTO was
established. But unfortunately, the deadlock in “Doha Development Round” has raised
many questions in regard to the role and contribution of WTO. The present paper deals
with some of the basic issues that are related with the role and contribution of WTO in
sustaining the much needed “Multilateral Trading System” which is in danger.
Introduction

T

HE WTO had created for
providing
rules
and
procedures for world trade and
also to resolve trade disputed
among the member countries. The
traded body has got more than 160
members accounting 98 per cent
of global trade. Added to these,
more than 20 nations are seeking
the membership of the WTO in
coming times. The World Trade
Organization (WTO) established
as back as 1 January 1995, has
been under pressure from both
developed and developing
economies in sustaining the
multilateral trading system when
there has been increasing trend of

* Emeritus Professor, Co-Editor-in
Chief, Journal of Advances in
Management and Information
System, Life Science Global,
Canada.

Free Trade Agreement (FTA) and
the concept of “new regionalism”.
Added to this, the US threat to
withdraw from the WTO has
worsened the situation. This is an
undisputed fact that the withdrawl of the US from the WTO
could be far more critical and
strategic for the world economy
than rising degree of trade war
between China and the US.
According to the US
administration, the country is at big
disadvantages from being treated
very badly by the WTO for many
years. The US trade representative
went ahead in saying that allowing
China into the WTO in 2001 was
the biggest mistake committed by
the US administration. He has
argued in favour of taking more
aggressive approach by the US
government and the reason for this
that the WTO has failed in proper
dealing with an on-market economy
friendly market of China.
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Since the end of Second World
War; successive US presidents had
made out concerted efforts to create
and strengthen world trading rules
and procedures as they are sin-quonon for bringing the desired degree
of stability to the global economy
which will benefit every country
across the world.
The biggest issue with which
the US administration is
confronting with is WTO’s disputesettlement system (DSS). According
to US trade repetitive, the existing
system is interfering the country’s
sovereignty in terms anti-dumping
issues. Having the high degree of
dissatisfaction with the existing
dispute-settlement system; the US
administration has blocked the
appointment of the Judges to the
appeals body, resulting into the
delaying the process of resolving
the disputes among the member
countries. There have been an
increasing number of disputes
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between the US and other countries.
The latest case is with Russia
wherein the US is of the view that
Russian duties on US goods are
illegal.

US and China on WTO
Reforms
The Unites State of America is
strong advocator for bringing
reforms in WTO. Chinese
government is also in favour of
making necessary reforms. But both
the countries are having divergence
of opinion about “what to reform”?
The US is of the view that the WTO
is not fit in the current global
economic structure and hence,
requires reforms on large scale. On
the other hand, China needs reform
on the most critical issue of dispute
settlement mechanism. The most
disturbing thing for the US is that
most of the member nations are
taking side for China in regard to
DSS.
The major developed nations
are a sense of fear that if US objected
it and accordingly, may take exit
from the WTO which may result
into creating another forum and
then there may a division in the
membership of the WTO. It is
believed that the exit of the US from
WTO may benefit to developed
countries and these countries may
have more pressure on developing
countries. As the US a major founder
member of WTO, there is a
possibility that the US may intends
to overturn the system and may also
start over again. The most significant issue is that the US may select
to support or abandon any global
rule depends upon whether it serves
US interest, bringing a fundamental
tumult to global trading system.

4

The most significant shift in
relation to WTO is that the US wants
to create a US led multilateral
trading system. Hence, the US is
following the policy, namely “US
first”. This is not acceptable to other
developed countries especially from
the European Union (EU) and
particularly the China and India
from developing countries. The most
unfortunate and critical thing is that
multilateral mechanisms are losing
their relevance and authority.
According to trade experts across
the world that this issue may last
for some more time till the US sees
what repercussions and implications of the fall out of global system
may bring to it. But this is certain
that the impact and implications
will come sooner or later for the
global world.
It is worthy to mention here that
the present global system basically
depending upon on western values
along with US leadership and
therefore supporting the dollar as
an international currency, resulting
into the rising control of US on
international economic relations
and this may lead to protect the US
interest. On the other side of it, any
effort to dismantle or destroy such
time could bring itself enormous
losses to the global world in general
and developing economies in
particular in longer period of time.
It is a matter of delusion to US
elite class to think that the China is
the biggest beneficiary of the present
global system and the US is the
largest loser from it. Hence, they
believe that China is responsible for
the US persisting problems. While
the fact is that China has attained
the highest degree of development
through the hard of Chinese

peoples and therefore, have not
taken benefit from the current global
system.
It is an undisputed fact that
Chinese economy expanding
gradually and steadily because of
taking a lot of work which the US
peoples do not want to carry out.
This could be testified from the fact
that the large share of Chinese
forex that the country earned has
come from toils which was taken
by the US. The Trump’s coined
concept “America first” can not
last long as the US canot take all.
Hence, the Trump administration
must adopt the policy which could
give room to other economies for
further growth and development
and must also take care of its
relationship with developing
economies in general and
emerging economies in particular,
namely China and India.
It is high time for West and
North to give rethinking on the
concept of “fairness”. With
emergence of BRICS and especially
China and India; both the
continents cannot take for granted
these economies for having their
own bested interest and leaving the
developing
countries
at
disadvantageous place forever.
What is required is that the
modification in WTO rules and
provisions particularly in regard to
dispute settlement must create a
situation win for all rather than the
benefits for few nations. It is
impossible for the US to be only
winner. It is true to say that the US
administration
blocks
the
development process of other
nations, in the long run the US
economy itself would fall in “no
man’s land”.
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US Threat: Is It Justified?
The threat of the US to
withdraw from the WTO indicates
the ‘conflict of interest’ between
the US protectionism policy and
the ‘open trading system’ of the
WTO for which the trade body
was established. The allegation of
the US administration that the
WTO is too often gives decisions
against the US is not justified. This
is because the trade body gives
decisions based on the rules and
procedures as it is the body for all
members. In the words of Forbes
“the US wins about 90 per cent of
the cases as complainant and
loses about the same percentage
when is complained against”
(Bloomberg 2018). On the other
side, the WTO asserted that every
issue and case is resolved on the
merit of the issue or case and there
are no baised intentions for the US.
Statistics released by the WTO
reveals that the US did slightly
better when we compare the
WTO’s average of resolving trade
disputed either way i.e. in favour
or against (Table 1). It is also
worthy to mention here is that
since taking the office of the
President of the US, the country
has filed 31 trade dispute cases
with WTO.

The most significant point to be
mentioned here is that the US
decision of withdrawing its
membership from WTO is far more
critical and strategic for world
economy than the existing trade
war between US and China. In the
words of the President of USA, the
US is at big disadvantage and the
trade body had failed in protecting
the US interest when the US had
helped to build the post-World War
II system. Therefore, the need of the
hour for WTO is change its ways.

NAME OF THE COUNTRIES AND NATURE OF TRADE DISPUTES
THE US HAS
Name of the Country

Nature of Trade Disputes/Wars

China

Tariff measures, duties, steel and aluminium,
renewable energy, intellectual property rights

Canada

Duties, steel and aluminium, trade remedial
measures, anti-dumping measures, sale of wine

European Union

Duties, steel and aluminium

Turkey

Steel and aluminium, duties countervailing
measures

Russia

Steel and aluminium, duties

India

Steel and aluminium, export

Source: Same as Table 1.
TABLE 3
NAME OF THE GLOBAL BODIES AND THE AGREEMENTS,
THE US HAS LEFT
1. Trans-Pacific Partnership (TPP)

Types of
Trade Disputes

Number

As complainant

123

3. Paris Climate Accord

AS respondent

151

4. UN Human Rights Council

As third party

143

5. Renegotiating on NFTA

Source: The Hindustan Times;
New Delhi; 1 September
2018.

Since become the president of
the US, Trump has opted the
“inward looking approach”
resulting into the trade wars as well
as pulling out of the US from global
agreements and organizations
(Tables 2 & 3).

TABLE 2

TABLE 1
TYPES OF DISPUTED THE US
HAS AT WTO

The US administration is of the view
that the existing WTO’s dispute
settlement system has broken out
and therefore, there is an immediate
need of bring desired reforms in
terms of its structure and functions.

2. Joint Comprehensive Plan of action (Iran Nuclear deal)

6. Threatened to withdraw from NATO and G-7
Source: Same as Table 1.
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WTO Reforms and India
As there is growing demand
and efforts across the globe to bring
out the major reforms in the
structure and functions of WTO,
India has to adopt well thought
policy on major issues which are
expected to be a part of the agenda
of upcoming WTO Ministerial
Meeting in June 2019 at
Kazakhstan. It is significant to have
a deeper insight into the nature and
intent of the upcoming proposed
reforms and their likely impact and
implications to India. It is
imperative on the part of India to
make out efforts in regard to
shaping and modifying the
proposals so that these may be
expanded rather than restrict
India’s trade potential and
opportunities. Added to this, if
possible India should also devise
its own reform proposals on the
reform agenda.
India has to come out with
concerted efforts to mobilize other
developing nations especially the
BRICS countries and if possible
some developed economies to resist
the changes which may demerge
the economic interest of the
developing nations. In order to
avoid ad hoc steps, the developing
nations in general and India in
particular must adopt the coherent
trade policy which must be
depending
upon
overall
development strategy. India must
transform its economy into a
globally competitive nation.
Since joining the WTO, India’s
bargaining power regarding
multilateral trade negotiations has
been weal as the country remained
a marginal player as compared to

6

other emerging nations, namely
China in the world economy. This
is because India’s relative share in
the world trade is just 2.1 per cent.
Now India wants to enhance its
relative share in the global trade to
a figure of 3.5 per cent by the end of
2020.
The existing rule and
procedures based structure wherein
the decisions are taken by
consensus has been the silver
lining of WTO. This rule based
structure has already a created a
way to promote “plurilateral
environment” for member
countries. But these are not
applicable to non-participating
countries. But it is hoped that over
time, may become more generally
application. On the hand it is
generally believed that it is not
better for developing nations such
as India to keep off from the
restricted deliberations as this act
may deny the nations such as India
the possible opportunity to
influence the outcome of the
restricted negotiations. Added to
these, such stay out may also result
into non awareness about what is
going on in relation to trade issues
in WTO.
Non participation in Trade in
Services Agreement (TISA) as well
as Information Technology
Agreement Phase 2 (ITA-2) had put
India on a disadvantage position as
both the agreement of critical and
strategic for India in terms of its
foreign trade. The biggest con for a
nation like India because of non
participation in significant
agreements is to confirm the rules
and
provisions
without
participation as India remained
absent.

One of the reform steps being
put forward is to agree and allow
the
existing
plurilateral
agreements under the regime of
WTO, effectively abandoning the
Single Undertaking Principle
(SUP) as an over arching one.
India must accept that this may
likely to come up and take into
account that how the country may
use it for its betterment.
A caucus of three developed
economies namely the US, EU and
Japan are proposing reforms in the
structure and functions of the
WTO. The main purpose of the
reforms’ being initiated by the
these countries to focus at market
distorting effects in regard to
industrial subsidies as well as
with regard to unfair pros in terms
of state controlled units through
access to lower unit value,
concessional bank loans and
government backing. The most
unfortunate thing is that these
given reforms are directed towards
China and India to some extent.
As these issues are of great
significance for moth emerging
economies China and India, there
is an urgent need on the part of
the both countries to research
these issues carefully and then
start making negotiations with
concerned countries. In this
direction, in last November, both
emerging nations have agreed
upon to undertake a joint research
on these strategic issues. This may
result into an integrated approach
to be taken care of by both the
countries. It is to be mentioned
here that the bargaining power of
the China is stronger than India.
This because China is one of the
major players in terms of global
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trade and accordingly, its share in
world trade is much larger than
India.
The salient features of WTO
trade reforms are in terms of
transparency; punitive provisions
for commitment violations in regard
to subsidies and other related issue
of trade. The trade analysts are of
the view that issue of punitive
provisions are being directed
towards China. It is not much
directed towards India as India has
adopted better degree of transparency which is falling in line with
India’s Constitution.
There is one important issue on
which the developing economies in
general and India and China in
particular have to take a joint stand
is in respect of dilution of special
and differential treatment to
developing nations whose survival
is at the stake. This because the
proposed reforms by the USA, EU
and Japan may adversely affected
the developing nations as well as
least developing nations to greatest
extent. Notwithstanding the

present trade tensions due to the
persisting trade war between US
and China; the world economy is
far more open today than in the past.
This is also true that world economy
remained even in the decades of
1990s and 2000s when China
transformed its economy by joining
the WTO.

developing
particular.

in
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Conclusion
The call for reforms in WTO
by the caucus of three developed
nations, namely the US, EU and
Japan is very significant and
strategic issues for entire world in
general and developing and
emerging economies in particular.
This is because the issues involved
therein are of more interest of
developed economies rather than
developing and emerging
economies. Hence, the negotiating
members must take these issues in
a more balanced way as these
reforms may have far reaching
implications, consequences and
impact on global trade in general
and trade of developing and least

economies

•

FOCUSWTO.IB • July-September 2019 (Vol. 21 No. 3)

7

ARTICLES

The Flying Geese Model Re-Visited
Kanupriya*
This paper is an insight into the famed Flying Geese (FG) Model of economic
development. This theory of growth and development has undergone perceptible
alterations since it was first propounded by Akamatsu. One of the principal contributors
to it is none other than Ozawa, who has sought to add to the FG paradigm the once
neglected dynamic structural aspects such as market reforms, currency valuation, trade
and multinationals as market coordinators among others. Some other important factors
for economic growth and development are the financial factors. Most importantly, this
paper seeks to place the Indian economy within the FG framework for improving the
analysis as regards the nature, causes and solutions to the several challenges before
the country today. These trials could range from pollution to poverty and inequality
experienced during the growth process. A broad conclusion of the paper is that for the
‘catch up’ to succeed, some vital structural changes must be effected to the basic
economic framework, without which the FG theory of growth and development comes a
cropper.
Key Words: Flying Geese (FG) Model, catch up strategy, structural changes, market
restructuring and borrowed growth
Introduction

B

ETWEEN the period 1930s to
1960s, Akamatsu evolved a
theory to explain the late
industrialization of Japan and its
subsequent emergence as a leader
or “lead goose” in the East Asian
region. His theorization includes
three stages of a nation’s industrial
and economic development. First,
the stage in which an economy
seeks to move away from import-

* Ph.D. Student of Batch 2016,
Indian Institute of Foreign Trade,
Delhi.
E-mail: Kanupriya_phd16@iift.edu

(This paper was part of my Ph.D.
coursework assignment for Global
Economic Environment and Policy
in 2016. It has been vastly modified

since.)
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substitution towards exportoriented industrialization, second,
that nation acquires domestic
comparative advantage in a number
of industrial sectors and the third,
the nation indulges in outward
transfer of technologies and
investments to the developing
nations. These three stages together
constitute the classic Flying Geese
(FG) model of Akamatsu. Terutomo
Ozawa sought to add a new
dimension to this traditional
framework by incorporating the
dynamic structural aspects into it.
Ozawa (2010) seeks to develop
an evolutionary Structuralist theory
on the Flying Geese (FG) model of
Akamatsu. This concept has often
been touted as one of the foremost
in the catch–up strategies of
nations along with import
substitution and big push. The

concept of the “ladder of economic/
technological development” has
been redefined in terms of a “lead
sector” stages model along typical
Schumpeterian lines. The enabling
mechanisms
of
structural
upgradation have been explored,
and so have the dynamics and
benefits of an FG formation of
aligned countries. Also, a new
stages model of balance-ofpayments (BOP) is introduced to
discuss the financial issues of
“borrowed growth” and “global
imbalances.” The new structural
economic framework has been
developed in this paper in order to
bring out the inter-linkages between
trade and investment. Ozawa has
sought to fill the gaps left by
Akamatsu as far as the latter’s lack
of engagement with causal
mechanisms
of
structural
upgradation is concerned.
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This paper seeks to critically
analyze, synthesise and evaluate
the given and suggested theoretical
framework in an archetypical
modern day context. In other words,
it includes not just Akamatsu’s or
Ozawa’s theories but also
incorporates some of the current
issues, including from the new
structural economics. It could be
concluded that only those nations
are successful in their growth
strategies that pursue their
respective comparative advantage.

