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Editorial

Welcome to the 2nd issue of  9th volume.

The issue begins with a thought provoking essay “The re-emergence of  Gift economics”, followed by

a research paper, again looking at the re-emergence of  organic food, titled “An empirical comparison of  the 

effect of  demographic characteristic on select promotional mix adopted by organic food sellers in Mumbai & 

Navi Mumbai”.

Analysing the Make in India is the paper “Make In India: Entrepreneurship as a career choice among 

management student, Mumbai”. It is followed by a paper on building brands “Purpose and use of  media 

channels by startups to build a brand”. This paper was presented at a seminar in IIT Delhi.

A case study “At Rimes, What next” looks at the dilemma of  a MBA college supplemented by the review of  the 

book “I the citizen - A citizens guide to the world of  social activism”.

Without hesitation this is one of  the most diverse volume of  the journal in terms of  subjects covered.

Dr. Satish Modh Sandeep Singh
Chief  Editor & Director Managing Editor
VESIM
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giving livestock to a poor man may not expect goods 
in return but would gain social prestige.  The key 
behind this system is to keep the cycle of  gifts going 
with somebody always being indebted to someone 
else. By returning a gift immediately of  equal value 
may be interpreted as ending a social relationship.

However, gift economies usually function alongside 
traditional market systems for the exchange of  
commodities. This system would only be a subset 
within the larger picture; a way of  maintaining social 
ties and respect with other communities. It is said that 
the gift economy has existed in the human 
community long before money was introduced. 
There have been other instances of  the application of  
the gift economic system, similar to the one which 
was practiced on the Trobriand Island. Some of  them 
being  Potlatch of  the Pacific Northwest, Maori 
custom called Koha (New Zealand), Moka from 
Papua New Guniea and the Toraja tribe of  Indonesia.

Abundance of  resources for exchange is an integral 
part of  each of  these economic systems, without 
which gifting would be impossible. Systems following 
this economic structure have known to have their 
own individual quirk based on the culture, tradition 
and resources within that land, however social, 
political and economic prestige is based on these 
rituals of  exchanging gifts. Nevertheless, this analysis 
begs the questionif  this form of  an economic 
structure is contained to small scale societies outside 
the industrialized world? The answer to that question 
has been changing over the years, not forming a 
definitive answer due to the changing society and 
contexts such an economy is being applied in. This 
change is mainly caused due to the increasing 
involvement of  information technology, but the 
extent to which this change would affect the 
economic systems prevailing in the world is yet to be 
explored in detail.

Gift Economy in the Time of  Market Economy

The basic idea behind the concept of  gift economies 
has started being infused in the market economies 
through de-commodification of  certain goods or 
services and their exchange which can be largely seen 
in realm of  intellectual property. This process is 
slowly coming to the surface with engineers, scientists 

and software developers creating open-source 
software projects such as the Linux Kernel and the 
GNU operating system. The idea of  a gift economy 
has a prominent role in instating the use of  
permissive free software and Copy left licenses, 
which allow free use of  software and knowledge. 
Creators distribute their work not for a financial 
profit but to raise their social profile or establish their 
community role.

Tom Tresser proposes the idea of  a Gift economy by 
saying that an economy gains momentum when 
people start to offer something that they have as a 
gift, in the forms of  product, service or cash, free to 
the community without any strings attached. He 
proposes the idea of  Peer to Peer processes where 
there is a production of  valuable things for the 
purpose of  gifting(Sundararajan, 2014). The value of  
such a product is not its exchange value in a market, 
but use value for a community of  users. This is 
governed by the community of  producers themselves 
and not by market allocation or corporate hierarchy. 
The process is truly a gift with the products viral 
distribution via universally acceptable ways such as 
the Internet. (This form of  an economic system has 
also been referred to as a Sharing economy which is a 
part of  the collaborative economy. It is distributed 
production, peer-to-peer finance and the open source 
and knowledge movements. They rely on horizontal 
networks and distributed power within communities, 
as opposed to the competition between hierarchical 
organisations that has dominated economic life since 
the second industrial revolution. In gift economy the 
idea of  generosity and eventual reciprocity in form of  
social elevation establishes the construct of  a gift 
economy within the subset of  a market system.) 

This economic system is one within which both 
goods and services are freely given with no direct 
expectation of  being paid back. It is only a 
representation of  gratitude or generosity for another 
individual group being conveyed in a form of  a gift. 
This form of  a system may foster the establishment 
of  a healthier community where all members are 
intricately associated with each other while receiving 
social rewards such an increased standing in the 
community through giving. A system of  universal 
sharing protects every member of  the group from 
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Over centuries, the world has experienced various 
economic systems within individual communities, 
countries and world-wide. An economic system is 
highly affected by the political ideology supported by 
the people on the large scale within a geographical 
area. The world has progressed from anarchy, 
monarchy and feudalism to socialism, communism 
and democracy over the centuries and hence with it 
changing market structures. Each modern civilization 
functions with certain in-built economic systems 
which facilitates production and exchange of  goods 
and services along with allocation of  resources within 
the society. The consumer, producer and facilitator 
are an integral part of  this economic structure. The 
way in which these processes are facilitated is what 
differentiates one system from another.

Gift Economics

Unlike economic systems such as market or command, 
a gift economy is ‘a mode of  exchange where valuables 
are not sold, but rather given without an explicit 
agreement for rewards’. It is a situation where goods 
are exchanged not because of  the want for something 
in return but as an expression of  gratitude which results 
in reciprocity of  the same, beginning a cycle of  giving 
and receiving which does not have any ulterior motives 
but the act it-self. This contrasts with a barter economy 
or a market economy as social norms and customs 
govern gift exchange and not market forces. 
Commodities in a gift economy are not exchanged for 
money or some other commodity; exchange takes 
place for the purpose of  giving.

In this form of  an economy, gifts are given without 
explicit conditions and are used to foster social ties. 

While market economies that we are more familiar with 
represent a relationship between the things that are 
being traded, gift economies consist of  the relationship 
between people doing the trading. Instead of  
accumulating material wealth, participants in the gift 
economy use it to accumulate social wealth. This 
system is sometimes confused with a barter economy, 
however, the difference between the two is that the 
original gift is given without any preconditions or 
haggling. The social norm of  reciprocity obligates 
recipients to voluntarily return the favour.

Origin of  Gift Economics

Gift economies have existed throughout history; 
however, the first studies of  the concept were 
initiated by Broinshaw Malinowski and Marcel 
Mauss. They described the natives of  the Trobriand 
Islands (Milne Bay Province of  Papua New Guinea) 
making dangerous overseas canoe journeys for miles 
to exchange necklaces and bracelets with the people 
of  another island. This process of  exchange between 
the people of  these islands, also known as the Kula 
Ring, didn’t serve any practical purpose apart from 
the establishment of  social ties between the people. 
They derived the importance of  the commodities 
from its original owners and carry an obligation to 
continue the exchange.

Rules of  Gift Economics

Those who receive the valuables through such an 
exchange can pass them on as gifts but they cannot be 
sold as commodities. The rules of  how and when to 
participate in such a system varies between cultures 
and their specific social norms. A powerful chief  
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ever suffering unduly.

Liberland

This form of  an economic system is the brain child 
behind the attempts to establish “nations” like 
Liberland. Liberland is the world’s newest country 
which is currently fighting for international 
recognition situated on a 7 square kilometre piece of  
disputed land between Croatia and Serbia. The 
fundamental idea behind the establishment of  this 
nation is to create a free, independent region for 
people for whoever who wants to be a part of  this 
project. The development of  this land would be 
through the personal investments made by 
individuals who live in that area and have knowledge 
to share. This is the closest the world has come to the 
establishment of  a completely sharing, collaborative 
economy in the modern day.

Gift Economy and New Technology

New technologies of  peer-to-peer economic activity 
are potentially powerful tools for building a social 
movement centred on genuine practices of  sharing 
and cooperation in the production and consumption 
of  goods and services(Pick, 2015). Organisations 
have been eager to position themselves under the 
roof  of  the sharing economy due to the symbolic 
meaning of  sharing, the magnetism of  innovative 
digital technologies, and the rapidly growing value of  
sharing activity. It has also been constantly 
questioned whether the popular claim that the 
sharing economy is fairer, lower carbon and more 
transparent, participatory and socially connected is 
more than rhetoric for the large moneyed players. 
Sharing has become a global phenomenon with 
platforms proliferating across cities becoming 
centres of  sharing practices. The government of  
Ecuador launched BuenConocer, an initiative to 
radically reimaging the nation according to principles 
of  sharing – open networked, open production and 
an economy of  the commons. 

Such an economic system in actual practice may not 
be independent of  aspects of  other systems such as 
those of  market and command economies. However, 
an economic system with increased aspects of  a gift 

economy may lead to the establishment of  a happier 
society with mutual respect and acceptance.

In our current society, holiday gift traditions involve 
some degree of  reciprocity and social norms. We 
might wonder if  a gift is truly a gift if  it comes with 
obligations or involves some social pay off. It is 
argued that our idea of  a ‘free’ gift without social 
obligations prevails only if  we think of  everything in 
market terms. And in a commercialized world, the 
idea of  strengthening bonds through giving and 
reciprocity may actually strengthen the society and 
help develop better economic relationships with 
one another.

Non profit sharing platforms operate to provide a 
public benefit and can function as a public good. It is 
not organised by a government, not typically 
supported by public funds and not necessarily 
governed by a democratic process. 

