
Vidyabharati International Interdisciplinary Research Journal (Special Issue)                  ISSN 2319-4979 

  

Special Issue on Engineering Technologies and Management                                                                      328 

ORGANIZATIONAL CULTURE OPPORTUNITIES TO ENHANCE MERGER AND 
ACQUISITION OUTCOMES IN INDIAN FIRMS 

Symbiosis Centre for Management and Human Resource Development, SCMHRD, 
Symbiosis International (Deemed University), SIU, Hinjewadi, Pune, Maharashtra, India 

Email:   aritra_mukhopadhyay@scmhrd.edu 

ABSTRACT 

The study’s purpose is to review the merger and acquisition practices of Indian firms pertaining to organizational culture, with 
the aim of identifying potential opportunities to enhance outcomes. This would be performed by first consulting existing 
literature and cases to understand current practices, and then investigating and evaluating the potential benefits of studying 
culture through primary research.  The culture of the merging firms shall be identified and studies by means of a standard 
inventory, which would also help understand potential conflicts and issues. Thus, by comparing anticipated concerns against 
observed concerns and issues faced during integration, we may infer the utility and potential of these methods. It may thus help 
identify opportunities for improvement in context of the current practices and challenges in the industry. 
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Introduction 

Mergers and Acquisitions (M&A) have long 
been an important tool for businesses to expand 
and fulfill their strategic needs [1]. The 
enormous potential benefits and challenges 
inherent in such deals has attracted considerable 
academic attention and scrutiny over the years. 
While the various motives behind mergers have 
been analyzed and categorized, it has proven 
difficult to harness these theoretical benefits in 
practice [2]. Various studies indicate that 
between 70% and 90% of mergers fail to 
achieve their stated objectives, highlighting the 
high risk levels associated with M&A [3], [4]. 
The high failure rate has attracted criticism and 
has led to many questions about the utility of 
such deals, evidencing the destruction of 
shareholder value [5]. Despite the concerns, 
cumulative global merger and acquisition deal 
values exceeded 3 trillion USD for the sixth 
consecutive year in 2019 [6]. With businesses 
having few viable alternatives to M&A, there is 
great potential in understanding and mitigating 
the challenges to facilitate better results. 

Research into the performance of mergers have 
been approached from a broad range of 
perspectives, focusing on a variety of factors 
[7]. Studies have linked stronger investor 
protection laws to higher bid premiums, and 
observed the influence of prior experience on 
subsequent merger outcomes [8], [9]. However, 
despite numerous efforts, these investigations 
into potential predictors of merger performance 

have largely been inconclusive [10]. The nature 
of M&A brings with it inherent complexities 
and makes it difficult to study due to the great 
diversity in deal types as well as the uniqueness 
of individual deals. 

Academics have found that effective integration 
of the firms has a key role to play in the success 
of a merger [11]. The ability to effectively 
manage the integration process, especially the 
sociocultural aspects, is a key factor in 
determining the extent to which the envisioned 
synergies are realized [12]. However, it is 
observed that human resource and cultural 
factors are often overlooked in favor of 
scrutinizing the legal and financial aspects [13].  
While most executives realize the importance of 
culture in a merger, there is often limited 
involvement of HR leaders at the crucial 
junctures of the process [14], [15]. Hence, better 
understanding and management of 
organizational culture concerns during pre and 
post-merger stages is a significant opportunity 
for firms to obtain better results [16]. 

In order to understand the challenges faced by 
Indian firms, we must first establish the context. 
Mergers and acquisitions as well as other 
restructuring activities were relatively rare in 
India before the introduction of the New 
Industrial Policy – 1991, which brought major 
reform to the business environment [17]. These 
measures replaced the previous system, which 
depended on heavy regulation and necessitated 
organizations to obtain a large number of 
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licenses, permits and quotas to operate [18]. The 
old system was thus informally termed as the 
License Raj, comparing the influence of these 
regulations on corporate affairs to the British 
Raj.  The heavy handed regulation in the past 
lead to the evolution of an industrial landscape 
comprising large companies which were very 
inefficient and thus required the support of a 
highly protective trade policy. The government 
had to implement tailor made protections for 
each sector of industry for the survival of such 
firms [19]. 

The reforms in industrial and trade policies 
dismantled the barriers to entry that large firms 
had previously relied on. The simplification of 
permission and approval processes, the 
reduction of sectors reserved for public 
companies, and lastly the easier access to 
foreign capital and markets brought new 
competitors who were better positioned than 
incumbent firms. The result was a massive 
transformation in India’s business environment 
and lead to heightened levels of competition for 
India’s businesses and industries. Incumbent 
firms had to adapt by upgrading their 
technology and transitioning to more efficient 
scales of operation. This change marked the 
beginning of mergers and acquisitions in India. 
M&A came to play a key part in several 
restructurings and helped firms realign activities 
and efforts to focus on their main areas of 
competence [19], [20]. 

The history of M&A is thus relatively shorter in 
India compared to the more advanced and 
developed nations of the world. The first wave 
of mergers in the US began in 1897, with the 
nation experiencing its fifth wave by the time 
India was implementing economic liberalization 
[21]. Thus the ecosystem surrounding M&A 
activity in India has had considerably less time 
to mature. Since the 1990s, the environment for 
M&A has consistently improved as the 
legislative, regulatory and legal entities have 
evolved to match the new paradigm. The 
promulgation of laws such as the Companies 
Act, 2013 has helped simplify and standardize 
the merger process and thus reduced the risk 
and uncertainty previously associated with it 
[17]. While initial activity only involved Indian 
firms, a series of reforms and the relaxation of 
foreign investment caps have provided new 

opportunities for cross border mergers. These 
changes have opened greater avenues for M&A 
and the industry has experienced rapid growth. 
The overall deal count in India for 2019 stood at 
443, collectively valued at over 61 billion USD 
[22]. With the rising value and sophistication of 
deals, the accompanying managerial practices 
surrounding mergers and acquisitions have also 
had to evolve and have come to play an 
increasingly important role in the nation’s 
economy. 

This study is directed towards identifying 
opportunities to  enhance the management of 
cultural concerns in mergers and acquisitions in 
India. India faces many different challenges due 
to the relatively late initiation of merger and 
acquisition activity in the country. Indian 
corporates are still largely promoter controlled 
and managed and thus there are other concerns 
besides purely rational and professional 
decision making [23], [24]. There has however 
been a change in the strategy employed by these 
promoters, with more of them willing to divest 
their longstanding interests in their firms. There 
has also been more M&A activity in the public 
sector. While there was a decline in internal 
mergers and restructurings, private equity deals 
have been growing in number and value. A lot 
of the activity was concentrated within the 
manufacturing sector [22]. Given the enormous 
size of the industry, a lot rests on their 
successful execution and implementation. Since 
effective integration is often predicated upon 
organizational culture, it is essential to gauge 
the practices used to mitigate its effects as well 
as the level of awareness surrounding it. Due to 
the highly subjective nature of each deal which 
brings along with it a different set of goals, 
objectives and challenges, a few specific 
instances were used. The focus of this study has 
been restricted to domestic M&A activity. 

Literature Review 

A. Basics of Mergers 

A merger may be defined as the combination of 
two or more companies which can be merged 
together either by way of amalgamation or 
absorption [25].  In India they are legally known 
as amalgamations, and the amalgamated entity 
is vested with all the rights and liabilities of the 
constituent firms. Mergers are usually facilitated 
by offering the shareholder of one firm an 
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interest in the acquiring firm in exchange for the 
surrender of their existing shares [26]. 

The four broad types of mergers are as follows: 

1. Horizontal Merger: This involves a merger 
of two or more firms that are competing in the 
same industry as well as level. It is essentially a 
merger with a direct competitor and thus 
expands the firm’s presence within the same 
industry. This type of merger is often used to 
achieve greater economies of scale and results 
in a reduction in the number of direct 
competitors in the industry [25]. 

2. Vertical Merger: This type of merger is said 
to happen when the combining firms are part of 
the same industry but at different stages within 
the value chain. This may be further classified 
based on relative position of the acquiring and 
acquired firms within the value chain. If a 
company acquired one of its suppliers, it is said 
to have undergone backward integration, 
whereas if the acquired firm happens to be a 
customer, the deal is called a forward 
integration. Vertical mergers provide a way for 
greater integration within the industry and help 
firms expand within it [25]. 

3. Co-generic Mergers: This type of merger 
involves two firms that are either in the same or 
related industries, while at the same time not 
offering the same products. The products may 
however be related and may utilize similar 
distribution channels and offer other synergies 
after a merger. The potential advantages of 
these mergers is high due to the opportunities to 
diversify whilst with a common set of strategic 
resources [25]. 

4. Conglomerate Mergers: This is a merger 
involving firms engaged in a group of unrelated 
activities. In other words, the firms are involved 
in businesses which are not related to each other 
vertically or horizontally. A pure conglomerate 
merger doesn’t have any commonalities 
between the firms. It often involves various 
different businesses under a single flagship 
firm. The benefits of this type of merger include 
better access to and utilization of financial 
resources as well as the merging of corporate 
level functions [25]. 

Each type of merger has its own set of 
advantages and challenges [27], with the 
integration requirements varying based on the 

level of overlap or degree of relatedness 
between the organizations, among other factors 
[28]. Due to the high cost and risks associated 
with the post-merger integration (PMI) process, 
integration decisions are weighed against 
potential benefits [29], [30]. Thus, integration 
levels vary from high in case of horizontal 
mergers, where more synergies are available, to 
minimal in the case of conglomerate mergers. 
Effective cultural integration is an essential part 
of the integration process, and the process of 
cultural assimilation itself being known as 
acculturation  [31], [32], [33]. 

The four broad modes of acculturation are 
assimilation, integration, separation and 
deculturation. [34], [35]. During assimilation, 
members of one firm willingly adopt the culture 
of the other, leading to structural, cultural and 
behavioral realignment were the former culture 
ceases to exist. In integration, there is structural 
realignment in the absorbed firm with minimal 
changes in culture and behavior. In separation, 
all forms of realignment are minimal with both 
constituent groups retaining their own 
characteristics, while deculturation results in the 
loss of alignment with the characteristics of 
both previous entities. Determining the 
appropriate method of acculturation is an 
important strategic decision. Absorption is 
suitable used when the cultural difference 
between the two firms is low, while firms with 
major cultural differences may either form a 
new culture by combining the best practices and 
attributes of both firms or pursue the separation 
method  [36]. 

During integration it is essential to consider the 
cultural aspects of any decision involving 
structural or process changes. Structural 
changes adopted without managing cultural 
considerations causes culture conflict and 
friction, which leads to increased attrition, loss 
of productivity and low levels of trust and 
cooperation. Thus, structural changes must be 
planned alongside a well designed cultural 
change plan. [37]. We observe that the practices 
in Indian firms vary widely, ranging from no 
consideration given to culture right up to 
experienced firms formulating detailed plans 
and hiring consultants to manage cultural & HR 
integration. [38], [39], [40], [41]. Thus a simple 
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and effective means of gauging and managing 
culture could potentially benefit future deals. 

B. Organizational Culture 

It is important to understand and define 
organizational culture in order to proceed 
further. It has been described as a set of 
attributes which define and distinguish firms 
[42]. It comprises both immediate or dynamic 
behaviors and phenomena as well as a coercive 
underlying structure which influences 
individuals in various ways. Culture provides a 
certain degree of consistency to how individuals 
perceive, interpret and respond to situations and 
establishes the norms and expectations within a 
group. It plays a prominent part in molding the 
behavior and values of people. Culture is thus 
deeply entwined with leadership and the 
management of people and organizations. The 
leaders exercise a considerable amount of 
influence in shaping and managing the culture. 
Leadership requires the management of the 
dynamic processes of creating and maintaining 
culture. [43] Organizational Culture may thus 
be defined as an enduring set of values, beliefs, 
and assumptions that characterize organizations 
and their members. It is an enduring, slow 
changing core attribute of organizations [44]. 

Organizational culture manifests itself at 
various levels. The surface level manifestations 
are called artifacts which are visible and easy to 
observe and include characteristics such as 
language and style. At a deeper level there are 
espoused values while the deepest level 
comprises the basic assumptions within the 
culture [45]. While individuals may perceive 
two cultures to be different, it is hard to 
decipher them without an appropriate structure. 

In order to study culture and to distinguish the 
cultures of various organizations, there is the 
need to adopt an appropriate method of 
classification. A typology is a means of 
classification based on types and categories. 
Typological analyses are a way of developing a 
set of related but distinct groups or categories to 
classify observations [46]. Typological models 
are widespread in research and have been 
successfully used in a variety of similar studies 
[47]. 

Various models and inventories have been 
devised in order to measure organizational 

culture [48]. One of the popular methods for 
doing so is the Organizational Ideology 
Questionnaire [49]. The initial typology was 
published in 1972, when the subject hadn’t yet 
garnered as much interest and its potential was 
still unrecognized. It resembled the ideal type 
framework associated with Max Weber. It was 
later made commercially available and sought to 
describe the nature of the thoughts and beliefs at 
the core of the character of a firm. It categorized 
a firm’s culture along the lines of its ideological 
orientation towards power, role, task and 
person. These classifications are based on the 
extent of centralization and formalization within 
the firm. A power oriented organization is 
characterized by a high degree of centralization 
as well as competition. Such firms strive to 
maximize the control and influence exercised 
over subordinates. A role oriented organization 
prioritizes an orderly and rational approach. 
There is an emphasis on precisely defining the 
agreements, responsibilities, scope and 
procedures alongside the rights and privileges 
given to employees. They do retains a strong 
emphasis on hierarchy and status. A task or 
achievement oriented firm is highly focused on 
the fulfillment of the set objectives and goals. 
The firm is structured and evaluated around 
these goals and any impediments or restrictions 
to the achievement of these goals are quickly 
removed. There is little commitment to 
authority and conventions and a preference for 
competence and knowledge. Person or support 
oriented organizations foster a climate of mutual 
trust and limited power and hierarchy. These 
organizations prefer achieving consensus and 
refrain from activities that are incongruent with 
their goals and values [50]. There are 
advantages and disadvantages to each of the 
aforementioned cultures and circumstances may 
necessitate the transition from one to another. 

The Organizational Culture Assessment 
Instrument (OCAI) based on the competing 
values framework devised by Cameron and 
Quinn was chosen for the purpose of this paper. 
There are several reasons why this instrument 
was favored over the others. Firstly, the 
framework’s capacity to represent and 
distinguish an organization’s culture has been 
validated. This makes it ideal for the purposes 
of comparing two organizations. Besides the 
above, the inventory possesses the ability to 
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identify cultural incompatibility as well as 
methods to mitigate these differences thus 
perfectly suiting the current use case.  Lastly it 
is versatile since it provides both qualitative as 
well as quantitative data and is not very lengthy 
either. The instrument may even be used at the 
business unit level within an organization if the 
study is focused at the sub-organizational level. 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. The Competing Values Framework 

The competing values framework is based on 
two main dimensions giving rise to four 
different clusters. One of the dimensions 
differentiates between effectiveness criteria that 
emphasize individual dynamism and flexibility 
on one end with stability, order and control on 
the other. The other dimension represents values 
such as unity, integration and internal focus on 
one end, with rivalry, differentiation and 
external focus on the opposite end. Thus each of 
the four quadrants depict a different set of 
effectiveness indicators. In other words, these 
are the criteria underlying the judgements and 
decisions made by the firm. Based on these 
characteristics, the four major culture types 
were labeled as adhocracy, clan, hierarchy and 
market. Most organizations possess a dominant 
type of organizational culture where they 
exhibit one or more of the given culture types 
more prominently. Culture types are formed by 
way of certain values, conventions and priorities 
being regularized during the course of the firm’s 
operation. While it does impart stability and 
consistency to the organization, the resistance to 
transition to another type  increases. The 

characteristics of each type may be elaborated 
as follows. 

1. Adhocracy Culture: This culture type is 
associated with workplaces and firms which 
emphasize dynamism, entrepreneurship and 
creativity. It enables employees who are willing 
to undertake riskier projects and innovate. The 
leaders in such organizations foster an 
environment of innovation and are not averse to 
the risk associated with it. The firm would often 
pride itself to be on the leading edge of their 
field and the culture of innovation and progress 
binds the employees together. The broader 
strategy of such a firm is often along the lines of 
long term growth and capability expansion. 
Such firms promote and reward individual 
initiative and effort and empowers employees 
with the necessary freedom. To summarize, 
these firms focus on external and competitive 
position while affording employees significant 
amounts of flexibility and individuality. 

2. Clan Culture: This culture type is associated 
with a friendly and tightly knit community in 
the workplace. Here leadership often takes the 
form of mentorship and employees exhibit a 
considerable amount of loyalty and 
commitment. Such firms emphasize the 
development and nurturing of human resources 
and depend on the cohesion and morale of the 
workforce to operate optimally. These 
organizations are often people centric and 
structured around teamwork and participation. 
Sensitivity to other employees and customers is 
also valued. The success of policies and 
initiatives in such firms is heavily dependent on 
achieving consensus. To summarize, these firms 
are focused on internal coherence and 
flexibility, with a lot of sensitivity towards 
internal and external stakeholders. 

3. Hierarchy Culture: This type of culture is 
present indicative of a formalized, organized 
and structured workplace. Activities and 
responsibilities are well defined and adherence 
to rules and procedures is considered important. 
Leadership in such firms is centered around 
efficient organization and coordination of tasks, 
processes and objectives. Smooth execution and 
operation is valued in such organizations. The 
strategic goals of these firms are often based 
around long term stability and performance as 
well as smooth, efficient and predictable 
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operations. Success is measured based on the 
costs, adherence to schedule and the delivery of 
desired outcomes. Employees in such firms 
often value the security of their employment as 
well as the well-defined tasks and 
responsibilities entrusted to them. To 
summarize, these firms prioritize internal 
maintenance alongside stability and control. 

4.  Market Culture: An organization with a 
market culture places the utmost priority on 
results. The main objective is the achievement 
of goals and targets. The employees in such 
organizations are competitive and goal focused. 
The leaders are often hard divers and may deal 
with employees in a tough and demanding 
manner. The competitive spirit within such 
firms often permeates through the entire 
organization and holds it together. 
Achievements and past track record is 
considered important in such firms along with 
the reputation one holds. These firms are 
focused on the achievement of goals and targets 
as well as engaging in competition against rival 
firms. Metrics such as market share and 
penetration are important metrics for such firms, 
since they quantify the overall performance 
during a time period. The overall style may be 
summarized and competitive and driven, with a 
focus on external competition as well as control. 
Having identified the organizational culture, a 
six step action plan may be initiated to initiate 
the desired cultural transformation. 

Based on the pair of cultures and the structure 
as well as desired objectives of the merger, 
various plans may be enacted to facilitate 
transitions within the constituent firms. A 
change in culture necessitates a transition in 
style of management, thus requiring measures to 
help management as well. The Management 
Skills Assessment Instrument may be used to 
supplement the findings of the initial study to 
help identify current realities and direct change 
more effectively [51]. 
 
Having already explored the importance of 
culture in M&A as well as the wide variation in 
industry practices, it may be inferred that Indian 
firms could benefit from better management and 
study of culture. Thus, The OCAI inventory was 
used for the purpose of exploring the utility of 

predictive tools to help mitigate and manage 
culture concerns during mergers. 

Research Methodology 

A case based sequential mixed method design 
[52] was adopted for the purpose of this study. 
It comprised two main stages: 

a) Identification of possible cultural conflicts in 
a pair of merging firms: The process in this 
stage resembles the explanatory sequential 
design approach. The OCAI inventory was first 
used to identify the culture profile of each of the 
merging firms. Next, the culture profiles of a 
pair of merging firms were compared using the 
given framework to qualitatively analyze 
discrepancies so as to identify possible 
conflicts. 

b) Evaluation of preliminary inferences: The 
inferences derived from the previous stage were 
discussed with leaders within the firms to 
ascertain their validity and potential as well as 
draw other insights. 

Two pairs of firms undergoing M&A were 
picked, ensuring that not only were the initial 
cultural differences still mostly intact, but also 
providing the opportunity to evaluate the 
predictions against the observed phenomena. 
The first pair of companies “A” & “B” are part 
of the service sector while the second pair “C” 
& “D” were part of the energy sector. 

Initial Culture identification was done by 
administering the OCAI inventory through an 
online form. The sample comprised of 50 
employees from each of the four firms while 
ensuring that they were all members of their 
respective constituent firms before the merger 
and that a variety of departments were 
represented in the group. A convenience 
sampling method was employed and the 
cultures were identified based on the responses. 

The obtained profiles were compared to draw 
inferences, which were then discussed with 
leaders within the firm to ascertain accuracy and 
utility. 

Results and Analysis 

The obtained data was collected and evaluated 
using Microsoft Excel and the organizational 
cultures of each of the organizations was 
identified. The overall response rate was 79% 
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with 158 responses received, with each 
individual organization having a response rate 
above 70%. It must be noted that while the 
samples used may not be ideal for further 
quantitative analysis, it is adequate for the 
purpose of indicating the cultures of the firms in 
question. A difference of ten or more points 
along any dimension is considered a major 
difference 

C. First Pair of Firms 

The first pair of firms referred to hereby as Firm 
A and Firm B are both companies in the 
services sector. The pair of firms underwent a 
horizontal merger and have been undergoing the 
integration process since the event. The pair are 
particularly interesting since one of them is a 
multinational (Firm A) while the other firm’s 
operates only in India (Firm B). Since they are 
undergoing a horizontal merger by virtue of 
being direct competitors, there is a high 
requirement for integration of all systems and 
processes within the firm. The plots obtained for 
the pair are shown in Fig. 2 and 3. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2. Culture Diagram: Firm A 

We observe in Fig. 2 that Firm A has an overall 
culture which exhibits high amounts of clan and 
adhocratic features. At the same time the 
similarities to market cultures is low, with 
hierarchy scoring the lowest of all four. Thus 
the culture of the firm is observably focused on 
flexibility and discretion over stability and 
control. 