Ozawa & the Flying Geese
(FG) Model
The FG model of Akamatsu has
undergone major changes since it
was originally propounded in the
1930s. The additions to the model
by Ozawa include variables falling
under a structural framework such
as market reforms that incorporate
the issues of wages and labour
market flexibility, currency
valuation, trade and multinationals
acting as market coordinators and
the markets acting as good servants
to the State rather than its masters.
The other assertion on the US being
the lead goose in today’s world is
based on the notion of recycling of
comparative advantage in labourintensive industries with that country
leading the pack. Thus, Ozawa has
sought to infuse a modernist
perspective into the FG theory.
The vehicle for transfer of
technology is where Akamatsu’s
framework is least developed. He
does however, suggest that the
demonstration effect, coupled with
the ‘animal spirit of entrepreneurs’
of international trade plays an
important role in this respect.
Ozawa’s work in
1995 is
noteworthy in this regard. He has
attributed the spread of technology
from the developed to the
developing parts of the world

through the Multinational
Corporations (MNCs) and the
Transnational
Corporations
(TNCs). The MNCs are often
dubbed the “lead goose” in this
context. As these transfer flows
strengthen over a period of time, the
technological changes become
embedded within the developing
country technology structures,
thereby aiding in their future growth
(Tausch, 2015).

Giving a New Direction to
the Flying Geese
Some of the variables of the
Ozawa FG model are market
reforms such as those pertaining to
wage and labour market flexibility,
markets being subservient to the
State, minimizing coordination
failures, currency valuation, trade
and multinationals acting as
market coordinators and the like.
Financial factors that have enabled
financing of different stages of
growth are also important for
efficiently functioning markets,
economies and the overall well
being of nations, and are hence, too
vital to be ignored.

The Flying Geese within
an Indian Context
The FG model of Ozawa is quite
pertinent in the Indian context as it
is discussing structural aspects of
an economy like market reforms,
correction of coordination failures
and the removal of negative
externalities such as pollution and
inequality. India is besotted with
most of these issues and it requires
a comprehensive push on the part
of policy-makers to resolve several
of these challenges. A multipronged approach is the need of the
hour to tackle these concerns.
It is quite well known that India
has one of the highest rates of
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inequality among its Emerging
Market peers. Inequality as
measured by the net Gini coefficient (G) (based on income net of
taxes and transfers) was hovering
at around 0.51 in 2013. (IMF Report,
2016). For the country to really
launch itself onto the path of
sustainable development, a major
indicator of the same is inclusive
socio-economic development. This
has often been suggested by
multilateral bodies of the likes of the
UNDP. Unless the issue of top 1 per
cent Indians cornering 60 per cent
of this country’s wealth is resolved,
the glaring income and wealth
inequalities in India shall continue
to hamper the growth prospects for
years to come.
The Chart 1 reveals the nature
of growth experienced by the Indian
economy since the 1980s. While
average incomes grew faster than
they ever did before, most of the
gains went to the very top and
resultantly, inequality exploded.
In absolute terms, inequality
towards the end of the 1990s was far
higher than it had even been during
the colonial period. Clearly, India’s
new political economy, taking shape
since the 1980s, has failed to deliver
inclusive growth, a pre-requisite for
any potential superpower.
Besides inequality, the issues of
externalities like pollution, lack of
efficient provisioning of public
goods and constrained State
Capacity are well acknowledged by
the Indian State. In fact, the
Economic Surveys for the years
2015-16 and 2016-17 have admitted
to the glaring disparities observed
in the provisioning of public goods
and services such as the Public
Distribution System (PDS) as well
as the absence of equitable
distribution of these public goods
and services. A primary reason
cited for the same is the role played
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CHART 1
AVERAGE INCOME GROWTH & INEQUALITY IN INDIA FROM THE 1920s TO THE 1990s
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by human discretion in such
schemes. A solution to this issue has
been suggested. Use of digital
means, as propounded under the
Jan Dhan, Aadhaar and Mobile
(JAM) trinity scheme, is one such
solution. This scheme involves
seeding the Jan Dhan accounts of
the poor beneficiaries with their
Aadhaar numbers and informing
them on the mobile phones of the
progress of the intended subsidy
cash flows. Thus, direct cash
transfers (DCTs) have been thought
of as a viable solution to the issue of
leakages in State Subsidy Delivery
Mechanism.
Heuristically,
however, this measure too is not free
from defects as the lack of proper
definition of poor in the Indian
context is often the biggest
impediment to implementing any
State anti-poverty or subsidy
scheme. The Indian state has so far
not zeroed on any one definition of
poverty line— from defining
poverty line on the basis of calorific
norms or household assets

10

ownership or the monthly per
capita expenditure (MPCE), there
are multiple views on what
constitutes the correct barometer to
measure poverty in this country.
As suggested in policy circles,
it would be prudent to replace PDS
with a Universal or a QuasiUniversal Basic Income (UBI). This
shall entitle every Indian citizen to
a certain minimum amount of
income necessary for survival,
given inflation and other macro
economic shocks. However,
phasing out existent wasteful
subsidies like fuel and fertilizer is a
must or else a significant quantum
of public exchequer could be spent
on these inefficient subsidies. These
subsidies often distort market
outcomes for they result in inclusion
and exclusion errors. Inclusion
errors occur because of inclusion of
the relatively better-off and hence,
undeserving societal segments in
cornering the benefits of subsidies
meant for the poor. The reverse is

the case with exclusion errors that
unintentionally exclude the
deserving from enjoyment of
subsidy benefits.
Table 1 shows the degree of
inclusion and exclusion errors in
the Targeted Public Distribution
System (TPDS) in India over time.
As evident from the above
graph, the states of Andhra Pradesh,
Himachal Pradesh, Madhya
Pradesh, Punjab, Rajasthan &
Tamil Nadu are marked by low
exclusion error of about 20 per cent
but concomitantly, these have a
high inclusion error of about 70-80
per cent. Likewise, the states of
Assam, Bihar, Gujarat, Haryana,
Karnataka, Maharashtra, Odisha,
Uttar Pradesh & West Bengal have
a high exclusion error but at the
same time a low inclusion error in
TPDS.
Table 2 from the same source
reveals the overall leakage of food
grains across states.
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As evident in Table 2, the states
of Andhra Pradesh and Kerala have
a low leakage rate of less than 25
per cent, the states of Orissa, Tamil
Nadu, West Bengal, Assam,
Gujarat, Himachal Pradesh,
Karnataka, Maharashtra and
Rajasthan have a high leakage rate
of 25-50 per cent and the states of
Haryana, Madhya Pradesh, Uttar
Pradesh, Bihar and Punjab have a
high leakage rate of more than 50
per cent. These figures speak
volumes about the leakages in the
economy due to lack of properly
targeted public schemes of the
government as discussed in the
preceding sections of this paper.
As far as pollution is concerned, India is marked by one of
the highest cumulative carbon
dioxide emissions in terms of the
global total for the period 1850-

2011. In fact, India is one of the top
ten polluters in percentage terms.
As evident in Chart 2, India’s share
in global emissions is 3 per cent (The
World Resources Institute Report,
2012).
Usually, for any nation, the
initial stages of growth are marked
by high carbon emissions and the
later stages by low emissions per
capita; in other words, this
explanation represents the classic
Environmental Kuznets Curve or
EKC.
The challenge of pollution
could be resolved with the aid of
adopting clean and green
technologies of production. The
Intended Nationally Determined
Contributions (INDCs) of the
country could help the Indian State
achieve the target of sustainable

TABLE 1
CATEGORIZING STATES ACCORDING TO HIGH AND LOW EXCLUSION OF
BELOW POVERTY LINE (BPL) FAMILIES FROM THE TARGETED PUBLIC
DISTRIBUTION SYSTEM (TPDS)
Exclusion (%)

States

Low exclusion (less than 20%)

Andhra Pradesh, Himachal Pradesh,
Madhya Pradesh, Punjab, Rajasthan,
Tamil Nadu.

High exclusion (more than 20%)

Assam, Bihar, Gujarat, Haryana,
Karnataka, Maharashtra, Odisha, Uttar
Pradesh, West Bengal.

Source: Performance Evaluation of Targeted Public Distribution System,
Planning Commission (2005).
TABLE 2
OVERALL LEAKAGE OF FOOD GRAINS ACROSS STATES
Leakage Rates & States
LOW (<25%)

HIGH (25-50%)

VERY HIGH (>50%)

Andhra Pradesh, Orissa, Tamil Nadu, West Haryana, Madhya Pradesh,
Kerala.
Bengal, Assam, Gujarat, Uttar PradeshBihar, Punjab.
Himachal Pradesh,
Karnataka, Maharashtra,
Rajasthan.
Source: Performance Evaluation of Targeted Public Distribution System,
Planning Commission (2005).
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development in terms of clean and
green economic growth. This
strategy path includes using
renewable energy intensive
techniques of production and
minimizing the fossil fuel footprint
to the maximum extent possible.
The resulting EKC is an inverse Ushaped depicted in Chart 3.
The other challenge for the
Indian economy is the sluggish
progress on the market reforms
front. The lack of labour market
reforms being a case in point. Slow
progress on this front has rendered
the Indian economy paralyzed on
the industrial growth parameter.
Several remedial initiatives could be
taken by the State to address these
concerns:
• Partnership rather than antagonism between labour and management should be encouraged
through an incentive system. One
such incentive is the bonus
system that could help raise the
worker productivity and at the
same time provide the management with enough flexibility
regarding the labour policies in
their industries (Dutt, 2013).
• Labour market flexibility could
be improved by educating the
labour force, encouraging vocational training and imparting
them retraining facilities (Lin,
2012). These would also improve
worker productivity by adding to
human capital. Government
initiatives of Skill India and
Pradhan Mantri Kaushal Vikas
Yojana (PMKVY) are examples in
this regard. These schemes aim
at skilling the youth of this
country and tapping into the
demographic dividend.
The other significant issue
before the Indian economy is the lack
of proper co-ordination between the
public and private sectors as well
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CHART 2
CUMULATIVE CO2 EMISSIONS FOR THE PERIOD 1850 TO 2011
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CHART 3
THE ENVIRONMENTAL KUZNETS CURVE (EKC)
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The other economic challenge
pertains to the twin balance sheet
problem. The falling profitability of
the private sector reflects onto their
balance sheets. Inability to repay
their loans in a timely manner,
bloats the liability for many of these
under performing corporates. A
proper redressal of the Corporate
Debt Problem is the need of the hour.
Policy-makers must try to continue
on the path of resolution of the NonPerforming Assets (NPAs) as well
as the corporate debt issues with
appropriate policies and schemes.

○

○

turning point

as different macro-economic sectors
resulting in efficiency losses. All the
developed parts of the world are
marked by well-functioning and
well co-ordinated sectoral
relationships. A case in point is the
monetary policy transmission rates
in this country. To boost a sagging
economy, the Central Bank of the
country, viz. the RBI often lowers
the rates of interest to give a fillip to
investment. However, the poor
transmission rates across the
banking sector lead to an ineffective
monetary policy compared to what
it could have been had it been a near
flawless transmission mechanism.
This causes imbalance within
different growth sectors, with the
relatively fast growing sectors
witnessing impeded growth, thanks
to the State stimulus fuelled growth
of their low growth counterparts.

Also, the role of currency
valuations to gain export
competitiveness vis-a-vis the
competitors assumes importance in
the context of this theme.
Developing countries’ currencies
tend to remain undervalued relative
to advanced countries’ (Bhagwati,
1984, Kravis and Lipsey, 1983 as
quoted in Ozawa). Currency
valuation could be situated within
India’s policy framework for
growth. India devalued its currency
in 1991. Devaluation was expected
FOCUSWTO.IB • July-September 2019 (Vol. 21 No. 3)
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to act as a substitute for export
subsidy as the exporters would get
more rupees in exchange of foreign
currencies to curb the balance of
payments crisis in their domestic
economies.
The depreciation of the rupee,
symptomatic
of
the
macroeconomic
imbalance
afflicting the Indian economy,
could be read in this perspective.
The benefits of a weakening rupee
begin to be out weighed by the
rising import costs during the
course of catch-up growth by
India. This issue could be resolved
through India evolving an
advanced and dynamic inputs
base for its economy, rather than
depending upon imported inputs.

Placing the Concepts of
Borrowed Growth and
Market Restructuring
within the Flying Geese
(FG) Framework
In this section, a restructured
FG model within Indian context
would be explicated. As far as the
market reforms are concerned, it has
already been mentioned as to the
modifications that must form a part
of the model when certain market
restructuring is effected in order to
improve the quantitative and
qualitative outcomes for an
economy.
To emphasize the role of
finance in catch-up growth
strategies, the concept of borrowed
growth comes into play where the
gap between domestic savings and
investment is sought to be filled by
foreign savings. However, this
borrowed growth is a double-edged
sword, for it is marked by the
challenge of hot money flows to/
from the economy, depending on the
prevalent
macro-economic
conditions.

From an Indian perspective, the
concept of borrowed growth could
at best be understood in terms of the
stages of the theory of Balance of
Payments (BOP). Crowther (1957)
has classified such long term trends
in growth-driven BOP conditions
into six stages: (i) ‘immature debtorborrower’ (a deepening Capital
Account or CA deficit), (ii) ‘mature
debtor-borrower’ (a declining CA
deficit), (iii) ‘debtor-lender and
debtor-repayer’(a rising CA
surplus), (iv) ‘immature creditorlender’ (a record-high CA surplus),
(v) ‘mature creditor-lender’ (a
declining CA deficit), (vi) ‘creditordrawer and borrower’ (a rising CA
deficit).
The first stage which could also
be called a perilous Capital
Account (CA) -deficit stage, relates
to that transitional period where the
country embarks on the process of
industrialization and thus imports
all capital goods, technologies and
modern services from the advanced
parts of the world.
When India embarked on its
open trade policy, it was suffering
from an acute balance of payments
crisis and consequently, had to
devalue its currency in 1991.
Underlying
macroeconomic
imbalances in the form of
unsustainable borrowing and high
expenditure and along with it, an
inadequate policy response,
resulted in the Balance of Payments
(BOP) crisis of 1990-91 (Virmani,
2001).
The first stage according to
Crowther’s proposition on growthdriven BOP conditions of a
deepening CA deficit was
witnessed by India way before the
crisis of 1991. The higher growth
rate in the eighties (relative to the
seventies) was accompanied by
higher fiscal deficits, rising current
account deficits and larger external
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debt. That was the time when
imports from the advanced world
to develop this country’s industrial
base and domestic markets were
being allowed (ibid).
After crossing the first stage,
India’s current account has been
hovering around the second and
third stages of Crowther’s
proposition on growth-driven BOP.
Around the first five-six years of the
2000s, India’s current account was
in surplus, because the trade
deficits were more than
compensated by substantial
increases in remittances from
workers abroad and software
exports (Chandrasekhar and
Ghosh, 2008).
Also, a massive inflow of
capital, especially in the form of FDI
by MNCs bringing advanced
technology, leads to substantial
‘current account surplus’, thereby,
fuelling economic growth and
development. New steps towards
‘liberalization’by the government
contributed to attracting FDI which
made India the fourth largest FDI
recipient in Asia and the tenth in
the world in 2015 (UNCTAD, 2015).
It is in this context that borrowed
growth assumes significance. For
assessing and directing the flight of
the geese, policy-makers must
therefore be cognizant of the twin
terms of borrowed growth and
market restructuring.