Gift cultures are adaptations not to scarcity but to 
abundance. They arise in populations that do not 
have significant material-scarcity problems with 
survival goods. We can observe gift cultures in action 
among aboriginal cultures living in ecozones with 
mild climates and abundant food. We can also 
observe them in certain strata of  our own society, 
especially in show business and among the very 
wealthy. It is obvious; there is more than one way to 
run a gift economy. Only time will tell the shape it will 
take in the 21st century.
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Abstract:

Consumption of  any good or service is driven 
primarily by liking (affinity), affordability and 
availability of  any offering. Affinity is in turn driven 
by the internal constructs (psychology) of  the 
individual and the external stimulus he receives from 
the environment. Affinity is fuelled in part knowledge 
which is in turn is a function of  awareness of  the 
offering.

Awareness is the primary driver to increase the 
consumption of  an offering. Affinity and liking are 
dependent on awareness. Organic food consumption 
does not deviate from the above. Organic food 
market is showing double digit growth. 
Understanding the demographic profile of  the 
organic food consumer is the primary and first step in 
en-cashing the opportunity 

The study is an empirical study to compare the 
awareness level generated by select promotional mix 
adopted by Organic food sellers, across various 
demographic constituent of  residents of  Mumbai 
and Navi Mumbai. The study used a structured 
questionnaire to survey 157 respondents. The data 
was analyzed using Maan Whitney U test and Kruskal 
Wallis H test. The results reaffirm that awareness 
differs with demographic characteristic and 
marketers have to be cognizant about this. The study 
pinpoint the various demographic characteristics 
which cause difference in awareness level caused by 
select promotional methods.  

Keyword: Organic food, Demographic, Mann 
Whitney U test, Kruskall Wallis H test, 

An Empirical Comparison of  the Effect of  Demographic 
Characteristic on Select Promotional Mix Adopted 

by Organic Food Sellers in Mumbai and Navi Mumbai

Introduction

What is organic food? 

Organic food is the outcome of  organic farming. 
Organic farming is a production method that is 
intended to be sustainable and harmonious with the 
environment. It prohibits the use of  synthetic 
fertilizers and pesticides, products produced by gene-
modification techniques, irradiation as a preserving 
process, sewage sludge as fertilizer, and synthetic 
processing aids and feed additives. 

According to Codex Alimentarius (FAO/WHO) 
organic agriculture is a holistic production 
management system which promotes and enhances 
agro ecosystem health, including biodiversity, 
biological cycles and soil biological activity. The word 
"organic" refers to the way farmers grow and process 
agricultural products, such as fruits, vegetables, 
grains, dairy products and meat. Organic farming 
practices are designed to encourage soil and water 
conservation and reduce pollution. Farmers who 
grow organic produce and meat don't use 
conventional methods to fertilize, control weeds or 
prevent livestock disease. 

Food is a basic necessity for human beings. With the 
economic development starting from the 1990s, 
Indian citizens are spending more on food and are, 
thus, increasingly concerned about the quality of  the 
food that they eat. The average amount spent on food 
per household is predicted to grow from 34,552 
Indian rupees in 2005 to 61,569 Indian rupees in 2025 
(Abhay Joshi and Koichi Hioki). The economic 
expansion is altering Indian life in all aspects, it, 
particularly, affects demographic variables, such as 
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The current study is on the socio-demographic of  
origin fruits and vegetables consumer. The socio-
demographic characteristics of  consumers may be of  
interest for marketers for two basic reasons: their 
suitability to segment the markets and their influence 
on consumer behaviour. Because segmentation 
strategies benefit both marketers and consumers, 
persistently, researchers and firms look for the most 
adequate bases to divide markets. The classical 
approaches to segmentation, such as demographic, 
psychographics and behavioural schemes are well 
known and used. 

The popularity of  demographic segmentation might 
be explained by three different reasons: 

a) Consumer behaviour is often associated with 
demographic variables (e.g., Baker and 
Burnham, 2001; Kotler, 2004); 

b) Demographic variables are easier to 
measure, convenient to collect and cost 
effective (e.g., Schiffman and Kanuk, 1999; 
Wedel and Kamakura, 1999); and 

c) If  the target market is segmented with 
personality or behavioural type variables, the 
link back to demographic characteristics is 
necessary to estimate the size and the 
instruments needed to reach a certain market 
(Cavicchi et al, 2005). 

However, the use of  demographics as segmentation 
criteria also faces high criticism, mainly because, 
these variables are not considered sufficient to design 
a sustainable marketing strategy (Lea, 2005; 
Chryssohoidis, 2005, Yankelovic, 2006; Gonzalez, 
2006). Nevertheless, in a comparative evaluation of  
demographics and psychographic (e.g. life-styles, 
motivation or personality) variables, both exhibited 
equivalent capabilities to market-segmenting 
(Lin, 2002). 

According to Callingham and Baker (2002), there are 
many ways of  classifying people in order to attempt 
to understand them and predict their behaviour. The 
simplest of  these is to take very obvious demographic 
characteristics, such as age, gender and place of  
residence, and assume that there are important 
unifying principles with these groups, which 

educational attainment, family structures, and the 
female workforce. People’s income growth and more 
capitalistic ideas have changed their purchasing 
behaviors. They have become more concerned about 
food safety than about quantity, and, thus, they 
demand pesticide- free organic foods. The objective 
of  this research is to examine the changes in Indian 
consumers purchasing behavior towards organic 
foods on the basis of  their demographic variables.

Significance of  the study

As the organic market grows, a natural question 
arises: who is buying organic food?   Gaining insight 
into this issue is more than just an intellectual 
exercise, as retailers and members of  the organic 
industry (for example, farmers, processors, 
distributors) can further maximize profits by 
understanding who buys their products and how to 
configure the value proposition vis –a- vis this 
understanding.

One approach to discovering who buys organic food 
is to develop a profile of  the organic consumer by 
analyzing purchase and household demographic 
data, with the intent of   identifying which consumers 
are more likely to buy organic food, or in this case, 
organic fruits and vegetables.

A huge dichotomy is witnessed in the Indian organic 
food industry. On one hand India has demonstrated 
and displayed a huge potential and becoming a major 
supplier in the Global organic food market and on the 
other hand the domestic consumption of  organic 
food is very miniscule and is at infant stage. 
Understanding the psychology of  the domestic 
organic food consumer is the first step in boosting 
the demand of  the same.

Literature review

The literature’s current uncertainty regarding the 
organic food consumer is not for lack of  trying. 
Empirical researchers in both the US and Europe (the 
top organic food markets ) have tackled many 
questions related to the consumption of  organic food 
products in their respective regions, including assessing 
consumer valuation of  organic food and developing a 
pro? le of  a typical organic food consumer. 

An Empirical Comparison of  the Effect of  Demographic Characteristic on Select Promotional Mix Adopted by Organic Food Sellers in Mumbai and Navi Mumbai

common sense and experience suggest there are. 

In the description of  his model of  consumer food 
choice, Steenkamp (1997) argued that the influence 
of  socio-demographic factors (e.g., age, education, 
size of  household and employment status) is 
pervasive, affecting various stages of  the consumer 
decision process. Also, Callingham and Baker (2002) 
and Kearney et al (2000) argued that there is a shared 
assumption that some form of  unifying principle is 
associated with demographics, which allows them to 
be used as surrogates for a series of  needs associated 
either with values or with circumstances and which 
are useful in prediction.

Despite the numerous studies examining the links 
between demographic characteristics and the 
likelihood of  buying organic products, to date, 
research yields con? icting ? ndings. Only one aspect – 
education – yields consistent results, with nearly all 
studies suggesting that consumers with higher levels 
of  education are more willing or likely to purchase 
organic products (Cicia et al., 2002; Fotopoulos and 
Krystallis, 2002; Krystallis et al., 2006; Magnusson et 
al., 2001; Zepeda and Li, 2007; Dimitri, 2010). A 
consensus about the impact of  other explanatory 
variables has yet to emerge. For example, some ? nd 
that households with children under 18 are more 
likely to purchase organic produce (Thompson and 
Kidwell, 1998; Loureiro et al., 2001). Yet others ? nd 
that the presence of  children under 18 reduces the 
probability of  buying organic food (Zepeda and Li, 
2007), or that children in the household have no 
impact (Durham, 2007). Income similarly yields 
mixed ? ndings: higher income households are more 
likely to purchaser organic produce (Govidnasamy 
and Italia, 1990; Loureiro et al., 2001), but others ? nd 
that income is unrelated to the likelihood of  buying 
organic food (Durham, 2007). The effect of  ethnicity 
on the likelihood of  buying organic food yields 
contradictions as well.

Results from previous studies using surveys are often 
fragmentary and sometimes inconsistent. Thompson 
(1998) summarized studies prior to 1997 on the 
impact of  demographic characteristics on the 
likelihood of  consumption of  the organic foods. His 
study revealed some contradictory findings about the 
effect of  income, age, and educational attainment on 

likelihood of  consuming organic foods. More recent 
survey studies also had different conclusions on the 
impact of  income on consumption of  organic food. 
A survey conducted by Hartman Group in 2002 
showed that over half  of  those who frequently buy 
organic foods in the United States have incomes 
below $30,000, and African-Americans, Asian-
Americans, and Hispanics use more organic products 
than Caucasians. The results of  Hartman Group 
survey are interesting, given that a USDA ERS study 
that found that low-income households eat less fresh 
fruits and vegetables than higher-income households 
(Blisard et al., 2004). 

Thus, additional research on who buys organic foods 
is needed (Oberholtzer et al., 2005). 

There are several factors which affects the awareness 
level of  organic foods among the consumers. It has 
been empirically investigated that socio-
demographic profiles, food buying behaviour and 
nutritional knowledge of  the consumers are most 
likely to affect the awareness level and purchase 
decisions of  organic foods (Gracia and Magistris, 
2007; Tsakiridou et al., 2006; Lockie et al., 2004; 
Millock et al., 2004; Briz and Ward, 2009). 