We observe in Fig. 3 that Firm B received the 
highest score in the clan category. This indicates 
that this firm has a people centric focus, which 
is a quality shared by Firm A as well. While this 
similarity itself could be a coincidence, it might 
also be a characteristic which is beneficial in the 
industry they are part of. The second highest 
score was in the hierarchy quadrant, indicating 
that this frim prefers to operate in a more 
traditional and structured manner. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3. Culture Diagram: Firm B 

The score for market culture is low but similar 
to that of Firm A, which again may be explained 
in various ways. Lastly, the score for adhocracy 
is lowest, indicating that there is limited 
freedom to experiment and that an instruction 
oriented and more stable and structured focus is 
the norm. 

D. Analysis of First Pair 

The differences within the organizational 
cultures of the first pair of cultures is 
remarkable. It must be declared that both firms 
are of a similar size. While both exhibit a high 
degree of affinity for clan culture with a 
moderate to low affinity for market culture, they 
are very different in terms of their affiliation for 
hierarchy and adhocracy. While Firm A is 
highly adhocratic and has few relatively traits in 
common with a hierarchical culture, the 
opposite is true in case of Firm B which is 
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prominently hierarchical. The implications of 
this crucial difference are manifold.  

The imposition of either of the cultures upon the 
other firm following the merger would be 
untenable. The predictable, consistent and 
structured approach to work may be perceived 
as onerous and unnecessary by Firm A 
employees, while the freedom afforded by Firm 
A may be perceived as vague and undisciplined 
and unstructured by Firm B employees. The 
underlying systems, infrastructure and processes 
employed by each organization would similarly 
be different and would mimic the workstyles 
employed by each half. Careful consideration 
must be put into planning and implementing 
future systems, structures and processes to 
avoid costly hassles as well as cost and time 
overruns. Similar concerns would extend to 
other norms, conventions and etiquette as well. 
Due to the high degree of integration desired in 
the final entity, each issue must be painstakingly 
identified and resolved, with subsequent 
implementation requiring the buy in and 
involvement of members on both sides. 

Any redundancies or attrition risks disrupting 
the existing clan culture. The overall picture 
predicts a long drawn and expensive integration 
process requiring extensive planning and 
effective implementation to function, with the 
surviving portions of both firms operating with 
relative independence initially with eventual 
integration. Since absorption might prove 
difficult given the differences, the mode of 
integration would involve the realignment of 
both cultures along the lines of a new culture 
which combines the desirable elements of both. 

E. Second Pair of Firms 

The second pair of firms, hereby referred to as 
Firm C & Firm D are part of the energy sector, 
with Firm C acquiring Firm D. The rationale 
behind the deal was to pursue vertical 
expansion, since Firm C is a supplier to Firm D. 
Their profiles are shown in Fig. 4 and 5. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 4. Culture Diagram: Firm C 

Firm C is the first among the second pair of 
firms to be analyzed. We observe in Fig. 4 that 
among all the cultures, this company’s culture 
bears particularly similarities to a hierarchy 
culture. As discussed in the past instances, this 
is indicative of a high degree of formalization 
and a preference for standardization within the 
firm. The next most prominent culture for the 
firm is the market culture, which, though 
moderate indicates that there is a tendency to 
engage in competition within the firm. 
Similarly, the firm is moderately adhocratic, 
indicating that despite the overall hierarchical 
structure, there may be some opportunities to 
explore and innovate. Lastly, the firm doesn’t 
bear many similarities to a clan culture, thus 
indicating that it isn’t people centric in its 
approach or operations. 

Firm D is the acquired firm, operating in the 
same industry as Firm C but at a different level 
in the value chain. In Fig. 5 we again observe a 
high degree of hierarchy culture. This firm has 
the highest hierarchy score among all of the 
firms tested. It exhibits a moderate to low 
degree of market and clan culture traits, with the 
lowest overall score falling in the adhocracy 
quadrant. 

We can once again immediately infer the high 
degree of formalization and structured approach 
to work within the firm. We may perceive this 
to be a characteristic shared by older Indian 
firms or as a shared value within the industry 
that the firm operates in. This firm is less 
market and adhocracy oriented than Firm C, 
which might indicate that it doesn’t require the 
same degree of competition and innovation 
from its employees. Lastly, this frim is more 
people oriented than the former. 
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Fig. 5. Culture Diagram: Firm D 

F. Analysis of Second Pair 

While there are observable differences between 
the two companies, it is considerably harder to 
attribute and interpret these differences to once 
cause or another. Since they operate at a 
different part of the value chain, these 
differences may be due to the inherent 
dissimilarities between the types of work 
performed at the two firms. A more accurate 
picture may have been obtained has there been 
broader industry wide data to compare with.  

Regardless of the above, it may be safely stated 
that among the two organizations, while there is 
a general preference for stability and structure, 
Firm D places greater importance on hierarchy. 
At the same time, we see that firm C is more 
open to innovation and competition. Both firms 
do not have a strong clan culture inclination 
unlike the previous pair. 

Assessing the integration aspects of these firms, 
additional information may be required to 
analyze their compatibility, since despite both 
firms having highly hierarchical cultures, the 
inherent differences between systems and 
processes may be considerable. While firm C 
may offer some amount of freedom to 
experiment and explore, it is unclear whether 
this may be a problem, since the work 
performed may not overlap. Lastly, the low clan 
culture score indicates that interpersonal or 

workspace relations may not pose a big 
obstacle. 

Overall, it may safely be said that while the 
operational integration of the firms might be a 
priority in the context of the deal, there would 
be little reason to immediately culturally 
integrate these parts of the firm. The differences 
between different levels of the industry may suit 
different culture profiles hence there is no 
immediate benefit on that front. Opportunities 
exist at the corporate levels of the firms. To 
conclude, it may be said that organizational 
culture concerns in this deal are not as apparent 
or urgent as the previous pair. A separation 
based acculturation process may be pursued. It 
is likely that more information regarding the 
firms and the industry would help bring clarity 
to this topic, however it may be inferred from 
the available information that such changes 
aren’t immediately necessary and if integration 
is to be facilitated it may be done over a longer 
period of time. 

G. Feedback 

On obtaining feedback from leaders within the 
organizations, the initial observation and 
inferences were generally confirmed while 
providing greater clarity regarding the 
causatives. By combining the learnings from 
this primary research exercise with that obtained 
from secondary sources, certain suggestions 
were also brought up. The details of these topics 
are delved into under the subsequent headings. 

Discussion 

The interviews confirmed that the broad issues 
and conflicts predicted for the first pair (Firm A 
& Firm B) did materialize during the integration 
process. There were considerable differences 
between the workstyles of employees as 
inferred during the analysis. As anticipated, the 
firm decided to combine elements from the 
cultures of both constituent companies as part of 
their acculturation strategy, however the final 
outcome and success of the deal is yet to be 
clear. Horizontal mergers require a lot more 
time to be integrated and the problems are often 
compounded when the firms involved are 
larger. The resulting time and effort intensive 
process is crucial to the successful achievements 
of deal objectives. 
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In the case of the second pair of firms (Firm C 
& Firm D), the interviews revealed that cultural 
differences were partially attributable to the 
inherent operational differences at different 
levels of the industry, as suggested during the 
analysis. It was indicated that the additional 
amount of structure and hierarchy may be due to 
the greater safety concerns at Frim D. 
Adhocracy within Firm C was also suggested to 
be linked to the business requirements within 
certain sections of the company. The reduced 
amount of clan culture in the firms was also 
suggested to be linked to the limited need to be 
human centric in the industry. It proved hard to 
reliably attribute the cultural differences to 
either the firm or the industry level due to the 
lack of wider benchmarks [53]. 

While these were plausible reasons, further 
investigation and study is required to confirm 
them. As suggested, there has been limited 
progress in the integration process between the 
two firms. The differences in organizational 
culture was among the integration related issues 
that were anticipated, but were not deemed a 
high priority. 

 In both the cases, the feedback indicated that 
the issues identified were not exhaustive and 
were not precise enough to inform individual 
decisions. However, it was agreed that the 
model did possess predictive potential and that 
better inferences may be derived if the 
individual sub sections of the inventory were 
individually analyzed by a team comprising 
insiders from both firms. It may also be a useful 
indicator of ease of integration when multiple 
mergers are being evaluated and compared. 
Thus it could empower decision makers with 
greater visibility regarding the potential 
challenges and thus better prepare for and 
deploy resources to meet the anticipated 
challenges. While various confidentiality 
concerns prevented further and more exhaustive 
discussions regarding the deals the response was 
positive. 

Though the firms studied in this paper were 
sufficiently well appraised regarding cultural 
considerations, it is often observed that smaller 
firms neglect these concerns. The task of 
integration is often left to supervisory managers, 
who are often unprepared and unaware of the 
challenges involved and are stretched while 

managing these issues alongside their usual 
activities [54]. The applied method is both 
relatively quick and uncomplicated to deploy 
and may thus help provide a better structured as 
well as data driven argument to decision makers 
who are unconvinced. 

While past challenges and failures associated 
with deals in India has highlighted the important 
role of human resources professionals in the 
process, their involvement in the deal is often 
too late or at a very advanced stage [55]. This 
study has indicated that preliminary issues and 
broader challenges may be anticipated long 
before a deal is underway. This helps leaders 
plan and execute the integration more smoothly, 
thus reducing uncertainty and load while the 
process is underway. Though there is a 
quantifiable impact of merger durations on the 
various financial aspects of the deal, [56] human 
resource concerns are often not identified during 
the pre-deal audit stage. Faster and better 
planned deals where employee concerns and 
fears are addressed while maintaining effective 
dialogue and communication can help reduce 
attrition and other post-merger problems [57]. 

Conclusions and Recommnedations 

This study explored the important role of 
managing culture during mergers. The cases 
employed have illustrated that organizational 
culture instruments can help managers 
anticipate the nature and severity of cultural 
conflicts during post-merger integration. While 
anticipation of issues may help initiate 
preparations well in advance of the integration 
process, the involvement of human resource 
leaders at the early stages of the deal can 
enhance the integration efficacy and ensure 
greater benefits to the firm. Since many of the 
deals in India involve smaller promoter 
controlled firms, greater awareness of cultural 
concerns may be beneficial. 

There is scope to derive further insights by 
utilizing a more detailed version of the 
inventory and by using a team comprising 
insiders from the merging firms to interpret the 
results. That being said, this method may not be 
ideal for exhaustive analysis. 

Secondary research revealed that Indian firms 
stand to benefit by paying closer attention to 
organizational culture and involving HR 
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professionals at an earlier stage of the deal 
process (the planning stage). Lastly, broader 
sector and level wise cultural benchmarks could 
help us interpret cultural profiles across broader 
types of mergers. 

Limitations 

While this study broaches the topic, there is 
scope for further and more extensive research in 
this topic. Due to various challenges pertaining 
to logistics and confidentiality the sample size 
was limited and broader industry trends and 

cultural characteristics could not be studied. The 
scores obtained may have been better 
interpreted with the aid of relevant benchmarks 
in the industry. The awareness of mangers and 
leaders regarding the benefits and importance of 
involving human resource professionals in 
merger and acquisition deals may be 
investigated to identify the potential for 
improvements in the sector. Lastly, a more 
exhaustive longitudinal study may provide more 
conclusive results in this area.   
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ABSTRACT 

This paper studies the description of India’s drug imports from China , dependence of its pharmaceutical industry on 
these imports and the impact of the Pharmaceutical Industry due to Covid – 19 pandemic results in reduction of 
supplies of bulk drugs from China. The largest materials India imports from China are Machineries, electrical 
appliances and chemical imports. Within organic chemicals two groups of products are very important. These are 
Heterocyclic Nitrogen Compounds and Antibiotics which are extensively used by the Indian Pharmaceutical Industry. 
This article will be helpful in understanding the Pharma sector challenges in changed scenario and provide insights to 
marketers for their strategic decision-making regarding production and distribution in present market conditions.The 
study is Original in nature and will have a conceptual framework on understanding the impact of pandemic on Pharma 
sector largely. 

Keywords:  Covid-19, Active Pharmaceutical Ingredient, Bulk Drugs, Pharmaceutical Industry  
 

Introduction 

The origination of Corona virus disease 
(COVID-19) is from central China’s Hubei 
province in Wuhan city  
during month of December 2019 which 
adversely affected more than 150 countries and 
is still continuing. The global tally of 
Coronavirus cases is 7,232,313 and 4,09437 
people have died from the disease so far as 
reported on 9th of June, 2020. The Covid-19 
outbreak has been mentioned as “Public Health 
Emergency of International Concern.” by World  
Health Organization (WHO, 2020) on January 
30th, 2020. During this time scientists has 
started working at a rapid rate to explain the 
features of the virus which includes 
origination, transmission and death rate. On the 
other side Government have tried to handle this 
situation by taking some appropriate actions :1) 
By imposing lockdown, 2) Communication of 
precautionary information about COVID – 19, 
3) Tried to develop World Economy. As per 
the records the first case of the disease was 
happened on January 30,2020 in India. Since 
then the cases have started increasing steadily. 
India has registered 273,443 Coronavirus cases 
and 7,558 people died so far from the disease 
as reported on 9th of June, 2020. On March 25th 
2020 the Government of India has imposed a 
lockdown all over the country   to end the 
expansion of the Virus. It has been declared 
that during this period of the time that all 
means of travel will be stopped and so as the 
non-essential services and businesses 

(Religious places, educational institutions, 
retail establishments and all the govt offices 
across the country).  
The wealth of India was in a bad condition 
before coronavirus and so when this COVID-
19 outbreaks, it act as an unparallel shock. 
Both consumption and investment have been 
impacted and the economic activity has been 
brought to a halt due to this complete 
lockdown of states and nationwide restrictions. 
The international dealing has come to standstill 
as the national borders by the countries are 
closed creating problems in the logistic 
network. Much of the damage arises from 
China’s leading position in the global 
economy. Since China being the epicenter of 
the Coronavirus outbreak many countries 
including India have import dependence on 
China, are understanding adverse impacts.  
One of India’s key concerns in this regard is 
the impact on its Pharmaceutical sector. 
 In terms of volume India contributed 20 
percent of the demand of global 
pharmaceuticals.  India’s fortress has been 
generic drugs and have contributed single 
handedly 70 percent to the total market profit 
in 2018. Between 2017 and 2060 the Indian 
healthcare and pharmaceuticals was expecting 
to grow by a massive 754 percent. 
Firstly, India’s biggest strength is its grip on 
the branded generics market. Unbranded drugs 
are produced outside the northern part of 
America; the secure number of United States 
FDA-approved plant lies with India. In 
2015, around 21 billion U.S. dollars  have been 
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earned by India through biosimilars in the 
prescribed drug market. The unbranded drugs 
are pharmacologically similar branded drugs 
which are having the same application, and 
other features of actual drug. 
Secondly, medicines patient pool have been 
Un-backed by Six domestic firms, namely, 
Aurobindo, Cipla, Desano, Emcure, Hetero 
Labs and Laurus Labs in order to manufacture 
anti-AIDS medicine for over 112 countries 
within developing markets. In terms of Pharma 
production volumes India ranks 3rd globally but 
ranks 10th globally in terms of pharma 
production value. The drug prices from India 
manufactures are exceptionally low compare to 
global prices which has been secured by Health 
competition in the market and generic 
production.  Moreover, this industry has many 
confined participants who have utilized this 
opportunity through early investments. 
The government has shown interest in support 
the pharmaceutical sector by implementing 
different policies. The government has 
proposed several ideas directly by “Pharma 
Vision 2020” plan in company with the DPCO 
commenced in 2013 order to control drug 
prices and approvals. It will give rise to 
employment and further momentum to the 
sector is the vision of some manufacturing 
plants which will act as a framework covering 
the country. Due to the combination of this 
vision domestic companies will get a new 
boost along with Ayushman Bharat Yojana and 
increase in spending in healthcare sector and 
also increasing mutual agreements with pharma 
companies worldwide. In 2019, some 
important funding from foreign countries 
together with particular crucial M&A 
agreement is being done in the field as it 
creates a majestic record of over 1.3 trillion 
rupees of selling drugs and pharmaceuticals to 
the overseas market.  
Because of the epidemic of coronavirus, the 
biggest drawback of the Indian pharma sector 
is exposed is that the country is rely on China 
for raw materials.  To curb the spread of the 
virus global lockdown has been done which 
causes difficulty for India pharma companies 
to source essential drug molecules because 
supply chains to and from China got disrupted. 
As of March 2020, “China-plus-one” policy 
was implemented by the Indian government to 

support production of essential raw materials 
within India by filling in supply gaps. 
According to the policy approx. more than 50 
drug raw materials and APl's are recognized to 
manufacture on preference by funding over 
approx. 1 billion U.S. dollars in local 
pharmaceutical firms and the production units 
supported by the states. 
 Numerous domestic firms like Glenmark, Sun 
Pharma and Alkem has led to a rush in market 
caps due to the coronavirus disaster. The 
potentiality of India as pharma heavyweight 
will be determined by how India tackles the 
disaster and also the competition to discover 
the vaccine for coronavirus is advancing. 
                This paper studies the description of 
India’s drug imports from China, dependence 
of its pharmaceutical industry on these imports 
and the impact of the Pharmaceutical Industry 
due to COVID – 19 pandemic results in 
reduction of supplies of bulk drugs from China.  
A. Indian Economy in Pre-Covid- 19 period 

The supply demand disruptions and 
diminishing of the economy has astonished all 
countries of the world.  India’s issue is more 
precise and deeper rooted due to the current 
scenario of the economy. There are three 
sections influenced due to the Coronavirus are: 
1) Workforce: The government has directed 

its countrymen for home stay to restrict the 
spread of coronavirus. The production units 
which rely on other others for commodities 
are facing problem as the logistics are 
hampered due to coronavirus. Now, they 
are doing their work with less capacity of 
labors. 

2) Products: The coronavirus has changed the 
ambitious scenario. Due to the logistics 
problem the distributors are losing their 
market share and also their customers 
because the customers are going for other 
options. 

3) Costs:  The costing expenditure of the 
goods are increased due to the 
transportation charges and also the 
problems in the logistics network. The 
production units are facing various 
obstacles like to maintain the safety of their 
workforce and also maintain the operative 
objectives. 
 Presently maximum units are engaged in 
organized ideas so that they can take up the 
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leadership role during disaster time for a 
time period. They are meeting obstacles 
which are -  

1) Multiple level of logistic network should be 
created from the point of source and the 
end user and also substitute references 
should be managed to handle the situation. 

2)  There is a requirement of the calculation of 
the current stock which also comprises 
back up parts and also after transaction 
goods which is used a connection so that 
the operation is going on till the 
circumstances is managed. 

3) During this time the requirements of some 
goods will fluctuate. Appropriate 
arrangements of the requirements should be 
done. Estimation plan of action should be 
done during this time period. 

4)  Enhancement of the yield and supply 
network should be maintained in the 
operations.  It can be done by maintaining 
the protection of the workforce and educate 
them about the emergency circumstances 
and make an alternative at locality working. 

5)  The supply chain should be improved, 
which will help to calculate the volume and 
also can speed up in adaptability 
circumstances.  

6)  The disruption of the logistic network will 
create a huge impact on monetary terms so 
the capital of the industries should be 
maintained. 