Conclusion &
Recommendations
Market reforms of the likes of
flexibility in factor, especially
labour markets, better coordination
among different sectors and doing
away with other market failures
such as pollution and inequality,
can go a long way in giving an
impetus to India’s efforts at a
sustained catch-up growth.
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For the developing countries,
the role of finance in enabling the
speed of catch-up cannot be ignored.
The concept of borrowed growth as
the basis of growth for any
economy, especially India, that
seeks to integrate itself within the
globalized framework, cannot be
ignored in this circumstance.
The effect of structural growth
on the performance of balance of
payments (BOP) of a country as
explained by the six stages
provides a starting point for
analyzing the catch-up growth of
any country. In case of India too,
the long-term trend in growth
driven BOP conditions could be
explained with the aid of different
stages.
To conclude, be it from a market
reforms perspective or from a
financial sector angle, the ‘catch
up’ strategy of economic growth is
as much applicable to India as to
any other nation in the world, albeit
with some modifications in the
underlying structural systems of the
economy. Without these structural
changes, the Indian growth strategy
could at best be described as the
‘injured goose model’. Structural
adjustments are the pre-requisite for
ensuring a smooth and long haul
flight of the ‘flying goose’.
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Role of Personal Friendship and Charishma
in Foreign Relations
Saloni Khurana*
One significant aspect
neglected while electing the
national leaders, is the role of
personal bonds in evolving
foreign relations. Friendships
among global leaders play an
essential role in negotiating
bilateral agreements, receiving
aids and supporting at
international platforms. Benefits
of personal bonds are evident
since historical ties between
former US President Roosevelt
and former British PM Churchill
to the present connections
between Indian PM Modi and US
President Trump. A recent
example of global leaders
supporting PM Modi’s move on
Jammu and Kashmir reiterated
the significance of personal
bonding and charisma in foreign
relations.

* Research Associate, Indian
Institute of Foreign Trade, New
Delhi.

N

UCLEAR DEALS or Free Trade Agreements come easy with the
inclusion of friendship among nations or it’s dignitaries!

Friendship is the personified feeling of trust, togetherness, and support.
So, does friendship in international relationships. Companionship has
never been separated from foreign affairs. Broadly, friendships can be of
two types in international affairs between the political leaders or between
the countries. These friendships share a special relationship in foreign
affairs that can lead to making and conducting of various foreign policies.
It’s common to read in the news about the friendship among states like
countries share a patron-client relationship where the relationship is based
on moral respectability say between Saudi Arabia and the USA. Saudi
Arabia friendship with the USA makes it easier for both countries to relish
the mutual ties that benefit them. Such relations are visible with the
language of friendship through international treaties and pacts like
Germany and France rejoice their companionship in annual celebrations
of the signing of the Élysée Treaty.
In this article, the researcher will be focusing more on the role of
personal bond among the political leaders in international practice. Such
kind of relationship may have manifold benefits like supporting each
other’s country in international forums, enjoying a close bilateral
relationship, bringing cooperative linkages in trade, military and
developmental arrangements.

Influence of Personal Bonding
Policies in International relations are framed by the humans, who are
governed by their own personality traits. With regards to the Kantian
perception, people use important notions to make sense of their atmosphere
and of themselves in it. Cerebral frames guide the orientation of decision
makers and their perception of events. However, such kind of inter-personal
relationship can have different attributes based on the nature of states.
For an example, A country’s political leader is the best friend of B
country’s political leader. Then, it can help both countries to develop
bilateral policies to strength their nation, favouring each other’s countries
at international levels like UN and readily available to give aid or loan.
And this relationship is stronger as per the political leader’s positioning
in its nation. However, it also endanger the nation’s secret to another that
at an extreme can jeopardize the democracy.
Nevertheless, Friendship helps to bring the reciprocity in the relation
where two of states are expected to collaborate in decision-making and
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framing strategies in the
international order. They support
and consult each other in the
discussion of wide-ranging from
topics from the secrecy to sensitive
negotiations. Thus, the bond of
friendship in international affairs
can be comprehended with three
attributes.
First, mutual friendship opens
the horizons of information that is
private and critical, which are
closed off from others. Even if they
are not negotiating or working
together on some subject, but their
advice is the crucial motivation for
doing something, which may be
hidden from other states or from
their own state. It’s important to
understand that such policymaking, not only shadows the line
between two nations but pierces the
role that states play in the international environment. This is being
noticed by Graham Allan by
quoting, “The self that is revealed
in our dealings with our friends is
closer to our self-definition than the
‘self’ we portray in other contexts
… friends are permitted
“backstage” more than most,
gaining a better view of how our
performance is constructed”.

collective actions that may even lead
to violent practices against the third
parties. It can form an exclusive
space where no other nation can
enter and these sates could lead to
discriminatory effects. Like Russian
president Putin and Chinese
President Xi Jinping share a cordial
relation with Syrian President,
Bashar Assad that were frustrating
the halting efforts of the USA
towards the never-ending war in
Syria.
Friendship of political leaders
have a very critical impact on policymaking at international grounds.
Even, the US President Mr. Barack
Obama acknowledged that bonds
of friendships and trust with other
world leaders is an important part
that helps to execute the diplomacy
policies. So, Personal friendships
are attention-grabbing if they form
between decision-makers counter to
the backdrop of unfriendly political
relations between the two countries
they represent. Additionally,
personal friendships between the
political leaders can either help to
create or maintain the state’s
friendship ties. These relationships
further push the image of
representatives through media and
digital communications into every
household. However, such kind of
personal bonds comes in limelight
during the international crisis/
conflict
and
political
transformation. A recent example is
of, friendship of Pakistan and China
over the Kashmir issue at UNSC.

The second attribute is the
practice of solidarity that is
standing by each other and lending
support in times of need. But the
language of solidarity is the main
thing
that
matters
like
commitments, selfsacrifice, etc.
Indian Prime Minister Shri
Narendra Modi declared `4,500
crore monetary support to Bhutan
to implement its 12th five-year plan.

Instances of Personal
Friendships

Third, mutual gain through
learning via technology transfers.
Friendship helps to bring their

Historic Personal friendship
between Roosevelt and Churchill
had an influence on the
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international ties between the USA
and Great Britain. During the
outbreak of World War II, their
friendship helped to build a
positive relationship between the
two countries. Both countries
joined their military forces to a
degree among major allies in the
history of warfare. Roosevelt
offered material aid to Britain and
Churchill revealed about the
deciphered US diplomatic codes
were the actions based on
personal bonds. A major triumph
for Great Britain was the
cooperation of USA post-war.
Another important scenario
where two political leader’s
intended friendship helped their
states. The special relationship
between French Presidents and
German Chancellors was the result
of share political agenda towards
the development of Franco-German
relations. Their friendship gestures
help to bond the two countries. Even
when French were suspicious about
reconciliation, De Gaulle and
Adenauer were present at a number
of highly symbolic places like
attending a service together at the
war-damaged Cathedral in Reims
in 1962, which helped countries to
bond and resulted into Élysée
Treaty.
Another historic example is of
Ex-US President Mr. George W.
Bush and Ex-British Prime Minister
Mr. Tony Blair. This was regarding
the military intervention in Iraq,
where NATO allies were in doubts
and criticism. Blair’s support
towards the US agenda to eliminate
the administration of Saddam
Hussein through military force was
a significant component in the
legitimization work both nationally
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and internationally. Bush’s
government also made an effort to
influence the UN Security Council,
a move that was crucial for Blair to
sustain his support for the
intervention against native
opposition, though the failure to
secure a UN mandate did not
weaken their firmness to intervene
in Iraq.
Strategic friendship could also
lend the support. Say, Ex-US
President, Obama, and German
Chancellor, Merkel has an allianceturned-friendship based on parallel
personalities and mutual political
interests. During the political
blowback on Merkel for her
standpoint on refugees fleeing war
in Syria, Obama reached in
Hanover, Germany to lend a
support to his friend by stating “She
is giving voice, I think, to the kinds
of principles that bring people
together rather than divide them,
and I’m very proud of her for that,
and I’m proud of the German
people for that”.
Another known relationship is
between Russian President, Mr.
Putin and Chinese President, Mr.
Xi. Jinping calls Putin as his “best,
most intimate friend” and also
awarded friendship medal to him.
This helped to strengthen their
bilateral relationship in 2018,
Russia and China held a security
summit. The summit fetched
together a block of states led by the
two Eastern powers called the
Shanghai
Cooperation
Organization (SCO). Additionally,
approximately 3,000 Chinese
troops amalgamated with Russian

soldiers for Russia’s biggest
military drills in Siberia since the
Soviet era.
While provision for networks in
a military conflict is probable, the
expansion of individual bonds
between leaders on contrary sides
of a political clash is feasibly more
stimulating. For example, the
personal bond shared at the end of
the Cold War between US
Presidents, first Mr. Ronald Reagan
and then Mr. H.W. Bush, and Soviet
leader Mr. Mikhail Gorbachev,
accompanied by companionships
between Kohl and Gorbachev and,
also, among their corresponding
foreign ministers, Hans-Dietrich
Genscher
and
Eduard
Shevardnadze. Difficult and
delicate discussions over ending an
arms race were an unlikely context
in terms of German unification and
the role of NATO in a post-Cold
War, given personal friendship is
at stake. With growing tensions
between public and private
atmospheres, a friend is expected to
fulfil
the
professional
responsibilities in the political
arena. So, during 1991 Bust
accepted and dealt with the rise of
Boris Yeltsin.
Indian Prime Minister Shri
Narendra Modi is seen on many
foreign visits to strengthen the
nation’s position. He is often been
recognized by other countries’
leaders as a friend. For example,
Prime Minister Shri Narendra
Modi’s friendship with Israeli Prime
Minister Benjamin Netanyahu was
showcased very well when Modi
asked Israeli enterprises to yield

gain from “liberalized FDI regime
to make more in India”. USA
President, Donald Trump called PM
Modi as his friend and also led them
to discuss some important strategic
issues for the countries. This can be
favourable for India when USChina trade wars are heating up.

Foreign Relationship
Goals
Political leaders are aware
that their relationship can invest
in bringing two states closer and
will encompass the bureaucracies
tasked with the routine execution
and operation of the foreign
policy. Such kind of relationships
not only limit to the respective
countries itself but it spills its
effect on many regional
organizations
where
two
countries are members like NATO,
EU, etc. It’s important to not to
underestimate the power these
political leaders have to influence
the international policies.
World leaders’ friendship is a
connection between countries
which is greater than the
summation of its parts because it
touches others outside this
relationship and transmits the
moral obligation. International
Relationship holds both promises
and fears to global order. It fetches
the question of whether friends
might privilege their friendship over
the states they represent. Thus, it
become very important for a nation
to elect right representative, who
bring benefits without risking
nation’s identity.
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Mobile Payments War in India:
Bhim V/s Others
Jayantika Sarwal*
Purpose: The purpose of this paper is to analyze the current Indian market situation and study the
virtual on-going payments war. Also, the paper elaborates on the future of mobile payments, and
the impact on domestic players by the influx of global payments providers entering into Indian
markets. The paper also studies the consumer perspective regarding the available e-wallets in the
market. The data collected from the survey has been analyzed through statistical analysis and
various other data modelings.
Findings: The survey results outlines the below analysis:
• People are apprehensive about the security aspects of the available e-wallets.
• Companies have a long way to go in converting the people to spending / loading more through
e-wallets.
• Due to increased awareness about cyber frauds, private companies are at the radar of suspicion
by the public irrespective of best technology being put in place for the user.
Social Implications: Advocacy of mobile payments technology can help address socio-economic
challenges in India, such as financial inclusion, corruption and tax evasion. On the down side, with
the heightened awareness of cyber frauds and privacy issues in India, m-payment adoption, which
already faces acquisition and retention challenges, is likely to be more resisted by the consumers
if companies doesn’t cater to latter’s apprehensions. The paper also contains detailed
recommendations on the basis of the customer feedback collected through the survey mentioned
above.

Introduction
Overview of Digital Payments
Landscape in India

I

N this so-called era of ‘Digital
Darwinism’, where technology
and the society are evolving faster
than businesses can naturally
adapt, India is significantly
displaying growth in adoption of
digital payments. The digital
payments landscape in India has
seen multi-modal changes in the
past few years. Some have been an
outcome of the macro level factors

* Programme Manager II, Microsoft,
India. E-mail:
jayantikasarwal@yahoo.co.in
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like Demonetization, while others
can be attributed to the
revolutionary technological
developments like UPI, Block
Chain Technology, BHIM, etc. In
the year 2017, India witnessed a
shift of digital payments from
wallets & physical cards to the
newer digital payments forms like
Aadhaar based payments, BHIM ,
UPI, etc.
With Internet & E-commerce,
India is moving towards becoming
“mobile-first” especially when it
comes to payments, and way
forward mobile definitely acts like
a form factor, playing a significant
role in payments – both on
acceptance & issuance side.

The Indian Context
Our dynamic Indian market
has a huge potential for mobile
payments with newer and
simplified technology stacks of UPI,
NFC, QR Codes, etc. set in motion
already. While MST (Magnetic
Secure Transmission) based
terminals are still in majority and
under progress, the recent shift of
focus on digitization of payments
due to various government induced
turn of events, has ensured a good
penetration of mobile based
solutions along with growth in NFC
acceptance infrastructure.
Roughly 20 per cent of the PoS
terminals in the country might be
contactless (NFC) enabled and the
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popularity of EMV compliant Tap
& Pay contactless solutions
especially like National Common
Mobility Card (NCMC), OEM-pay
of various device manufacturers
(Samsung Pay, Apple Pay, etc.) are
in future going to drive the usage of
NFC based payments in full
strength.
NPCI is already working
extensively on developing the
NCMC use cases for mass transit
and smart city initiatives through
its proximity based payment
solution for all form factors
including card (NFC) and mobile
(HCE/UPI).

Market Size
With the government bound
initiatives such as Digital India and
extreme focus on financial inclusion,
along with fast penetration of
smartphones- all leads to exponential
growth in use of digital payments. As
RBI allows newer features in the
digital payments domain such as
unbounded fund transfers between
wallets and bank accounts, mobile
wallets will emerge to be an even
integral part in India’s financial
ecosystem. Our country’s mobile
wallet industry is estimated to grow
at a CAGR of 148 per cent to reach
US$4.4 billion by 2022.

FIGURE 1
M-WALLETS TRANSACTIONS VOLUME (IN MILLIONS)

M-wallets grew significantly (growth rate
Debit and Credit cards),
but the recent change in
guidelines may dampen
their future.

Source: RBI and NPCI Statistics.