Consumers with high income often buy organic food 
to reflect on their awareness and status (Gracia and 
Magistris, 2007; Santucci, 1999). The age factor does 
not seem to play an important role however, few 
studies have resulted that younger are more aware of  
organic food and seeming slightly more willing to pay 
for purchase the same (Stevens-Garmon, 2007). 
Education is described by various researches as an 
important factor of  awareness and purchase motive 
of  organic food (Idda et al., 2008; Gracia and 
Magistris, 2007; Santucci, 1999). Consumers with 
higher education are more likely to buy organic food 
products (Gracia and Magistris, 2007). Gender and 
size of  family are also critical to awareness and 
purchase of  organic food. It is women who buy 
organic food in larger quantity and more frequently 
than men (Arvanitoyannis and Krystallis, 2004). 
Households with smaller family size are found to 
more aware of  organic food and showing attitude of  
willingness to pay for organic purchase (Idda et al., 
2008). Presence of  children in family positively 
influences the organic food purchase (Solar and 

An Empirical Comparison of  the Effect of  Demographic Characteristic on Select Promotional Mix Adopted by Organic Food Sellers in Mumbai and Navi Mumbai
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these sold in markets.

H : There is no significant difference between 04

various groups based on age / income/ qualification 
/ marital status / city of  residence / gender in   
getting to know about organic fruits and vegetables 
through events held by farmers to promote the 
product.

Methodology

Data was collected by administering a structured 
questionnaire via email to 157 respondents. Email 
was sent at random to approximately 1000 individuals 
requesting them to fill the survey from. 

Data analysis 

The measured variable was checked for normality 
and was found to be not normally distributed hence 
the comparison of  mean across binary variable was 
done by Mannwhitney U test and that across more 
than two levels was done by Kruskal Wallis test.

Interpretation

There is no significant difference in awareness 
generated by advertisement, through friends (WOM), 
and seeing organic F& V being sold in markets. There 
is significant difference in awareness generated by 
events (conducted by organic food farmers) among 
residence of  Mumbai and Navi Mumbai. 

There is no significant difference in awareness 
generated by advertisement, through friends (WOM). 
There is significant difference in awareness generated 
by seeing organic F& V being sold in markets and 
events (conducted by organic food farmers) and 
among different age groups of  people residing in 
Mumbai and Navi Mumbai.

There is no significant difference in awareness 
generated by advertisement. There is significant 
difference in awareness generated by seeing organic 
F& V being sold in markets, events (conducted by 
organic food farmers) and through friends (WOM) 
among different income groups of  people residing in 
Mumbai and Navi Mumbai.

There is no significant difference in awareness 
generated by all promotional tools under study 
(advertisement, through friends (WOM), seeing 

Sanchez, 2002; Thompson and Kidwell, 1998).

Further, majority of  such researches were carried out 
in developed countries, and hence the consumer 
awareness and preferences for organic food in 
developing world is mostly unknown. Therefore, 
there is an urgent need to investigate the demand 
status of  organic food particularly in developing 
countries such as India. As consumer knowledge and 
awareness is an important driver to growth in the 
organic food market, therefore an investigation of  
consumers’ attitude and be haviours towards organic 
food may help both consumers of  organic interest 
and marketers of  organic food. The present study 
aims at analyzing the factors affecting awareness level 
of  consumers on organic food products, using a 
structured survey of  157 respondents in Mumbai and 
Navi Mumbai. As awareness and knowledge on 
various attributes of  organic foods is fundamental for 
creating market demand for organically grown 
products, this study explores the comparison of  
effectiveness of  some promotional tool used to 
generate awareness of  organic fruits and vegetables   
among various consumer groups. 

Objective

The objective in this study is to compare the difference 
in the effectiveness of  advertisement, hearing from 
friends, seeing in the market, and events by farmers in 
generating awareness across listed demographic 
characteristic in Mumbai and Navi Mumbai.

Hypothesis 

H : There is no significant difference between 01

various groups based on age / income/ qualification 
/ marital status /city of  residence / gender in their 
viewing of  organic fruits and vegetables 
advertisement.

H : There is no significant difference between 02

various groups based on age/income/ qualification / 
marital status/city of  residence/gender in   getting to 
know about organic fruits and vegetables from 
friends.

H : There is no significant difference between 03

various groups based on age/income/ qualification / 
marital status / city of  residence / gender in   getting 
to know about organic fruits and vegetables by seeing 

An Empirical Comparison of  the Effect of  Demographic Characteristic on Select Promotional Mix Adopted by Organic Food Sellers in Mumbai and Navi Mumbai An Empirical Comparison of  the Effect of  Demographic Characteristic on Select Promotional Mix Adopted by Organic Food Sellers in Mumbai and Navi Mumbai

Age (Kruskal wallis test) Nd (0.055) Nd(0.136) D (0.030) D (0.015)

Income (Kruskal wallis test) Nd (0.421) D(0.018) D(0.004) D 0.038

Qualification (Kruskal wallis test) Nd(0.718) Nd(0.208) Nd(0.234) Nd(0.127)

Marital status (Mann Whitney U test) Nd(0.321) Nd(0.222) Nd(0.228) Nd(0.118)

City of  residence (Mann Whitney U test) Nd(0.536) Nd(0.833) Nd(0.575) D(0.048)

Gender (Mann Whitney U test) Nd(0.848) Nd (0.666) Nd(0.714) Nd(0.150)

0 1 2 3

V6 
(I have seen 

Advertisement 
of  organic 

F&V)

V7 
(I have heard 
about organic 

F&Vfrom 
friends)

V8 
(I know about 
organic F & v 
because I have 

seen these 
being sold in 

markets)

V9 
(There are 

events held by 
farmers 

groups to 
promote and 
sell organic 

F &V)

organic F& V being sold in markets and awareness 
generated by event (conducted by organic food 
farmers)) across groups based on qualification, 
marital status and gender among residence of  
Mumbai and Navi Mumbai. 

Recommendation

Awareness generated by advertisement is neutral of  
age, income, marital status gender, and city of  
residence. Advertisement may be the best 
promotional tool to be used when awareness is to be 
generated across all demographic group. Across all 
promotional types the most efficient is through the 
observation of  sale happening in market. 

Awareness generated by events differs in individuals 
belonging to different age groups, income groups and 
city of  residence. If  marketers is segmenting the 
market according to this demographic variable then 
the promotional mix tools will change accordingly.
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Appendix 

Tests of  Normality

aKolmogorov-Smirnov Shapiro-Wilk

Statistic df Sig. Statistic df Sig.

6) I have seen advertisement of  organic fruits .136 157 .000 .923 157 .000
     & Vegetables
7) I have heard about organic fruits and .166 157 .000 .925 157 .000
    vegetables from my friends
8) I know about organic fruits and vegetables .162 157 .000 .911 157 .000
    because I have seen these being sold in 
    markets
9) There are events held by farmers groups to .192 157 .000 .895 157 .000
    promote and sell organic fruits and
    vegetables

a. Lilliefors Significance Correction

Difference of  effectiveness of  promotional mix as per Age 

a,b
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Chi-Square
df
Asymp. Sig.

12.323
6

0.55

9.731
6

.136

13.999
6

.030

15.701
6

.015

a. Kruskal Wallis Test
b. Grouping Variable: 63) Age

Difference of  effectiveness of  promotional mix as per monthly household income

a,b
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Chi-Square
df
Asymp. Sig.

7.081
67

.421

16.908
7

0.18

20.903
7

.004

14.868
7

.038

a. Kruskal Wallis Test
b. Grouping Variable: 67) Monthly house hold income

Difference of  effectiveness of  promotional mix as per Qualification

a
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Chi-Square
df
Asymp. Sig.

1.345
3

.718

4.551
3

.208

4.265
3

.234

5.711
3

.127

a. Kruskal Wallis Test
b. Grouping Variable: 64) Qualification

Difference of  effectiveness of  promotional mix as per marital status

a
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Mann-Whitney U
Wilcoxon W
Z
Asymp Sig. 
(2-tailed)

2743.500
5299.500

-.992
.321

2679.500
5235.500

-1.221
.222

2683.000
5239.000

-1.206
.228

2585.000
5141.000

-1.564
.118

a. Grouping Variable: 68) Marital status

Difference of  effectiveness of  promotional mix as per city of  residence

a
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Mann-Whitney U
Wilcoxon W
Z
Asymp Sig. 
(2-tailed)

2330.500
3320.500

-.618
.536

2433.00
3423.000

-.210
.833

2344.500
3334.500

-.560
.575

1988.000
2978.000

-1.978
.048

a. Grouping Variable: 73) Your city of  residence

Journal of  Development Research Appendix
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Difference of  effectiveness of  promotional mix as per Gender

a
Tests Statistics

6)  I have seen 
advertisement of  
organic fruits & 

Vegetables

7) I have heard 
about organic 

fruits and 
vegetables from 

my friends

8) I know about 
organic fruits and 
vegetables because 
I have seen these 

being sold in 
markets

9) There are events 
held by farmers 

groups to promote 
and sell organic 

fruits and 
vegetables

Mann-Whitney U
Wilcoxon W
Z
Asymp Sig. 
(2-tailed)

2962.000
7057.000

-.191
.848

2895.000
5173.000

-.432
.666

2913.000
7008.000

-.367
.714

2615.500
6710.500

-1.441
.150

a. Grouping Variable: 62) Gender

OLAP Cubes

Mean

6) I have seen advertisement of  3.210
    organic fruits & Vegetables
7) I have heard about organic fruits 3.318
    and vegetables from my friends
8) I know about organic fruits and 3.605
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.217
     groups to promote and sell 
     organic fruits and vegetables