B. Sectoral Impact And Losses 

1) Real Estate & Construction -   The land and 
building sector continued to face problem in 
sponsors 2019 amidst the NBFC and banking 
sector issues. The economic slowdown 
worsened the situation resulting in poor 
housing demand. In last few years’ episodes 
like demonetization and the establishment of 
the RERA and the GST has made some 
structural changes in the industry. The 
pandemic COVID-19 creates a crucial 
influence on the local land property market as 
yet given the expected collapse in demand. 
However prolonged impact of the coronavirus 
has favored the prospects of the real estate 
industry. 
 To reduce the impact of COVID- 19 on work 
like postponing the house enrolments, lessen 
sales goals in lining up with the present-day 

actuality etc all possible estimation has been 
taken by the sector. 
2) Agriculture & Food Processing - 
Coronavirus scare will adversely affect 
agriculture and allied activities sector and has 
already affected the poultry sector critically. 
India is the 3rd big egg production and 5th big 
broilers production country. Poultry sector is 
the fastest build up sub-sector of eco-system of 
Indian agriculture. This sector is already falling 
at the rate of 150-200 crore every day. Social 
network leaking out false information 
regarding COVID-19 outbreak for utilization 
of non-veg products which causes massive fall 
in order of poultry products. The farmers 
registered the prices have impacted to Rs 10-
15/kilogram — while the cost for 
manufacturing was about Rs 70 – 80/ kilogram.  
From second week of April a large number of 
farmers will gathered at mandis once the 
arrival of Rabi crop happens. Preventive steps 
need to be taken to keep away from the virus in 
countryside. 
3) Aviation – Aviation industries are in a 
turmoil during the coronavirus outbreak. As 
per the International Air Transport Association 
airlines can drop profit from the travelers of up 
to US$ 113 billion globally because of 
pandemic. Air bookings have dropped also to 
nearly 30% to virus affected destinations.  The 
growth of the national flights is hampered with 
local travelers deferred or abandon their travel 
schedules. The fares of the domestic flights 
have been reduced by 20-25% and beyond 30% 
fall in local travel this summer as compared to 
previous year. More-over the disaster could 
lead to unemployment as some aviation 
companies have asked many of their workers to 
take for indefinite period. Many aviation 
companies are at the verge of bankruptcy. The 
Government needs to give an urgent financial 
assistance to the airline industry. 
4) Tourism, Hospitality & Medical Value 
Travel – A fall of 67% inward and 52% 
outward tourism from January to February due 
to mass cancellation of travel schedules by 
both international and national travelers 
comparing to last year. MICE segment i.e. the 
Meetings, Incentives, Conferences and 
Exhibitions of the hospitality sector has been 
hit the most among all segments. Some of the 
important international business occasions 
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comprising tech affairs such as Mobile World 
Congress (MWC), Google l/O, and Facebook's 
F8 event, have also been cancelled which lead 
to dropdown of huge economy. The tourism 
industry expects further reduction of the 
situation during March-June, normally it is 
seen that there is an increase in the number of 
national travelers in both within the country 
and outside the country locations in this period. 
However, during this time around 90% of hotel 
and flight bookings during the prime period is 
also been abandoned and also the cruise 
bookings for locations such as South Asian 
Countries. The restrictions on travel forced on 
international travelers by Mother India for a 
time may led to a huge drop of about Rs 8,500 
crore to the hotel, aviation and travel sector 
altogether according to the Indian Association 
of Tour Operators (IATO). This will also have 
a deep impact on Medical Value Travel 
business 
5) Retail - Economy, business and people have 
been severely hit by the epidemic of 
Coronavirus. Necessary preventive actions are 
being adopted by all retail players to secure 
protection of their workers and consumers. The 
main aim is to secure the continuous 
accessibility of crucial commodities at 
moderate costs to avoid panic amongst people. 
Retail firms cannot carry out for longer period 
due to the closure of malls which affecting 
businesses for all retailers leading to 
unemployment. 
6) Transport & Logistics - Transport and 
logistics sector has also been impacted by the 
outbreak of coronavirus. Combination of urban 
lockdown and supply disruptions slows the 
economic activities which affects the transport 
sector revenues globally.  Due to government 
advice for social distancing and work from 
home implementation. there is decrease 
passenger transport including metro and 
railways. 
7) Financial Services & Fintech - To give help 
to the banking industry at the present-day 
measures are ready to be taken for supporting 
the fintech sector. Fintech appear as a 
foundation for the banking sector and have 
increased its importance in Digital marketing 
promotion when RBI is laying focus on it. 
8) Automobiles – India imports 27% of 
automotive part from China and the market 

leaders in automotive and engineering 
organizations such as Robert Bosch GmbH, 
Valeo AS and ZF Friedrichshafen AG having 
their warehouses in the Hubei regions. The 
shutdown of their warehouses has caused a 
hindrance in the manufacturing and supply of 
automobiles like Bharat Stage Four (BS-IV) 
compliant models 
The decision taken by the Chinese government 
to restrict all loading consignments through sea 
for further notice has make the situation more 
dangerous.  It is getting tough for the national 
OEMs to proceed with the objective of the 
manufacturing beyond the available stock 
because of non-satisfactory air consignments 
for Automotive parts and construction 
industries. According to Fitch Solutions there 
has been reduction in automobile 
manufacturing in India by approx. 8 % in 2020, 
thereby improving the decline estimation of 
approx. 13% in 2019. Consumers are 
cancelling their purchase of vehicles due to 
insecurity caused by the coronavirus. The 
accessibility of the BS-VI models has been 
impacted by the COVlD-19 situation in China 
thereby concerning The Federation of 
Automobile Dealers Association and affecting 
the sector transformation. 
9) Power – COVID-19 outbreak had a huge 
attack on power demand. As per the reports, 
there has been an increase in utilization growth 
by approx. 10% during month of February and 
starting of march 2020 and decline in power 
consumption by approx. ( -3%). Government 
has taken some measures so that this pandemic 
does not extend further by closing shopping 
centers, plazas. This shutdown had a adverse 
negative impact on the revenue flow. Now the 
revenues charged around 90,000 crores from 
different sources of government 
administrations. 
10) Ecommerce - The government has 
instructed the private MNC's and startups to 
initiate work from home culture for their 
employees to stop further spread of pandemic. 
E-commerce industry unexpectedly got hit by 
this sudden situation due to the dismissal of 
some operations. The main reason for their 
operations being rejected is the lockdown of 
cities by several state governments. Due to 
increase in supply of home delivery of goods, 
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the e-commerce business can dominate the 
present scenario. 
11) Consumer Durables & Electronics
dependency of India on China is 
for complete units of consumer durables. Air 
conditioners, refrigerators, washing machines 
and television components comprises 
70% of consumer durable products. The 
consumer durable items have been expanded at 
a rate of 3-5% in terms of price 
increase in TV panels as per the reports and 
some other components increased by more than 
15%. All this occurs as the flow of supply got 
affected. 
12) MSME - Continuation of lockdown for a 
longer duration will severely impact MSMEs. 
These will incur huge business losses. Large 
number people who are employed in this 
might lose their jobs due to disturbance in 
severe cash flow. The cash flow needs to be 
ensured into working capital of such 
enterprises from economic point of view else 
there will be a huge risk for their survival.

Fig 1: Estimated Impact from the 
Coronavirus on India in the middle of April 
& June 2020, by Sector GVA 

13) Pharmaceutical Sector -
sectors are suffering due to shortage in supply 
of raw materials because of 
(COVID-19) outbreak. Among other sectors 
like Technology, Poultry, Automobiles, and 
Chemicals, Pharma sector is also badly 
affected. 
Due to closure of China warehouses,
operations in India is becoming strong to keep 
the stock of Active Pharmaceutical Ingredients 
(API’s is a key medicinal raw material). 
is the major manufacturer and exporter of API's 
by volume in the world and Pharmaceutical 
companies acquire almost 70% from them. 

Vidyabharati International Interdisciplinary Research Journal (Special Issue)            

Technologies and Management                                                                      

commerce business can dominate the 

Consumer Durables & Electronics- The 
dependency of India on China is approx. 45% 
for complete units of consumer durables. Air 
conditioners, refrigerators, washing machines 
and television components comprises approx. 
70% of consumer durable products. The 
consumer durable items have been expanded at 

5% in terms of price because of 
increase in TV panels as per the reports and 
some other components increased by more than 
15%. All this occurs as the flow of supply got 

Continuation of lockdown for a 
longer duration will severely impact MSMEs. 

ncur huge business losses. Large 
number people who are employed in this sector 

lose their jobs due to disturbance in 
cash flow needs to be 

ensured into working capital of such 
enterprises from economic point of view else 

ill be a huge risk for their survival. 

Fig 1: Estimated Impact from the 
Coronavirus on India in the middle of April 

 
Many 1ndian 

sectors are suffering due to shortage in supply 
of raw materials because of Coronavirus 

mong other sectors 
ry, Automobiles, and 

Chemicals, Pharma sector is also badly 

warehouses, the 
operations in India is becoming strong to keep 

of Active Pharmaceutical Ingredients 
y medicinal raw material). China 

and exporter of API's 
in the world and Pharmaceutical 

st 70% from them. 

India provide low cost generic drugs both
internally and externally. 
C) India’s Dependency on
 China contributes of numerous products like 
basic materials, intermediated and end
to India. India dependent on goods
are machineries, components,
and non-electrical machineries, industrial 
appliances, machine parts and components. 
Among these, electrical machinery 
equipment, and mechanical appliances 
imported from China made up around 45 % 
and 32 % respectively of total such imports by 
India during the year 2018
Beyond mechanical and engineering products 
and parts, India relies heavily on China for 
chemical imports. The organic chemicals, most 
important among them, are the third larges
group in India’s total contribution
with a part of around 12 per cent. As 
mentioned earlier, for mechanical products and 
parts, India’s organic chemical imports fr
China were around 38 per cent of its total 
organic chemical imports during 20 
Within organic chemicals, two groups of 
products are particularly significant
heterocyclic nitrogen compounds and 
antibiotics, various items of both of whic
extensively used by the Indian pharmaceutical
industry. 
The prominence of these
overall contribution from 
around US$1.4 billion and US$1.1 billion 
respectively, nitrogen compounds and 
antibiotics accounted for almost 30 per cent of 
India’s total organic chemical imports of 
US$8.5 billion from China in 2018
two organic chemical sub
accounted for 2 % and 1.5 %
India’s total imports of U
China in 2018-19. Furthermore, India’s imports 
of nitrogen compounds and antibiotics from 
China are 69 per cent and 76 per cent of its 
total such imports. This reveals the high degre
of dependence 1ndia has on China for these 
products. In fact, the portion of these products 
imported from China is higher than most of 
India ’s major imports from 
largest contribution from China are electrical 
products and components.
its total requirement of these items from China. 
Automatic data processing machines and units, 
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electronic circuits, and diodes and
India ’s other most prominent 
China. It sources 47 %, 32 %
respectively of its total requirements
items from China. 
A close look at the characters of the two 
prominent groups of imports underlines the 
reasons for the anxieties regarding the 
prospects of Indian pharmaceutical industry 
following supply disruptions. 
nitrogen compounds are made up of
nitrogen in their molecular structures and have 
extensive therapeutic use. The compounds are 
used in a large scale in pharmaceutical testing 
and drug determination. They 
significant in production of antibiotic 
formulations, and in anti-neoplastic, 
anti-ulcer, anti- inflammatory, analgesic and 
anesthetic drugs. Antibiotics imported from 
China are widely used in the preparation 
antibiotic formulations for retail
products have extensive use as 
lndia’s pharmaceutical industry. During the last 
five years, that is, from 2014- IS to 20 
India’s imports of both from China have 
remained significant (Figure 2 ) 
 
Figure 2: Share of China (%) in India’s Bulk 
Drug Imports(Source: Export Import Data 
Bank, Department of Commerce, India,
https://commerce-app.gov.in/eidb/default.

India imports 70% of heterocyclic nitrogen 
compounds from China, of which more than 70 
% of the total requirements, like the ones 
unfused rings, are produced by China. Among 
antibiotic imports, the most significant ones are 
amoxicillin and its salts, rifampin
6-APA ( 6- Amino penicillanic
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chemical compound) and various other 
antibiotics.  India imports furthermore 90 per 
cent of amoxicillin and 
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almost all 6-APAs are only im
China. (Figure 2). 
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from China (%)(Sour
Data Bank, Department of Commerce, 
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1) India, China & Pharmaceutical Value 
The various antibiotic and heterocyclic 
nitrogen compound imports from China 
associate China and India
pharmaceutical value chain.
significantly rely on specific
China which defines a specific part
chain and the roles of
producers therein. India’s pharmaceutical
from China are in the form of bulk drugs.
Antibiotic bulk drugs, for example, are in 
powder form and need to be processed into 
formulations for final consumption. Once 
processed as capsules or tablets, the particular 
bulk drug, which is the most prominent 
constituent of the composition, becomes i
active pharmaceutical ingredient (API). Over 
the years, Indian pharmaceutical companies 
have achieved great proficiency in making 
formulations, their packaging and retail 
marketing. Such proficiencies have led to 
Indian pharmaceutical companies
world’s leading producer of
are cheaper formulations of branded drugs, 
once they go off-patent. Generic drugs 
manufactured by various 
Dr. Reddy’s Laboratories,
Pharma, Torrent, Glenmark and many others 
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have obtained deep access in various global 
markets, given the price competitiveness of 
Indian generic formulations. However, the 
success has been largely enabled by the 
availability of cheap bulk drugs from China.  
From a value chain perspective, the 
downstream proficiencies of Indian 
pharmaceutical industry would have remained 
un utilized had it not been able to import the 
upstream raw drugs from China for use as APIs 
in formulations. This value chain has 
similarities with petroleum and automobile 
value chains. For both these value chains, 
Indian firms have developed commendable 
expertise at the downstream levels: in 
producing refined petroleum products and 
passenger and commercial vehicles 
respectively. For both though, the reliance on 
upstream imports is significant. The refined 
petroleum industry is heavily dependent on the 
import of crude oil, while the automobile 
industry is dependent on parts and components 
from abroad. In recent years, India has begun 
emerging as an important global location for 
assembling smartphones where again, a similar 
tendency of relying on imported components is 
noted. 
The pharmaceutical industry’s dependence on 
imported intermediates would have been much 
less had the same products been available at 
home. Unfortunately, several key APIs, 
including penicillin-G, streptomycin and 
tetracycline are not available in India. For 
many others, the lack of scale on the part of 
domestic manufacturers and the relatively 
higher cost of indigenously produced APIs 
make imported APIs from China much 
preferred options for formulation makers, in 
both volume and value. 
2) Impact of Import Disruptions: Given the 
heavy reliance of the Indian pharmaceutical 
industry on bulk drugs from China, there are 
legitimate concerns over the adverse impact on 
domestic pharmaceutical production, as 
supplies from China get affected due to the 
outbreak of COVID-19. The concern is not just 
an apprehension for India. It is as much an 
anxiety for formulation drug makers in the US 

and other countries that hang on APIs from 
China. For Indian pharmaceutical producers, 
the effect would not be limited to their capacity 
to provide in the large domestic market, but 

also ability to supply global markets through 
exports. The scale of disturbance caused by 
COVID-19 was unexpected.  The scale of the 
pandemic caused a major shock to many of the 
economies of the world, including 
pharmaceutical industry not only in terms of its 
spread across borders, as well as the shrinkage 
of economic activity within China., As a result, 
the Indian pharmaceutical industry has not 
been able to keep sufficient stocks of imported 
bulk drugs. Most pharmaceutical companies 
keep an inventory of bulk drugs up to six 
weeks. Beginning mid/late January 2020, the 
time from when COVID-19 begun assuming 
highly fatal proportions in China with serious 
impact on domestic production and supply of 
imports, the inventories with Indian producers 
should last up to February/March 2020 for 
most drugs they use in formulations. Therefore, 
formulation production would be affected if 
supplies failed. There are already some signs of 
panic creeping in with the prices of some 
common formulations, such as those using 
paracetamol as API in common over-the-
counter formulations like crocin and pyrigesic, 
beginning to rise, in forecasting of their 
inevitable low domestic availabilities. 
Indeed, even before an actual decline in 
imports of bulk drugs, supply disruptions are 
likely with shipments arriving from China 
facing clearance issues at Indian ports. 
Necessary documents to obtain cargo clearance 
at Indian customs are taking too long to arrive 
from China, as a result container arriving from 
different Chinese ports are lying unloaded or 
facing long delays in offloading at Indian ports. 
Due to this remain in Indian ports, bulk drug 
distributors are failing to refill existing 
inventory – an issue that is likely to aggravate 
if COVID-19 sets in deeper in China. 

Literature Review 

The study is based on the sociological impacts 
of COVID – 19 Pandemic (Niranjan Majhi, 
April 2020, p 210-216). The study shows how 
the social life is affected due to outbreak of 
pandemic Coronavirus. The study reveals 
outburst situation has led to complete 
lockdown and social distancing in most of the 
national and international communities as a 
result many social and economic issues have 
evolved due to eruption of Corona Virus.  
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Also, the economic impact of COVID – 19 
Pandemic on private Health Care Sector in 
India has been evaluated. (Dr Revathi 
Anandkumar, April 2020, p 240-246) . Impact 
of COVID-19 Pandemic on Tourism Sector is 
also being investigated (M/s Manjiri D. 
Kalyankar ; M/s Priyanka Patil., April 2020,p 
611-617 ) The paper is an effort made to study 
the contribution of Tourism Sector in the 
economic development of the country .  
COVID – 19 outbreak affecting leading 
pharmaceutical stocks listed with the National 
Stock Exchange of India is being studied. 
(Arvind M; Manojkrishnan C G., 2020, p 31-
36).  Effects of Coronavirus disease (COVID – 
19) on Tourism industry of India is evaluated ( 
Karishma S.Kasare. (February 2020, p 362-
365).  Impact of COVID – 19 on India is 
studied. (Dr Venkateshwara., March 2020, p 
1581-1589). The paper highlights the 
awareness, attitude and self-discipline about 
COVID – 19 among the public in India and 
contain viral transmission of COVID – 19 in 
India.  COVID – 19 crisis in India is 
investigated (Marine Al Dahdah ; Mathieu 
Ferry ; Isabelle Guerin and Govindan 
Venkatasubramanian. ,13 April 2020).  . The 
investigation on the research and reports on the 
global economic impacts of the COVID-19 
‘new coronavirus’ has been done (Prof Shlomo 
Maital ; Ella Barzani. March 2020). The 
evaluation of the consequences of COVID-19 
on the global supply of medicinal products is 
performed. (Philippe J Guerin; Sauman Singh- 
Phulgenda and Nathalie Strub -Wourgaft. , 07 
April 2020). The Impact of Coronavirus on 
Indian economy is studied. (Rekha Rani.  
March 2020, p 3618-3626) The paper discusses 
on the effect of coronavirus on Indian economy 
and precautionary measures taken to combat 
corona. The investigation on the impact of 
Coronavirus on Indian economy is done (Sunil 
Kumar; Pratibha B Thom bare and Pandurang., 
April 2020, p 301-302)..  The COVID – 19 
issue in India and its impact on the Tourism 
and Hotel industry is investigated (Vineet 
Kumar, 2020, p 179-185). Investigation on the 
Novel Coronavirus Outbreak and the risks for 
Indian Pharmaceutical Industry is performed 
(Amitendu Palit., 1 March 2020).  The societal 
impact of novel coronavirus (COVID-19 ) 
pandemic is studied (Bhargabi Kundu ; Dipak 

Bhowmik,  27 April 2020) The aim of this 
research is to have a clear understanding of the 
present societal structure during lockdown 
which may help the government for better 
management and elimination of the disease. 
The evaluation of the Impact of Coronavirus on 
the breakdown of business and workers in 
India is performed. (Himanshu Koshle; Rabab 
Kaur and Ruchi Basista.,20 March 2020).  
Description of the condition of the Indian 
economy in the pre-Covid 19 period, evaluate 
the potential effect of the shock on various 
segments of the economy, inspect the policies 
that have been announced so far by the central 
government and the Reserve bank of India to 
improve the economic shock and put forward a 
set of policy recommendations for specific 
sectors has been done (S. Mahendra Dev, 
Rajeswari Sengupta., April 2020).  Description 
on the present scenario of business and 
economic recessions in India during the 
COVID-19 is performed (Dr S. Gunaseelan; Dr 
N. Kesavan , 2020 p 356-366). Effect of 
COVID-19 on Indian economy and the Supply 
Chains in India is studied (Shruti Agarwal; 
Anbesh Jamwal and Sumit Gupta., 9 May 
2020). The Impact of Novel Coronavirus 
(COVID – 19) on the Real Estate Sector of 
India is studied (Jayasree Venkitachalam , 
March 2020, p 211-215). The Socio-Economic 
suggestions of the Coronavirus Pandemic 
(COVID – 19) is also being studied (Maria 
Nicola; Zaid Alsafi; Catrin Sohrabi; Ahmed 
Kerwan; AhmedAl-Jabir Christos Iosifiis; 
Maliha Agha and  Riaz Agha.,2020 p 185-
193).  The Healthcare influence of the COVID-
19 Epidemic in India is studied (Kaustuv 
Chatterjee; Kaushik Chatterjee; Arun Kumar 
and Subramanian Shankar.,2020, p 147-155). 
The COVID-19’s disruption of India’s 
Transformed Food Supply Chains is described 
(Thomas Reardon; Ashok Mishra; Chandra S R 
Nuthalapati; Marc F Bellemare and David 
Zilberman. (02 May 2020). 

Objective Of The Study 

This paper studies the description of import of 
drug from China by India, dependence of its 
pharmaceutical industry on these imports and 
the impact of the Pharmaceutical sector due to 
COVID – 19 pandemic results in reduction of 
supplies of bulk drugs from China.  
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Research Methodology 

This is a quantitative study which is 
substantially using Secondary Data which was 
descriptive in nature. It was collected from the 
survey reports & study reports by various 
agencies like WHO, CRISIL, FICCI, 
DELOITTE, CARE Ratings, ERNST & 
YOUNG, CRS, KPMG and McKinsey & 
Company for detail study. I have chosen the 
reports mostly published in March and April 
months to understand the effect of COVID – 
19 on the economy of India and various 
sectors. Also, I have studied few research 
papers, journals, news articles which publish in 
these two months. 

Limitations Of The Study 

Since the Pandemic Corona disease is not fully 
decreased in India, the exact impact of this on 
any sector is not possible to measure. There is 
not a single sector which this virus untouched, 
the study only on Pharmaceutical sector may 
not be macro on its effect. The fluctuations in 
the data and sector wise changes can occur till 
full curtailment happens and that is 
unpredictable at this stage.  