FIGURE 2

Recently, the payments
landscape in India is evolving at the
speed of a rocket. The ongoing
changes taking place in the
payment system like digital wallets,
UPI and BHIM apps are all road for
smooth shift to digital payments.
(Figures 1 & 2)
Current Market Analysis
With the advent of the global
players venturing into digital
payments, especially in the m-pay
domain, in addition to the already
existing huge array of home grown
m-wallets/aggregator apps, India
is seeing a constant war between
all the options available in the
market. This war is pertaining to
the space in the market, and also
drills down to the customer
segment capture. With so many
options available and the ease of
using these apps provides the
customer to decide for itself for
daily/occasional usage and app
download. (Table 1)
Following is the current Indian
market situation in e-wallet space.
The data has been fetched from the
Google Play Store as on February
2019. (Figure 3)
As is visible from figure 3, apps
are fighting hard to maintain their
market share and consistently
maintain their spot in a close knit
competitive space of m-commerce.
On the Android Platform, PayTm
and Google Pay are leading the
market with 29 per cent market
share each, followed by PhonePe &
Airtel money.

Source: The Economic Times.
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The ratings however, are all
above 4.0, and are almost similar
for all the available apps hence,
making all an equal winner in
terms of customer acceptance.
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Implying that the app providers
are proficient in catering to the
user needs when it comes to a good
user experience in order to
increase stickiness towards their
product. (Figure 4)

FIGURE 3
ANDROID MARKET SHARE
BHIM
3%

MobiKwik, 3%
Freecharge
3%

Google Pay
29%

Phone Pe
15%

UPI – The Latest Entry in Mobile
Payments Domain

Airtel Money
15%

Jio Money
3%

Paytm
29%

FIGURE 4
GOOGLE PLAY STORE RATINGS
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UPI stands for Unified
Payments Interface. It is an instant
real-time payment mechanism
launched and developed by
National Payments Corporation of
India (NPCI), an RBI regulated
entity facilitating inter-bank
transactions. It enables instantly
transferring funds between two
bank accounts on a mobile
platform. It enables the customer
to keep its bank account
anonymous while transferring
money unlike other payment
options. This option is available
for integration over both desktop
& mobile platforms. In the mcommerce space, NPCI launched
BHIM App in December 2016,
which totally disrupted the then
existing market of mobile wallets,
and other payment aggregator
apps. (Figure 5)

TABLE 1
CURRENT MOIBLE PAYMENT SCENARIO

Parameter

Current Scenario

Rural Payments

• In Rural India, both P2P & P2M payments are done in cash, leaving enough headroom
for growth.
• Foreign entrants are primarily focusing on urban population’s requirements.
• A lot of technology platforms are available, that can be easily adopted by Rural India.

Deep Multi-pont
Integrations

• Interoperable payments due to multi-hop nature have multiple breakage points.
• One way is to have direct integrations with the merchants/banks to avoid leakages.

Mass Transit
Payments

• This hardly has any existence in India currently.
• 100% market is available for the mobile payments provider to capture on this use case.

Focussed Payments • Currently, digital/mobile payments is solely focused on money transfers, but there
Solutions With Vas
is an array of opportunities that can captured & catered to like age specific services,
billing innovations, etc.

20

FOCUSWTO.IB • July-September 2019 (Vol. 21 No. 3)

ARTICLES
FIGURE 5

Objective

UPI has demonstrated
the fastest and the most
consistent growth rate
and is poised to
become a key retail
payment platform.

Source:https://www2.deloitte.com/content/dam/Deloitte/in/Documents/financialservices/in-fs-paynext-2018-noexp.pdf

BHIM app lets you make
simple, easy and quick payment
transactions using UPI. One can
make instant bank-to-bank
payments and pay and collect
money using just Mobile number
or Virtual Payment Address (UPI
ID).
UPI is slowly and gradually
building up and growing its
market share. The payments
industry is eagerly waiting for UPI
2.0. UPI as a payment method is
still facing lot of apprehensions
from the customers & competition
from the other m-commerce pay
options. The road ahead is long
before it is declared as a clear
winner. This question is one open
ended one.

Literature Review
Nidhi Singh, Shalini Srivastava
and Neena Sinha in their paper:
“Consumer Preference and Satisfaction
of M-wallets: A Study on North Indian
Consumers” tries to test the
conceptual model of consumers’
intention and satisfaction towards
the mobile wallets in India.
Pinal Chauhan in her paper:
“E-Wallet: The Trusted Partner in our

Pocket” elaborated how e-Wallets
are going to make money
transaction less cumbersome for
the users. The people who use
mobile applications just need to
make payment at point of sale just
after doing the purchasing.
Author also throws light on server
side e-wallets and client side ewallets. An encryption algorithm,
known by the name RC4 is used
for providing a secure transaction.
Even after having some demerits
like interoperability, advantages
overweigh the disadvantages.
Deepak
Chawla
and
Himanshu Joshi in their paper:
“Consumer Perspectives about
Mobile Banking Adoption in India –
a cluster analysis”, analyze the
factors affecting the mobile
payments adoption amongst
Indian users, and further used
those factors to segment the
customers on the basis of
adoption rate. They segmented the
consumers into three segments as technology adoption (TA)
leaders, TA followers and TA
laggards. Their results showed
that both attitude and intentions
toward mobile banking differed
across the available segments.
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This report will attempt to
critically compare the various
mobile payment apps (like – PayTm,
Freecharge, Bharat QR, BHIM, etc.)
available for the customer in today’s
market and their potential of mass
adoption in the market.
Also, it’ll dedicatedly analyze
UPI as an emerging technology holistically evaluating on various
parameters like, future scope,
market share, challenges, etc. and
its head on collision with the other
m-wallet options available to the
user like PayTm, PhonePe, Google
Pay, etc.
This report also includes an
in-depth analysis of Consumer
perspective on the E-Wallets
available in Indian markets based
on a customer survey that
was undertaken in Delhi NCR
region.
Further, this report will also
examine the influx of Global mobile
payment players and their impact
on our domestic market.
Lastly, the report will briefly
touch base upon future of mobile
payments in India explaining the
upcoming technology developments, and the opportunity areas for
improving the m-commerce
adoption rates.

Mobile Payments
Landscape in India
With the influx of payment
technologies, along with the
increasing smartphone penetration
in India, the mobile payments
landscape is growing at a booming
rate. Below is the snapshot of the
numbers estimated to be associated
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with mobile phones & M-payments’
market. (Figures 6 and 7)
Mobile wallet providers in
India belong to different business
lines such as banking, telecom, pure
payment organizations and OEMs.
The users are able to leverage the
mobile wallets’ offering for a variety
of services such as ticketing, e-

commerce, bill payments, etc.
Globally, mobile wallets have been
existing for many years. M-PESA
was launched by Vodafone in
Africa in 2007. Google launched its
wallet in USA in 2011 and in 2017
recently launched its version for
mobile payments in India. PayPal
launched its wallet way back in the

Supplier Power
Bargaining Power of Buyer
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Bargaining Power of Buyer
High, as a lot of alternatives
are avaliable in the markwet.

Competitive
Rivalry

Threat of
Substitution

Low, as all the e-wallet companies
have to comply to RBI’s /NPCIs
(Platform specific) to operate.

Threat of New
Entry

PORTER’S 5 FORCES ANALYSIS OF INDIAN MOBILE BANKING INDUSTRY

High, with so many players
in the merket, and everyone
doing aggressive marketing
to capture the market share

Individual Banking Mobile
Applications

Major Threat Vectors with
Mobile Applications

FIGURE 7

High, due to RBI guidelines and
regulations giving go ahead for
licenses.

M-Payment Options Available in
Market Today

Mobile Financial Applications
are downloadable software enabled
applications for performing various
transactional activities on the mobile
devices. They are developed by or for
financial institutions to allow
customers to perform account
inquiries, retrieve information, or
initiate financial transactions as
available to the users from the
desktop site (net-banking). This
technology leverages features and
functions unique to each type of
mobile device and often provides a
more user-friendly interface than is
possible or available with either SMS
or mobile-site banking (Figure 8).

FIGURE 6

Threat of New Entry

year 1999. Its wallet has more than
227 million active users in 200
markets and supports over 100
currencies.

Buyer Power
Threat of Substitution
• Low to medium, as it takes
time for the new entrants to
have all the functionality on
boarded at the very initial
launch.
• No substitute to mobile
banking as an option.

• Access Violations: By passing
authorization/tokenization
processes involved in digital
payments.
• Rooted Device: Users now days
root/change the admin settings
of the OS and help criminals or
offenders by passing the security.
• Fake Apps: There are a lot of
applications present on the
Android & ITunes store, which
pretend to be verified apps, but
are there to let you make
transactions for fake purchases.
• Technology Exploitation: Some
common examples include SQL
Injection (SQLi), cross-site
scripting (XSS), etc.
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UPI
As per NPCI’s website“Unified Payments Interface (UPI)
is a system that powers multiple
bank accounts into a single mobile
application (of any participating
bank), merging several banking

features, seamless fund routing &
merchant payments into one hood.
It also caters to the ‘Peer to Peer’
collect request which can be
scheduled and paid as per
requirement and convenience.”
(Figure 9)

UPI is available in 2 modes:
1.

Independent Mode – Banks
have the option of either
developing a separate APP
providing UPI functionality,
and/or can convert their
existing app to support the

FIGURE 8
MEGATRENDS DRIVING DIGITAL PAYMENTS REVOLUTION IN INDIA

Continuous innovations &
evolving performance in
digital
technology
especially payments
space.

Increased consumer
demand of one-touch
integrations for ease and
faster checkouts.

The policy push from the
government towards
financial inclusion and
unexpected
macro
factors like demonatization compelling people to
switch to online modes.

Tremendous influx of
essential consumers
services ranging from taxi
services to e-shopping,
etc. which necessisates
digital transactions for
mass adoption.

FIGURE 9
WORKING OF A UPI

Source: NPCI.
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available services based upon
UPI architecture.
2.

Embedded Mode – One can also
embed bank’s UPI compliant
app/module
in
other
merchant apps by providing
the SDK to the merchant for
integration into their apps.
Merchants can also choose to
include
multiple
UPI
compliant apps available
from different banks.

1.

2.

Major Threat Vectors with UPI:
• Third party app developer risks
while creating UPI enabled apps.

3.

• Misuse due to loss of device.
• Unauthorized
access
to
information stored on user
devices.
• Compromise on the device
passwords leading to fraudulent
transactions.

Open Wallets: Going by the name
itself, these wallets allow the
customer to perform a variety
of activities like cash
withdrawal, redemption, etc.
e.g., Vodafone’s M-Pesa, etc.
Semi-Closed Wallets: This type of
wallet is the highest in demand
as it allows the customer to pay
for services only available on
the platform. No withdrawal or
redemption facility is available.
e.g., PayTm, PhonePe, etc.
Closed: Doesn’t provide
redemption or withdrawal
facility, and can only be used
for a specific company’s goods
& services, e.g. Makemytrip,
Jabong, etc.

Major Threat Vectors with
Mobile Wallets:
• Malicious apps purporting to be
banking apps.

Mobile Wallets

• Spoofed SMS message.

Mobile wallet is a virtual
wallet, which allows the user to
carry its credit and/or debit card
information in their mobile
smartphones (Figure 10). Types of
wallets:

• Malwares attacking the mobile
devices.
• Illegitimate use of the user
credentials, stealing account
information, etc.

FIGURE 10
WORKING OF A MOBILE WALLET

• Phishing attacks.
• SIM swap based attacks.
- Perpetual login is provided by
many e-wallet providers these
days for ease of the customer so
that the user doesn’t require
password every time while using
the application. This may lead to
illegitimate use of app for
making fake transactions.
Mobile Money Transfer (Telco based)
M-commerce presents a
shining opportunity to start a
second wave of mobile-led, crosssell opportunities for the operators
not just in India, but across the
globe.
Telecommunication
companies are trying to seize this
opportunity, specifically targeting
low-income, unbanked segments
of the population wherein they
stand a chance to generate
both direct top line revenues as
well as indirect benefits for their
business.
There are some native
smartphone wallets like: AndroidPay, Apple-Pay, and Samsung- Pay,
which are formed by a particular
combination of hardware &
software on devices. These wallets
also seek to replace the use of
traditional credit/debit cards with
mobile phones. (Figure 11)
BHIM vs. Mobile Wallets

Source: https://www.dsci.in/
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• Level of authentication: E-wallets
generally are dependent upon
smartphone’s locking system as
their security system. Even
while making a payment, no
pin is asked unless set by the
user. So if the
phone
is
stolen, unsolicited transactions can be made easily.
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FIGURE 11
SOME OF THE MAJOR E-WALLET COMPANIES CURRENTLY IN INDIA
COMPARATIVE ANALYSIS

Paytm
• Most popular e-wallet.
• Multi-vendor platform providing facilities like
billing, recharged, ticket booking, etc.
• Integrated with all the major merchants in the market.
• Paytm cashbacks & rewards are huge in demand.
PhonePe

On the other hand, BHIM app
has a unique account
password required to perform
any action like- accessing
account, transferring money,
check account balance.
• App Bound: With BHIM app, the
user need not be present on the
app to receive money. Allowing
just the name or mobile number
as payment address, anyone can
request for money.

• Started as a single wallet but converted to a full
fledged platform.
• Flipkart’s own wallet integrated with major
merchants.

• Charges and Limits for Transferring
Money: Wallets need to be topped
up with money every time a
transaction needs to be done.
With BHIM, your bank account
becomes your wallet.

BHIM

• With BHIM, transactions
happen directly in the bank
account, whereas with the
wallets, the money stays in the
wallet account, and sometime
a processing fees of 1-4 per cent
needs to be paid to transfer the
money to the bank account.
With BHIM, one can directly
send, receive, and request for
money to and from their bank
accounts.

• Developed by NPCI, first e-wallet based on core
platform of UPI.
• Multi-lingual.
• Easy merchant DIY onboarding.
MobiKwik
• Independent mobile payment network.
• Recently tied up with small business as well, along
with offline stores.
• Integrated with all the major merchants in the market.

• BHIM
supports
transactions as well.

Airtel Money

• Transaction Limits: Wallets have
a transaction limit of INR 1 lakh
per month. Transaction limit
implemented on BHIM app is
INR 20,000 per user, per day, and
INR 10,000 per transaction. The
limit for USSD has currently been
set at INR 5,000 per day. It has
come as a huge advantage for
merchants who can now accept
payments directly into their bank
accounts, and don’t have to pay
any processing fee unlike on
wallets. (Table 2)

• Limited offering as compared to competitors.
• Ability to use Airtel’s Payment bank’s services with
this APP.
• Integrated with a couple of merchants like: myntra,
etc.
• Doesn’t have much rewards & redemptions.
Freecharge
• Developed by NPCI, first e-wallet based on core
platform of UPI.
• Multi-lingual.
• Easy merchant DIY onboarding.
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TABLE 2
COMPARATIVE ANALYSIS

USER BASE

350 million
(total active
users)

25 million
(monthly active
users)

118 million
(total users)

N/A

107 million
(total active users)

MODES OF
PAYMENT

UPI, Wallet,
Payments Bank

UPI

Wallet, UPI

UPI

Wallet, UPI

WHAT ALL
YOU CAN DO
WITH IT

UPI Payments,
UPI Payments,
utility, mobile,
utility, mobile,
DTH, flight, train, DTH, flight, train,
movie tickets
movie tickets

UPI
Payments

UPI Payments,
utility, mobile,
DTH, flight,
train, movie tickets

NO. OF
OFFLINE
MERCHANTS
TRANSACTIONS

9.5 million

1.2 million

300,000

579 (total)

143,332

Over 1.5 billion
transactions
in a quarter

860 million
transactions in
2017-2018

$110 million
transaction
value in August
2018

159 million
transactions
(until Jan’19)

$3 billion
gross transaction value in
FY 2017-18

Security Risks and Challenges
Associated with Mobile
Payments
While the digital payment
service providers are mushrooming
every now and then, and are
continuously increasing the suite of
product offerings, there is also
increasing the prevailing cyber
threat, hence providing the
criminals with increased exploitation options.
This section of the report
attempts to highlights the various
threats associated with available
mobile payment options, and also
seeks on providing few tips for the
customer to remain safe. (Tables 3
& 4)
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UPI Payments,
utility, mobile,
gas, DTH, flight,
train, movie tickets

Analyzing Marketing Initiatives
Undertaken by the Apps

for the offline retailers. Certain
cash-backs
have
been
associated with the same, so
that it incentivizes the customer
to download the app (in case of
a new user) and then pay for
the transaction at a store using
BHIM app, hence increasing
both the user base and the
transaction value for the APP.