63) Age: Total

OLAP Cubes

Mean

6) I have seen advertisement of  3.169
    organic fruits & Vegetables
7) I have heard about organic fruits 3.277
    and vegetables from my friends
8) I know about organic fruits and 3.561
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.182
     groups to promote and sell 
     organic fruits and vegetables

67) Monthly house hold income:   Total

OLAP Cubes

Mean

6) I have seen advertisement of  3.213
    organic fruits & Vegetables
7) I have heard about organic fruits 3.316
    and vegetables from my friends
8) I know about organic fruits and 3.600
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.232
     groups to promote and sell 
     organic fruits and vegetables

64) Qualification: Total

OLAP Cubes

Mean

6) I have seen advertisement of  3.224
    organic fruits & Vegetables
7) I have heard about organic fruits 3.327
    and vegetables from my friends
8) I know about organic fruits and 3.609
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.224
     groups to promote and sell 
     organic fruits and vegetables

68) Marital status: Total

OLAP Cubes

Mean

6) I have seen advertisement of  3.210
    organic fruits & Vegetables
7) I have heard about organic fruits 3.318
    and vegetables from my friends
8) I know about organic fruits and 3.605
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.217
     groups to promote and sell 
     organic fruits and vegetables

73) Your city of  residence: Total

OLAP Cubes

Mean

6) I have seen advertisement of  3.210
    organic fruits & Vegetables
7) I have heard about organic fruits 3.318
    and vegetables from my friends
8) I know about organic fruits and 3.605
    vegetables because I have seen 
    these being sold in markets
9) There are events held by farmers 3.217
     groups to promote and sell 
     organic fruits and vegetables

62) Gender: Total
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Abstract:

With the change in the government ‘Make in India’ 
has become a driver for economic development, 
leading a way to rise in the entrepreneurial aspirations 
amongst the youth. This study aims at understanding 
the perception of  management students towards 
this initiative as a stepping stone for taking up 
entrepreneurship as a career. Government initiatives 
are of  great potential for the establishment of  new, 
small, business. There is huge opportunity for 
developing management graduates as entrepreneurs. 
However, this needs to be explored by the education 
systems. This study was conducted for students 
pursuing post graduate management education from 
affiliate college of  Mumbai university, Mumbai. A 
total of  200 questionnaires were sent and out of  
which 65 management students responded. The 
research shows that majority of  respondents were 
aware about Make in India programme and were 
inclined to become an entrepreneur. But it was 
observed that other factor such as family business, 
social, financial factors and willingness also had an 
impact on perception of  the student to take up 
entrepreneurship.

Key words: Make in India, Entrepreneurship, 
Management students

Introduction:

Make in India is an initiative by the Government of  
India to encourage Multinational Companies and 
domestic companies to manufacture their products in 
India. It was launched by Prime Minister, Narendra 

Modi on 25 September 2014. The major objective 
behind the initiative is to focus on 25 sectors of  the 
economy for job creation and skill enhancement. 
Some of  these sectors are: automobiles, chemicals, 
IT, pharmaceuticals, (Wikipedia) textiles, ports, 
aviation, leather, tourism and hospitality, wellness, 
railways, design, manufacturing, renewable energy, 
mining, bio-technology, and electronics. (PM Modi at 
Make in India Launch May 2015)The initiative hopes 
to increase GDP growth and tax revenue. (PM Modi’s 
Make in India speech)The initiative also aims at high 
quality standards and minimizing the impact on the 
environment. (Hindu Business, December 2014) The 
initiative hopes to attract capital and technological 
inputs in India.

The government  a ims to  es tab l i sh  ten 
MSME–Samsung Technical Schools at MSME 
Technology Centers for conducting joint training 
program at various parts of  the country. “This is one 
of  the possible models under which the training 
imparted to youth, increases to a great extent the 
possibility of  their subsequent employment as well as 
motivates them to establish their own enterprises. It 
shall provide students trade-specific training on 
repair and troubleshooting for consumer electronics 
products such as mobile phones, televisions, home 
theaters and home appliances. Additionally students 
will also be to educated in soft skills that will further 
enable them provide exemplary customer service,” 
said the press release from the Ministry for MSME. 
(Business Standard, May2015)

Seema Sant, Associate Professor &  Swapnil Kshirsagar, Assistant Professor VESIM Mumbai

Make in India: Entrepreneurship as a career choice among management student, Mumbai

Objectives of  the study

1. To understand the awareness of  ‘Make in India’ 
among management students

2. Perception of  the management students to 
become entrepreneurs

3. To find out influence of  social and environmental 
factors around a management student in his 
making a decision to opt for entrepreneurship.

4. To find out the perception of  the management 
student in facilities available which enable them to 
take up entrepreneurship

Literature Review 

Country’s economic growth and sustainability can 
happen by encouraging government initiatives like 
“Make in India”; which boosting Entrepreneurship 
as a strategy for economic development. According 
to Cole, Entrepreneurship is the purposeful activity 
of  an individual undertaken to initiate, aggrandize 
profit by production or distribution of  economic 
goods and services. Entrepreneurship is a very old 
concept, according to which anyone who runs a 
business is called an entrepreneur. The more precise 
meaning of  entrepreneur is; one who perceives a 
need and then brings together manpower, material 
and capital required to meet that need. There are 
many views and opinions on the concept of  
entrepreneurship forwarded by some of  the world 
famous management gurus and economists as 
mentioned below which will help in understanding 
this concept.

Schumpeter's Definition:

The entrepreneur in an advanced economy is an 
individual who introduces something new in the 
economy-a method of  production not yet tested by 
experience in the branch of  manufacturing, 
concerned, a product with which consumers are not 
yet familiar, a new source of  raw material or of  new 
markets and the like”(Joseph Schumpeter ,1951)

Adam Smith

The entrepreneur as an individual who forms an 
organization for commercial purpose. He/ She are a 
proprietary capitalist, a supplier of  capital and at the 

same time a manager who intervenes between the 
labor and the consumer.

“Entrepreneur is an employer, master, merchant but 
explicitly considered as a capitalist” (Taneja & Gupta, 
2006)

Richard Cantillon

“A person who pays certain price for a product to 
resell it at an uncertain price thereby making decision 
about obtaining and using resources while assuming 
the risk of  enterprise”(Richard Cantillon,1931)

Entrepreneurship consists of  three dimensions 
working together: conducive framework conditions, 
well-designed government programme and 
supportive cultural attitudes.

Entrepreneurship has been ‘embedded in the 
Indian genius and is a part of  its tradition’ ®. 
Gopalakrishnan). To quote the renowned 
economist, T. N. Srinivasan, ‘India has been an 
entrepreneurial society. We had the entrepreneurial 
skill but suppressed it for too long a time... and 
now it is thriving.’(Interview Hindu Business Line) 
The entrepreneurial spirit is an ongoing characteristic 
of  India’s history, particularly visible in a number of  
communities engaged primarily in trading (Tripathy). 
Traditionally, the Entrepreneurship of  such 
communities is facilitated principally by the 
successful use of  informal ‘entrepreneurial 
ecosystems’ and interdependent business networks 
(Melvin Weber).Entrepreneurship as a career choice 
has established some empirical evidence in the 
literature for more than a decade, works of  Mitchell 
(2005), Morris, Lewis and Sexton (1995), Bird (1988), 
Boyd and Vozikis (1994) have spark studies under 
entrepreneurial intention label. Student career 
expectations are influenced by a variety of  factors 
such as the changing career world, characteristics of  
various careers, financial factors, education-related 
factors, family background and role models (Von 
Broembsen et al., 2005; Kroon & Meyer, 2001)

Recent surveys, such as those undertaken by 
Goldman Sachs and Pricewaterhouse Coopers, 
have estimated that India has the potential to be 
among the world’s leading economies by 2050. 
(Goldman Sachs’BRIC) Further, India’s economy 
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respondents out of  which 65 responded. A reminder 
was also sent. The respondents were selected random 
by using convenience sampling method. The sample 
respondent comprised of  45% female and 55% male. 

Statistical Tools

The questionnaire made use of  close - ended 
questions on a five point Likert scale. Descriptive 
statistics were computed and results presented via 
table and pie charts.

Analysis and Interpretation of  data

1. Demographics of  Respondents:  Since 
perceptions are shaped by people’s interactions 
with the world, the study captured demographic 
characteristics of  respondents in a bid to elicit 
environmental factors and their influence on 
students ‘perception towards entrepreneurship.

can potentially gain significantly from the country’s 
characteristic features - a democratic open society, a 
strong technology base (with capacity for 
leapfrogging), unparalleled diversity, vibrant capital 
markets (including growing private equity and 
venture capital markets), an increasingly youthful 
population (50% of  India is 25years and younger), a 
sizeable market of  a large number of  customers with 
vast unmet needs as well as an environment of  full 
and free competition in the private sector.(Vijay 
Govindarajan 2007) Hence Make in India initiatives 
further enhance the entrepreneurs. At a general level, 
the multi-dimensional nature of  the required 
entrepreneurial skills originates in education and 
involves a combination of  critical (objective, 
analytical and logical) as well as creative and 
empathetic (lateral, imaginative and emotional) 
(David Kirby, 2003)

Perceptions about entrepreneurship may affect the 
supply side and the demand side of  entrepreneurship. 
On the supply side, or the pool of  potential 
entrepreneurs, important perceptions include both 
willingness and perceived ability to become an 
entrepreneur (Davidson, 1991). Perception plays a 
critical role in entrepreneurship. If  a person has a 
positive perception towards entrepreneurship it is 
likely that the person will engage in an entrepreneurial 
act (GEM, 2010).

Research Methodology 

Data Collection: Both primary data and secondary 
data were collected for the study.