Results & Analysis 

A. Options Available for India for managing 
the Supply Disruption 
According to European Pharmaceutical Review 
Article, there are two possible actions India can 
take. The Department of Pharmaceuticals in the 
Ministry of Chemicals has recommended 
restricting exports of around a dozen APIs that 
India imports from China, and their 
formulations, following suggestions by an 
expert committee set up by the ministry. The 
apparent idea is to preserve as much of the 
APIs and their final products for domestic 
consumption as possible. At the same time, 
there are efforts to ramp up domestic production 
of bulk drugs on which India’s dependence on 
imports from China is critical. However, these 
efforts are yet to formalize into a specific 
strategy. Even if a formal strategy is put in 
place quickly, the results are going to become 
visible only much later. Achieving higher 
volumes of bulk drugs at competitive prices at 
home from producers crippled by the lack of 
scale and difficult business conditions is a tall 
task. 

The other option for India is to explore the 
possibility of sourcing the APIs it obtains from 
China from other countries.  Compounds 
containing nitrogenous derivatives and 
antibiotics are notedly transported by some 
European countries – Ireland, Belgium, 
Switzerland – and the United States. It is not 
going to be easy to affect a quick switch 
though. The global demand for bulk drugs 
from non-China locations is going to increase 
rapidly as additional countries goes to other 
places to make up insufficient distribution from 
China. The higher demand is going to impact 
bulk drug supplies and prices, reflecting in a 
concomitant impact on prices of formulations. 
Due to extensive growth in formula 
development and globalization of pharma 
companies of India, the purchase of API from 
China increased. The pharma companies of 
India imported a minor amount of only 0.3 
percent of its APIs from China since 1991. 
Low production cost is the primary drive. 
National health security is getting concerned 
because the pharmaceutical companies of India 
are currently dependent on Chinese APIs and 
taskforce needs to be arranged for analyzing 
internal API sector. Some key representatives 
from the pharmaceutical industry including 
NITI Aayog (a policy workshop for the GOVT 
of INDIA) suggested that factors which 
benefits the market are: inspiring the consent of 
progressing pharmaceutical framework, 
authorization from the Ministry of 
Environment and Forests (MoEF) and easing 
tax and supplementary, for the enhancement of 
the pharma companies. 
B. Strategies for promoting API production  
The Indian government should initiate some 
important steps to abolish the practical and 
monetary blockage that has inspired the 
production of API by pharmacy sectors. 
Chinese market also got affected in current 
scenario due to decrease in reliance of pharma 
sectors. An exceptional action was taken by the 
Indian government by suggesting an 
encouraging collection of approx. 14 billion 
Indian Rupees for motivating domestic 
production of crucial materials, intermediated 
medicines, API's and instruments used in 
medical science. Due to easy access of massive 
manpower and labor force and modern 
technologies, the pharmaceutical sector is 



Vidyabharati International Interdisciplinary Research Journal 

Special Issue on Engineering Technologies and Management

dominated by India in the developed countries 
like US and Europe. 
Figure 4: Steps Proposed for Indian 
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Scope for Indian 

Around 50 major pharma companies round 
the world are in a competition at present to 
develop a medicine for the COVID — 19 
diseases. After the launch of the drug, The 
Indian Institute of Chemical Technology 

(IICT) investigators declared that their 
objective is to generate the technology and 
proceed it to Indian Pharmaceutical 
companies for bulk production. In case the 
pharmaceutical companies determine to sell 
their drug at a large price, such revolution 
will help in decreasing t
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COVID — 19 drugs. If the companies look 
the other way of sharing the drug technology 
in India, Parliament has the legal authority to 
provide “compulsory licensing” policy, which 
will authorize premium laboratories like IICT 
(Indian Institute of Chemical Technology) to 
create the drug. 

Conclusion 

India faces the prospect of disturbances in 
domestic accessibility and export of generic 
drugs and formulations as it imagines the near 
possibility of bulk drug and intermediate 
supplies from China choking off. This is an 
unavoidable outcome of the character of the 
pharmaceutical value chain that embeds 
Indian pharmaceutical producers and 
consumers to China in an inextricable 
manner. The economic impact of production 
cutbacks in China following COVID-19 and 
its rapid spread would extend significantly to 
the rest of the world, including India. 
The capacity to provide superior medicines 
along with strong revolution capabilities and 
organizational cost has eased India’s 
powerful situation as a pharma supplier. 
Irrespective of low productivity levels, India's 
value of manufacturing formulations remains 
30-40 percent below 
This is managed by lower employee 
compensation with regards to other 
geographies. If Indian companies can upgrade 
productivity through distinct operations and 
digital capability, India’s labor cost 
dominance will assist in the medium to long 
term. The offerings done by pharma or science 
graduates into the pharma industry is powerful 
in India than others like China. Indian 
pharmaceutical organizations are in a race 
into production of complex products (e.g., 
microparticles, vesicles, demulcent), R&D 
establishment capacities and quality 
production of these products. 
The particular challenges faced by the industry 
supplying to export markets are :- 

 Profitability and margins are crushed due 
to increased pressure in price. The main 
drivers are customer integration, 
commoditized rivalry, products are 
manufactured easily with approved 
ANDA and new launces are falling down. 

 Dependability of the supply is affected by 

the compliance resulting in rise of another 
crucial question. Last year many Indian 
companies seem to be come out of 
remediation as they have maintained a 
good relation in regulatory audits. So now 
others have taken up the      challenges. 

Dependence of India on imports of key starting 
materials, intermediated and API’s for, China 
with the portion of reliance have increased over 
time. As a result of which we have been exposed 
raw material supply disturbances and pricing 
volatility. 
Three preferable areas for Indian pharmaceutical 
companies 
 Re-focus attempt on operational excellence. 
 Build stronger quality systems and reach 

full compliance. 
 Different sourcing and self-sufficiency in 

APIs / intermediated 
 
The government can take part an important 
role to help the sector to become independent 
APIs/intermediates. The govt can help in 
developing three to five dedicated clusters 
countrywide for the API / intermediate 
industry resulting in profits which includes 
sponsoring the real estate and benefits, 
regular funds for sewage treatment, quality 
review, etc. for betterment of Indian players. 
Contribution of additional incentives to 
players for R&D investments could help it 
further in these areas. It could also permit 
educational institutions and the sectors 
controlled by the state to help in funding in 
this scope for such research. 

We believe that the Indian Pharma sector 
will have greater opportunities, thereby 
allowing the sector exceed greater heights and 
secures India’s position as a Pharma hub 
amongst this challenging and transformation 
period. 

Managerial Implications 

The progress can be resumed by starting the 
clinical studies which are disconnected or 
detained, additional partners and examiners 
are reemployed, prioritizing of folder and 
appropriate assignment of short funds, 
Investment should be done first to those that 
will provide the highest value and recognition 
of the trials that gives delayed result. 
Commercial efforts can be increased by 
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launching the delayed products, starting of 
field efforts in a synchronize manner. 
Acceleration of COVID  19 helps in growing 
of industry trends such as telehealth and 
remote medical engagement. 
. Importance should be given on restructuring 
the company’s field force and capabilities. 
The promotion of digitalizing the value chain 
needs to be done. Also for utilizing COVID  
19  emergency. learnings, areas like customer 
engagement, real-time supply chain 
monitoring and digitalization of clinical 
development needs to be promoted as well. 
Ideas and prediction based on prospecting 
scenarios should be reviewed accordingly 
with portfolio movement in R&D and 
commercial and also the modification of the 
layout of the cost needs to be done. Financial 
targets can be achieved by finding possible 
investments and low estimations, particularly 
in biotech. Byproducts, firms and policies that 
are part of the everlasting strategy are 
analyzed. Multi referencing for serious 

products such as active pharmaceutical 
ingredients (APIs) and excipients should be 
examined. To provide sufficient support there 
should be some estimated limit of possibilities 
to the company’s sourcing and manufacturing 
footstep in case of future disturbances. 
Artificial Intelligence and lower managerial 
costs, especially those related to past 
investment should be funded. New openings 
in anti-infective and antiviral medications 
should be explored. Obstacles to market gain 
can be reduced and investigation sponsors can 
be increased by expansion of demand in 
remedial solutions for future outbreaks. 
As management forces are aware that the 
pharma sector is on the lead position of a 
fight to face the global outbreak. To set the 
correct preferences today can help firms 
speed up their transformation which will 
make a certain stable supply of urgently 
needed drugs for patients who are suffering 
from Covid-19 directly and indirectly. 
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ABSTRACT 

Infrastructure projects have long construction periods and are subject to more claims than any other industry. This 
paper war causes hinderance in completion of the project, often resulting in untimely delays. The major types of claims 
that occur in construction projects are explained in detail. The intention of this paper is to seek how one could 
minimize the damage that occurs through major claims and seek its resolution in minimum amount of time. 
Additionally, this study will take step by step approach in identifying and analyzing the grounds for claims as under: 
1. The provisions in a model contract to raise a claim. 
2. Categorization of claims from design to execution stage. 
3. Grounds for raising claims beyond the contract and justified under law. 
4. Resisting and denying claims. 
5. Claims turning into disputes. 
6. Grounds for raising claim if the contract itself is unbalanced towards a single party. 
The methodology involves circulating a questionnaire among various stakeholders including peers working in the field 
of construction and or interviews to analyze market research on claims to supplement the survey results. This analysis 
shall assist in prevention of claims and minimizing delays and cost overruns in construction projects. 

Keywords: Claims, Construction, Disputes, Infrastructure, Contracts  
 

Introduction 

Construction industry is the second largest 
industry in India succeeding Agriculture [1] 
and that is for a fact that infrastructure is the 
backbone for any country’s economy. Many 
construction projects take a toll of 30% to 40% 
overrun in cost due to time delays which is 
because of frequent disputes and slow 
arbitration process between contractor and 
owner. Contracts are designed to resolve 
conflicts. Therefore, a fitting contract allocate 
risks between owners, contractors and 
consultants. A clear future road map if not 
managed properly can lead to many claims 
resulting in delay and or cost overrun in a 
project or sometimes calling off the contract. 
Disputes arises when claims cannot not be 
resolved while claims emerge because of 
improper conflict management. Crucial stage 
for claim management is the planning process 
where the concept is changed for the project or 
delays in reaching the final design which can 
be caused because of different opinion among 
stakeholders. Disputes generally comes into 
project due to poor communication, changes in 
scope and ambiguous contract documents. 
In laymen terms a claim is "a request, demand, 
or assertion of rights by a seller against a buyer, 

or vice versa, for consideration, compensation, 
or payment under the terms of a legally binding 
contract, such as for a disputed change" [2]. To 
eliminate the problem of rising claim in 
construction projects one should know what are 
the major claims that occur and why these 
claims arises. The major claims in infrastructure 
projects are Delay claims, acceleration in price 
claims, change of work or the scope of the 
project, Inclusion of new work in the same 
project, Different site condition claims, Damage 
to the property claims, Loss of profit claims, 
wrongful withholding of deposits claims (Shah, 
2014). Claims can be made by any stakeholder 
of the project, generally there are three 
stakeholders as the owner of the project, 
contractor who has been assigned to complete 
the project and the consultant of the project. 
There is a procedure that has to be followed to 
file a claim and stipulated timeframe is also 
provided for filing a claim. Many contracts 
abide by the rules of fidic books mainly RED 
book (designed by employer), SILVER book 
for turnkey projects and ORANGE book for 
build and turnkey projects [3]. But still 
contracts have a loophole for the claims to 
arise, many researches and theories have been 
made already but there are many perspectives 
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concerning many stakeholders when it comes to 
a contract and the difference in understanding 
of a clause for different people plays a vital role 
in constructing a claim.  
In forthcoming time infrastructure is going to 
increase rapidly [4]. Amidst the pandemic of 
COVID-19 also building new infrastructure 
after the relaxation in lockdown process was 
key focus for the government (News, 2020). 
The worsening condition of migrant workers 
also indicates that government will focus their 
schemes to infrastructure to provide them with 
their livelihood and the fall in real estate pricing 
will help in new construction as well. This is 
visible to everyone that infrastructure will gain 
more focus and will also attract more investors 
from outside India which will complicate the 
process for claims and disputes as multiple 
nation’s government will be involved [5]. To 
smoothen the process a concrete solution to 
avoid or deal with these issues is required 
without hampering the growth and working of a 
project. In this case when the same industry is 
expecting a tremendous growth, this paper is 
trying to look deep into contract conditions and 
cover the loop holes which gives rise to claims 
and further into disputes. The paper 
conclusively prepares recommendations to 
avoid or diminish disputes which can be used in 
contract conditions. There are many researches 
which refers disputes as an inevitable constraint 
in smooth less operation of a project or as a 
problem which requires a resolution between 
the concerning parties, some view it as a mere 
difference in perspective of the stakeholders but 
all these views centers disputes as a conflict [6]. 
Every stakeholder wants to fulfill their own 
interest over the others and tries to gain most 
out of the situation which creates a difference in 
the perspective. 
While everything before was concerned about 
problem of why to resolve the dispute rather 
than how to resolve the dispute this paper will 
focus on the followings: 
I. The provisions in a model contract 
where claims are allowed to be raised and why 
this provision is important as it will be unfair 
for some concerning parties to not to be 
allowed to raise a claim. So, it is important to 
have the provision of raising a claim but it is 
also important to know when a claim can be 
raised and how it will be resolved and also 

process to avoid this from converting into a 
dispute that is if required a quick arbitration 
process is needed. 
II. Categorization of claims will play a 
vital role in resolving them, if claims are pre-
classified into different categories on the basis 
of stages of work that is from design stage to 
execution stage then it will reduce the lead time 
to resolve a claim. For example, a claim from 
design has to be made before the end of 
planning stage which will smoothen the 
process further and no hinderance in work will 
take place during execution stage leading to no 
time and cost delay during the project. 
III. Grounds for raising a claim beyond 
contract and justified under law as it can be 
inferred easily that not all claims can be 
foreseen and put under a category or get 
mentioned in the contract so a process of 
raising such claims under the influence of the 
law and proper channels to be constructed for 
these kinds of claims for them to be quickly 
raised and resolved quickly. 
IV. Resisting and denying claims is a part of 
the process which is essential because not all 
claims are needed to be addressed by 
committee so a definition including the 
instruction for denying a claim is the be set and 
mentioned in the contract which will help in 
reducing the number of claims to be resolved 
and also will not allow either party to raise a 
nuance claim. It is important to address these 
claims as there can be many claims which are 
out of scope and cause hindrance in the work. 
V.   Claims turning into a dispute is a 
nightmare for any construction project 
especially in the early stage of construction [7]. 
It will increase the construction time 
exponentially and will lead to increase in 
project cost even before the starting of the 
project so they are bound to be resolved 
quickly and effectively. Similar provisions are 
to be made in the contract to deal with a claim 
and stop it from converting it into a dispute. 
These provisions are to be made carefully so 
that they do not give an unfair advantage to any 
concerning party over other. 
VI.  Grounds for raising a claim when the 
contract is itself biased towards a single party. 
Many a times contracts are made and signed in 
a haste due to many unseen reason mainly due 
to time constraint, These contracts are mostly 
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biased towards the stakeholder who made the 
contract, so if this happens then conclusive 
grounds are required to raise a claim to either 
change the contract itself or some parts of the 
contract which needs judicially correct 
arbitration process and also it has to be make 
sure that this process do does not involve in 
consuming too much time or even 
extermination of the project itself. 
VII.   Dispute resolution by arbitration: After 
all the precaution if any claim cannot be 
resolved and prolonged enough to be 
considered as a dispute than a proper 
arbitration system has to be made in advance to 
resolve this king of dispute which will consist 
of arbitrators from both the side and also an 
arbitrator who is not concerned with an 
interested part and whose sole purpose is the 
resolve the dispute unbiasedly with good 
intentions of completing the project in time. 
The most followed General Conditions of 
Contracts provided by CPWD provides the 
basic framework to avoid above mentioned 
problems but it has not been well researched 
and redeveloped timely thus its efficiency in 
current time is diminished and allows the break 
ins to develop claims and disputes, it needs to 
be realigned with the International structures 
and maintained thoroughly. This study will 
provide suggestions for the claim management 
process consisting of claim notification, claim 
recognition, claim testing, claim 
documentation, claim examination, claim 
presentation, claim planning, claim negotiation, 
and claim execution and if incorporated will 
surely reduce the above-mentioned problems to 
an extent. 

Literature Review 

 Infrastructure sector experiences most claims 
and disputes in all stages of life cycle of a 
project. 
1. Stage 1: Project initiation and designing- 
This stage often requires more time and cost 
then usually provided, lack of importance and 
negligence results higher number of claims in 
the later stages. 
2. Stage 2: Procurement and designing of 
contracts- This stage also suffers from 
inadequacy of time and man power because it 
doesn’t have foreseeable output to the process. 

3. Stage 3: Execution of project- This stage 
takes most of the time and suffers most time 
delay and cost delay claims due to 
4. Stage 4: Post completion or project 
operation- This stage suffers with most 
miscellaneous claims and these claims mostly 
leads to disputes followed by arbitration which 
results in cost escalation of project. [8] 
Disputes are typical and unavoidable in most 
improvement in light of number of weaknesses 
that may occur. According to various 
researchers like [9] and [10]. Inquiries generally 
develops as a result of ambiguity in contract 
files, change of degree with vulnerable 
correspondence. The inquiries similarly have 
starting in the way legitimately restricting issue 
through cases [11]. Contemporary advancement 
adventures obtain complexities as plan 
entrapments, new regions of progress not 
known to expand substances before which 
prompts more weaknesses and risks. Such 
exercises by then require figured out 
organizing, booking and complex legitimate 
and lawfully restricting documents.  
The paper essentially bases on portraying 
questions and claims, an other examination 
revolves around kinds of discussions and cases. 
For example, referred to six remarkable sorts of 
advancement discusses: change of degree, 
change conditions, delay, aggravation, speeding 
up and end. Additionally, separated seven 
viably affirmed sorts of advancement question: 
contract terms, portions, assortments, 
extensions of time, assignment, re-task and 
availability of information. Also, researchers 
have furthermore raised the purposes behind the 
inquiries. According to people, cycle and thing 
are the basic wellsprings of advancement 
discusses. This was a to some degree 
summarized see on discusses which was 
progressed by who set down ten basic 
wellsprings of inquiries: the heads, culture, 
exchanges, plan, money related perspectives, 
offering pressure, law, absurd longings, 
arrangements and workmanship  
The basic period of analyzing claims which are 
more presented to intercession is to game plan 
of cases, to light up this subject earlier 
examination from is used. Concurring the 
referred to examination claims are essentially 
masterminded into 4 classes which are cost 
related, time related, quality related and 
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extraordinary. The blueprint of request of cases 
is used in the paper further ahead.  
All the above examinations show that a huge 
wellspring of cases and questions is the 
arrangement record. in their assessment 
perceived three guideline components of an 
improvement banter specifically understanding 
courses of action, setting off capacity and 
hardship. They considered it the "question 
triangle" model. As shown by them, these three 
trimmings must be accessible all together for an 
inquiry or assurance to develop. 

Research Methodology 

In this study there are three stages of data 
collection, first to collect real life claims and 
disputes in arbitration from arbitrators for 
study, for the homogeneity of the obtained data 
all the sources were verified through 
government data. Second is to collect the cause 
of the claims as why do they occur and who is 
responsible for their occurrence and Third is to 
collect the problems after these claims are 
caused. The research instrument consisted of a 
questionnaire that is distributed among 
respondents consisting of practitioners 
involved in the project such as the owner, 
contractor and consultant. To maintain 
confidentiality each response has been assigned 
with a case number and a log sheet was made 
consisting of details of the claim and dispute. 
Each case data obtained was analyzed to find 
any genuineness and repetitiveness to check if 
there was any correlation of the claim with the 
type of construction project or conditions of the 
contract. The criteria for respondents used are 
practitioners with a minimum of 5 years’ 
experience in large-scale projects and 
minimum S1 education. The collected data was 
then analyzed and suggestions are made from 
the conclusion 

Result And Analysis 

The first step was to obtain the major occurring 
claims in construction projects and the obtained 
data showed that there are mainly seven types if 
claims namely Delay claims, Price acceleration 
claims, change of work order claim, Different 
site condition claims, Damage claims, Loss of 
profit claims, Wrongful withholding of deposit 
claims [13]. These claims are sub categorized 
more for better understanding and providing 

better suggestions to incorporate with. There 
are mainly four categories of these claims that 
is Time related, Cost related, Quality related 
and Miscellaneous. The below table shows the 
classification of the claims. 
Time Related (A) A1: Money given by contractor as 

he delayed in work 
 A2: Work delayed as details were 

not provided on time 
 A3: Client wants to end the work 
Cost effective (B) B1: Current bill payment 
 B2: Refund related 
 B3: Increase in rates of materials 

used 
 B4: Change in scope of work 
 B5: High risk involving jobs 
 B6: Cutting off penalties 
 C7: More items added 
Quality Related 
(Q) 

C1: Not similar perspective view of 
BOQ 

 C2: specification and work are not 
aligned to each other 

Miscellaneous(M) D1: Contractor was careless in 
carrying out operations 

 D2: Client was careless in carrying 
out operations 

 D3: arbitration cost 
 D4: Interest incurred on the payment 

which is given late 

 
[14] Each subcategory is detailed below: 
1. A1: Related to payment for delay of work 

by contractor; these are decided according 
to  the Clause 2 (GCC) of CPWD which 
takes  care of  payment for late completion 
of work by the contractor in completion of 
total work or some portion of the work 
which was promised as per the contract for 
which client had to incur losses which can 
be an operational loss due to late start of 
work or liquidated damage loss etc. 

2. A2: When delay in work occurs due to 
inefficiency of the client in providing 
necessary details (mainly design), required 
materials or land for constructions which is 
mentioned in the contract and due to which 
contractor had to suffer loss in paying extra 
to the staff, leased machineries or 
equipment for the delayed time, etc. 