BHIM
1.

Brand Ambassador: BHIM app
has roped in Sushant Singh
Rajput to promote UPI
payments in India.

2.

Referral Bonus Scheme: Referral
bonuses are being given when
someone refers the app, and the
app gets downloaded with the
referral code. This way it
follows a loop of referrals
hence, increasing the user base
of the app.

3.

Offline Channels: BHIM app is
also heavily trying to reap the
most out of QR code availability

PAYTM
1.

Unlimited Cash-back offers are
being provided on its platform
on making transaction with
any merchant.

2.

Celebrity Endorsements: Time
and again, PayTm ties up with
celebrity entities or figures like
Dharma productions, etc. to
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TABLE 3
SWOT ANALYSIS OF TOP MARKET PLAYERS
SWOT Analysis – BHIM

S

W

O

T

Strengths

Weaknesses

Opportunities

Threats

• Latest Technology:
Relying upon the latest
payment’s technology
in India – UPI.
• Quickest mode of
money transfer.
• Strong
Backing:
Government funded.
• Easier (DIY) merchant
on-boarding.

• Instable technology
infrastructure.
• Poor
customer
support.
• High no. of unsuccessful transactions.

• To integrate on all the
available
market
options in order to
consolidate and play
as one single source
enabling
mobile
payments.
• Diversify into untapped
segments of – cab
booking,
grocery
shopping, etc.

• Competition
from
established players:
Players like PayTm,
PayPal, etc. have
already been present in
the market and occupy
the largest merket
share.
• Security & privacy is a
major concern.

S

W

O

T

Strengths

Weaknesses

Opportunities

Threats

• First mover advantage:
Pay was the first online
payment company to set
up operations in India.
• Bucket of services: From
bill payments to mobile
tickets, the app has it all.
• Large No. of merchants
on boarded on their
platform.
• Strong cash back &
rewards enabling tieups.

• Higher number of • Growing demand for
aggregatos so as to
unsuccessful transacremove the need of
tions.
keeping multiple apps.
• Poor customer support.
• Too much diversification. • Exponential growth in
online shopping
• Unable to handle too
amongst Indian
much traffic.
customers.

SWOT Analysis – PayTM

• Competition: With low
entry bariers, it sees a
lot of competition from
upcoming companies
providing mobile
banking services.
• Security & privacy is a
major concern.
• Banks providing ewallets with account
opening itself.

SWOT Analysis – Google Pay

S

W

O

T

Strengths

Weaknesses

Opportunities

Threats

more
• Latest Technology: Rely- • Poor customer support. • Onboarding
merchants/ diversify the
ing upon the latest • Very less diversificaportfolio of services
payment’s technology in
tion.
offered.
India – UPI.
• Fewer on-boarded
• Launch newer un-tapped
• Strong Backing: Google
merchants.
technologies like NFC,
being such a financial
etc. that already prevastrong company has a lot
lent in other countries
of money to put into the
with Google Wallet.
developemnt, Marketing,
etc. for this e-wallet.
• Can leverage the benefits
from Brand recognition.
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• Competition: With low
entry barriers, it sees a
lot of competition from
upcoming companies
providing mobile banking
services.
• Security & privacy is a
major concern.
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increase brand awareness and
value.
3.

Social Media Engagements:
PayTm has been heavily encashing on the social media
platforms like Twitter,

Instagram, Facebook, etc. It has
started with the tags like
#paytmKiya, #Paytmkaro, etc.
have been used to increase
reach and penetration of
PayTm’s platform.

4.

Exclusive Tie-ups: PayTm has
exclusively tied up with cab
hailing provider Uber, which
doesn’t have any other
wallet available on its
platform. This helps it run

TABLE 4
MOBILE PAYMENT APPS – SECURITY CHALLENGS AND SUGGESTIONS

PAY M E N T S
METHOD
UPI

SECURITY CHALLENGES

SECURITY TIP FOR CUSTOMERS

• Device passwords may be compromized • User should enable strong passwords their
due to unsolicited usage of the mobile
mobile phones, other devices, etc. prior
phone.
to using mobile banking apps.
• The above might lead to leak of confidential • Using added level of security, like face ID,
bank related information.
biometric, etc. in order to use the app.
• Loss of device might cause leakage of all • Any banking information like: A/c number,
the information stored on the device
IPIN or passwords shouldn’t be stored on
including the bank number, password, etc.
the user’s mobile phone from where it is
easily accessible.
• A lot of fake applications are now a days
present in the market indulging in fraudulent • Loss of mobile phone should be reported
transactions.
to the bank immediately in order to disable
the user’s IPIN and access to the bank’s
account through Mobile Banking app.
• Apps should be downloaded from trusted
sources only & before downloading does
read the comments, reviews on respective
app stores as per your OS.

WALLETS

• Device falls into wrong hands.
• Technological vulnerabilities like SQL
Injection, etc.

• “Rooting” of the devices – It helps
cybercriminals to easily bypass the
embedded security checks.

• Perpetual login to the apps provided by • Using added level of security, like face ID,
biometric, etc. in order to use the app.
many e-wallet providers, which might put
the confidential information at the risk of • Enable “Encryption” in smartphones – to
being stole.
prevent USB Debugging from bypassing
the lock screen.
• Keep the Device updated with the current
OS to help keep the security loopholes at
bay.
MOBILE
APPS

• Fake applications are present on the App • Always keep the Device updated with the
Stores, indulging in fraudulent transaction.
current OS to help keep the security
loopholes at bay.
• Reverse engineering helps cyber criminals
get into the transaction flow.
• 3rd party apps may host malicious Remote
Administrative Tool (RAT).
• Loose Authentication & Authorization
mechanism by application.
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customized offers for users
booking cab rides.
5.

First Mover: PayTm is the first
and only one which gets
associated in government
initiatives like: Kerala Relief
fund, CRPF Wives Association
fund, etc. thus providing ease
to the user and also en-cashing
on sentimental values.

GOOGLE PAY
1.

2.

Referral Bonus Scheme: Referral
bonuses are being given when
someone refers the app, and the
app gets downloaded with the
referral code. This way it follows
a loop of referrals hence, increasing the user base of the app.

to take notice and enter the fray.
Globally too, technology and social
media players have been striving to
increase customer engagement on
their platforms by providing an
array of services which makes the
customers stay on their platforms.
In India, the launch of Unified
Payments Interface (UPI) has
disrupted the payments’ value
chain away from all the banks, and
has given the ability for any digital
payment system provider to own
the available customer base. Since
the launch of UPI, the interest in the
payments market in India has seen

Cash-backs & Rewards: Every
transaction made from the
Google Pay App provides the
customer with the scratch
cards, which are valid only
after successful transactions
and expire within a certain time
frame. When the user scratches,
he/she may be eligible for
certain amount of cash-back on
the transaction made.

Market Entry of Global
Technology Giants
The payments landscape in
India is undergoing a major digital
transformation with the emergence
of instantaneous, cashless,
paperless, financial transactions,
and digital payments in India are
expected to reach US$1 trillion by
2023 from the current value of less
than US$200 billion in 2017-18.
The mushrooming digital
payments landscape in our country
has compelled even the global
technology and social media majors
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a boom from the tech giants like
Google, Facebook, and Samsung
among others. Apart from accepting
payments, there is a whole array of
other benefits & use-cases for the
digital payments like monetizing
on customer profile, generating user
profile data sets, etc. The future
seems to be bright enough for
companies to venture into this
space. (Figure 12)
Key Advantages
Following is a short study on
the newer global entrants in the
Indian payment’s market. (Table 5)

FIGURE 12
GLOBAL MOBILE PAYMENT PLAYERS

Google Pay (Launched: September 2017)
1. B2C product with Multi-lingual support.
2. Offers cash rewards & redemptions.
WhatsApp Payments (Launched: February 2018)
1. Is a P2P payment service based on UPI platform.
2. Enables transfer/requesting money within the
WhatsApp chat contacts.
3. Available on both iOS & Android Platform.
4. Newer features like: Add UPI ID & Scan QR code
have been also added.
Samsung Pay (Launched: March 2017)
1. Is a mobile payments platform leveraging NFC
technology.
2. Currently available only to Samsung users.
3. Recently launched loyalty programmes.
4. Allows contactless card payments using MST
technology.
Amazon Pay (Launched: December 2016)
1. Closed wallet limiting payments to Amazon
platform only.
2. Creates Amazon accounts by itself for the firsttime users.
3. Working on local innovations for Indian
customers.
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TABLE 5
KEY ADVANTAGES OF MOBILE PAYMENT PLAYERS

Incumbent Base

Cross Border Payments

Apetite of Investment

The global counterparts already have Indian customer is always looking
a well-established huge user base, out for value in whatever it uses.
which are already engaged to a
great extent with the platform
providers.
Indians spend approximately 3
hours on the smartphone, thus
providing a great opportunity to
these social media app platforms to
enable mobile payments.

Widespread mobile payments in
India require a behavioral shift due
to apprehensions that the Indian
user has regarding mobile or digital
payments in general.

The higher user stickiness index of
the customers on these apps
provides an advantage to them to
make their apps a one-stop shop for
multiple offerings including mobile
payments.

As these providers are relying much
on huge cash backs and rewards, a
lot of investments/ cash burning
would have to be done to reap
benefits from this activity especially
in Indian market, where free is
symbolic to over exploitation.

Future of Mobile
Payments in India
Rapid change in consumer
lifestyle and such a significant
growth in the domain of contactless
payments [payments involving zero
usage of physical cards (debit/
credit)] over the last decade has
resulted in Mobile Payments
gaining
momentum
and
recognition owing to its value
proposition for all the stakeholders,
naming - Customers, Merchants
and as well as the Banks.
The future of mobile wallets
and other available & emerging
mobile payments solutions
appears blossoming (Figure 13).
The ever increasing number of
internet users is expected to touch
the 650 million mark by the year
2020. There is a plethora of
digitally-savvy customers who
eagerly want to try new innovations and prefer the seamlessness
& ease of using digital money.
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Taking into consideration the
expansion of fintech companies in
the recent past, there’s a
possibility that mobile wallet can
evolve to be a complete financial
management tool providing a suite
of offerings to the customers,
instead of being limited to a
simple, stored-value account. But,
there’s a long road to traverse in
this area because the digital
payments scenario is still in its

As these global players have
international presence, they can
easily think on the lines of crossborder payments offering.

The user base for these transactions
might be small initially, but would
definitely help in giving a differential
edge to the providers.

nascent stage. The demand for
person-to-person payments,
among other factors, continues to
grow and encourage the increased
use of mobile wallets even more.
The Internet of Things (IoT)
brings opportunities & concern
points for consumer payments and
the new commerce’s era. IoT is the
network of physical devices,
vehicles and assorted appliances

FIGURE 13
FUTURE PAYMENT INNOVATIONS

Invisible/Contactless
Payments
1. Amazon GO
2. Disney Magic Bands

Biometric Payments
1. Barclays
2. Mastercard
3. Samsung

Cryptocurrency
Voice Based Payments

Internet of Things

1. Amazon Alexa
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that are interconnected through
the internet which enables
these objects to send and receive
data.
E-payments continue to evolve,
with the inclusion of IoT devices
withstanding payment capabilities
augmenting the browser and mcommerce experience. Consumers
can pay using a variety of connected devices, including connected
cars, household appliances, etc.
The sudden surge of crypto
currencies and block chain as a
technology itself has proved to be a
turning point in a variety of digital
payments use cases like - transfer
of money, remittances, and
e-commerce. Block chain is well and
truly moving out of the experimental labs to real life applications
in the financial services sector.
Below are few customer
expectations from future digital
modes of payment:
1.

Cyber security surety on all
digital payment modes.

2.

Simpler payment options for
the users.

3.

Omnipresent
networks.

4.

Frictionless and on-demand
payment opportunities to the
use.

5.

Easy on-boarding on mobile
platforms that have been
devised keeping the user
perspective in mind.

6.

merchant

Seamless
off-boarding
provisions, allowing the
customer to de-register from the
application/portal which is
missing in the current payment
modes.

7.

No overhead charges in
performing digital transactions
irrespective of the platform.

UPI 2.0
UPI 2.0 is an enhanced version
of UPI (Unified Payments Interface),
which is a product of NPCI. It was
launched on 16 August 2018.
The newer features that this
version would be providing are:
1. Linking of Overdraft Account
• Taking the savings and
current accounts functionality forward, customers can
now link their overdraft
account as well to UPI.
• Instant transaction would be
enabled through this account
as well.
2. One-time Mandate
• This feature will enable the
user to pre-authorize
(Mandate) a transaction, to be
debited from the linked bank
account later.
• Used in scenarios where
money needs to be transferred
later, but the commitment
needs to be provided
instantaneously.
• UPI mandates can
executed only once.

be

3. Invoice in the Inbox
• According to NPCI, this
functionality is designed for
the users to check the invoices
sent by the merchant prior to
making payments to them.
• Customer can now view and
verify credentials as well via
a link, which was earlier not
present.
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• This feature will be available
for verified merchants as well.
4. Signed Intent and QR
• This option adds extra
security in the form of signed
QR/intent, while paying
through scanning QR code.
• This has been done in order
to reduce the cases of
tampered QR and unverified
merchants.
• Also, the customer would be
benefited as the app security
code won’t be required for
such cases, thus, rendering
transactions faster.
UPI 2.0 member banks as on
date are State Bank of India (SBI),
HDFC Bank, Axis Bank, ICICI Bank,
IDBI Bank, RBL Bank, YES Bank,
Kotak Mahindra Bank, IndusInd
Bank, Federal Bank and HSBC
Bank.
UPI as a common integrated
platform for all digital transactions
in the country has a long way to go
in future. With limited functionality
of money transfer available with the
BHIM app, the government needs
to expedite the process of making
these features available to the users
on the mobile apps as well, so as to
garner newer users and provide
enhanced functionality to the
existing user base.

Conclusion
Increasing entry of global
players in the digital payments
landscape is definitely going to
affect our in-grown companies as
the former are well equipped with
the latest disruptive technology,
and are at par with the trends in
the global payments market. While
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the global players have multidimensional advantages, but
there is a lot of scope still
untouched by the domestic mobile
payment providers. All that is
required is carving out a niche in
terms of value proposition of the
product that is being offered, along
with the early adoption of
upcoming technologies, and
enacting at the right time. Nothing

is too late in this ever growing
digital space.
Domestic payments players in
the country can still benefit from
certain opportunities and abilities
to foil the threat posed by new global
entrants. There are niche segments
and use cases which have potential
to scale-up and where the
incumbent could gain the first

mover advantage. In a diverse
country like India, the future
opportunities discussed above
require an extensive & widespread
channel of distribution that the
incumbents can leverage better due
to their domestic presence. Our
domestic mobile players would
have to identify these niches and
focus on quick execution in order to
gain dominance.
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Exploring Triadic Relationship between
Individuals, Brands and Communities in
On-Line Social Platforms
Priyanka Munjal*, Mridula S. Mishra** and Ravi Shanker***
The digital marketing landscape has changed dramatically in the last few years with greater
emphasis on social media and utilization of it for customer engagement by major brands globally.
Social networking Website is an interactive platform, which provides facilitation of dialogue
between individuals, brands and communities and survey based studies have indicated that
around 1.2 billion internet users spend one in every five minutes on these sites. In order to encash this opportunity, the consumer facing companies engage their customers by establishing
their presence on social media platforms like Facebook, Instagram, Twitter, etc.
Due to limited scholarly support, nature of customer engagement remains ambiguous and its
relationship with marketing strategy is yet to be discovered. Hence, a triadic relationship is
formed amongst the three entities that are interacting with each other, viz. individuals, brands
and communities. An attempt has been done to establish a significant connection between the
different dimensions of these entities which are customer engagement, brand communities,
content and communication, network creation (Pass-along behaviour) in social media platforms
through a model.
Keywords: Digital marketing, Social media, Individuals, Brands, Community, Customer
engagement, Word-of-mouth.