Primary Data &Secondary Data

Primary data was collected from the respondents 
using questionnaire through email. Secondary data 
was collected from the books; magazines and the 
journals published and also from the related articles 
published in the refereed journals

Sample Selection

The population for the study was first & second year 
post graduate students of  management studying in 
affiliated colleges of  Mumbai. They were considered 
as sample respondents for the successful completion 
of  the research work. Questioners were mailed to 200 

Table 1: Demographics

Gender Percentage

Male 55

Female 45

Family background

Business 41

Non Business 59

Work Experience

None 59

0-2 years 24

More than 2 years 17

Family income per month

Less than Rs.25000 24

Rs. 25001-Rs.50000 38

Rs. 500001- Rs.75000 15

Rs. 75001 and above 23
Source: Compiled from data

Make in India: Entrepreneurship as a career choice among management student, Mumbai

As per Table 1:  

• 41% of  students had a background of   family 
business and 59% did not had a background of   
family business. 

• 59% respondents were fresher’s,  24% had 0-2 
years of  experience and 17% had above 2 years 
of  work experience. 

• 24% respondents had family income of  less than 
Rs. 25000, 38% had family income between 

18

Make in India: Entrepreneurship as a career choice among management student, Mumbai

Rs. 250001-50000, 15% had family income 
Rs. 50001-75000 and 23% had family income 
above Rs. 75000 per month.

2. Perception of  management students: 
Perception is the way a particular person thinks 
about the reality; it is a subjective reality (Lindsay 
& Norman, 1977). All Figures are compiled from 
data collected

Figure 2.1 shows that 89% management students are 
aware of  the ‘Make in India’ initiative of  the 
government which is a positive sign. 

Figure 2.2 depicts that 62% respondents are positive 
toward opting for entrepreneurship.
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As per figure 2.3, 26% strongly agree and 43% agree 
that the social and environmental factors plays a vital 
role in choosing entrepreneurship as a career option. 

As per figure 2.4, 52% students perceive that 
there are facilities which enable them to take up 
entrepreneurship However we observe the 
perception regarding the facilitating factors we can 
conclude that a slight decline in the agreement levels 
with the level being marginally above the 50% mark 
which we can infer from figure 2.4. The findings 
indicate that while these overall factor may have an 
influence, the influence may not necessary be 
positive.
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3. Business background students willingness to 
take entrepreneurship

Entrepreneurship aspirations are more likely to be in 
the families where parents had there own business.

Students were also asked to indicate whether they 
belong to a family which owned business. The 
purpose of  this was to investigate whether family 
business influence student’s choice of  an 
entrepreneurial career path. 

As per figure 3.1, 52% strongly agreed and 15% 
agreed that having a family business background 
makes one more likely to take up entrepreneurship. 
But there is a doubt in about 25% respondent’s mind 
regarding the business background being a factor in 
choosing entrepreneurship.

Make in India: Entrepreneurship as a career choice among management student, MumbaiMake in India: Entrepreneurship as a career choice among management student, Mumbai
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Figure 3.2 depicts that the students with a strong 
financial background have shown more willingness to 
take up entrepreneurship. It is observed that students 
having higher family income had higher readiness as 
compared to those with low annual family income to 
opt for entrepreneurship.

'Make in India' a trigger for students 
to take up entrepreneurship 

Figure 3.3
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As per figure 3.3, 43% of  the students agreed or 
strongly agreed ‘Make in India’ is a trigger for 
students to take up entrepreneurship.

Conclusion 

‘Make in India’ is a recent initiative which was started 
by the Government of  India to motivate the youth to 
take up entrepreneurship. It is expected that it will 
serve as a trigger to the youth and create a new pool 
of  first generation entrepreneurs. Considering the 
trend of  responses it can be stated that ‘Make in 
India’ has been able to create a buzz in the market. Its 
launch at a grand scale has been quite impressive in 
terms of  creating awareness in the country. 
Awareness amongst the management students has 
increased. The ideology of  the entrepreneurship 
movement has enthralled one and all.  However the 
social and environmental factors like having a family 
business background, financial stability, support 
from family members etc. still drive the individuals 
decision to take up entrepreneurship. As the Indian 
society is very socially conscious, the social factors 
often play a very significant role for an individual in 
deciding the career. This is quite evident from our 

analysis which inferred that respondents having a 
business background and a strong financial backing 
are more willing to take up entrepreneurship. 
Also even if  the drive is there, their is no definite 
certainty on the facilities aiding individuals to 
take up entrepreneurship. 

There may be a doubt in the minds of  the individuals 
with respect to the aid they will get if  they want to take 
up entrepreneurship. There is a need for laying a 
strong foundation for providing facilities at institute 
and also at government level to further encourage 
and motivate students to take up entrepreneurship. 
Hence ‘Make in India’ may have been an awareness 
and curiosity creating campaign, but the facilities for 
the development of  entrepreneurship need to be 
increased and a lot of  ground work is still required to 
be done.
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Abstract:

This has been a dream long in existence. “Connecting 
people” to “One world”. The technovation world has 
been working on enabling the society to become 
more interconnected to an ever upgrading level; 
hence marketing through all media channels is an 
advent which is here to stay. As an increasing number 
of  marketers across the world continue to alienate 
from the permanent world and flock to an audience 
consuming media in vast quantities, how should new 
marketers and more importantly start-ups use media 
channels to build a brand?

Are the traditional mediums of  communicating, 
keeping in touch and building relations with the 
market no more relevant? Should the start-ups 
consider the ever evolving and fast adapted digital 
platform for its promotion requirements? Or is a 
mixed model of  media communication more 
appropriate. 

New Start-ups should realize that the future of  
marketing is social, the transition from virtual reality 
to augmented reality. In terms of  Social networking 
media, augmented reality offers a number of  
possibilities. The technology is the catalyst driving 
digital integration with the real world. Marketers need 
to stay cognizant of  multiple choices of  aninfluential 
factor and understand the implications and 
consequences of  the new paradigm. While traditional 
mediums cannot and should not be igwnored, start-
ups can benefit both in terms of  cost and reach with 
the use of  the fast emerging non-traditional and 
digital media platforms.

Considering the Emerging trends in marketing, this 

Purpose and use of  Media Channels 
by Start-ups to Build a Brand

conceptual paper looks at why how start-ups can use 
a combination of  different media channels to create a 
brand and do well by infusing freshness into their 
communication.

Keywords: Digital media, start-ups, traditional 
media, branding.

I. Introduction:

The age of  one-way messaging is over. “Since 1980’s 
digital was a utopian dream for the enthusiastic and 
digital technologies have arrived as revolutionary if  
not redemptive development.” (Digital Landscape 
and Consumer Communication, May-August 2015). 
Communication and technology have shrunk the 
world profoundly. The first stage of  India media 
consumption involved the era where large chunks of  
people used to live in ‘media dark areas’ with no 
access to either a television set or a radio. Considering 
the growth in the exposure to media channels 
presently, the relevance of  media has become more 
significant. Different media generate approximately 
INR1026 billion (FICCI-KPMG, 2015) by touching 
our lives. 

While on the one hand, the relevance of  conventional 
mediums is always to be there, a thought is also there 
which indicates that it is time for companies and 
marketers to break away from the age old marketing 
methods and move towards exploring the newer and 
more cost effective and easy to use mediums. This is 
also becoming a necessity as start-ups are under 
extreme resource constraints and initially they need 
to have the ability to drive customer acquisition 
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growth. Every large company was once a start-up 
struggling to survive, yet only a small percentage of  
all start-ups are able to thrive in the long run 
(Kurtzman, 2005). Start-ups are fortunate as there are 
is no previous perceptions of  the start-up and thus it 
is the entrepreneur/founder who can create the 
desired corporate brand. Start-ups are the only 
companies that are able to build their own brand from 
a clean slate (Nyman, 2013). A well-planned strategy 
needs to be framed and executed where targeting 
customers who always look out for a superior 
solution to the most critical problem can be the early 
stage adopters of  the product and then the brand 
eventually.The beginning of  2004 was revolutionary 
when people across the globe were publishing online 
and started connecting with people through Social 
Media. Tapping into the amplification of  social media 
is not an isolated approach that is about capturing 
Facebook likes. It is about building an online brand 
through “crowd sourced marketing” that is 
continuous and sustainable. (Bullas, 2012)

Rationale of  the Study

The marketing field has been evolving, shift of  the 
interactive platform from offline to online have led to 
companies changing their marketing plans and 
incorporating the internet banner to capture the 
online audience. Given the complexity and diversity 
of  human behavior, the manner in which a brand is 
perceived will differ across products, customer 
groups or situations as well. Start-ups need to create a 
marketing communication model where at each stage 
companies will communicate using different 
platforms, engage at different touch-points and 
retain customers to build profitable, long-term 
relationships. The level of  maturity for every business 
differs across regions and also across the level at 
which the product, brand or business is in the Life 
Cycle so to say.To create high degree of  involvement 
a brand needs to comprehend marketing approaches 
that may not be relevant today but may have a 
different story tomorrow.Through this study, we 
attempt to recognize the pattern of  Omni-channel 
techniques adopted by new companies to give more 
inclusivity.

Literature Review

The start-up ecosystem

India is the 4th largest country after US and China 
with 3,100 start-ups now and will achieve the target 
of  10,000 by 2020. With increase in the creation of  
startups employability from these entrepreneurs goes 
from 65-75k now to 250-300k by 2020. (NASSCOM) 
The ecosystem is supported by growing number of  
mentors, venture capitalists and organizations such as 
incubators, accelerators and academic programs 
which provide start-ups with growth advice and 
decision-making tools. India has the most accessible 
startup ecosystem comprising of  talent, smart 
money, evolving technology, consolidation activities 
a n d  i m p r e s s i v e  g o v e r n m e n t  s u p p o r t .  
(Ramachandran, 2016).Currently, start-ups are 
adopting three fold approaches; first adopting 
innovative approaches to retain and attract the 
untapped markets, second start-ups are consolidating 
and buying other start-ups, third they are adopting 
new marketing channels for increased lead generation 
and customer acquisition. 