3. A3: These cases are relating to suspension 
of work before booked time. They go under 
Clause 3 expressing when agreement can 
be resolved and Clause 14 which says 
doing Part Work at Risk and Cost of 
Contractor of CPWD General Conditions 
of Contracts and emerge because of 
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dropping of agreement by the customer 
before finish on different grounds, named 
unlawful by temporary worker.  

4. B1: These cases are relating to installment 
of Running Account (RA) charges and are 
administered by Clause 7 which says 
installment on Intermediate endorsement to 
be viewed as advances and Clause 9 which 
states installment of Final Bill of General 
Conditions of Contract. Cases coming up 
because of postponed installment, non-
installment or part installment of running 
record bills to the contractual worker and 
even those tending to the recuperation of 
discount deducted from the bills 
notwithstanding certain condition not being 
satisfied by the customer are totally 
remembered for this class.  

5. B2: These are claims identified with 
installments other than Running Account 
(RA) charges and are secured by Clause 
10B which says made sure about 
development on durable materials and 
Clause 45 which states arrival of security 
store after Labor leeway of CPWD GCC. 
These additionally incorporate cases 
relating to recuperation of advances, 
discounts, recuperations against security 
store, charges for use of administrations of 
customer, and so on   

6. B3: Claims tending to the non-installment 
or part installment to the temporary worker 
or recuperation of excessive charge by the 
customer on the guise of accelerations in 
rates as tended to in the Clause 10C which 
permits managing installment because of 
expansion in cycle or wages because of 
legal requests and 10CC which manages 
installment because of increment or 
lessening in costs or wages after receipt of 
delicate for works of the CPWD are 
remembered for this classification. These 
cases emerge because of acceleration in 
costs of different materials past a 
predefined period as referenced in contract 
that add to an expansion in the paces of 
various things of agreement.  

7. B4: In this category of claim when there is 
a change in scope or timeline of work for 
example if the owner decides to change the 
design or the purpose of the project which 
is being carried out or will be about to 

carried out is changed then these claims 
take place and they comes under clause 12 
which says that Deviation or Variation 
Extent and pricing of GCC  

8. B7: These cases relate to extra things or 
work which goes under Clause 12 of GCC. 
Cases which emerge because of contrasts in 
feeling about the paces of new things or 
paces of the things with changed particulars 
just as cost of works in debate, which were 
not initially a piece of the understanding 
between the two gatherings and were 
executed by the temporary worker 
according to customer's or Project 
Manager's directions. However, an 
affirmation of through the best possible 
channel is needed prior to acquiring these 
costs by the contractual worker else they 
can oppose by the customer.  

9. C1: Claims because of contrast in 
understanding of Bill of Quantity. This 
class incorporates claims for emerging 
installments because of contrast in 
understanding or supposition about a thing 
of work, which might be ascribed to 
questionable thing definition or thing not 
characterized by any means.  

10. C2: These cases are identified with work 
not adjusting to determinations, drawings, 
orders, and so on and are managed by 
Clause 11 which states work to be executed 
as per details, drawings, orders, and so 
forth, Clause 16 which states activity on the 
off chance that work not done according to 
particulars and Clause 24 of CPWD GCC. 
In such cases, the temporary worker 
requests for installments kept down by t h e 
customer or Project Manager in light of the 
fact that the work is viewed as 
unsatisfactory, which according to the 
temporary worker, is an unfair allegation. 

 D1: Nominal harm/misfortune caused because 
of contractual worker's 
carelessness/deficiency. Cases requesting 
recuperation of costs or misfortunes 
brought about by the customer by any 
carelessness or flaw by the temporary 
worker not canvassed in any of the 
classifications examined above fall in this 
classification.  

11. D2: Nominal harm or misfortune acquired 
because of proprietor's carelessness or flaw. 
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Cases requesting recuperation of costs or 
misfortunes brought about by the 
contractual worker's firm because of any 
explanation other than those referenced in 
past classifications will be established in 
this class.  

12. D3: Cost of intervention procedures. Cases 
falling in this classification are on the 
record of costs acquired in directing 
assertion procedures and incorporate 
charges to the mediators, cost on movement 
(whenever looked for), costs in 
convenience for spot of discretion or some 
other such cost related with orchestrating 
intervention procedures.  

13. D4: Claims relating to interests due on 
postponed installments. The interests 
guaranteed by both of the gatherings 
because of postponement in installments on 
account, asserted or forthcoming to be paid 
will likewise be related with this class. 

 From the pmi.org and the data collected two 
charts are prepared showing the maximum 
number of claims that has been raised in the 
construction projects which has been presented 
in figure 1. These claims are fitted in the above 
categories and then a chart is prepared for all 
the claims that are raised and it shows us a 
percentage of claims that are raised versus the 
type of the claim 
It is inferred clearly that claims for the amount 
of penal recoveries for materials used by 
contractor tops the list of claims made which is 
under C6 of above category and cost of 
arbitration with the cost of extra items are the 
claims combinedly seconds the list and the 
reason is obvious as mostly most of the 
projects are completed by this time thus the 
owner does not find a reason to pay extra and 
these claims are more likely to turned into 
disputes and for solving the dispute the 
arbitration cost is an extra cost which if 
contract is made and adhered properly is not 
required to be paid in a contract. Then other 
claims are mostly miscellaneous but interest 
for the amount which is not given in time is 
very important as when the amount is big the 
interest also matters in the overall cost. 

 
[15] 
Reasons For Claims Mean 

Score 
Rank 

Changes in owner’s requirement 4.7 1 
Changes in design post tender is awarded 4.38 2 
Planning stage is not given required time 
due to some constraints 

4.29 3 

Lack of clarity in the owner’s 
requirement  

4.05 4 

Changes arises during the execution 
stage 

3.68 5 

Employer’s or contractor’s 
administration failure  

3.36 6 

Sudden swing in economic or market 
conditions 

2.94 7 

Negative effects of political factors 2.05 8 

 
[16] From the data collected a mean score is 
provided for each reason for a claim out of 5 
and hence each reason is ranked accordingly. A 
detailed reason from the study is listed below 
for the above reasons. 
1. Changes in owner’s requirement is the 

most listed reason for a claim to rise, this 
happens because the scope of the project is 
not decided in the beginning and it keeps 
on changing which leads to difference in 
the opinion and new requirements although 
these requirements are small in terms of 
cost but collectively they amount for a 
major cost for the contractor and 
sometimes an already done construction 
has to be demolished to meet the 
requirements leading to added cost and loss 
in time of construction period thus 
collectively all these changes leads to more 
5% to 10% increase in the cost of 
construction. 

2. Change in design post tender is awarded is 
the second most common reason for a 
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claim to rise now once the contract is 
awarded the design is made and setup is 
done accordingly, a small change in design 
requires to redo all the work again which 
increases the administration cost if change 
is done in the planning stage but if changes 
in design are demanded in the execution 
stage then it leads to delay in work and 
added cost of administration and labor 
charges plus there are many machineries 
which are leased by the contractor and their 
leased time has to be increased and their 
idle time increases with same operational 
cost. 

3. Planning stage is not given required time 
which leads to improper planning and thus 
execution stage is not able to go on 
smoothly, which again leads to increase in 
construction time, administration cost and 
operational cost thus overall cost of project 
increases and improper planning will also 
lead to idle time of work machineries. 

4. Lack of clarity in owner’s requirement is 
again an example of hasty work in planning 
stage or it can be said it happens in pre- 
planning stage because if owner is not clear 
with the idea then he will not be able to 
make a contract meeting his or her 
requirement and all the problems which 
leads to rise in claims is because of a 
default contract which does not provide a 
clear scope of project. 

5. Changing arising in execution stage causes 
the maximum increase in the cost of project 
however these changes are not entertained 
very much because general condition of 
contracts includes that after the contract is 
awarded, changes that cost more than 10% 
of the total cost of project can be denied by 
the contractor but when it comes to real 
world situation a contractor cannot say no 
to an owner unless the change is very big 
and these changes mostly occur through 
verbal communication thus leads to a 
difference in perception at the end of the 
project. 

6. Employer’s or contractor’s administration 
failure was the most common reason for the 
disputes as it mainly occurs at the end of 
the project or in the beginning of the 
project. Thus, resolving these types of 
claims is never a priority from one party 

and thus they lead to disputes. These claims 
generally include issues from awarding of 
contract stage to the handing over of the 
site by the contractor hence there is always 
a big list of claims confiding in this 
category and resolving these claims takes 
time. 

7. Although there is always a clause in contract 
regarding the sudden swing in the market 
regarding the cost of material or services 
but still these conditions award more 
money than predicted and is always reason 
for a claim as it is pre decided upon the 
rates but deciding the change in future 
market price is always a big task as it is 
decided by considering a lot of factors 
hence chances of error are always 
quantified. 

8. Negative effects of political factors always 
take participate in a project construction 
period but this generally occurs in big 
projects leading to socio economic effect 
and thus this concerns most of the 
organization in the area and more the 
government organizations are involved 
more problems arise in granting the 
permission and continuing the work. 

Another finding from the study and the data 
collected the problems in process of the claims 
and it figures out to be mainly five types of 
problems that occurs first, Problems in claim 
identification. Second, Problems in claim 
notifications. Third, Problems in claim 
examination. Fourth, Problems in claim 
documentation. And fifth is problems in claim 
resolution. The major reasons for these 
problems are discussed below. 
 

A. Identification:  

According to contractors the major problems in 
identification of claims are 
(i) Lack of awareness of site staff to notice a 
claim, Insufficient contract knowledge by site 
staff and  
(ii) Insufficient skilled personnel for 
detecting a claim. All three problems relate to 
staff’s skills and awareness. Staff are expected 
to understand contract provisions and obliged to 
read and assess them before the start the 
project. But most of the times contract is not 
shared with everyone and also a delay in 
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sharing contract leads to different assumptions 
from different working staffs. 
B. Notification 
Notification of a claim is a vital task as it has to 
be done in stipulated time and in proper format 
through the formal channels as mentioned in 
the contract conditions. Thus, it becomes a 
rather difficult task and the major problems that 
occurs during the process are  
(i) Inaccessibility of the documents required for 
submitting the claim notification.  
(ii) Poor communication among the 
officials for submitting the claims and 
negligence in entertaining the claim notification 
and  
(iii) Insufficient time to prepare the documents 
for sending the notification as there is already 
high work load of the ongoing construction. 
The document for notification should be able to 
provide detailed documents and submitted in 
writing. Thus, a good communication is 
required among the channels for this process to 
go on smoothly.  
C. Exaamination 
The next is examination process which requires 
good communication to acquire the desired 
details and is mainly hampered by ambiguous 
procedure for examining a claim and the 
unavailability of record to which are needed to 
analyze the claim. Although a stipulated time is 
given for examining the claim but due to high 
work load and above limitations it always gets 
extended and leads to a dispute. 
D. Documentations 
The document comprising of the claim detail 
ought to be free from loop holes and should 
contain all the required information and 
discussion paperwork regarding the subject of 
the claim but ineffective record keeping and 
inaccurate recorded data leads to a delay in 
verifying the document.  
E. Resolution 
Negotiation is the first step to achieve 
resolution for a claim. Compromises area part 
of claim which are to be done on either case so 
before a claim turns into a dispute a discussion 
providing acceptable compromise from both 
sides can resolve a claim before it hampers the 
project and leads to accelerated cost. 

DISCUSSION 
It can be easily inferred from the analysis that 
claims are bound to rise in construction project. 

Improvement in contract can lead to minimize 
the number of claims and loss in time and cost 
due to claims but there are many factors which 
cannot be predicted like future fall or rise in the 
price of goods and services and the political 
factor, also a well-defined scope for the project 
can minimize the problems in planning stage 
and proper communication among the channels 
and hierarchical channels can lead to less time 
loss and better resolution of claims. For this to 
happen CPWD has to revise its general 
conditions of contracts more frequently and all 
the stakeholders should pay attention to the 
contract before it is awarded and should adhere 
to its specification as the major reason for 
claims to rise are for the things which are not 
mentioned in the contract furthermore the 
claim process needs improvement and cost for 
arbitration which leads in number of claims 
should be decided beforehand only. All these 
claims are related to each other because if time 
of construction increases then cost of 
construction will also increase which will lead 
to low profit in the project. These claims take a 
toll on administration cost and operational cost 
of a project and in construction industry there 
are already many unpredictable factors which 
are not very easy to avoid so there is a strong 
need to avoid or minimize the other claims 
which can be dealt with a better inclusion of 
clauses and conditions in a contract. 

Conclusions And Recommendations 

The analysis of the claims and their causes 
evidently shows the major claims that occur 
and what are the reasons for their occurrence 
with their adverse effects on the construction 
project. Now the main focus of this research 
paper is to how these claims can be avoided 
and how disputes can be averted. Broadly 
below recommendations are required to be 
followed for the same: 

1. The contract should be able to define the 
responsibilities and rights of all the 
stakeholders in a project. 

2. Planning stage is very crucial to avoid 
claims thus, ample amount of time should 
be given to planning stage and each detail 
should be conveyed to all the stakeholders 
through the proper channels. 

3. Record keeping can avert the claims so 
rather than oral verification of change on 
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order task a proper direction should be 
given from owner or project manager to the 
contractor which can be referred to in 
future if difference in perception arises. 

4. 4. Acceptance of change in order should be 
demanded from the contractor in due time 
before commencement of work. 

5. 5. Clear instruction for contractor should be 
provided in hiring skilled labor. 

6. 6. Quality check and conditions should be 
provided nationwide by the government 
authorities to avoid post construction 
claims. 

7. Discussion is the key to resolve a claim 
even before it arises thus, the contractor 
and owner should be able to discuss every 
major decision throughout the construction 
time of the project. 

8. Delay in the completion of project can be 
averted by using proper techniques and 
software and maintained timely. 

9. Records for goods, services used and 
progress should be kept and maintained 
timely in order to avoid any discrepancy. 

Detailed recommendations for some of the 
above-mentioned claims in Table 1. Are as 
follows: 

For category B1 

This category consists of claims related to 
payment running account and final bills. These 
claims are the most successful claims after 
arbitration which leads to increase cost so these 
types of claims are the most likely to be 
avoided at most because these are the most 
genuine claims and occurs due to improper 
execution of term of contract. To avoid these 
claims, one should: 
 
1. For a project involving large sum of money 
the contractor depends on the running account 
bills for the future deposits thus keeping that 
money will cause a delay in work and start a 
vicious cycle of claims one leading to another. 
Thus, these payments ought to be done with in 
the stipulated time decided in the contract. 
 
2. To motivate clients for completing these 
payments interest should be levied on the 
withhold sum according to the market 
condition, this will not only be appreciated by 

the appreciated by the contractor but also 
reassure him. 
3. In most contracts following the GCC there 
is no mention of recourse if the Engineer in 
charge does not complete the measurement 
verification in time. Putting a clause for the 
same will ensure timely work for the 
construction. 

For B2 

This classification manages claims relating to 
installment of recuperation of advances, for 
example, activation advance, plant and 
apparatus advance, made sure about advances 
and even interest on propels. Issues identified 
with security store also are clubbed in here. It 
must be remembered that if the quantum of 
guarantee esteem is diminished, debate goal 
may not be needed at all in light of the fact that 
for lower guarantee esteem, neither of the 
gatherings may wish to press for it on the 
grounds that the money saving advantage 
investigation probably won't allow it. 
Accordingly, to initially assault and address 
issues identified with these fruitful cases would 
be an ideal activity. Following are the 
suggestions: 
1. Interests and recuperation of advances are 

frequently inclined to questions. On the off 
chance that an interest free development 
can be given to the temporary worker in 
reasonable portions guaranteeing that the 
past portion is fittingly used in the 
connected chips away at site, the cases can 
be decreased. 

 
2. It has been seen that various cases are made 

by temporary worker on the appearance of 
arrival of security stores. The agreement 
conditions ought to expressly express all 
such conditions under which just the 
security store can be held by the EIC 

 
For  B3 
 
This class of cases is identified with 
heightening of rates during contract execution. 
This issue has been decently managed inside 
the overall states of agreement of CPWD under 
Clause 10 and 10CC and the principle issue is 
by all accounts the authoritative techniques. In 
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any case, following methodologies are 
suggested: 
  
1. Most issues in the cases considered relate 

to acceleration on works executed after 
augmentation of time span was given by 
the customer. Accordingly, the agreement 
conditions must be appropriately changed 
to accommodate such inevitabilities and 
join arrangements that evade questions. 

 
2. Another issue is tolerating the installments 

by contractual worker with no remark or 
tolerating bill by customer with no remark. 
It has been seen that judges have 
considered this acknowledgment as 
verifiable acknowledgment of the terms on 
the off chance that a bill is acknowledged 
with no remark or data to temporary worker 
if there should arise an occurrence of rates 
being heightened by him. Likewise, receipt 
of installment by contractual worker on 
diminished rates and without an opportune 
correspondence on record to show the 
contradiction has been maintained as 
inferred understanding. Subsequently, 
regulatory methods of both the gatherings 
are likewise liable for such cases. Thus, 
such cases can be diminished by essentially 
following hearty cycles of documentation 
and correspondence by both the gatherings.  

 
For  B6 
 
This class joins guarantees that ascent because 
of expected recuperation of materials and 
different settlements or cutoff points from 
fleeting worker's bill. Since number of cases in 
this is the most brought furthermore up 
considering the way that the rate entire yielded 
is fairly high and in addition on the grounds 
that basically like different classes, the cases 
create and are took into consideration the 
fleeting worker because of nonappearance of 
fitting assertions to help division's challenge, it 
is crucial that endeavors are made to diminish 
these cases farthest degree conceivable. 
Following are suggested approaches:  
 
1. Contractor should utilize the material given 

to him by the division in a sensible way. 
Either customer or any administrator from 

customer ought to instruct the lawfully 
restricting worker for any troublesome 
utilization of item or gear saw by him 
through appropriate channels. 

 
2. Contractor while enduring the material 

given to him by the division will practice 
exhaustive checks concerning whole, 
conformance to nuances and different 
cutoff points as for the material for any 
deviations reliant on what is concurred by 
the course of action. The brief master ought 
to in like way refer to customer with 
respect to any anomaly of utilization of 
associations through recorded genuine 
channels.  

 
3. Also, the understanding conditions must be 

express while depicting the technique and 
rates for picking any judgments that are to 
be made considering over use or 
underutilization of gave material. To stay 
away from the issue absolutely, issue of 
material may in like way be finished 
generally speaking following to completing 
money saving piece of room evaluation 
which must consider the expense of such 
requests moreover.  

 
For B7 
 
The cases under this plan relate to cases of 
additional work or things, replacements or 
deviations, and so forth create thinking about 
various impression of the developments of new 
things or developments of the things with 
changed decisions, which were not from the 
outset a touch of the appreciation between the 
two social events and were executed by the 
transient master as demonstrated by customer's 
or PM's standards. The achievement rate for 
these cases isn't particularly high. In any case, 
it is fundamental that these are looked out for 
supportive so they never grow up.  
 
1. The issue at the center dependably is 

obviously the strategy for showing up at the 
market developments of a specific thing. 
Despite the way that palatable changes 
have as of late been made to Clause 12 of 
GCC, it is sensible that a gradually system 
for figuring the reevaluated rates is given as 
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a bit of the specification so short lived 
worker knows the structure for showing up 
at the market rates early. 

 2. Change in totals can in addition be passed 
on inconsequential by presenting rate 
contracts without indicating entireties. In 
such courses of action, only developments 
of things are given and totals are not 
alluded to and momentary pros quote rates 
on rate premise on when in doubt rates. 
Essentially gross extent of rigid work is 
alluded to and the terms and states of the 
comprehension exhibit that anything can or 
can't be executed at site subordinate upon 
the site conditions. This way all the things 
in Delhi Schedule of Rates/Delhi Analysis 
of Rates (DSR/DAR) can be related with 
any game plan and just those things can be 
executed which are needed for that specific 
comprehension.  

 
For D3 and D4 
 
These plans are identified with claims that 
ascent due to the parties depending upon 
mediation for example the cases for 
intercession costs achieved by the get-togethers 
and the recuperation of loss of interest by the 
social affairs on totals guaranteed because of 
deferral in partition as the parties went to 
watchfulness for target of conversations.  
As a routine schedule, the intervention costs 
are borne likewise by both the get-togethers, 
this could be settled upon by the parties in the 
watchfulness strategy itself to avoid 

inconsequential movement and exertion in 
settling claims relating to these. 
As respects the interests, the watchfulness 
strategy may in like way join developments of 
interests as ordinarily concurred and as 
customarily yielded by the authorities in past 
cases. 

Limitations 

Construction projects are bound to have claims 
is the biggest limitation. There are certain 
unpredictable factors which will always lead to 
rise in claim like the fluctuation in economic 
market for the price of goods and services and 
it follows a perpetual cycle of claims and 
arbitration which leads to delay on project 
completion and overrun in cost of project. 
Projects with high cost of production are 
subjected to more risk and the guidelines from 
CPWD or the general conditions of contracts 
are not revised regularly which leads to more 
exposure for projects. With the current scenario 
where least amount of time is spent in planning 
stage more and more claims arise. The odd 
difference in the number of clients and  
contractors also put the contractors at the risk 
of losing a project and thus their conditions are 
not mentioned in the contract clearly which 
gives rise to difference in the perception of 
stakeholders. Slow arbitration process and 
negligence of discussion to resolve a claim is 
major factor for cost overrun in any project. 
Some of these limitations can be overwhelmed 
through proper planning and guidelines from 
government authorities and this will help the 
industry to rise further. 