Introduction

C

OMMUNICATION
is
ubiquitous and we are living
in a global age wherein technology
has brought everyone much closer
together through improved
confabulation. Ever more pervasive
Internet has become critical infrastructure underpinning society and
commerce around the globe.
* Ph.D. Scholar, Indian Institute of
Foreign Trade, New Delhi.
** Co-Founder and Director,
ESPIAL-EDGE Pvt. Ltd., 604,
Annora, Hiranandani Estate,
Thane, Mumbai 400607.
*** Chairperson, Indian Institute of
Foreign Trade, New Delhi.

E-marketing strategies entail
utilizing existing and emerging
communication and data networks
to impart personalized and
uninterrupted communication
between the firm and its customers
and to provide value above
traditional networks. Using the
internet as a platform allows firms
to adapt to the needs of customers,
reduces transaction costs, and
allows customers to move from
timeand
location-based
behaviours toward non-temporal
and non-location oriented
behaviours (Watson et al.,
2002).This fundamental shift in
business and consumer behaviours
has a greater emphasis on social
media and utilization of it for
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customer engagement by major
brands globally.
Social media is the term
commonly given to internet and
mobile-based channels and tools
that allow users to interact with
each other and share opinions and
content. Alternatively, when
consumer and business audience
participation, interaction and
sharing are encouraged digitally,
we call it Social media. Charted
Institution of Public Relations
defines social media as the medium
of participation and engagement
via building of communities or
networks. “Social Network” is the
label attached to any consumerinitiated communication with other
consumers who share an interest
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and use the World Wide Web as a
platform for creating a community
“Sarah et al., 2010”. Kaplan and
Haenlein in a 2010 Business
Horizons article define social media
as “a group of Internet-based
applications that build on the
ideological and technological
foundations of Web 2.0 and that
allow the creation and exchange of
User Generated Content.”
Paraphernalia of social media is
able to cultivate brand relationships
with customers through its versatile
vehicles. Social media network
include blogs, micro blogs, content,
communities, social networking
sites (SNS), virtual game worlds,
virtual social worlds, image and
video sharing. With the
advancement of digital tools and
technologies, a shift in consumers’
interest of internet use is observed
during last few years, and their
inclination towards web of social
media is infallible. So, the bend of
companies paying heed to customer
engagement is obvious.
Using social media sites with
the intent of attaining website traffic
and gaining attention of customers
is known as social media marketing.
Creating content that attracts
attention and encourages readers to
share it across their own social
networks, and to get engaged is the
essence of social media marketing
programmes.
Recently, Social Networking
Sites have expanded very quickly
and turned to an enormous media.
With the rise of Social Networks, a
new world of collaboration and
communication is created. For any
brand, to remain competitive in
global market, Social media
marketing strategy is no longer an
option, but a strategic imperative.

34

This earned media is more
influential as its communication
come from trusted source instead of
brand itself. The present generation
Consumers are highly inclined
towards social networks and are
actively devoting their time and
energy online. They search their
friends online and communicate
with them and share information,
photos and videos by utilizing these
Web sites. They are tech-savvy and
forever on-the move over the internet
and so are their expectations;
demanding and highly dynamic.
Threshold opportunities to engage
customers became infinite after
people started to tune into Social
networking sites. So, the prospects
of social media marketing cannot be
ignored and companies have to
considerably focus on Social Media
Websites.
Engagement
Customer engagement is an
evolving process of intensifying an
individual’s involvement in
organizational activities and
capturing prospect’s set of
behavioural patterns towards
brand offerings. In the glossary of
private and public sector enterprise,
the term ‘Customer Engagement’ is
quite a prevailing and sought after
concept deciding success of an
enterprise to some extent (C.M.
Sashi, 2012). “Turning on a
prospect to a brand idea enhanced
by the surrounding context” defines
Customer Engagement (Advertising
Research Foundation, 2006). Long
term
relations,
profound
experiences,
meaningful
sustainable interactions are the
essence of Customer-Brand
Engagement. Trust, commitment,
reliability, integrity are all the words

which define customer engagement
in marketing context.
In the context of social media,
Customer Engagement is creating
and posting brand related content on
social media websites which make
sense for the users and exercise their
attention. Companies make them in
charge by handing over some extent
of command upon sharing,
modifying the user generated content
to make the marketing effort a two
way communication (Parent et al.,
2011). Engagement accounts for the
participation of stakeholders,
prospects or customers rather than
merely being observers.
Threshold Opportunities to
engage customers became infinite
after people started to tune into
Social networking sites. To engage
customers on platforms where huge
number of audience interacts is one
of the vital objectives pertaining to
social media marketing for firms
(industry survey reports-Ascend 2,
2013; Gerber, 2014). Review of
products and services and favourable or unfavourable responses
have taken a huge space of
interactions of online customers
and brands where customer
engagement behaviour has been
broadly defined as “a customer’s
behavioural manifestations that
have a brand or firm focus, beyond
purchase, resulting from motivational drivers” (Doorn et al., 2010)
Brand Communities
Brand communities have
become an integral aspect for brand
management in offline as well as
online sphere. Brand Community is
the one imperative building block
in a broad arrangement of brand as
a whole. In today’s competitive
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scenario, there is an elevated
inclination of marketers towards the
working mechanism of brand
community. The reasons for this
interest have been proved by many
published studies. These days, due
to cut throat competitive state of
affairs of brands, Brand
communities are a commonly used
marketing instrument to enhance
customer attraction and retention
via social media platforms.
Brand communities defined as:
• Explicitly commercial
• Informed by a mass mediated
sensibility (McLuhan 1964)
• Liberated from geography
(Wellman, 1979)
• More committed members
In a 1995 study, Albert Muniz
Jr. and Thomas C. O’Guinn first
presented the term “brand
community”. Later in 2001, they
defined Brand community as “a
specialized, non-geographically
bound community, based on a
structured set of social relations
among admirers of a brand.” Brand
communities are a special form of
consumer communities and as they
bind the brand and community
members together, they stand
significant in the study of brands
(Zaglia, 2011).
So, a brand community is
formed when in computer mediated
environments, users come together
and get involved in sub groups
with a brand as the centre of
attraction. They exchange and
share information regarding brand
and related aspects, express their
devotion and affection for the brand,
give constructive feedback and get
involved in the activities of
community, thus getting associated

with other members of the group as
well.
Content and Communication
(Level of Engagement)
Many Social networking sites
are attributed to allow companies
by creating their brand pages and
subsequently give an option to users
to become fans, subscribers or
followers of those pages. This
ensures the visibility of boundless
posts published related to their
brands or services. Plentiful
comments, reviews likes and shares
up on/of these posts are being
registered at fan pages each day. The
number and content (in terms of
polarity) of these likes and
comments act as Word-of-Mouth
(WoM) communication and
influence brand posts image. By
making a post popular, brand
owners tend to encourage customer
engagement with their brands.
Reach of brand posts to maximum
number of users/followers gives a
wider domain to brand online
promotions and campaigns. We can
sense that members can freely share
the content from personal stories to
viewpoints on any issue be it news,
experience with any product or
service. Some of this is influenced
by others and some never make any
sense. Thus, understanding how
word of mouth affects, and is
affected by, cognitive, attitudinal
and behavioural consumer
tendencies is thus key for forming
and nurturing strong customer
relationships (El-Gohary, 2010; Kim
and Song, 2010).
Network Theory (Information
Flow)
There has been an explosion of
research by a wide variety of
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academics, creating a new ‘network
Science’. Discovering the shape of
the web is critical to the working of
vastly linked social media websites.
Semantic web and authenticated
user are the components of online
networks. These networks are
imperative to understand for brand
owners to make strategies on brand
posts and content analysis. Over the
past ten years, use of internet has
created a wealth of new
dimensions. Astonishing patterns
and complexity in network growth
and usage is exposed from web
logs, search engine results and other
digital data. Shape and evolution
of networks are extremely important
for online marketers.
Various theories and models
have attempted to explain the web
structure:
Metcalfe’s law states that the
value of a telecommunications
network is proportional to the
square of the number of nodes
(connected users) of the system. A
network’s value grows quickly as
the participants join. Metcalfe’s
Law gave an air of credibility to the
mad rush for growth and the
neglect of profitability at the same
time.
Clustering A Cluster is a
collection of individuals with dense
friendship patterns internally and
sparse friendships externally.
Clustering is the tendency of
individuals to share close friends,
co-workers and family members.
This is one of the oldest recognized
patterns in Social networking.
Underlying structures in networks
and identifying tightly knit
communities is imperative for
marketers so that their schemes can
be targeted based on clustering.
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Sarnoff holds that the value of a
network increases in direct
proportion to the number of
participants on that network. This
underlies the reach component of the
most media pricing model. One way
channels like radio, TV are
governed by Sarnoff.
Reed’s Law Contemporary Social
Networks which encourage the
creation
of
content
and
communication between groups
follow Reed’s law that recognizes
the importance and impact of
groups within social networks.
Edge Network (Visibility) Edges
provide
a
much
richer
characterization of community
behaviour. A brand post reaches to
only a limited number of
subscribers based on various
factors say number of people who
are currently active online or on
the basis of related past
interactions of the users with the
brand. In general, pair wise
interaction content provides very
specific information about the
nature of the relationship between
a particular pair of individual.

Literature Review
Extensive research was done to
seek out internet marketing articles
and research papers within Internet
marketing, consumer behaviour or
social media/networking context.
The database was queried for
keywords appearing in the title,
abstract or keyword list. Online
bibliographic services were looked
upon and a systematic literature
review was done to get current
insights on the methods used, and
so elucidate the work accomplished
by different authors in the related
field of research.
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Use of Social Media
Adkins and Lury (2011) stated
that with the development of
science and technology, social
media have come to exert great
impact on commercial value.
Tate (2012) is of the view that
in Social media websites, visual
display quality of advertising
content is indomitable offers
ubiquitous support to pictorial
images which increases the chances
of hitching the prospects’ attention.
He further added that this
enhanced experience is the reason
that marketers are finding social
media sites as potential platform for
selling their products and services.
The model he proposed is:
• Discovery

Engagement Purchase

The use of social media for
business is gaining importance and
brands are using social media for
capturing opportunities for sales
(Boland, 2014). The brands use both
the, aggregator sites that host a large
array of brands and their products
as their own website. Social media
was primarily the platform to for
creating awareness, but in times the
social media is also gaining
importance for its role in sales. The
analytics tools used by the brands
also helps them to create customized
offers for the users. Hence, it is felt
that in order to gain from the
customized offer made exclusively
to the user; the user would be
interested to buy through the social
media interface.
In recent times brands have
started using social media as a
mode of communication with
prospective as well as existing
customers to increase brand
awareness (Malhotra et al., 2013;

Rohm et al., 2013). The social media
brand pages have become an
important
channel
of
communication and create
opportunities of interactions with
the brand directly. The interaction
opportunities are primarily
categorized as “like”, “share” and
“comment”. These interactions
capture the behaviour of the user on
the social media platform. Malhotra
et al., (2013) in their paper have
indicated that when the user likes
or comments on a post, it fulfils an
intrinsic behaviour of expressing
their own positive self-identity
through the brand. Hongjun Wang
(2013) provided marketing
professionals and researchers with
an overview and understanding of
core components that make up the
current social media environment
from a young consumer’s
perspective to enable successful
communication, outreach and
engagement techniques to be
developed. The paper combines
personal and peer experiences,
observations of user interaction and
behaviour on social media with the
application of existing frameworks
and campaigns to derive a
complete picture of the social media
environment.
Nature of Customer Engagement
The roots of customer
engagement can be associated to
relationship marketing (Fournier,
1998). Research on Customer
Engagement is marked by host of
insightful investigations after 2005.
There is less clarity on the actual
meaning of customer engagement as
some researchers treat it as a
psychological process whereas
others focus on its behavioural
aspects. (Brodie et al., 2011a)
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Kilger and Romer (2007),
Malthouse and Peck (2010), and
Sprott et al. (2009) discussed
Customer engagement from
cognitive point of view. Heath
(2009) gave an insight on its
affective perspective. Van Doorn et
al. (2010) and Verhoef et al. (2010)
suggested co native aspects of
engagement and proposed that it is
behavioural in nature which is an
outcome of certain driving forces.
Bowden (2009), Brodie et al. (2011),
Gambetti et al. (2012), Gummerus et
al.
(2012)
conceptualize
engagement with theories in a
comprehensive manner. A
relational framework for the
components of engagement is also
being emphasized by these authors.
A step by step Psychological
process is stated by Bowden (2009)
which explores how a brand is
approached by customers and the
ways of inculcating loyalty factor
in new and existing customers. Also
he compared the traditional
(involvement, loyalty, etc.) and
newer (engagement) marketing
constructs by adopting a relational
approach between them.
In a recent study, Kumar et al.
(2010) focus on Customer’s
Engagement value that accrues to
service firm instead of Customer
Engagement and came up with four
CEV (Customer Engagement Value)
types viz. Customer Lifetime Value,
Customer referral value (CRV),
Customer influencer value (CIV)
and Customer knowledge value
(CKV).
Customer Engagement with
Brands on Social Media
C.M. Sashi (2012) in his work
‘‘Customer engagement, buyer-