Moving ahead in changing times

Due to lack of  strategic planning or inefficient 
resource allocations start-ups have an extremely high 
mortality rate. A successful marketing strategy starts 
with a proper understanding of  the consumer 
decision-making process. With media exposure 
gaining momentum, both online and offline touch 
points form a vital part of  the consumer decision-
makingjourney. With new marketing platforms, one 
is able to do many more activities that one could not 
do before. Earlier consumers were passive in terms 
of  the roles they played. Today, the consumer is not 
only a critical part of  the conversation but also 
involved in product decision making through 
feedback. With the advent of  social media 
engagement, it is possible to create conversations 
with remote clients and also to involve them in the 
research and decision making process.

Low to no cost platforms such as the shared economy 
platforms have aided in cost reduction for start-ups. 
Effective data mining and analysis makes it possible 
to measure the response of  the large and remote 
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population in myriad yet relevant variables. This and 
other such relevant information supports the 
strategic evaluations and decision making for 
companies.  Such platforms measure the 
performance of  company content on the web, report 
back with algorithm generated results and 
suggestions. By making appropriate use of  this, the 
marketers have the opportunity to get acquainted 
with their audience, be liked by them and work 
constructively towards designing products and 
services to gain trust and loyalty.

Emerging Trends

Considering the Emerging trends in marketing, we 
will look at why and how start-ups are using several 
media channels to create a brand and do well by 
infusing freshness into their communication. 

Some of  the reasons for startups to use different 
media channels are observed as follows:

1. Convenience: The Indian consumer is starting 
to mirror his/her global counterpart in seeing the 
internet as a means to receive convenience. As 
Indian consumers seek more convenience online, 
it is leading to the emergence of  innovative 
companies transforming their marketing 
techniques to be adapted to Indian conditions. 
Apart from metros and large cities, even tier II 
and III cities and towns are registering 
considerable sales of  products and services using 
the online channel. (Deepal Joshi, 2016)

An e-commerce start-up in the ecosystem, 
Craftsvilla is growing in the handcrafted goods 
space. To build the Craftsvilla brand the 
positioning strategy adopted is clearly hand-
crafted luxury. The major competition in this 
category is FabIndia. Tapping this perfect 
opportunity Craftsvilla through the social media 
platform has unlocked new markets within India 
and globally to become the most profitable online 
e-commerce company in the world. The company 
spend has stayed below 10% of  sales while 
revenue has grown four times since 2015. 
(Sharma, 2015)

2. Going for Scale: For a Start-up to scale up and 

reach the mass market, outdoor media is the 
perfect platform to build a brand by targeting 
consumers of  different SEC groups. From 
airports, bus stations to taxis and auto-rickshaws a 
number of  start-ups are leveraging outdoor ads. 
(RAO, 2015) Start-ups are experimenting with 
outdoor to capture offline customer’s mind share 
by creating a brand recall and break from 
the clutter. 

For example Faasos the food tech restaurant 
advertises on the back seats of  buses to invoke the 
hunger of  the young office going population and 
create a recall for ordering in food at their work-
place. Another example is Ola cabs which uses the 
grab handles in a bus as a perfect advertising 
means to convey whenever you stand in a 
crowded bus better to take an Ola auto instead.

Some media means that are used by start-ups 
for brand building are: 

1. The conventional route: At India, print media 
will remain as a financially sustainable growth 
industry as it caters to national or regional or 
linguistic audiences. (Freedom of  the Press, 
2015). Print is expected to remain the largest 
contributors to the advertising pie in 2018 as well 
(ibef, 2016). Many start-ups today use the print 
medium to engage with their audiences and 
communicate marketing messages to them. For 
example during Diwali the three e-commerce 
giants-Flipkart, Snap-deal and Amazon 
promoted their respective sales discounts through 
full page ads in the leading newspapers dailies. 
(office chai, 2015)

2. Television: With the expansion in the Indian 
start-up ecosystem the marketing budgets have 
grown manifold. Watching television is a family 
shared social experience and the whole concept 
of  e-commerce and wallets being new to families’ 
television serves as the right platform for reach, 
mass awareness and inducement of  new 
behaviours. For start-ups TV video campaigns are 
always a big dream. Companies like Flipkart, 
Snap-deal, Yebhi and Jabong invest heavily on TV 
campaigns. With millions or even billions of  

funding, now they are bigger than a start-up. They 
have become big brands. Thus,prime-time ads on 
TV act as a platform to establish new behaviours 
across generation gaps.

3. Content Marketing: Content is increasingly a 
factor in both consumer and business decisions. 
As stated by Marcus Sheridan co-owner of  
Warsaw, River Pools and Spas a Virginia-based 
company, the golden rule to content marketing is 
to simply answer questions. He overhauled his 
marketing strategy by shifting his efforts from the 
previous method of  focusing on radio, TV and 
pay per click advertising towards generating sales 
through informational blog posts and videos. 
According to Content Plus, 70% of  consumers 
prefer to know a company through content about 
the firm rather than advertisements. There is a 
move towards the transition from corporate 
centric to customer centric content. (Handley, 
2013)

The leading India based online directory for 
finding restaurants around and one of  the top 
players in the start-up ecosystem Zomato is one 
of  the best businesses when it comes to content 
marketing. They create valuable content in forms 
of  info graphics, videos and campaigns to attract 
and retain customers. Another example of  a social 
media analytics company Simplify 360 started in 
2009 by Bhupendra Khanal relies on its strength 
of  coming up with interesting info graphics 
through collecting and dicing data and presenting 
it in a meaningful way. These strength and abilities 
led to several acquisition offers from companies 
like Adobe and Twitter. (Mehta, 2014)

4. Digital India as a route: The announcement of  
‘Digital India’ to transform India into a digitally 
empowered society, has led to a digital ecosystem 
where eyeballs that earlier used to be captivated by 
traditional media channels such as TV, Print are 
now moving to online channels. The online 
planform, under many circumstances is an 
optimal mechanism for developing consumer – 
brand relationship due to its interactivity. (FICCI-
KPMG, 2015). TV, film censorship, smart-
phones accompanied with the fast increasing 

i n t e r n e t  u s a g e  a t  I n d i a  i s  f u e l l i n g  
entrepreneurship in the internet video space 
leading to rise in digital TV start-ups. For example 
digital channels such as The Viral Fever, Pocket 
Faces and AIB have emerged in last 3-4 years. 
Interestingly, Investors have started participating 
in the series. TVF Pitchers featured many of  the 
wel l-known star t-ups f igures such as 
ZishaanHayath, investor in Ola and Housing. 
(Asia, 2015)

5. The Multi-platformedSelf: The “fourth 
screen” technology -  smartphones, tablets etc. 
have changed the way we communicated 
traditionally. People now exist on multiple 
platforms serving an opportunity for larger 
companies to tap into this new environment. 
Traditional marketing has a wider reach across the 
population but does not carry the potential for 
macro-level consumer-centric engagement which 
social media marketing accomplishes well. 

(Trends, 2014). The idea is to create a simple user 
experience on different platforms to customize 
the information to more controlled individual 
interests. (Jose, 2011)

The food discovery platform Zomato ensures 
that it creates a passionate community around 
itself. Social media has played a very important 
role in building a growing community of  foodies 
which constantly engages with the brand and 
helps the company improve their products and 
services. For Zomato social media is all about the 
relationships they build and foster for the long 
term. Mr. Pramod Rao, VP Marketing, Zomato 
states that the company spends a very minimal 

amount on monitoring tools but as a % of  total 
marketing budget it is negligible. (Social Samosa, 
2012)

New companies have become much savvier, 
targeting smaller groups with special interests across 
a much larger range of  media. With tectonic changes 
rolling the media beyond the advent of  new 
platforms to serve content, marketers must know 
which media channel drives well in certain 
environments and against certain audiences. 

Assessing the Current Approach for established 
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firms and start-ups Looking at the current approach, 
Lead Generation is usage of  media in a way that it 
drives traffic to your website/blog. Start-ups that use 
media smartly know the concept of  regressive 
publicity in which they only pay for the first iteration, 
and rest takes care of  itself. The classic example of  
this type of  media usage is through campus 
placements in the top universities across India. The 
unicorn start-ups such as Facebook/ Flipkart recruit 
one or two fresher’s across universities, at a 1.5 crore 
INR package. By spending only 1.5 Crores a year not 
just gives them a top level employee, but also sets off  
regressive publicity as this becomes a front page news 
in all leading national and regional newspapers, the 
kind of  publicity that would otherwise cost billions. 
When it comes to customer acquisition using social 
media, today start-ups try incentivized ways to lure 
people into becoming their customers. The most 
widespread manner today is giving away the first or 
even subsequent usage of  their product/service for 
free. This is derived out of  those start-ups who want 
quick returns and do not wish to hold on to cash for 
5-10 years. Thus the investors force the start-ups to 
burn more cash than they need to, and acquire more 
market share than they can sustain. The result is that 
the start-ups fail on account of  poor customer 
retention. The classic example in this category is Tiny 
Owl. The start-up hit a dead end in late 2015 after 
burning all of  its investor’s money only into customer 
acquisition, and not generating enough revenue in 
return, to sustain. For start-ups the addictive nature 
of  the product should be enough to turn acquired 
customers into retained customers. (straightdope, 
1985)

Suggested Media tools and channel framework 
for start-ups 

While the general perception is that funding can 
tackle 99% issues for new companies, the Indian 
business sector which is so diverse and fragmented 
may just be an exception. Despite the fact that digital 
is a most grounded suite for new companies however 
to tame the tier-2 segments the new organizations 
have needed to embrace the traditional course. As 
rightly comprehended by Zomato, advanced media 

channels do not always work in Tier-2 urban areas 
when it comes to brand building and image creation. 
Hence, their customer acquisition efforts are also 
directed towards informal exchanges, community 
marketing and word-of-mouth. For example, the 
operations team is always meeting restaurants and 
merchants who are willing to have a Zomato sticker 
on their front entryway.