 

References

 

 1. Gaur, Maneesha, Sushma Goel, and 
Neelima Asthana. "Reconnaissance 
Construction Safety Hazards for Zero 
Accidents: A Review Study of Literature." 

 2. Margetts, F. (2018). What project 
management can bring to policy. 

 3. Varavenko, V. E. (2016). The work of the 
International Federation of Consulting 
Engineers (FIDIC) on development of the 
standard contracts as a mechanism of 
convergence of the international legal 

systems. Mezhdunarodnoe pravo i 
mezhdunarodnye organizacii/International 
Law and International Organizations, (2), 
231-237. 

 4. P. (. Guptan, "Building India : Accelerating 
Infrastructure Projects," Mckinsey and 
company, Mumbai. 

 5. Surawongsin, P. (2002). The 
implementation of construction claims 
management in the Thai construction 
industry. MEng diss. Asian Institute of 
Technology. 

 6. S. Y. Cheung, "Are cinstruction disputes 



Vidyabharati International Interdisciplinary Research Journal (Special Issue)                      ISSN 2319-4979 

  

Special Issue on Engineering Technologies and Management                                                                      366 

inevitable?," IEEE transactions on 
Engineering Management. 

 7. Diekmann, J. E., Girard, M. J., & Abdul-
Hadi, N. (1994). DPI--disputes Potential 
Index: A Study Into the Predictability of 
Contract Disputes. The Institute. 

 8. G. J. Avinash, "Financial impedimentws to 
road infrastructure Development in India," 
2019. 

 9. H. R.B., "Managingn COnstruction 
Conflict.," Longman Scientific Tech., 
Harlow,UK, 1987. 

 10. Kumaraswamy, M. M. (1997). Common 
categories and causes of construction 
claims. Construction Law Journal. 

 11. Mitkus, S., & Mitkus, T. (2014). Causes of 

conflicts in a construction industry: A 
communicational approach. Procedia-
Social and Behavioral Sciences, 110, 777-
786. 

 12. Fenn, P., & Gameson, R. (Eds.). 
(1992). Construction conflict management 
and resolution. Taylor & Francis. 

 13. Assaf, S. A., & Al-Hejji, S. (2006). Causes 
of delay in large construction 
projects. International journal of project 
management, 24(4), 349-357. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Vidyabharati International Interdisciplinary Research Journal (Special Issue)               ISSN 2319-4979 

  

Special Issue on Engineering Technologies and Management                                                                      367 
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ABSTRACT 

Rising usage of mobile and social media as a source of information among the newer generation is an important factor 
of consideration among upcoming brands with little to no funds. The aim here is to investigate the connection between 
use of Digital Marketing to the success of brands online with intake of data online and through LinkedIn to prepare a 
case for Digital Marketing for start - ups in the competitive market. Using Survey questionnaire filled by 80 
respondents, the study analyzed the success of digital marketing in Indian brands and measured these results against a 
traditional marketing approach. 4 groups namely Content Marketing, Branding, Integrated Marketing 
Communications and Interpersonal Communication were considered most important for the success of Digital 
Marketing for Start- Ups. The study definitively proves the point that Digital Marketing is an effective tool for those 
with little to no finance. Further studies can help establish stronger causal relationships as Online Marketing has seen 
a boost in times of corona. 

Keywords: digital marketing, start-ups, promotion, effectiveness, customer reach, social network. 
 

Introduction 

India is a huge country with around 1.37 billion 
people (Statisticstimes.com 2019) and of that, 
40% of the population uses the Internet every 
day (Statista.com). The launch of Reliance Jio 
in 2016 greatly aided to the advent of free and 
unlimited internet access in India. Thanks to Jio 
and other telecom operators like Airtel, Idea 
offering competitive plans, a lot more of India 
now can surf the internet with ease. 
In today’s world, new businesses get launched 
every day. And even though the market policies 
are fairly open and welcoming, what they have 
to watch for is the consumer behaviour. You 
compete not only with the businesses in your 
industry but also with the hundreds of millions 
of online and offline campaigns that are thrown 
at the masses every day. In order to be 
successful, you don’t only need an amazing 
product, but a well-planned marketing strategy 
to advertise it. 
Post the advent of easy access to the net, the use 
of Digital Marketing in marketing campaigns 
has drastically changed the way brands get 
perceived in the last few years. When done in 
congruence with the integrated marketing 
communication and technology, internet 
marketing has the ability to drastically increase 
the market share, provided the business has the 
resources and the vision to execute such a 
campaign. 

Advertising is a tool used by many to 
encourage and influence the customers to begin 
and continue the action of buying their 
products. Essentially, you’d want to create the 
need for your product. In traditional marketing, 
advertising was done through the medium of 
pamphlets and TVCs. Today, consumers have 
evolved; they’ve moved on from being 
verbalizers to visualizers. Meaning, they want 
to see more and read less. What you throw out 
there needs to be crisp for them to retain it. A 
massive contributor in the success of efforts 
towards promotion is online marketing, or 
digital marketing as we call it. The value of two 
firms doing the same business in all ways 
similar, can vary drastically depending on the 
type of strategy each firm uses and the amount 
of consideration they give to integrated 
marketing communication. 
The weight therefore falls on the shoulders of 
the marketing team to ensure that they have on 
board a group of skilled professionals who are 
able to organize and manage seamless 
processes across technology. Most start - ups 
today are bootstrapped and crunched for funds 
and time. It becomes quintessential therefore to 
ensure to use their limited marketing budgets in 
the most cost-effective method out there to get 
their message heard. 
Being an entrepreneur or owning a start - up 
comes at the colossal task of managing to 
launch yourself with the limited resources at 
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your disposal. Here comes in Digital 
Marketing. 
According to CAM Foundation - “Digital 
Marketing is a broad discipline, bringing 
together all forms of marketing that operates 
through electronic devices – online, on mobile, 
on-screen. Over the years, digital marketing has 
developed enormously, and it continues to do 
so.” 

Conceptual Framework 

People usually don’t believe that understanding 
how you reach the customer is very important 
for being a great entrepreneur. But the reality in 
all of it is that the social acceptance by the 
consumers plays a vital role in determining how 
much or less valuable your start - up can be.  
Laws of Supply & Demand  
The fundamental characteristics of economics 
are Supply and Demand and consequently the 
Supply Curve and the Demand Curve. Demand 
is what and how much the buyer needs, and 
supply is what and how much the seller can 
supply. For a start - up, think of the Angel 
Investor or funding as the “buyer” who is 
looking to give you cash against the purchase of 
“equity” in your firm. 

 
Fig. 1. Law of Supply and Demand 

The principle dictates that in the event of a 
market-clearing price for any product or 
service, the target buyers and sellers will come 
together and a price will be set for the product 
or service. The demand for some products 
doesn’t vary in extreme in response to the 
change in its pricing. Those goods like alcohol, 
drugs, necessity items, are called inelastic good. 
On the contrary, if the demand for a product 
were to fluctuate dramatically in responses to a 
change in its pricing, those goods are called 
“elastic” goods. 

Usually markets operate in an equilibrium of 
demand and supply. Which is great for setting 
the price and deciding how much to produce. 
But often, the occurrence of an “exogenous 
event” can cause the demand and supply for a 
product or a category to shift. If we talk about 
the scenario of start - ups, if there is an influx of 
new businesses that enter the markets for a 
short period of success, that can cause a 
“demand curve shift” as outlined in the diagram 
below. The idea for them to enter is not have a 
lot of venture capitalists backed capital, but 
rather to bank on the off chance that their idea 
will take off like the Uber and the Facebooks of 
today. 

 
Fig. 2. Demand Curve 

The problem in that kind of a plan is that 
instead of focussing all talents on one great 
masterpiece of a project that has market 
potential, the resources instead are distributed 
into a bunch of multiple companies (most of 
which will not amount to much). 

Present Study And Its Significance 

Online Marketing is a term that collectively 
defines all the marketing efforts directed 
towards the general public through the channels 
of digital media. It is spread across the Internet 
but also expands to mobile phones, 
laptops/PCs, display advertisements or any sort 
of digital medium that can be used. 
As we discussed in the conceptual framework, 
Marketing has come a long in terms of the way 
in which businesses today encash the 
advantages of digital marketing and technology 
in general to reach a wider audience with the 
best cost alternative. Especially for a star-up or 
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a new business with little finance to spare on 
advertising activities, digital marketing is 
becoming more and more lucrative because of 
its cost effectiveness and the fact that the spread 
of information is much faster through online 
mediums due to the easy and widespread 
availability of digital devices to the local 
public. Brands have started to realize the 
prevalence of Digital Marketing for a while 
now and an increase in advertisements on social 
media websites like Facebook, Instagram and 
YouTube especially has been massive. 

Literature Review 

Roles of customers are changing every day. 
From a mere receiver of products to a 
commander of price and quality today, it’s 
impossible to ignore their importance today 
(Prahalad and Ramaswamy, 2004). Khan and 
Mahapatra (2009) had observed that the boon 
of technology has and will play a vital role in 
facilitating the transaction of services from 
businesses to customers. According to Hoge 
(1993), electronic marketing is when the 
transaction between a business and a customer 
is facilitated the use of an electronic medium or 
method. 
The origins of E-Marketing date back to the 
nineteenth century when the use of telegraphs 
began. While it started from the invention and 
positive response from the general public of the 
telephone, radio, tele, in today’s times, 
electronic media is a force to be reckoned with. 
A lot of major brands, including but not limited 
to McDonalds takes advantage of the online 
mediums to advertise and reinforce their brand 
image in order to strengthen their relationships 
with the customers. Today they have a Happy 
Mean website, targeted towards the children, 
that has fun and interactive games to engage the 
younger audience that they have for themselves 
(Rowley 2004). Reinartz and Kumar (2003) 
have said that the profits that a company enjoys 
today is positively related to the amount of 
mailing efforts that they put in. Of the many 
advantages of Online or Digital Marketing, one 
striking benefit is that often while the audience 
catered to widens, the amount of cost incurred 
generally reduces. As compared to door to door 
sales or sales via the channels of distribution, 
the cost of selling products and services through 
online platforms is much lower. In addition to 

that, the reach of social media goes beyond the 
geographical constraints of a face to face sales 
conversion. To places with bad or negligible 
infrastructure, products and information about 
the products can still be spread via these online 
platforms. So, to conclude, generally businesses 
find it cheaper to reach a wider audience via the 
social mediums as against the traditional 
methods of sales (Watson et al. 2002; Sheth & 
Sharma 2005).  
Although there exists similar sounding terms 
that somewhat overlap, in the end, digital 
marketing, online marketing, internet 
marketing, e-marketing and electronic 
marketing are all clubbed under the same 
bubble that refers to the “method of advertising 
products and services online through the use of 
digital ads, websites, email marketing, mobile 
phones, televisions and interactive kiosks etc” 
(Chaffey & Smith, 2008).  
Online advertising can be done in multiple 
ways, as we discussed previously in the study 
by Chaffey & Smith, 2008, but how can one 
rate the success and failure of those platforms 
and tactics? The Audience Growth Survey, 
came close to rating their efficiency.  
They found that while the success rate of any 
medium is a factor unique to each business 
depending on the execution, it is majorly 
dependent on the aims and objectives and Key 
Performance Indicators (KPIs) set by the 
business, the reach of their campaign and the 
quality of their target group. And while it is 
important to have a wider audience, start - ups 
have generally been found to prioritise the 
quality of the new acquired conversions via 
mobile channels, email marketing and social 
media platforms etc, over the quantity if new 
conversions. 
There's No Silver Bullet  
As much science as there is in Marketing, there 
is no one-size-fits-all strategy in online 
marketing that can be fruitful for the success of 
each business that chooses to use it. Using 
cross-channel methods can increase your 
chances of success and conversion but it would 
not dramatically encash the same fruits it gave 
to another business. The ROI on your efforts, 
the size and quality of your conversions will 
vary depending on multiple factors such as the 
kind of product or service that you are selling, 
the online medium that you choose where the 
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said audience can be reached, how receptive is 
your audience, how unique is your offering, and 
if the audience can afford to spend on your 
product or service. With every new strategy, 
message and KPI changed, the marketing 
manager must ask themselves: 
Which strategy will be best suited and does it 
resonate with the objectives of the business? 
Let’s say, email marketing is the medium at 
play here. Even though it is the oldest of the 
channels that we have discussed in our paper, 
yet marketers today leave no stone unturned in 
taking advantage of the varied ways that exists 
today to widen your date base. 
And while going over the learnings in The 
Audience Growth Survey, businesses today, 
and especially start - ups, can use the same to 
A/B test their way to success. The trial-and-
error method can help filter through all the 
methods which may have been previously 
discarded by another brand as unhelpful. 
By the end of the paper, entrepreneurs will have 
a knowledge of multiple strategies and ways 
that can be used to create and maintain your 
online presence and also, ways to convert said 
audience into customers and ultimately, brand 
evangelists. However, none of the tactics that 
you will find here will work of all brands. 
While one may work wonders for brand X, the 
same may not make a dent for brand Y. The 
silver bullet doesn’t exist. Through trial and 
error, you can however find a unique way 
suited for your brand that can be your wow 
moment. 
Following are few studies and insights related 
to social media platforms done by acclaimed 
researchers from Universities across the world: 
Dr. Lillian Clark has been collecting data on 
Facebook with the Suggested Posts/Sponsored 
Ads. Many people, now more vigilant after the 
MyPersonality app fiasco which had shared the 
access to personal data of close to 4million 
Facebook users, had registered the application 
in their minds in relation to the issue. It’s also 
common knowledge among consumers that 
almost all institutions save their information 
and they’ve come to accept that. The trouble 
arises is when businesses get questioned as to 
how they plan to use this data and for what 
purpose, and how does the consumer benefit 
from their plans. Another takeaway from Dr. 
Lilian’s work was that she predicted the 

conclusion of sponsored posts before it actually 
happened. 
Dr Torgeir Aleti Watne from Victoria 
University, Melbourne, extracted some 
remarkable learnings from his study on 
communication done by the Australian “Craft 
Brewers” with their customers on Twitter. His 
key finding was that the brands which invest 
time in coming up with creative texts for their 
tweets are the brands that have a mass 
following as people love the lexical diversity 
that they get to encounter day after day. So, 
start - ups can focus on their content plan and 
avoid recycling the same words that are being 
used in the Industry.  
Dr Julia Wolny from the University of 
Southampton was researching on Webrooming 
and Showrooming. Most people know of show-
rooming, but webrooming is a relatively lesser 
known concept. It’s the reverse of 
showrooming and in this case the customer 
searches online and buys from the store. Both 
show rooming and web rooming are major 
challenges for retailers. In the area of mapping 
customer journeys, Dr. Julia is attempting to 
formulate a system that can segment and 
identify the three types of purchase journey of a 
customer: 
Impulsive Journeys: This kind of buying 
happens at the time of contact with the product. 
The key element at play here is the 
attractiveness of the packaging. If the product is 
returnable, it adds to the conversion rate.  
Balanced Journeys: This kind of buying is 
relatively longer than the Impulsive journey. 
The customer is generally triggered to make a 
purchase post a stimulus; it could be after 
reading a review, watching an advertisement, or 
even simply a picture on social media. Once the 
product is registered, the prospective customer 
generally asks around to friends and relatives to 
seek their validation about the quality and 
features. They may also resort to relying on 
web searches to read blogs and watch videos to 
get a better picture. 
Considered Journeys: Here, the pre-purchase 
journey is the most vital. Prospective customers 
are continuously taking in information. They 
read blogs, watch videos often but don’t buy 
immediately. This is also one of the key 
learning that came out from Dr. Julia’s research 
that while these prospective customers are in 
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this pre-purchase stage, they generally don’t 
associate themselves as to be shopping, instead 
as someone taking in information. 

Research Methodology 

A. Problem 
Success in the binding factor between all start - 
ups and stable businesses. In the end, in order 
to succeed, what any business really needs is to 
create waves with their offering in the market. 
Without a distinct value, no business can 
succeed. According to Paul Graham, “…if you 
get growth, everything else tends to fall in 
place.” 
For a start - up to make an impact, it needs to 
work triple the hours and 
a) Offer value that a major audience wants, and 
b) Deliver and satisfy all the Target Groups. 
However, unfortunately for most start - ups, the 
journey isn’t as feasible due to multiple reasons 
and hence the actions aren’t as feasible. 

B. Research Objectives 
1. To identify the usefulness of digital 
marketing for start - ups in the competitive 
market. 
2. To study the impact of digital marketing on 
consumers purchase. 

C. Research Type 
I’ve done a Quantitative Research which was 
descriptive in nature. Surveys were 
administered (to 100 people) to investigate the 
consumer thoughts on Digital Marketing, 
alone, and in favour of Start - ups and small 
businesses with little finance to spare. The 
study was conducted online through LinkedIn 
groups and circulation of Google forms via 
snowball effect. Since the population of 
interest was Digital Marketing Executives with 
at least 1 year of experience, LinkedIn was 
chosen because its regulation policies meet 
high standards and authenticity of users. 
Therefore, it was assumed that all participants 
have knowledge of Digital Marketing. I 
received 82 responses, 2 of which had some 
information missing and thus reducing the 
significance of some questions. Those 2 were 
removed and report was made on the basis of 
80 responses. Additionally, secondary data was 
incorporated in the form of articles, journals, 
company creatives, or any other historical data.  

A survey questionnaire of 19 questions was 
circulated and filled by 80 respondents via 
LinkedIn and WhatsApp Groups. The 
questionnaire was designed keeping in mind 
the objectives and each question was related to 
one or the other objectives of the research. 
Multiple steps led to selecting the sample 
group for this survey. 
The first two phases were around deciding the 
population, the targets, clients, employees etc. 
for the questionnaire, and to also postulate the 
frame of the group, i.e., to choose a sample that 
represents the population selected earlier. 
In my case, I focused on employees who had 
experience working in Digital Marketing for a 
minimum of one year. The purpose is to outline 
the response of these employees on the 
importance of digital marketing for start - ups. 
The goal (for sampling) was also to choose 
employees from multiple organizations and at 
various levels of command and to notice the 
differences in people’s opinions and behaviors. 
Therefore, the sampling method used here is 
“Convenience Sampling” which is non-
probabilistic. And from there on, we banked on 
the snowball effect for further responses. 
The size of my sample is small (80), enabling 
to have a similar pattern of answers and to 
come to conclusions. I have made sure to get 
all the possible respondents for the survey. 
The sample size chosen is from organizations 
across India as it will give a clearer picture of 
how important is digital marketing and what 
impact can its market reach have on a relatively 
new brand and specifically, on start – ups. 

Results and Analysis 

TABLE I.  Demographics 
Qn. No. Title Percentage 
1. Gender  
 Male 65% 
 Female 35% 
2. Job Title  
 Social Media Director 18% 
 Media Planner 14% 
 Digital Marketing Executive 36% 
 CEO 10% 
 Content Manager 22% 
3. Industry  
 Telecommunications 2% 
 Healthcare and Social 

Assistance 
10% 

 Digital Marketing Agency 34% 
 Media and PR 12% 
 Software and IT 42% 
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4. Size of Organization 
(employees) 

 

 11-50 employees 12% 
 51-100 employees 20% 
 101-500 employees 68% 
5. Nature of Organization  
 B2B 70% 
 B2C 30% 
 

From the results, it can be seen that among the 
respondents, most of them were male. Though 
the sample was not large, it showed glimpse of 
executives’ perception towards Digital 
Marketing and Advertising. Most of the 
responses I received were from multiple titles 
ranging from, but not limited to, Digital 
Marketing Executives (36%), Social Media 
Directors (22%) and Content Managers (18%), 
among others. We can understand that a large 
part of the sample was working in the Software 
and IT industry, followed by another huge 
bunch from Digital Marketing Agencies (34%) 
and rest from Healthcare, IT and Media & PR. 
Majority of the respondents were from 
businesses with 100-500 employees (68%) and 
the rest had 51-100 employees (20%), and 11-
50 employees (12%) And lastly, of the 80 
respondents, 70% of them worked in 
organizations associated with B2B operations 
and the remaining 30% with B2C 
organizations. 

TABLE II.  General Perspective 

Sr. No. Title Percentage 
6. %age of Revenue 

towards Marketing 
 

 11-15 40% 
 16-25 10% 
 26-50 30 
7. %age of Marketing 

spends towards DM 
 

 11-25 40 
 26-40 20 
 41-60 10 
 61-80 0 
 81-100 10 

 

A majority of 50% of the respondents believe 
that 11-15% of the revenues earned during the 
year should be allotted towards Marketing 
budget. This is higher than the usual 5% that is 
generally considered the industry practice and a 
positive sign.  Further, collectively a majority 
of 50% again also believe that of the reserves 
allotted towards Marketing, 11-15% must be 
allocated towards the purpose of Digital 

Marketing. It’s a good step towards the growth 
of Digital Marketing as it signifies that 
executives are able to see results via efforts 
made online and are willing to invest more in 
this direction. 

Discussion and Analysis 

The tool used for data analysis was Factor 
analysis, which is a method of data reduction. 
The way the analysis works is that, in the 
responses gathered, the software will look for 
underlying variables that otherwise go 
unobserved in the observed variables. For the 
purpose of my research, I have used the 
Principal Axis Factor method. Below is the 
resultant Rotated Component Matrix, a varimax 
rotation was performed on the data. 