seller relationships and social
media’’, brings food for thought to
our
memory
concerning
engagement of social media
generation. An engagement cycle is
prepared by him keeping in view
the modern concepts of marketing
which is than structured in context
of social media to trace the web
users’ engagement behavioural
pattern. Seven stages of new
comprehensive engagement cycle
are: incorporating connection,
interaction, satisfaction, retention,
commitment, advocacy and
engagement. In his study on
Facebook, this extensive model
considerably contributed to
enhance thoughtfulness on
consumers’ interactions with
companies and brands. He applied
Structural equation modelling to
evaluate the data that were collected
by means of an online questionnaire
for 358 respondents. Findings were
in confirmation with the prescribed
model which revealed that
consumer’s self-brand affiliation
and interactions with friends
influence customer engagement
behaviour.
Libai (2011), studied Customer
engagement in novel media
platforms and latest methods of
firm-consumer interaction which
may or may not lead to purchases.
Authors have presented Consumer
engagement behaviour in various
forms like indulging in legal action,
favourable mention, writing blogs
and mentioning reviews (van
Doorn et al., 2010). Van Droon et al.,
(2010) in their paper have indicated
that “behaviours that go beyond
simple transactions may be
specifically defined as a customer’s
behavioural manifestations that
have a brand focus, beyond
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purchase,
resulting
from
motivational drivers.” Further,
some other studies explain
engagement as focal to consumer
behaviour outcome (Higgins 2007
a, b; Pham and Avent 2009; Schau,
Muniz and Arnould 2009).
However, it is felt that consumer
engagement leads manifold
outcomes which need to the
thoroughly investigated for the
benefit of the brand page
administrators, who can further
utilize
this
insight
for
communication with the users on
the brand pages.
Motivations Behind Engagement
of Customers
Figallo (1998), J. Brodie et al.
(2011), R. Oldenburg (1999) in their
studies
summarizes
that
Consumers’ desires to get informed
regarding various brands, to get
help in respect of selection of
products, to vent out their feelings,
to participate on the brandconsumer interaction platform and
their need of community
belongingness form some of the
motivations of to join brand pages
on social media.
According to Hollebeek (2011),
personal traits of individuals
determine his/her interactivity level
on brand pages of Social Media.
Intrinsic motivation of customers
leads to engagement in brand
communities (Algesheimer et al.,
2005)
Dokyun Lee et al., investigated
the effect of social media content on
customer engagement using a largescale field study on Facebook. The
study revealed that persuasive
content, such as emotional and
philanthropic content, has a
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positive impact on engagement.
This suggests that firms gain from
sharing their brand personality and
information about their social
initiatives on social media. Further,
they found that product informative
content has a negative impact on
user engagement.
Andrew Rohm (2013) analyzed
the role of social media platforms
such as Facebook and Twitter
among younger consumers
(“digital natives”) in their
interactions with brands. He
conducted a mixed-method study
including latent class analysis
(LCA) to examine the role of social
media among younger consumers
(referred to as “digital natives”) in
their interactions with brands. The
findings from this study suggest
that brand-consumer interactions
driven by social media can be
characterized by five primary
motivations
or
themes:
entertainment, brand engagement
(specifically identification with or
connection to the brand), timeliness
of information and service
responses, product information,
and incentives and promotions.
Motivations Behind Engagement
of Brands
Kidd (2011) is of view that
Social media gives numerous
advantages to companies like
popularity of brand, maintaining
customers’ diaries, cultivation of
relationships with customers. A
qualitative study approach was
employed by Georgios et al. (2014)
for their study in which data were
collected from personal interviews
with 14 marketing managers
responsible for the social media
activity of their company, providing
preliminary evidence about the
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actions firms take, the motivations
that led them to getting involved,
and the derived outcomes. The
basic motivations are the increasing
popularity of social media, competitors’ presence, headquarters’
strategy, and cost reduction
pressure. Interact with customers,
create/enhance relationships with
customers, brand awareness,
customer engagement, promote
products/increase of sales and the
more targeted acquisition of new
customers, were referred to as the
main expected outcomes for
companies.
Customer Engagement with Brand
Communities Online
Experiential outcomes of social
interactions amongst members in a
brand community of Harley
Davidson’s owners group (HOG)
are perpetual emotions and a sense
of fulfilment for the brand (René
Algesheimer, Utpal M. Dholakia,
and Andreas Herrmann, 2005).
In a note about the
consequences of identification with
brand community, McAlexander,
Schouten, and Koenig (2002) have
found that sharing and contributing
in event of Jeep Brandfest makes
customer even more attached to
their vehicles and also considerably
to the Jeep brand.
Kim and Jung (2007) state that
loyalty of community members and
word of mouth is the consequences
of participation of customers in
online brand communities. An
online sample of 2,000 consumers
was collected to find the motives of
consumers’ online articulations by
Thorsten Hennig-thurau et al.
(2004). According to the analysis,
the major factors leading to

electronic W-O-M are desire of
economic
benefits,
social
interaction, leveraging their selfworth and helping others choosing
a brand.
JochenWirtz et al. (2013)
conceptualized that if a brand page
meets the customers’ expectations
of benefiting from knowledge and
insights about the brand, elevating
his/her social inter-connectivity,
the customer’s satisfaction level
will be high which leads to loyalty,
positive word-of-mouth towards the
brand. Thus, a direct relationship
is developed between loyalty and
satisfaction which are impacted by
engagement. They have mentioned
that the Brand communities
globally are uprising as a result of
high level of customer and brand
engagement. He defined online
brand community engagement as
the affirmative conclusive impact
and innate inclination of
consumers associated with an
online brand community. They
have mentioned that with hardly
any joining costs and exit barriers,
consumers can easily Join brand
pages keeping their identity secret
and can have many connections
too. This study focused on the
requisites to join prospects to online
brand communities and identified
three brand related engagement
accelerators. These are brand
related drivers like brand
identification, social drivers like
social benefits and identity and
functional drivers like quality of
information. Seeking customers’
attention is something that a brand
cannot ignore despite of all these
motives. As the same is not followed
in the study and the brands should
strategically gain the attention of
viewers in order to get them joined.
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Elizabeth E. Bushelow
examined whether liking and
interacting with a Facebook fan
page has an effect on brand loyalty
and purchase intentions, and
Facebook fan pages create an online
brand community. An analysis of
104 online survey responses
indicates that interaction with fan
pages is not a strong indicator of
consumer brand loyalty or
purchase intentions, suggesting
that brand communities are not
formed on the basis of liking a page.
René Algesheimer, Utpal M.
Dholakia, and Andreas Herrmann,
2005 developed a conceptual model
of how various aspects of
customers’ association with the
brand community influence their
behaviours. They authenticated
how identification with brand
community Leads to affirmative
consequences, such as higher
community engagement, and
negative consequences, such as
normative community pressure and
finally reactance. Moderating
effects of customers’ brand
knowledge and size of the brand
community was also examined.
They realized that the brand
community’s social influence is
greater for knowledgeable customers than for novice customers
Brand Community Outcomes
Firms
facilitate
brand
communities due to many motives.
A survey of offline cultivated
community
members
by
McAlexander, Kim, and Roberts
(2003) indicated that a sense of
integration and belongingness in a
brand community increases
satisfaction which in the long run
augments loyalty towards the
product, brand and company.

Apart from these advantages,
brand communities can affect
behaviour of consumer in support
of brands. Besides Loyalty and
integration, concept of oppositional
loyalty in the community is also
highly researched variable in the
literature of brand community.
(McAlexander et al., 2002; Muniz
and O’Guinn, 2001).
Scope of improvement in
products, services and processes is
highly raised when members of a
brand community give their
innovative ideas and constructive
feedback as they consider
themselves associated to the brand
and brand performance is
important to them. (Füller et al. 2008;
Von Hippel, 2005).
Sentiment Analysis (of content
and communication)
The social media brand pages
have become an important channel
of communication and create
opportunities of interactions with
the brand directly. The interaction
opportunities are primarily
categorized as “like”, “share” and
“comment”. These interactions
capture the behaviour of the user on
the social media platform. Malhotra
et al., (2013) in their paper have
indicated that when the user likes
or comments on a post, it fulfils an
intrinsic behaviour of expressing
their own positive self-identity
through the brand.
A significant study in
measuring consumer sentiments
towards marketing practice was
carried out by Barksdale and
Darden (1972) in the USA. Their
scale was further modified by Gaski
and Etzel (1986) and a longitudinal
study was carried out once again
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in the USA to measure consumer
sentiments towards marketing over
time (GaskiandEtzel, 2005). Pang,
Lee (2008) and Wilson et al. (2008)
are of view that sentiment analysis
is an approach that classifies
comments as complaints or praise
remarks, and subsequently
categorizes complaints into
actionable areas that can be used to
improve physician practices. It
utilizes words or phrases found
within the comments to classify
them.
As noted by O’Leary (2011) and
Thelwall et al. (2011), growing
volume of blogs, tweets, online
polls, and communities offering
reflection on products/services
from the first-hand consumer
perspective have turned social
media into a vast repository of
information with immeasurable
potential for recording, extracting
and processing customer data.
Over the past decade, numerous
methods have been proposed for
analyzing social media content,
from netnography studies
(Kozinets, 2009; Hine, 2005) to
opinion-mining (Dave et al., 2003)
and natural-language processing
(Nasukawa and Yi, 2003).
Christopher et al. (2010) found that
Critic reviews and blog postings are
longer than user reviews and
discussion threads, and contain
longer sentences. His study only
analyzed movie review documents.
According to Jacobson (2009) and
Kho (2010) human analysis is
essential in opinion-mining, as
unstructured and informal
messages in social media often
contain nuances in textual
expressions that convey delicate
distinctions in sentiments that
sometimes cannot be detected by
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software (i.e. sarcasm, humour,
irony, etc.) and could therefore be
misinterpreted.
FotisMisopoulos et al. in their
study have used opinion-mining,
also known as sentiment analysis,
for analyzing consumer insights
in social media and to unveil the
experiences customers encounter
when dealing with various types
of services and service providers.
Marian Alexander Dietzel et al.,
examines internet search query
data provided by “Google
Trends”, with respect to its ability
to serve as a sentiment indicator
and improve commercial real
estate forecasting models for
transactions and price indices
and empirically found out that all

models augmented with Google
data, combining both macro and
search data, significantly
outperform baseline models which
abandon internet search data. A
content analysis was performed
for 1,443 posts present on 50
apparel brands’ Facebook profile
pages in the time period from 28
November 2011 to 25 December
2011 by Ben Touchettein 2015. The
findings provide meaningful
insights into apparel social media
use of Facebook as a social media
strategy. The most dominant
branded entertainment consisted of
photos and advertisements and
was directed toward promoting
specific products and sales without
using a particular play theme.

Micro-blogging site Twitter is
among the world’s top ten social
media channels interms of
registered users and daily visits
(Garg et al., 2011). Twitter proved to
be one of the most favourite social
media tools for information sharing
(Geho et al., 2010; Gayo-Avello,
2011; O’Leary, 2011).
Conceptual Framework
The literature shows evidences
of consumer motivation for
engagement with brands and vice
versa in online brand community,
their outcome and the pass along
behaviour from strategic point of
view. Based on the extensive review
of the same, a research model is
designed (Figure 1). The framework

FIGURE 1
IDENTIFYING RELATIONSHIP BETWEEN INDIVIDUAL, BRAND AND COMMUNITY

1
Factors of
Motivation for
Brands to
interact with
the consumers on social
media site

+

Content and
communication
(Level of
engagement)

• Exploratory Study
• Factor Analysis

Expected Focus:

Customer
Engagement:
Common Interaction
at Community pages

• Brand
• Community
Network Creation
Patterm of W-O-M

2
Factors of
Motivation of
Consumers to
interact with
the brands on
social media
site

• Exploratory Study
• Establishing significant
relationship between (1)
and (2) through regression
models.

Customer
Engagement
a
n
d
Propagation
of Information
is based on
pass along
behaviour

• Sentiment analysis
• Network Mapping

Value of Communication networks: Visibility using edge networks

Source: Author’s Depicition.
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captures following aspects of
consumer behaviour when they
interact with brands on social
media:
1. Motivations of customers to
engage with brands on social
media like intend to do business,
to get entertained, to get good
deals, to get informed, etc.
2. Motivations of brands to engage
with customers on social media
like to catch high number of
eyeballs, promotions and other
benefits.
3. Activities carried out on the
brand page as an outcome of the
engagement (Pass along
behaviour) viz., liking the page,
sharing of content and spread
WOM, etc.
4. Expected
outcome
of
Engagement in the form of
participation
in
Brand
Community.
5. Level of engagement and
network creation.
No Reaction

Zero Engagement

Reaction

Low Engagement
(Share/Re-tweet)
High Engagement
(Comment, Tweet,
Review)
This User-generated
content of high Engagement accounts for
popularity of the
brand which can be
negative or positive.

Here, Brand Message can be
Sponsored or Non Sponsored.
Sponsored messages involve
targeted Advertising to existing
followers of the brand or to brand
communities. Non sponsored
messages involve formation of

communities (lead by users only).
Individuals’ reaction to those
messages can take following forms:
A thorough investigation of
literature in this area indicates the
following research gaps:
• Research should be conducted to
investigate any possible
relationships between industries
and a variety of social media
tools, or even the effect of social
media on customer service from
a logistics point of view.
• Insufficient attention is paid to
consumer engagement information of positive associations of
the brand and building of the
brand loyalty through consumer
engagement in social media.
• Findings of Study of Johanna
Gummerus et al., 2012 are limited
to one brand community only
which cannot be generalized to
other brands.
• There is very less discussion
about community from the
consumption aspect of consumer
behaviour.

• The trend of research online and
purchase offline (ROPO) is more
dominant practice in the area of
e-commerce and one of the major
challenges for companies. Hence,
impact of social media cannot be
judged only through online sales
as an outcome. The outcome of
social media presence can be
categorized as “shopping
online”, “spend money on
activities other than shopping”,
“loyalty”, “recommend brand
pages”, “trust the brand pages”.
Thus the conceptual research
model was proposed to expand
the existing base of research.
Keeping in considerations the
gaps of literature, aim of this study
is to explore a relation between
individual, brand and community
by making an attempt to investigate
the motivation, engagement and
outcome factors of social media
brand pages where user interaction
is promoted through brand
communities. Further this can be
achieved by validating the
proposed model.

• It has been established in the
literature that aspects of
consumer engagement “like”,
“comment” and “share” are
positively related (Kabadyi et al.,
2014), but there is a gap in
establishing the relationship
between consumer motivation,
engagement and outcome.
Outcomes of motivation and
engagement have not been clearly
defined.

Future Scope of this study may
be formulated as:

• The study of SertanKabadayi
only included liking and
commenting behaviour on
Facebook. It does not include the
elements of overall pass along
behaviour.

• Measuring the impact of user
generated online content
(comment, tweet, review, etc.)
and other communication
(likes, share, re-tweet) on
brands at community level in
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• Finding the factors of
motivations of individuals and
brands to join and interact with
the brand pages and community
forums at online social
networks.
• Exploring the outcomes of
community participation of
customers.
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terms of popularity and image
of brands.
• Investigating the ways to
enhance the of brand pages and
their posts.
• To explore the dynamics of an
online community by examining
the degree of closeness between
its participants’.
• Defining the role and position of
individual participant within an
online community and their
influence on other participants
and finally the key influencers?
(Adapted from the studies of
SertanKabadayi Katherine Price,
2014; Laurence Dessart, 2015;
Johanna Gummerus, 2012;
JochenWirtz, 2013; WafaHammedi,
2015)
Constucts of social media
behavioural outcomes viz. Liking,
commenting have been taken from
the study of SertanKabadayi et al.,
2014. Drivers of Customer-brand
engagement in the model is
extracted from the conceptual
framework given by JochenWirtz et
al., 2013 and later used by Laurence
Dessart et al., 2015 wherein they
have categorized the drivers of
engagement as brand relate, social
and community related variables.
Engagement focus is on brand
in general and brand communities
as extracted from online brand
community engagement framework
and antecedents and outcomes of
consumer OBC engagement given
by Laurence Dessart et al., 2015 and
JochenWirtz, 2013 respectively.
This engagement focus is divided
further into level of Engagement
and Network Creation which is in
addition to already developed
models.
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Intended Contribution
• In the present times brands have
to be dynamic to provide the
experience which will keep the
users engaged and motivated to
continue with the brand. Many
new methods and technology is
continuously evolving for
proving more enriching
environment, hence the role of
brand webpage managers is
increasing.
• The study will help marketers to
formulate their strategies
towards visibility, content and
communication for the Brands
which are looking forward to
online social media websites so
that
online
consumer
relationships are managed and
cultivated.