New businesses need to build up an ideal promoting 
procedure for start-up visibility. In view of  feasibility, 
efficiency and effectiveness an edge work needs to 
dissected and executed. In the feasibility stage given 
the market context, organizations ought to 
concentrate on the versatile (not innovatively 
propelled) configurations, for example, daily paper, 
magazines, radio, SEO, SEM, Blogging, show 
promotions, direct mail and so on. Amid efficiency 
stage given the assets supportable arrangements on 
the premise of  cost-benefit trade off  ought to be 
chosen separated from the plausible promoting 
designs new businesses can mark through digital 
video and online networking. In the last stage that is 
effectiveness stage given the achievable and moderate 
frameworks arrangements, for example, outdoor and 
mobile applications will be the best channel. The 
most innovative model needs to be adopted where the 
start-ups before the promotion activities try to 
identify the different formats and consider the ratio 
between impact and costs. 

AIDAR model – awareness, interest, desire, action 
and retentionperceives the reason and utilization of  
media channels as it distinguishes the cognitive stages 
an individual experiences amid the purchasing 
process. Awareness – creating brand awareness or 
affiliation with your product or service through PR 
campaign or digital marketing campaign, Interest – 
producing enough enthusiasm for the advantages of  
the item and urge the purchaser to begin seeking 
further through direct mail campaign or making 
information available on websites via customer 
reviews, Desire- flaunt the brand identity and make an 
enthusiastic availability through customization and 
making nearby buzz along online and offline 
networking, Action- the moment of  truth where the 
buyer will interact with the company through media 

channels such as Facebook site ( call to reserve) or 
landing page (to receive discount or offer) or inbound 
phone calls, Retention- to retain loyalty and to cross-
sell and up-sell through sign up to mailing lists or 
social media platforms which offer discounts and 
offers. 

Based on the observations and readings, the authors 
propose the following directional framework for 
start-ups on use of  media channels for customer 
acquisition and retention and continuous brand 
building. 

Regional
broadcast
mediums

Regressive
Publicity

Inbound 
marketing
campaigns

Acquisition

Brand building
by the start-up

as a multi-
platformed self

Retention

campaigns 
for cross

selling and 
upselling

Online networking
& effective content

management

Regional Print
mediums

Conclusion

Startup marketing is a complex science. Some great 
ideas have failed due to a lack of  media attention and 
customer awareness. Others have gone under thanks 
to a poor strategy. Still, other great ideas have spiraled 
to billion dollar fame and being a unicorn (Warren, 
2012)Budgets will move to performance driven 
approaches or innovative brand-building models. 
This is not about first-mover advantage; this is about 
observing what everyone else is, and being market 
centric yet different. Rather than to advertise to and 
communicate with everyone  through all possible 
mediums, start-ups need to maintain a balance where 
on one side Above-the-line (ATL) marketing is good 
for top-of-mind recall but with increased clutter and 
avoidance mechanisms, new organizations cannot 
ignore but accept the relevance and importance of  
Below-the-line (BTL) ways. All success stories of  
companies that were once start-ups have years of  

hard work and well thought out strategies behind 
them. Making optimum use of  the limited resources 
with small yet well planned and consistent efforts is 
important. In the early years efforts have to be made 
in the direction of  customer generating brand 
awareness activities and towards acquiring customers 
through advertising and promotions. With time, 
attention needs to be paid to retaining them.  A track 
of  customer retention can be kept by considering 
parameters such as conversion rates, effective 
customer service, personalization of  offers, 
relationship management and  cross-selling and up-
selling to the same customers again. Strong brand 
with positive brand equity can have larger margins, 
increased brand extension opportunities, increased 
marketing communication effectiveness, and 
increased loyalty. High brand equity levels are known 
to lead to higher consumer preferences and purchase 
intentions. Continuous and effective acquisition and 
retention measures are therefore critical

Designing the communication channels for a start-up 
must take into consideration the directional nature of  
the various communication channels and tools. At its 
simplest level, contact channels such as personal 
selling that are dynamic in nature allow the 
opportunities for customer interaction and hence 
personal relationship building which may be 
necessary for relationship building and retention. 
While higher level bidirectional communication is 
associated with higher purchase frequencies 
(Venkatesan and Kumar 2004), initial acquisition 
chances can be increased only when the customer is 
aware about the firm and its offerings prior to the 
personal interaction which is where the appropriate 
and balanced use of  communication channels comes 
into play. 

For any given set of  business and customer response 
parameters, there is an optimal level of  customer 
acquisition and retention which converts into optimal 
acquisition and retention spending levels. The long 
run marketing effectiveness and appropriate budget 
allocation needs to be considered for generating 
customer equity. Developing a communications 
strategy to manage long-term customer profitability 
generally requires a long-term and holistic 
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The case describes the crises faced by management 
education institutes in non-metro city due to 
changing demand and supply equation coupled with 
deterioratingquality and increasing expectation of  
students. 
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Back Ground

The Rai Charitable Trust was founded in 1980 by Late 
Virendra Prasad Rai, father of  Surendra Prasad. The 
objective was   get involved in some philanthropic 
activities mainly to contribute to society. It stared its 
activity in small way by providing scholarships to 
deserving students who wanted to pursue higher 
education. Over a period of  time Surendra Prasad, 
presently chairman of  trust, thought of  setting up a 
college for higher education in Haldia itself. As a 
result, RIMS was founded in 2000. Besides RIMS, 
trust also manages an exclusive school for girls and an 
undergraduate college. Along with education sector, 
the trust is also actively involved in community health 
programs in villages surrounding Haldia town.

The primary interest of  trust was to establish quality 
education centers in industrial town of  Haldia. 

Mr. Surendra Rai had large size engineering company 
located in Haldia industrial area which kept him quite 
occupied to take active interest in activities of  trust. 
However he kept himself  updated about it by regular 
contacts with heads of  activity hubs.  

Till 2007, RIMS was the only management institute in 
Haldia. Offering MBA program which was 
recognized by the ShantiNiketanUniversity. Also, it 

At RIMS, What Next?

was managed by well-known academicians. These 
two factors were primary reasons to pull students to 
RIMS.  There used to be rush of  students to get 
admitted in RIMS. Students with good marks and 
high aptitude score only could manage to get the 
admission at RIMS. The environment in campus was 
vibrant with activities. Along with studies, students 
were equally involved in extracurricular activities.

Infra structure

Situated in industrial town, RIMS had location 
advantage. It was surrounded by many medium and 
small size industries and few large size industries too. 
RIMS was housed in standard I type of  building. It 
had functional size class rooms with necessary 
furniture and required electronic gadgets. The size 
and facilities in library was more of  functional type 
than decorative or attractive in nature. It had adequate 
numbers of  quality books and periodicals to support 
the management education. The students were 
encouraged to spend time in library to update them. 
It also had a canteen facility which is not much used 
by students. Students preferred to eat out side food 
rather than to have food from canteen. This was 
mainly due to quality and taste of  food was not up to 
the preference of  students. There were hostel 
facilities too for our station boys and girls.

Students Profile

Haldia being a industrial town, it had cosmopolitan 
crowd. People from other parts of  country had also 
made Haldia as their home town. There were few 
colleges in and around Haldia offering undergraduate 
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perspective toward the relationship.Start-ups need to 
have a balanced approach from the most macro 
aspect of  their strategy down to the micro and be sure 
that millions of  captive customers would know about 
their product, buy from them, spread positive word-
of-mouth and stay loyal. 
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course in Arts and commerce stream. The nearest 
engineering college was about 150 km away from 
Haldia.

Most of  the students opting admission at RIMS had 
undergraduate degree as BA, BBA or B Com.  Before 
2007, students with engineering background 
constituted about 30% of  total student population as 
compare to present strength of  5%.  Since 2007, B 
Com and BBA constituted bulk of  volume i.e. about 
60- 70 percent. Demographically students opting 
admission come from middle to upper middle class 
family. In most of  the cases father being the only 
earning family member. Some students hailed from 
trader family or had small business set up manly of  
trading activity. At present RIMS followed the 
government policy of  reservation for admission in 
institute of  higher education i.e.50 % reservation for 
back ward class including SC /ST and economically 
backward class.Of  the total capacity, 25% of  the seats 
were filled by trusties’ discretion.

Changing Times

In last 20 years, education field seemed to be going in 
forradical transformation

Age of  specialization was also catching up even in the 
small towns. Mere graduation seemed to be 
inadequate to meet the ambitions of  young minds. 
Media exposure had sown seeds of  job opportunities 
associated with specialization. So the rush to 
management institute had multiplied many folds. Not 
only student’s requirements had increased, even 
industry too was in act of  fanning the fire. The 
campus interviews and fat pay packages to young 
MBA started becoming news items. Business men 
sensed this opportunity and it resulted in 
mushrooming of  management institutes all over the 
state. Practically all the medium size town had some 
or other management institute. The scene started 
changing after 2008. The sudden growth of  
management institute across the state resulted in 
excessive supply of  MBA graduates, more than what 
industry could absorb at pre 2008 pay scale. Along 
with increased supply, one more factor that creeped 
in was deterioration of  quality of  students. To some 
extent, it was due to lack of  qualified experienced 

faculties and industry exposure. It resulted in industry 
opting for BBA and B.Com student over MBA at 
entry level jobs because industry was not willing to 
pay extra for so called specialization acquired in two 
years.