 

 

Fig. 3. Rotate Component Matrix post 
Factor Analysis in SPSS software 
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*The number after each variable reflects the 
question number that the variable is a part of. 
From the data, we received 9 factors whose 
Eigenvalue was at least 1, but only the Top 4 
factors (of the 9) were selected for analysis as 
33 of our 40 variables seemed to measure in 
these 4 underlying factors. All the variables in 
one factor relate to each other and after 
interpreting all components, I have managed to 
assign names to each group based on their most 
relevant descriptions: 

I) Content Marketing 
II) Integrated Marketing Communication 
III) Branding 
IV) Interpersonal Communication  
(customer retention) 

A. Group 1 

Here we have the following variables that have 
been clubbed together by the system on the 
basis on the similarity of responses they 
received from 80 respondents.  

TABLE III.  Content Marketing 

Efficiency 
of Media 
& PR 
(.962) 

Efficiency 
of Social 
Media 
(.695) 

Efficiency 
of Organic 
Content 
(.674) 

Challenge 
of 
understan
ding 
audience 
(.714) 

Focus on 
Social 
Media 
(.802) 

Achieving 
increased 
Brand 
Awareness 
(.764) 

Efficiency 
of 
WordPress 
plugins 
(.788) 

Challenge 
of 
Content 
creation 
(.753) 

Focus on 
Content 
Marketing 
(.593) 

Efficiency 
of CRM 
(.758) 

Increasing 
traffic to 
Website 
(.647) 

 

 
The variables Media and PR (.962), Social 
Media (.802), WordPress Plugins (.788) have 
larger positive loadings on the 1st Factor, 
named Content Marketing. This factor defines 
and clubs the forms in which start - ups can 
spread their content to reach a wider audience, 
more efficiently and has been named 
accordingly. 
 
 
 
 

B. Group 2 

TABLE IV.  IMC 

Challenge of 
generating 
leads (.732) 

Focus on 
Digital Ads 
(.632) 

Setting up a two-
way 
communication 
(.729) 

Efficiency of 
paid 
advertising 
(.756) 

Achieving 
increased 
business (.621) 

Creating online 
presence (.935) 

Focus on Blogs 
(.669) 

Gaining 
Loyalty (.759) 

 

The next group with Online presence (.935), 
Gaining Loyalty (.759), Paid advertising (.756) 
clearly has larger positive loadings on the ways 
in which you can promote your brand to the 
audience and hence named Integrated 
Marketing Communications. IMC is a 
collection of ways in which brands can send 
one communication through multiple mediums 
of communication to maximise the reach and to 
maintain the authenticity of their words. Since 
this factor comprises variables that describe the 
multiple channels of marketing communication, 
thus Integrated marketing communications. 

C. Group 3 

TABLE V.  BrandinG 
Building 
Brand Image 
(.555) 

Efficiency of 
free tools (.688) 

Challenge of 
Building Website 
(.739) 

Building an 
Online 
Presence 
(.530) 

Achieving 
increased 
Business (.733) 

Recommending 
Digital Marketing 
to Start - ups (.849) 

Building a 
Wider 
Audience 
(.716) 

Achieving Lead 
Generation 
(.544) 

 

 
Digital Marketing to Start - ups (.849), Building 
a Website (.739), Building a Wider Audience 
(.716) have larger positive loadings in Group 3, 
indicating the need and requirements for a 
synergized effort towards Branding, hence the 
name. This group collectively describes the way 
in which start - ups can create a positive brand 
image, some of them namely, website building, 
use of Digital marketing, building an online 
presence and lead generation among others. 
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D. Group 4 
TABLE VI.  Interpersonal Communication 
Sales Conversion 
(.789) 

Efficiency of 
Agency reports 
(.658) 

Focus on 
Email 
Marketing 
(.787) 

Challenge of sales 
to website/profile 
(.663) 

Challenge of 
promoting 
content (.539) 

Focus on 
Affiliate 
Marketing 
(.715) 

 
Sales Conversion (.789), Email Marketing 
(.787), Affiliate Marketing (.715) have large 
positive loadings on group 4, named 
Interpersonal Communication (for Customer 
Retention). Majority of the variables that were 
clubbed together in this factor describe methods 
by which start - ups can connect with their 
audience for better sales to website or profile. 
Insights from agency reports, Affiliate and E- 
mail Marketing, Promoting content online are 
all interpersonal methods of interacting with 
potential customers so as to instigate them to 
purchase, as well a way of reaching out to 
existing customers in order to retain them and 
possibly make subsequent purchases. 
Together, all four factors explain 52.865 of the 
variation in data. 

Conclusion 

In this paper we went over the essential 
elements for designing an online campaign for 
the growth of start - ups and relatively smaller 
brands. Many start - ups, businesses-in any 
field- generally fail without a plan. In the 
competitive markets we always applaud the 
efforts of successful entrepreneurs but rarely 
learn from the experiences of their failures and 
utilize it for tomorrow’s success. We also came 
across incidents where many of the specialists, 
who had previously seen the ups and downs in 
the start - up culture usually end up 
discouraging others who have relatively newer 
concepts with words like “That won’t work.” 
(something said about Uber) or “That business 
cannot make profits” (something said about 
WhatsApp and Dropbox). But of course, some 
striving entrepreneur will manage to pull off 
the exact thing he was told he can’t. 
Trying new things and online marketing 
techniques or even the day to day activities in 
an innovative fashion is what fuels the success 
of the start - up industry today. From our 
survey and analysis, we arrived at the 

conclusion that Digital Marketing, if used 
correctly, is a boon for start - ups. It has little 
cost associated to it and almost no investment, 
but if the efforts are utilized post research, the 
benefits are manifold. Another thing that 
popped up was that Digital Marketing is  
an easy way of interacting with the customers 
and has a higher perception. There will always 
be concerns like the safety and security of data, 
but with the advent of Digitization and 
Business Intelligence, these concerns can be 
minimized. Nevertheless, the results from both 
the primary and the secondary data confirm 
that Digital Marketing efforts can make huge 
waves for businesses that endorse on or via 
digital channels, and especially for start - ups. 
All four factors that emerged out of the 
analysis represent a domain of Digital 
Marketing that linked similar variables.  
I) Content Marketing included variables 
like Organic content, WordPress, 
understanding the audience which point 
towards the direction of marketing your brand 
in the most efficient way. 
II) Integrated Marketing Communication 
included factors like Digital Ads, Paid 
advertising, creating an online presence and the 
need to focus on blogs- all of which are 
different way in which you can communicate 
with your future customers. 
III) Branding had factors like lead 
generation, wider audience, use of analytical 
tools and building your website – all to design 
the way that you want to position your brand 
and for whom. 
IV) Interpersonal Communication (for 
customer retention) had factors like email 
marketing, affiliate marketing, sales 
conversions and promoting content which 
collectively sum up the interpersonal methods 
of communication that brands can use for the 
purpose of retaining their customers as well as 
converting prospective clients. 
Effectiveness of these factors for the best 
performance is a must, therefore it is of utmost 
importance that a start - up be different for it to 
be effective. Online paid tools have been 
known to be easy to use and successful at 
correctly translating business insights for start - 
ups. 
From the research, I would like to conclude 
that Digital Marketing however underrated, 
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forms the backbone of any organization 
wanting to break the geographical boundaries, 
in the absence of which the day to day 
marketing as well the efficiency would be 
greatly affected. The research paper was able to 
contribute towards understanding the current 
and best practices in the field of Digital 
Marketing for start – ups and small companies, 
thus giving an overview to the managers and 
top-level management on key aspects that need 
to be considered before launching a new 
campaign or communication. 

Recommendations 

1. Start - ups must leverage multiple channels 
in synergy in order to reach the desired Target 
group. Awareness can be spread through 
proper content marketing and IMC 
formulation, considering the influence of the 
behaviour of the viewers. 
2. It was discovered that unless customers have 
the required knowledge of the product, they 
will not purchase. Therefore, it is 
recommended that irrespective of the size, the 
firm must include Digital Marketing in their 
marketing efforts in ways of E-Mail Marketing 
and Social-media Marketing. 
3. With benefits, Digital Marketing has 
limitations also, like fraudulent activities or 
privacy issues. So, companies should not 
consider Digital Marketing as the only option 
of communication. 

Limitations 

Some likely issues within the formulation of 
the questions in the structure and questionnaire 
design may have hindered the respondent from 
being able to fully express their opinions on the 
multiple variables used to verify the 
Hypothesis. It may have also proven more 
resourceful to target only those executives who 
have additionally worked with start - ups and 
seen their rise and fall. So as to avoid any 
‘guesswork’ included in the data which may or 
may not have offset my own results. 
impatience 
Additionally, some participants got visibly 
impatient towards the end of the survey as it 
was quite in depth. A lot of top brand 
employees were not able to fill the form due to 
lack of time as the current mid Covid-19c 
scenario has rendered even the biggest giants to 

be on their knees. The impatience may have 
further stemmed from the inability to provide 
the ‘correct’ answer from a start - up’s 
perspective as not all of the respondents had 
experience in the area. Additionally, aside from 
the perception digital marketing by the 
executives, there may be additional factors that 
influence the success and failure of a 
campaign, specifically the market. As 
evidenced by the current success rate, start - 
ups is not an expanding industry. 
Thorough interviews could have benefitted the 
purpose of the survey to make it truly 
qualitative. It would have required more time 
per respondent to complete the questionnaire 
but those insights would have been more 
beneficial for analysis. An interview setting 
also allows for a semi - structured interview 
with more liberty to gauge the non-verbal 
signs, tone, and relate them to the reasonings 
behind the open- ended questions. All of this 
was lacking in the current format of interviews. 

Managerial Implications 

As managers, it’s essential to keep oneself up to 
date on everything that’s happening in the 
marketing world and reviewing new trends and 
also keeping in touch with the changing target 
audience. The digital world is a continuously 
changing environment, and many marketers 
should now start spending more of their time on 
digital marketing efforts and open a role for 
Digital Marketing as a post Covid19 scenario 
so clearly requires digital skills in order to stay 
relevant for the brands as well as the managers. 
Read more on the new trends, models to gain a 
perspective on the usefulness of new mediums 
of communication and best use of technology 
for maximising success of campaigns and 
communication. 
The results of our survey indicate that while all 
marketers have the goal of more conversions, 
the way you do it can make or break your 
marketing. Going digital is the way to succeed 
and all managers should at least not only work 
in tandem with the digital marketing team, but 
also try and A/B test their approaches once in a 
while. All responses are insights. Good or bad, 
the audience has told you their reaction. Every 
post, every photo must align with the goals of 
the organization. A lot of work goes behind 
designing a content and it’s easy to discard the 
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efforts if you haven’t first hand experienced the 
work pressure. But all of this experimenting, 
whether with the customers or for self-study, 
will help you get a better understanding of the 
customer. 
The coming generation relies on technology to 
get their daily information and entertainment. 
With the use of multiple tools, you can track 
how many times your brand was mentioned, 
with what emotions, in which city, for what 
purpose. Traditional marketing doesn’t allow 
for this brand tracking and hence most brands 
are unaware of he communication that is 
happening around them. Most giants in the 

industries are already leveraging Digital 
Marketing and other tools for a better 
understanding of their customer base in order to 
rightly design their campaigns. Since hiring 
most high skilled professionals requires 
massive spending, managers can choose to 
educate one self and rely on other talent inside 
the company itself. Additionally, with little cost 
attached to Digital Marketing, compared to 
hoarding or billboards, start - ups can easily 
focus their efforts towards hiring better, 
knowledgeable employees rather than investing 
a lot more in campaigns with half knowledge.
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ABSTRACT 

Air India, a public sector corporation, operates passenger and freight flights and has a market share of 11.8 percent as 
of January 2020 [1]. Once considered as a 'Jewel in the crown' in the Indian aviation industry, it no longer holds the 
same credit as the service and earnings slipped after the merger of the domestic counterpart, Indian Airlines and 
global partner, Air India in 2007, owing to the management’s inability to manage the mountain debt of ₹ 62,000 
Crores (US$ 8.75 billion), leaving the company stranded in the dust [2]. Around ₹ 22,000 crores (US$ 3.1 billion) 
account for aircraft acquisition, and the balance is to cover its working capital [3]. The privatization of Air India was 
sanctioned by the Indian government in 2017 and decided to sell its controlling stake in the parent company and its 
allied group - Air India SATS (AISATS) and Air India Express, which was initially aimed to be finished by the end of 
2018. However, no private institution showed any interest in owning partial ownership in the debt-laden airline. After 
failing to sell the airline, the government tried to lure the bidders by selling its 100-percent equity in Air-India, and Air 
India Express and 50 percent in AISATS. In January 2020, the government invited bidders by issuing Expression of 
Interests (EOI). To get more bidders, the government has also lowered almost ₹ 30,000 crores (US$ 4.2 billion) of 
debts [4]. Nonetheless, the government's attempts to invert Air India's losses appeared to be stalled with the depletion 
of its share in industry, sustained losses, and an aggregation of debt. This study aims: 
1. To familiarize with the history and management of the company since its inception. 
2. Know about the financial health of the company through fundamental study. 
3. Identify the capital structure and its compatibility with the company's credit balances. 
4. Identify 'warning flags' and an overview of possible financial vulnerability that could have been resolved by 

prompt intervention. 
5. To understand the role of the government in the good and bad times of the business.  

Keywords—Air-India, Mountain Debt, Disinvestment, EOI, Privatization 
 

Introduction 

Though Air India currently enjoys a distinctive 
status in the aviation sector worldwide, has an 
11.8-percent share of the Indian airline market, 
which has been whittled down over time due to 
numerous factors [1]. Be that as it may, it had 
an inquisitive beginning. Airmail letters from 
Europe to India were unladed at Karachi from 
foreign shuttles in the early 1930s. The mail 
was then shipped by train to its intended 
destination — a process that could take several 
days. An erstwhile aviator of the Royal Air 
Force named Nevill Vintcent came up with an 
idea to set up an air service that would deliver 
the mails to its destination the same day. 
Vintcent took the concept to JRD Tata, the Tata 
family's 25-year-old scion, and an avionic freak. 
Finally, in 1932, JRD Tata and Nevill Vintcent 
commenced Tata Air Mail with two small Puss 
Moth aircraft capable of carrying a mail 
consignment and two passengers. The first 
flight of Tata Air Mail departed on October 15, 
1932. JRD Tata piloted the plane from Karachi 
to Bombay, and then Vintcent took over from 

Bombay to Madras, carrying the mail. Tata Air 
Mail reported a profit of ₹ 60,000 in its first 
year, delivering 10 tons of mail, and 155 
passengers [5]. It extended its service to Delhi, 
Hyderabad, Goa, and Colombo in a few years, 
and in 1946, Tata took the company public and 
subsequently renamed it as Air India. 
Due to persistent setbacks, the union 
government in 2000-01 considered 
disinvestment and re- privatization of Air India. 
It agreed to sell a partial stake in the loss-
making national airlines. However, it could not 
be taken further following dissent from the 
opposition in the parliament. 
The consolidated firm's losses surged by around 
ten times within two years after the merger of 
the two biggest airlines of the country - Air 
India and Indian Airlines, in 2007. Air India had 
amassed around ₹ 42,600 crores (US$ 6.0 
billion) as debt by March 2011 and was actively 
seeking government finances [6]. The 
government pumped in some funds to keep it 
financially sound. In 2013, when Ajit Singh, the 
then Aviation Minister, claimed that 
denationalization is the core resolution of the 

Ankit Bansal



Vidyabharati International Interdisciplinary Research Journal (Special Issue)          ISSN 2319-4979  

  

Special Issue on Engineering Technologies and Management                                                                      378 

airline's survival, the idea of privatizing the air 
carrier was again taken into consideration. 
Keeping in mind the dwindling profitability and 
reputational damage of India's pre-eminent 
airline for nearly two decades, in 2017, the 
Indian government approved Air India's 
privatization. However, it got failed when no 
private business house showed any interest in 
buying a liability instead of an asset-based 
company. The plausible causes for the futile 
attempt were the government's refusal to 
discharge entire ownership of the organization, 
mismanaged and controversial decisions over 
the years, high amount of distressed debt, 
variations in the macro environment, individuals 
not allowed to bid, the performance track record 
of the bidder, and bidders unable to form a 
consortium within the given time. 
After having failed attempt, the legislature 
decided to give away the airline in its entirety 
and started inviting bidders in 2020. To lessen 
the burden on the prospective buyers, the 
government has reduced debts and liabilities by 
moving them to a Special Purpose Vehicle 
(SPV) by almost ₹ 30,000 crores (US$ 4.2 
billion) and sell the airline with less than 40 
percent of debt amount, which is due to the 
acquisition of aircraft [4]. 
Nevertheless, that too does not seem to suffice 
to lure bidders due to reasons like a slump in the 
global financial system that has been triggered 
by the impact of COVID-19 lockdown, other 
than the unsystematic risks related to the firm. 

Methodology 

This study develops an analytical approach to 
understanding the financial health of a public 
sector enterprise and identifying the hurdles that 
obstruct it from being sustainable and ever 
going firm. It assesses historical financial and 
managerial activities while evaluating the 
mismanagement and prevailing condition of the 
firm. It considers the stated acts and accounting 
postulates to question the significant variations 
that emerge from the unaccepted level of capital 
structure. To evaluate the prospects of 
divestment, considering the continuous 
government funding and significant impact of 
this plan on the 'going-concern' stature of the 
firm and the overall aviation industry of India. 

Findings 

Aims to analyze the past and future prospects of 
the firm based on the result, whether the 
committed step by the government of India will 
bring any positivity in the company's profits and 
fiscal balance of the Indian economy. The use 
of accounting principles will help in 
determining the consistency and sustainability 
of the company's management. 

Limitations / implications 

This reading is confined to the scope of Air 
India, converges on the firm's financial 
inclusion and the industry's stability. This study 
does not take into account the other firms 
individually, but recognizes them as inclusive as 
part of the industry. 

Discussion 
A. History 
1932: Tata Sons, headed by the business tycoon 
JRD Tata, launched Tata Airlines- the first 
scheduled airline in the country. 
1946: Tata Air transformed into a government-
owned entity registered as - Air India Limited. 
1948: Indian Government launched overseas 
operations under the separate brand - Air India 
International and acquired a substantial stake 
(49 percent) in Air-India. 
1953: Enactment of the Air Corporation Act, 
provide for the nationalization of all existing 
airline assets. 
1962: The first all-jet airline in the world, Air-
India, was renamed after the term 'International' 
removed from its earlier name. 
1985: One of Air India's 747s crashed into the 
sea with 329 passengers on board. 
1994: The Air Corporation Act abolished to 
pave the way for private airlines; Under the 
Companies Act, 1956, both national carriers 
were turned into a government owned entities. 
2000: Brought a privatization plan into 
consideration. 
2004: Air India launched Air-India Express, a 
low-cost subsidiary. 
2007: Indian Airlines and Air India were 
merged and registered as The National Aviation 
Company of India Limited (NACIL) [7]. 
2010: Consolidated entity NACIL renamed as 
Air-India Limited. 
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2012: The union government approved Air 
India privatization; turnaround 
over ₹ 30,000 crores approved until 2021 
2018-20: An attempt to sell stake in the airline, 
attracted no bidders hitherto. 
B. Industry Analysis 
Over the last three years, one of the fastest
growing sectors of the Indian economy is the 
Indian aerospace industry. As per the 
International Air Transport Association (IATA) 
report, It has now become the world's third
biggest domestic market and is anticipated to 
take over the UK by becoming the third largest 
air passenger market by 2024. 
In FY20, air passenger traffic stood at 341.05 
million, where the domestic market has 80 
percent, and foreign passengers have 20 percent 
of it, while local cargo traffic at 1.14 million 
tons with international segment stood at 1.70 
million tons [1]. 
The Indian government has been focusing on 
expanding the number of air terminals to meet 
the increasing traffic demand. India has 
envisioned proliferating the number of airports 
from the current 103 running airpo
190 - 200 newly developed by FY 2040 
alongside increasing aircraft requirements. As 
of July 2018, a fleet size of nearly 620 aircraft 
was functional in India by scheduled airline 
operators, which is expected to rise by more 
than 75 percent to about 1,100 aircraft by FY 
2027 [9]. Indian industry is essentially an 
oligopoly market consisting of five major 
players with Indigo as its market leader.

Milestones 

- According to the Department for Promotion of 
Industry and Internal Trade (DPIIT), Foreign 
investment in India's aerospace industry 

Market Share: 
11.8%

Passenger Load 
Traffic: 2.95M

Market Share: 
47.9%
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he Indian economy is the 

Indian aerospace industry. As per the 
International Air Transport Association (IATA) 
report, It has now become the world's third-
biggest domestic market and is anticipated to 
take over the UK by becoming the third largest 

In FY20, air passenger traffic stood at 341.05 
million, where the domestic market has 80 
percent, and foreign passengers have 20 percent 
of it, while local cargo traffic at 1.14 million 
tons with international segment stood at 1.70 

The Indian government has been focusing on 
expanding the number of air terminals to meet 
the increasing traffic demand. India has 
envisioned proliferating the number of airports 
from the current 103 running airports to around 

200 newly developed by FY 2040 
alongside increasing aircraft requirements. As 
of July 2018, a fleet size of nearly 620 aircraft 
was functional in India by scheduled airline 
operators, which is expected to rise by more 

about 1,100 aircraft by FY 
. Indian industry is essentially an 

oligopoly market consisting of five major 
players with Indigo as its market leader. 