Conclusion
Recently, Social Networking
Sites have expanded very quickly
and turned to an enormous media.
With the rise of Social Networks, a
new world of collaboration and
communication is created. For any
brand, to remain competitive in
global market, Social media
marketing strategy is no longer an
option, but a strategic imperative.
This earned media is more
influential as its communication
come from trusted source instead of
brand itself. The present generation
Consumers are highly inclined
towards social networks and are
actively devoting their time and
energy online. They search their
friends online and communicate
with them and share information,
photos and videos by utilizing these
Websites. They are tech-savvy and
forever on the move over the internet
and so are their expectations;

demanding and highly dynamic.
Threshold opportunities to engage
customers became infinite after
people started to tune into Social
networking sites. So, the prospects
of social media marketing cannot be
ignored and companies have to
considerably focus on Social Media
Websites.
Online social networking has
become an indispensable part of
our daily life. It has revolutionized
the approach geographically
dispersed consumers communicate
with companies and deal with
brand-specific
information.
Opportunities
in
digital
innovations world are to be
harvested by engaging the online
users. Earlier, volume of socially
connected people was considered
more vital. But researches
unleashed that content design is
the driving force which may solicit
involvement of the users or may turn
them away. The variation and
creativity level in message
development varies for different
products and industries. Whatever
is commented, liked, shared or
reviewed by web user act as
marketing input for other users,
dimensioning the marketing
department of the firm without
boundaries. Thus it is imperative to
consider this process of engagement
as crucial to the success of social
media marketing. Brand content is
important to engage customers.
Once satisfied, customers are a good
source to spread the W-O-M.
Consumers’ own reviews of
products, services, and brands are
highly valued among online
audiences (Burton and Khammash,
2010). Content engineering in social
media has a significant impact on
user engagement as measured by
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Likes and comments for messages.
This study contributes to the
knowledge of how service
companies can benefit from the
application of semantic analysis or
data mining. By analyzing Social
networking wesites feeds, it is easy
to identify common pattern among
customer complaints, discover the
source of negative and positive
sentiments.
Social networks are incredibly
complex. A pair of individuals is
simplest form of network one can
think of. Investigating what causes
the network to form and how the
networks operate is important so
that marketers may join the
communities keeping in view the
algorithms used for edging off the
brand posts to the desired number
of target online participants which
may lead to harvesting of profits.
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Selection Process: The Interview Confusion
Ruchi Tyagi* and (Maj. Gen.) S.P.S. Narang**
This case focuses on the selection interview process of IRM industries- the manufacturers of
electronic goods. IRM was founded in 2006, and though it has been steadily making progress in
the arena, the company remains at a ‘not-so-satisfactory’ stage in some aspects of the business.
Ronnie Dais (RD) is the Vice President of the company and is the son of owner of the company.
Deepak Kumar (DK) is a Class-A Scientist from the Research and Development
departmentwhom Ronnie has assigned to conduct the interviews of Assistant Manager Marketing
for the company. Ronnie nominated Deepak for conducting the interviews for the following two
reasons:first, at IRM, Deepak speaks the best English, and secondly, he is the smartest employee
of IRM as he dresses up immaculately. The series of conversations between RD & DKpresented
as intertwined scenes in the case pinpoint the implications for practitioners who are responsible
for the selection process. The case compels readers to go beyond the issue at hand and
contemplate howselection-error can impact anycompany’s progress.
Learning Objectives: The case helps bring to fore some essentials of the selection process vital
for error-free selection.
Connected Theory: The characteristics and steps/stages of an effective selection process and
the roles and responsibility of the interviewer.
Learning Outcomes: to be able to apply the HR Principle of the “Right: Person-Place-Time” and
critically analyze the characteristics of an interviewer and his/her interview style for making the
right selection.
Keywords: Selection Error, Interview, Interviewer.

Company Overview
IRM Industries (name altered) is a
reputed company, located in
Greater Noida, engaged in the
manufacturing of electronic goods.
This particular company came into
being in 2006 and has been steadily
making progress in the arena.

* Associate Professor, Department
of HR, OB and Communication
School of Business (SoB)
University of Petroleum and
Energy
Studies
(UPES),
Uttarkahand
** Freelance Corporate Trainer &
Ex- Asstt Dean, CoMES.

However, despite best efforts, it
remains at a not so satisfactory stage
in some fields.
Scene 1
The conversation, regarding
selection of candidates, took place
between Mr. Ronnie Dais
(popularly known as RD) and Mr.
Deepak Kumar (alias DK) of IRM
Industries. RD is the Vice President
of company and is the son of owner
of the company. One of the case
authors incidentally happened to
be present there when the
conversation between RD and DK
took place. The conversation
between DK and RDwent on like
this:
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Gist of Conversation
RD, “DK, you know I was
called by the CEO last week, and he
asked me to pick up the most
suitable person to conduct the
interviews for appointment of
Assistant Manager Marketing for
the company. I am more than
convinced that you are the most
suitable person to conduct the
interview.”
DK, with a bewildered look
reacted, “Why me Sir? I have
nothing to do with the interviews. I
am Scientist - Class A Research and
Development, and have no
knowledge of Marketing related
aspects.”
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RD, “Look DK, conducting
interviews is very simple, it requires
no expertise, it requires nothing
special. Just call the candidates one
by one and ask some questions and
that is it. We all generally know
what is marketing (RD looked at DK
for approval and DK just smiled,
which RD misconstrued to be an
agreement with him). By the way
DK, there would be 10 candidates. I
do not know why figure the 10.”
DK continued to protest, “Sir, I
feel we are making a major mistake
in conducting these interviews in
such a lackadaisical manner. I think
our company’s repute will suffer a
major dent. May I request you to
reconsider your decision? Why
can’t this be done by Director
Marketing?”
RD tried to convince DK, “do
you know when I joined the
organization in 2000 as an
Assistant Manager, I conducted
interviews of personal secretaries
and selected the best of the lot and
those candidates are doing
exceptionally well. I just went by
few simple yardsticks. First, the
applicants should be well
mannered and secondly, he/she
must be smartly dressed. See, how
all those secretaries are performing!
Before starting the interviews, just
collect photographs of all the
candidates, otherwise you may
interview Nisha thinking she is
Neha (he there after laughed at his
own joke). While going out, collect
the advertisement, which was
published in the newspaper about
this job. DK, I have nominated you
because you speak the best English
and are the smartest employee of
our company. Other than me, I
think you are the only one who
dresses up immaculately. After all,
our company’s reputation is at
stake. We have to be best dressed
and well mannered.”
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DK having lost the verbal battle,
“Since you are insisting Sir, please
tell me, who will assist me in the
process, what type of interview
should I conduct and where do I
conduct the interviews?

mumbling something while
walking out of RD’s office and he
continued to do so under his breath
till he reached his own office.

RD’s response was, “you ask
too many questions, but let me
answer these one by one for you.
Firstly, who will assist you, well no
one, because you are a very
intelligent person and have
accumulated lot of experience in the
company. In fact, you joined the
company much before I did and, in
my opinion, you already know
what we are looking for in the
marketing guys. The candidate
must know what is market, etc.,
etc…etc., and ask whatever else you
can think of. However, if you still
insist, then pick up any one from
your department, I would have
given you someone from Marketing
Department, but then the employees
are busy in some seminar.
Secondly, with regard to the type of
interview, conduct any type you
deem appropriate. It can be a general
or specific interview. You must
focus on candidate’sfluency in
speaking English. After all they
have to speak to people in different
companies. Thirdly, regarding your
query about venue for interview,
you can conduct it in any room
which is vacant. Why waste your
and their time in Group
Discussions and some written tests,
etc. By the way DK, please see to it
that the candidates are medically fit.
I like fit people. In fact, see how fit I
am! Kindly don’t select any lady,
because we already have too many
of them. You may start the
interviews as soon as you are ready.
It seems some idiot has called the
candidates already and they all
have been waiting for last two
hours.”

Mr. Deepak Kumar (DK), chose
the first room he came across, which
was coincidentally vacant. He
started the interview at 14.00 hours
on the same day. DK was disgusted
and angry with the system for
getting him unnecessarily involved
in something in which he had no
expertise. He decided to be alone to
conduct the interviews and had
only photographs of the
candidates. The first candidate was
called in and the interview began:

“Stop thinking”, was the reaction of
DK.

DK took leave of RD and left the
office in disgust. Onlookers saw DK

(Continued on p. 48)

Scene 2

DK, “your name?”
Candidate, “I am Asif.”
DK, “Who is the president of Greece?
Is he a man or a woman?”
Asif, “Let me think Sir.”

Asif, “Sorry Sir, I do not know.”
DK, “Do you have a residence proof?”
Asif, “No Sir, it was not asked for.”
DK, “what have you done in life and
what are your hobbies?”
Asif, “Done in what way, Sir?”
DK, “Education front”
Asif, “Sir, I am MBA Marketing from
National Institute of Management,
Calcutta. I have also done MA
Economics
from
Jabalpur
University and stood first in my
class.”
DK, “Why have the authorities
changed the name of city from
Calcutta to Kolkata?”
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Relationship Marketing Antecedents and Their Effects on
Customer Loyalty: A Study of Mobile Telecom Sector (B2B)
in Selected Cities of India
Ashish Gupta*
Telecommunications has been
recognized the world-over as an
important tool for socio-economic
development for a nation. In order
to obtain sustainable competitive
advantage, telecommunication
firms are forced to make innovation
and do the best for customer
satisfaction. Due to this, customer
relationship marketing plays an
important role in telecommunication industry. It demands a
relationship-oriented strategy in
marketing (Grönroos, 2004).
In the current marketplace,
considerable attention has been
paid to the concept of relationships
between service providers and their
customers (Barnes, 1997; Gwinner
et al., 1998; Reynolds and Arnold,
2000), and this concept has been
enthusiastically embraced by
academics and practitioners
(Beatty et al., 1998; Reynolds and
Arnold, 2000). An analytical model
is developed to test the relationships
between relationship marketing
antecedents, relationship quality
(trust and satisfaction) and
customer loyalty.
Literature Review for this study
was classified into various
categories such as: First part is
focusing on understanding of
Relationship Marketing (RM)
which include concepts of RM,
Objectives, Definitions related to
Relationship Marketing.
* Assistant Professor, Indian
Institute of Foreign Trade, New
Delhi.

In second part, review in
context of initiatives taken by
industries to implement relationship marketing programmes,
practices adopted by industries
and competitive market strategy
development through relationship
marketing were discussed.
In third part relationship
between relationship marketing
and market development reviewed

which include customer retention,
customer loyalty & increase customer satisfaction, how to increase
customer base & market share.
Fourth part, contains review
related to technology is discussed
with development of real time
system development, online
feedback system and E-CRM
concept of relationship marketing
to.

TABLE 1
SUMMARY OF RESEARCH HYPOTHESIS
Hypotheses

Supporting Studies

H1(a)

Long term relationship

Trust

H1(b)

Long term relationship

Satisfaction

H2(a)

Technology orientation

Trust

H2(b)

Technology orientation

Satisfaction H3(a) Service quality
Trust
Parasuraman et al. (1988);
Grönroos (1990); Reichheld and
Sasser (1990);

H3(b)

Service quality

H4(a)

Loyalty programmes

Trust

H4(b)

Loyalty programmes

Satisfaction

H5(a)

Brand image

Trust

H5(b)

Brand image

Satisfaction

H6

Satisfaction

H7

Trust

H8

Satisfaction

Note:
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Morman et al. (1993); Morgan
and Hunt (1994); Hennig-Thurau
and Klee, (1997); Fullerton (2005)

Moorman et al., (1993); Ambler,
(1999)

Satisfaction

Trust

Customer loyalty

Customer loyalty

Daffy, (1999); Sin et al. (2005);
Hennig-Thurau and Klee, (1997);

Ravald and Grönroos (1996),
Grönroos (1990), Aydin and Özer
(2005)

Fornell (1992), Oliver (1997), De
Wulf et al. (2003), and Hsieh and
Hiang (2004), Mouri (2005)
Morgan and Hunt (1994), Roberts
et al. (2003), Aydin and Özer,
(2005), Chu (2009)
Morgan and Hunt (1994), Too et al.
(2001), Aydin and Özer, (2005)

Represents ‘is a predictor of’
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Abstracts of Doctoral Dissertations
Fifth part discusses firm
performance in terms of B2B
exchange, customer-firm affection,
and corporate brand development. In
fifth part of review, studies related to
global country perspective and
Indian perspectives were discussed.
Finally issues in the literature review
are identified and discussed.
Research Design describes
research question, objective of the
study, scope of research and research
hypothesis. Based on the literature
review, research objectives were
framed, which are shown below:
• To study the rapid growth of

Indian mobile telecom sector.
• To explore the key dimensions of
relationship marketing for
mobile services in the Indian
telecom sector.
• To study the relationship
marketing dimensions and its
effect on the customer loyalty in
Indian mobile telecom sector.
• To
suggest
managerial
implications of relationship
marketing to Indian Mobile
Telecom Sector.
Significant
Research
Contributions are made through this
research. To the best of researcher’s

knowledge it is of the few researches
has been conducted in the area of
mobile telecom sector particularly
in relationship marketing context
considering B2B market. Through
this research a validated model in
Indian mobile telecom sector for
maintaining effective relationship
marketing has evolved. Seven
significant predictors of customer
loyalty have been identified. These
factors are helpful in planning to
achieve effective relationship
marketing, which lead to the market
development of the firm. This
research will provide impetus for
future research in this area.

•

(Continued from p. 46)
“Don’t know, Sir.” Asif said.
DK, “What is your father doing and
how much do you know about our
company?”
Asif, ‘Sir my father passed away four
years back.”
DK interrupted and said, “Very
sorry to hear that”. Do you know as
to what does R&D stand for?”
“Yes Sir, it is acronym for Research
and Development. Sir, you had
asked me for the hobbies and
…………”
At this stage Asif was interrupted
by DK, “Oh! Forget about it. Tell
me what will you keep in mind while
writing a letter to the editor? Will
you address him as Sir, Dear Sir or
Mister so and so?”
Asif, “Sir I have never written a letter
to the Editor.”
DK, “In that case I can easily say that
your English is poor”.
Asif looked crestfallen and said,
“Sir, by the way I scored highest
marks in English in my Higher
SecondaryExaminations.”
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DK, “can you draw diagram of a good
marketing organization or
structure?”
Asif was delighted at the prospect
and blurted, “Yes, Sir. May I sit
down please?”
“Oh sorry, sit down and why are you
sweating so profusely? Do you have
a paper and pen?” DK asked.
Asif, “No I don’t have a paper, but
have the pen. Actually Sir, this room
is very warm and noisy”.
DK, “This is the best I could arrange in
the given time frame. I too have been
unnecessarily nominated. This is the
problem with this company. Tell me
Asif, what do you understand by
power politics?”
“Don’t know”, was the response.
DK, “Why don’t you know such a
simple thing? And you have come
for the interview? And, why are you
wearing such a colorful necktie? Are
you on a fashion parade?”
“I am very sorry”, was what Asif
could mumble.
“You may leave now”, was the last
sentence DK spoke to Asif.

Questions for Deliberation
Q. What are the goals of selection?
What factors influenced IRM’s
choice of selection methods?
Q. Who is responsible for all the
mess that has been created in
the above case? Do you
approve of the role played by
RD? Yes or No, Why?
Q. Highlight the basic shortcomings in DK’s technique of
conducting the interview. Cite
specific instances from the case
in support of your answer.
Q. What can be the probable
reasons for DK not having
picked up any one from his own
department to assist himself
(DK) for conducting the
interview?
Q. What contributions does an
interviewer make towards the
selection of right candidate for
the organization? Explain.
Q. Suggest a suitable procedure
for the selection of marketing
personnel at the middle level of
management for the company.

•
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