At RIMS

Abhijit Das was appointed as a director in 2009. 
Couple of  interaction with faculties and students 
appraised him as to in which direction wind was 
blowing. “There seem to be few missing links on 
students as well as faculties fronts” he thought. 
Attendance in class and student interest in activities 
associated with management course was apparently 
on declining plane.  “Students are just not interested 
in understanding the basic concepts of  business 
management, they are interested in marks alone” 
complained one of  the senior faculty, Arvind Sahani.  
“Quality of  students now days are not same as it used 
to be few years back” was the opinion of  Dr Richa 
Ganguly who was associated with RIMS since last 10 
years.  During informal chatting with students, 
Abhijit observed that, students had some grievances 
against some of  the faculty members. Quality of  
teaching and behavior in class were two major points 
was the analysis of  their complaints. Other points 
shared by them includes, lacking in punctuality, 
marking system and partiality towards some students.

 Some faculties were not satisfied with the 
administration at the institute. Unwarranted attention 
and indulgence in academic matter by administrative 
body was the matter of  concern. They felt that 
undermining academician in academic field is 
detrimental to the health of  the institute. Abhijit’s 
own interaction with administrative body also 
confirmed the rot that has set in. In few days after 
joining, Abhijit realized that everything that seemed 
normal from outside was not so. The under currents 
were disturbing. He thought of  approach of  wait and 
watch rather than rushing to actions. Time heals 
better than human hand was in his back of  mind. 
During the review meeting with trusties in end of  
2010 - 11 academic years, he brought the matters to 
meeting agenda but could not be discussed in length.

In 2008, there was almost explosion of  management 
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institutes all over the state. Over all intake capacity 
was increased by almost 100%. The Student 
community had options beyond their expectations. 
The upcoming new institutes, established by business 
houses were all out to corner the market share. 
Swanky campus, ultra-modern design of  building and 
class rooms, attractive package for students like free 
laptop, foreign study tours, and tie up with western 
universities were some of  the strategic moves that 
these institutes adopted to attract bright students. 
They also started poaching upon the experienced 
faculties with better pay package. 

In this changing competitive environment RIMS has 
become venerable on both the fronts. The very 
thought of  being saddled with not so good students 
and loosing experienced faculties to new institute was 
disturbing Abhijit. Even some of  the board members 
had shown concern about it.

Placement

One of  the strong factors to pull student to MBA 
program was assured availability of  job with good pay 
package. RIMS had been quite successful since 

inception to achieve near 100% placement of  passing 
out students except last two batches. This was mainly 
due to mismatch of  students competing and available 
job opening for fresher in management and partly 
due to slow down in economy. Most of  parents who 
visited campus during admission process would 
invariable enquired about placement track record and 
highest pay package offered and type of  companies 
that visited campus for placement purpose. 
Paramount importance given to placement track 
record by students was one factor, Abhjit’s concerned 
was about. “Is this institute is for imparting 
knowledge or for the placement of  students?”

What next

Next meeting with the trusties was scheduled in first 
week of  July and the main agenda was how to safe 
guard interests of  institute.  With declining quality of  
students, not so enthusiastic faculty members to 
support him and increasing competition in market, 
Abhijit had much to be concerned about the future of  
the institute and his role in present crisis. 

Year NO. Of  Students No of  Institute
Boys Girls Total

2003-2004 600 150 750      14

2004-2005 670 180 850 15

2005-2006 700 200 900 18

2006-2007 1000 300 1300 24

2007-2008 1270 430 1700 48

2008-2009 2020 1480 3500 73

2009 - 2010 2150 1590 3740 102

2010 – 2011 2075 1725 3800 122

2011 – 2012 1900 1650 3550 130

2012 – 2013 1915 1425 3340 124

2013 - 2014 1990 1225 3215 115

Exhibit 1:  No. of  Students& management institutes in state 
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Dr. R Balasubramaniam (Balu) is a doctor by training 
but some early experiences in his profession turned 
him into doctor of  society instead of  doctor for 
human beings. This book ‘i, the citizen, is story of  a 
person who has spent 30 years of  his prime years in 
the service of  society.  It is NOT a biography, nor is it 
a depressing story of  a person who has spent major 
part of  his 30 years of  social activism in tribal areas 

near Mysuru in Karnataka. It is not a self- laudatory 
tome of  a person eager to get appreciative ovation. It 
is an uplifting account of  humble, self-effacing, non-
publicity seeker person who has worked quietly with 
his own people as a part of  his duty to society. It is 
about his evolution as he seeks better ways of  serving 
his brethren. He speaks more as a member of  Swami 
Vivekananda Youth Movement (SVYM) that he 
founded; and his move from social service to social 
advocacy. It is a book that could be a citizen’s guide to 
the world of  social activism.

It is by sheer accident that I got my hands to this 
book. A young volunteer, an IIT alumni and an MS 
from US, ShobitMathur who is founding member of  
Vision India Foundation who had come to Mumbai 
to spread the word about this young organization 
gave me this book as co-publisher of  this book. It was 
another stroke of  good luck that I had an occasion to 
meet gentle smiling Dr. Balasubramaniam in Mumbai 
within a month of  getting this book during a Litfest 
organized by Swami Vivekananda Insitute of  
Management. It was much easier to read the book and 
understand it as I could put a face to the experiences 
of  a social activist, a worthy citizen of  this nation.

The most striking and endearing part of  the book is 
its story of  ordinary Indian. Not stories about us, city 
bred educated well off  people, but of  people living 
on the fringes of  our society, who are a blur at the 
periphery of  our vision; whom we see while travelling 
but only see as another object on the side of  the road. 
These stories are not narrated with pathos, but with 
straight forward honesty. Without any flourish from 
Balu, they simply touch you deep down and you 
slowly start seeing these tribal brethren with a new 
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eye. There is no anger flowing from Balu when he 
talks of  these touching experiences many of  them 
changing his own life at different steps. There is 
compassion that comes out of  the heart of  a devoted 
follower of  Swami Vivekananda, not just in words 
but in deeds.  This compassion is of  a person one 
with his tribal friends whom he loves. 

Dr. Balasubramaniam is impressed and moved with 
their dignity and their honesty. He feels one with 
them when they share their food, love, travails and 
helplessness and come forward to work with him 
when he feels that may be, he cannot really do much 
to change wretched condition of  poverty struck 
society that gave this nation so much for its progress 
but have been sidelined. Though SVYM has worked 
mainly in tribal area near Mysuru in a few tehsils, and 
his new organization Grassroots Research & 
Advocacy Movement (GRAAM) is head quartered in 
Mysuru; the experiences could be from any part of  
Bharat i.e. India. Any person working in some other 
region of  India can easily identify with  Balu’s 
experience.

As I read through the book ‘i, the citizen’, I could 
mentally divide the book in three parts – First is his 
experience of   starting his journey in social service as 
a young doctor. This is full of  anecdotes and most 
uplifting and wondrous, heart touching  part of  this 
book.  Second part is about his social advocacy and 
work as a organizer of  citizen’s movement  in 
educating people on Right to Information (RTI) , 
fighting against corruption. This is critical part of  this 
book, but being of  recent history sounds familiar 
except that he has lived these movements moving 
amongst ordinary citizens.  But his sharing of  living 
stories during this time and paradox of  people 
wanting corruption free society while they use it as 
compulsion in daily life does change your perspective 
and you realize how difficult this work is. Third part is 
about his evolution to research and advocacy based 
on ground level experience in social movements.  
This would sound preachy except that he has actually 
lived this while we have only debated it. 

Latter two parts are thought provoking and a lesson 
for people who write about corruption, peoples’ 
rights and talk big on TVs, though not as gripping as 

first part. Author shares his experience in lucid style 
about utilizing various social welfare schemes that 
government floats and why they fail and how difficult 
is it to make them succeed. How various programmes 
are made for deprived sections of  the society without 
hearing their side of  the story or their expectations.

He narrates the story of  a poor mother who shook 
his conscience by teaching this young intern fresh 
from MBBS the difference ‘prescription’ and 
‘treatment’.  How this single incident told him which 
way his life would lead him. He recounts how women 
from a helmet berated him in worst language for 
providing them with water taps within the village 
instead of  thanking him for saving them 8 km of  
water to fetch water. This set him thinking what is 
development? Shouldn’t citizens have a way in policy 
making for policies that directly affect them or 
profess to support them?  A simple tribal woman 
taught him why government should not build houses 
for poor but let them build it with traditional skills 
with resources provided to them, rather than making 
impractical costly houses not fit for their habitat.  He 
talks about difficulties an honest villager faced in 
getting benefits of  ‘Below Poverty Line’ citizens and 
how these benefits are siphoned off  by  well to do 
people. 

There are innumerable stories, innumerable 
experiences.  Through all these, he leads you to his 
world of  social activism through  citizens, each 
citizen being responsible for bringing out a change in 
our society, to bring in participatory democracy with 
peoples’ direct participation in working of  
government and policy making. 

Any person who has some inkling towards social 
work or seva, needs to study this book, not just read 
to open up her/his eyes to real functioning of  our 
society outside the light circles of  light that we enjoy 
in cities, how one needs to work patiently with people 
as one’s own family, work patiently with governing 
apparatus that is so foreign to real world of  Indian 
citizens and take along people to bring in positive 
change in the society. Afterall, political governance 
cannot bring in change, society has to be part of  it.

Journal of  Development Research I, The Citizen – A Citizen’s Guide to the World of  Social Activism
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