  

According to the Department for Promotion of 
Industry and Internal Trade (DPIIT), Foreign 
investment in India's aerospace industry 

reached US$ 1.9 billion in the last two decades. 
The government has made amendments by 
enabling 100-percent Foreign Investmen
through a direct route in the commercial air 
transport services industry. However, FDI more 
than 49 percent will need government approval.

- According to CRISIL, Investment to the tune of 
₹ 42,000-45,000 crores (US$ 5.9 
is anticipated in India's aviation infrastructure 
during FY2018 - 2023 [1]

- In January 2020, IndiGo, being the first Indian 
airline, has achieved a fleet size of 250 aircraft 
and operates 1,500 flights a day.

- India entered into an open sky ag
the Australian government in June 2018, 
permitting airlines on both sides to provide 
numerous traveling opportunities to Indian and 
Australian cities. 

- Indian aircraft service providers for the 
Manufacture, Repair, and Overhaul (MRO) of 
aircraft are liberated from customs duties. MRO 
expenditure represents 12
revenue, the second-highest expenditure after 
the cost of fuel. 

- As of January 2019, India's government is 
planning on a road map to facilitate the 
production and financing of aircraft within the 
country. 

- As of October 2019, 55 Airports Authority of 
India (AAI) airports were declared as Single
Use Plastic Free Airports.

- Under the Regional Connectivity Scheme 
(RCS), about 3.4 million passengers traveled, 
and 335 corridors were awarded in 2019, 
serving 33 airports, including ten water 
aerodromes [1]. 

Given India's burgeoning economy, The Indian 
aviation industry is anticipated to be largely 
unexploited with tremendous potential, 
provided that flights are still costly to around 
40 percent of the country's population, which is 
the upwardly mobile middle class.
With the appropriate strategies and a persistent 
emphasis on quality, cost, and passengers' 
interest, India will be well
achieve its goal of attaining the third spot in the 
global aviation market. Indian travelers' 
spending is projected to rise by 2021 to 
lacs crores (US$ 136 billion), for which it 
requires 2,380 new commercial aircraft by 
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Traffic: 4.01M
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reached US$ 1.9 billion in the last two decades. 
The government has made amendments by 

percent Foreign Investment (FDI) 
through a direct route in the commercial air 
transport services industry. However, FDI more 
than 49 percent will need government approval. 
According to CRISIL, Investment to the tune of 

45,000 crores (US$ 5.9 - 6.4 billion) 
in India's aviation infrastructure 

[1]. 
In January 2020, IndiGo, being the first Indian 
airline, has achieved a fleet size of 250 aircraft 
and operates 1,500 flights a day. 
India entered into an open sky agreement with 
the Australian government in June 2018, 
permitting airlines on both sides to provide 
numerous traveling opportunities to Indian and 

Indian aircraft service providers for the 
Manufacture, Repair, and Overhaul (MRO) of 

t are liberated from customs duties. MRO 
expenditure represents 12-15 percent of total 

highest expenditure after 

As of January 2019, India's government is 
planning on a road map to facilitate the 

ng of aircraft within the 

As of October 2019, 55 Airports Authority of 
India (AAI) airports were declared as Single-
Use Plastic Free Airports. 
Under the Regional Connectivity Scheme 
(RCS), about 3.4 million passengers traveled, 

ere awarded in 2019, 
serving 33 airports, including ten water 

Given India's burgeoning economy, The Indian 
aviation industry is anticipated to be largely 
unexploited with tremendous potential, 

hts are still costly to around 
40 percent of the country's population, which is 
the upwardly mobile middle class. 
With the appropriate strategies and a persistent 
emphasis on quality, cost, and passengers' 
interest, India will be well-positioned to 

its goal of attaining the third spot in the 
global aviation market. Indian travelers' 
spending is projected to rise by 2021 to ₹ 9.5 
lacs crores (US$ 136 billion), for which it 
requires 2,380 new commercial aircraft by 
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2038, owing to the growing demand in air 
travel [1]. 

Air India - Timeline 

Air India has not reported any earnings for more 
than a decade since its 2007 merger deal with 
the Indian Airlines. The principal reason for the 
disinvestment of Air India was its managerial 
inability to effectively deal with its borrowing 
of ₹ 62,000 crores accumulated over more than 
half of the century [2]. Ashwani Lohani, CMD 
of Air India, recently said the "mountain of 
debt" that the management acquired seems 
insurmountable and at the origin of all the 
concerns. 
C. Initial Days – 1950-1970 
Air India's nightmares began in 1952 when the 
situation of all the airlines was witnessing a 
general deterioration worldwide. In the 1950s, It 
started facing competition for its routes. Several 
new companies were being founded, entered in 
the industry due to the availability of cost-
effective, war-surplus DC-3s aircraft. Around 
11 airlines of 21 newly established were 
permitted to start operations in India. The 
market began to complicate within few years 
and headed for the debacle of the Indian 
aviation sector. The Planning Commission of 
India (now replaced by NITI Aayog) proposed 
the integration of all the scheduled airlines into 
one single integrated company to revive the 
country's airline industry. 
Parliament passed the Air Corporations Act in 
March 1953, which was recorded in the statute 
book on May 28, 1953, with the president's 
assent. This act nationalized all airline services 
and institutionalization of carriers to facilitate 
the acquisition of existing firms and provided 
better stipulations for commercial air travel 
services in the country. It gave Indian Airlines 
monopoly power to operate on scheduled 
domestic services, which ruled out any other 
operator. 
Simultaneously, Air India International has 
become the single Indian carrier to fly on 
overseas routes expecting flights to some of the 
neighboring countries that Indian Airlines were 
granted. 
D. Air India - 1970-1990 
From the 1970s onwards, Air-India again faced 
tough times due to various reasons and 
experienced a negative return between 1976 and 

1985. The global economy's downturn had 
significantly impacted air travel around the 
continents, and India was no anomaly. 
Moreover, as a national carrier, the government 
kept open some unprofitable routes purely for 
reputation, which would have been closed by 
any typical commercial airline. For example, the 
flight to the United States caused huge losses 
and led to wastage of resources for several 
years, even though most of them were working 
at full capacity. The Canadian route was even 
less lucrative, running at around potentially 55 
percent of capacity. A second variable in the 
carrier's business woes was to face several 
global airlines for non-native travelers, Air-
India was bound to charge most of its fares on a 
discount basis. Furthermore, the airline was 
highly dependent on local civilians - "ethnic 
traffic," which wanted competitive fares. 
Flights to the oil-producing countries were one 
of the most profitable corridors for Air-India. In 
the mid-1980s, flights between India and the 
Gulf countries made up around 40 percent of the 
carrier's traffic. However, even those routes 
were not to be propitious, as revenue declined in 
the Gulf States. Most of the flights to these 
countries have had to be halted due to the 
dispute between Kuwait and Iraq and the 
subsequent War in the Persian Gulf. However, 
even during the conflict, the airline did not stop 
working, evacuate more than 150,000 Indians 
from war-torn areas [10]. 
Another issue was the lack of tourism in India. 
In 1984, Communal strife and assassination of 
Indira Gandhi, the prime minister of India, kept 
the travel industry down. To ameliorate the 
terrorism that emerged as a severe concern at a 
universal level, the parliament placed 
substantial scrutiny checks on foreigners, giving 
them another excuse to avoid the Indian market. 
Another worst tragedy in the carrier's saga 
occurred in June 1985, when its 747s aircraft 
crashed into the sea while flying from Toronto 
to Bombay with 329 passengers aboard. 
According to the Canadian Safety Board 
Report, the probable cause of the collapse was 
an explosive device. Nevertheless, it had 
impacted Air-India's legacy severely. 
Considering the economic loss amid adverse 
events, in the fiscal year 1987-88, Air-India 
faced a massive loss of US$ 23 million [11]. 
The then Indian Prime Minister, Rajiv Gandhi, 
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appointed Rajan Jetley as chairperson of sinking 
national airline to stem such happenings. He 
assumed charge of an overmanned transporter, 
bogged down in sticky union negotiations, and 
struggled under challenging working conditions. 
Additionally, bureaucratic intrusions and high 
fuel taxes made the airline expensive to operate. 
Jetley started by addressing the concerns related 
to high taxes on gasoline fuel by persuading the 
government to curb them and encourage pilots 
to work for long hours. To further limit these 
costs, Air-India considered keeping its 
American revenue streams of US$150 million 
per year as debt indemnity. The firm also 
intended to raise funds by giving away its 
affiliate, The Hotel Corporation of India, worth 
nearly US$220 million, along with its old 
Boeing 747 - 200s aircraft, estimated at US$ 60 
million. Though, this was insufficient to fund 
US$900 million on purchases of new aircraft 
[11]. He also focused on expanding revenue 
base by beginning to entice travelers of wealthy 
backgrounds to consider buying more valuable 
first-class seats. He even modified the airline's 
look from redesigning the aircraft's layout to the 
staff's uniforms and enhancing in-flight meals 
and services. His leadership led Air-India to 
turn the previous year's financial loss into a 
profit of about ₹ 66 crores (US$ 41 million) in 
1989-90, then topped with a gain of ₹ 72.5 
crores (US$ 42.7 million) in the following year 
[11]. In 1989, It shipped 66,000 metric tons of 
cargo, which helped it attained the 19th spot in 
scheduled international freight by the 
International Air Transport Association. Later, 
It was determined to continue its triumph of the 
decade. 
E. Air India - 1990-2007 
Notwithstanding, these surpluses did not sustain 
for long, and It lost around ₹ 550 crores 
(US$171 million) over the three years from 
1994-95 onward [11]. It then made hardly any 
profit, and thus built a name for ill service and 
bad performance. Even a scheduled 
collaboration deal between Indian Airlines and 
Air-India got suspended in Spring 1998. 
Gradually there was a decline in air passenger 
traffic from 35 percent a decade earlier to 28 
percent in the early 1990s, and then to 20 
percent in the late 1990s. 
The privatization of Air India was first proposed 
in 2000 when the then union government agreed 

to sell 60 percent of Air India, with a 26-percent 
stake in overseas firms and 51 percent of the 
former national carrier, Indian Airlines. 
However, Sharad Yadav, the then Minister for 
Civil Aviation, objected to the move. 
F. Air India - 2007-2017 
In 2007, following the merger of Air India and 
Indian Airlines, Air India Limited's combined 
losses increased from ₹ 770 crores (US$ 110 
million) in 2006–07 to ₹ 7,200 crores (US$1 
billion) by March 2009 [12]. Within a quarter, 
India's biggest lender, State Bank of India 
(SBI), was assigned to prepare a structural plan 
to recuperate the airline. For liquidity purposes, 
the carrier sold four Boeing and Airbus aircraft 
from its fleet for about ₹ 90 crores (US$18.75 
million). By 2011, Air-India had an operating 
loss of around ₹ 22,000 crores (US$ 3.1 billion) 
and an obligatory debt burden of approximately 
₹ 42,600 crores (US$ 6.0 billion), for which it 
sought help from the government for an equal 
amount [6]. In March 2012, the government 
pumped in approximately ₹ 3,200 crores (US$ 
450 million) into Air India to keep it afloat [13]. 
After that, its earnings graph went down at an 
increasing rate and dumped the balances of the 
airline into a much deeper trough. 
According to the report by the CAG of India, 
the purchase of new aircraft carriers and the 
untimely merger were the primary reason for 
the weak financial situation. It also stated that 
against the target of raising around ₹ 2000 
crores during 2012 -16 through monetization of 
assets, the company managed to raise only ₹ 
64.06 crores. 
Following the deserted attempts to turn around 
Air-India's finances leading to its corroding 
market share, continuing losses, and a heap of 
claims, The government's think-tank, NITI 
Aayog, proposed explicit unloading of Air India 
in its report earlier 2017. Afterward, the Cabinet 
ministry on June 28, conditionally accepted to 
divest part stakes in Air India and its sister 
companies. 
G. Air India - 2018-2020 
The government released "Expression of 
Interest" in March 2018 to offer Air India's and 
Air India Express' 76-percent stake along with 
50 percent in Air India SATS, a joint venture 
between Air-India and Singapore Airport 
Terminal Services (SATS). The EOI stated that 
the new buyer will take over the claim amount 
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of ₹ 33,392 crores (US$ 4.7 billion), and the 
selling process will be completed by the end of 
2018, but no potential buyer registered the bid 
for buying such a huge debt [14]. Initially, 
India's largest low-cost airline, IndiGo and the 
Tata group's Vistara, had appeared keen to 
acquire a stake in Air India. But later, the 
airlines refused to get on board due to 
unwillingness to bear the unsustainable 
liabilities and owned partial ownership in a 
state-owned carrier as there were probable 
chances of interference on strategic and daily 
operational matters by the government as an 
owner of retained 24-percent shareholding. 
In July 2018, the government had sought 
approval from the parliament to pump in ₹ 980 
crores (US$135 million) into Air India. At the 
time, the finance ministry was sent a distress 
call saying the firm urgently needed ₹ 500 
crores, failing which it would default on its loan 
payments [3]. Since 2012, the government has 
pumped in ₹ 27,195 crores out of ₹ 30,231 
crores to be kept for Air India to hold it afloat 
until 2020-21 as part of the UPA government's 
turnaround plan for the airline [15]. Considering 
the potential reason for the failure of colossal 
debt takeover, the government recognized the 
idea of selling off Air India in tranches to 
minimize the burden of debt on prospective 
buyers. The government had finally approved 
the airline's disinvestment, hoping that players 
in the industry - Indigo, Tata's Vistara, or any 
private partnership, would help to get its former 
position in the global airline industry. 
Nonetheless, that does not seem to be fruitful 
even after modifying the divestment plan. 
After a failed attempt in 2018, it could further 
drain taxpayers' money as the government tries 
to keep it airborne. Many unusual obstacles to 
the proposed sale have surfaced from 
discontented pilots to oil corporations 
threatening to block the fuel supply. 
Amid the increasing strain of financial 
commitments on the large airline and thus on 
the government, it again attempted to get it 
through. The government has offered 100 
percent in the current offer and tried to remove 
every hurdle in the process. The Expression of 
Interests (EOI) was again released in January 
2020 to invite bidders by controlling 
government and decided to sell 100 percent of 
Air-India and its budget carrier Air-India 

Express with 50 percent of AISATS's shares. It 
has also reduced the airline's debt obligations by 
₹ 29,400 crores by transferring it into a Special 
Purpose Vehicle (SPV) and will further reduce 
the total debt over ₹ 9,300 crores and offer the 
airline with ₹ 23,286 crores debt, which is 
related to the procurement of aircraft [2]. 
Initially, the goal of the disinvestment was to 
get the best possible price for the airline, but 
eventually, it has shifted to continuous survival 
of airline and restructuring of the employee base 
of around 27,000, along with the least haircut on 
creditors' debt amount. The government needs 
to reconfigure its FDI policy to allow overseas 
investors to purchase a controlling stake in the 
Indian aerospace industry. On March 4, 2020, 
the Department for Promotion of Industry and 
Internal Trade (DPIIT) notified a cabinet 
decision enabling non-resident Indians (NRIs) 
to own up to 100 percent of the disinvestment-
bound stake in Air India, previously limited to 
just 49 percent. The EOI also states that the 
'Confirmed Selected Bidder' shall ensure that 
Air India and Air India Express Limited 
continue to provide air transport services on a 
going concern basis for at least three years from 
the conclusion day of the proposed transaction 
on terms as specified in the final documents. 
However, there is no response received from 
any prospective buyer for reasons other than 
those attached to the firm itself. Globally, there 
is a financial slowdown that has been ignited by 
the COVID-19 lockdown, which has created not 
only liquidity slump, but also led to fear in mind 
for such a considerable investment. 

Conclusion 

Many experts argue that comparing a public 
sector undertaking with private enterprise on the 
same parameters is irrational because PSUs are 
not always guided by their financial 
performance. Instead, they need to consider 
socio-economic factors as well. If required, 
government-owned entities can operate even if 
they are loss-making and can refinance 
themselves from the government budget. 
Nevertheless, there needs to put a saturation 
limit as government finances are the taxpayers’ 
money. The 14th Finance Commission has 
elaborated that since the government's funds are 
sourced to taxpayers' money, which is limited, it 
is essential to consider the opportunity cost of 
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significant investments. Investment in necessary 
sectors needs to be taken into discussion. 
Considering the ongoing scenario globally, 
Healthcare, education, and social well-being 
along with infrastructural development are the 
sectors of priority, wherein the government 
investments should be more focused on building 
a sustainable and thriving economic base 
universally. 
In a clinched profiling of Air India, it is 
incurring continuous losses for the last two 
decades, which is being financed by the 
government. Though the government has 
reduced the debt sum from ₹ 62,000 crores to ₹ 
23,286 crores, it is still a hefty amount to be 
paid up for a private partner [2]. On top of this, 
it is likely to take at least 2-3 years for getting 
the carrier back to its profitability, during which 
it is estimated that the prospective investor 
would need to infuse significant additional 
funds to get the airline onboard, thereby making 
the start-up costs to be massive for any buyer. 
Acknowledging the two critical reasons offered 
by the governments behind disinvestment - to 

provide fiscal support and to improve the 
efficiency of the enterprise. In the case of Air 
India, keeping the government's limited fiscal 
balance and survival of national airline, both 
parameters need to factored in. However, it is 
estimated that even a well-executed selling of 
assets may not wholly encompass its current 
obligations. Thus, in the event of a sale, 
taxpayers may have to pay at least part of the 
loss - either directly if the government pays the 
creditors of the airline, or indirectly if the banks 
of the public sector write off their loans to the 
airline. 
Nevertheless, The ultimate sale of the loss 
sustaining PSUs will be good for the Indian 
economy as it will clear idea to investors that 
reforms are taking place in India with time and 
it is not willing to waste any resource by 
making sick investments and gradually, will the 
pave the way for other loss-making public 
companies like Bharat Sanchar Nigam Ltd 
(BSNL) and Mahanagar Telephone Nigam Ltd 
(MTNL). 
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ABSTRACT 

Mannich base of Barbituric acid namely 1-[morpholin – 4-yl (phenyl) methyl] Pyrimidine 2,4,6- trione (BAMB) and 1-
[aniline(phenyl)methyl]pyrimidine-2,4,6-trione (BAAB) were synthesized.  Zn(II), Cd(II) and Hg(II) complexes of the 
above compounds were prepared and characterized using IR.  In addition to this the above complexes were 
characterized by using analytical techniques such as conductance measurement.  A preliminary corrosion inhibition 
efficiency of BAMB and BAAB were studied by weight loss method.  The above studies proved that the ligands and their 
metal complexes can be applied for environmental related fields and aims at the inhibition towards corrosion of mild 
steel in hydrochloric acid medium at different concentration. 
________________________________________________________________________________________________ 

Keywords:  Corrosion, Inhibitors, Mannich base, Conductance. 
 

Introduction 

Corrosion is a major problem caused by 
mineral acids, particularly Hydrochloric acid 
which is frequently used in industry during 
cleaning, acid picking, acid de-scaling and oil 
well acidizing [1-3].  Due to the aggressiveness 
of acids, inhibitors are often used to reduce the 
rate of dissolution of metals.  Organic 
compounds containing hetero atoms, polar 
functional groups and π electrons as active 
centers have been reported as effective 
corrosion inhibitors [4-13].  An inhibitor is a 
substance which is added in small quantity in 
the electrolyte to reduce the rate of corrosion.  
The inhibitors may be organic or inorganic.  
But they should be able to dissolve in the 
corroding medium.  Moreover, they should be 
able to form a protective layer.  Several 
scientists work in the field of inhibition 
performance of corrosion in mild steel at 
different acid medium.  Enormous losses occur 
due to corrosion every year in all countries of 
the world.  According to literature, the cost of 
replacement of materials and equipment lost 
through corrosion has been currently estimated 
to be nine billion dollars per year all over the 
world.  In India, according to the rough 
estimate direct losses due to corrosion are 
estimated to be 250 crores per year.  The 
money spent on its prevention is about 50-70 
crores per year. Considering these factors, the 

present study aims at the inhibition 
performance of Mannich bases towards the 
corrosion of mild steel in hydrochloric acid 
medium at different concentrations.    
Generally Barbituric acids and its derivatives 
exhibit a wide range of biological activities 
such as antibacterial and anti-hypertensive 
agents [14].  In continuation of the work on the 
development of heterocyclic compounds as 
corrosion inhibitors in acidic environment[8], 
we synthesis, characterize and report the 
corrosion inhibiting effect of Zn(II), Cd(II) and 
Hg(II) complexes of BAMB and BAAB using 
weight loss measurements.  The selection of 
these compounds as corrosion inhibitors is 
based on the fact that these compounds contain 
lone pair of electrons of N2 and O2 atoms 
through which they can co-ordinate readily on 
the metal surface.  In addition they have low 
toxicity and are also used in pharmaceutical.  
The values of metal loss and inhibition 
efficiency of all the compounds were found to 
depend on their molecular structure. 

Synthesis and characterization of 1-
[morpholin-4-yl(phenyl)methyl]pyrimidine-
2,4,6-trione (BAMB) and 1-[aniline4-
yl(phenyl)methyl]pyrimidine-2,4,6-trione 
(BAAB): 
BAMB was synthesized be employing the 
Mannich synthetic route.  The three reactants 
barbituric acid, morpholine and benzaldehyde 
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were taken in equimolar ratio.  Barbituric acid 
(12.8g, 0.1mol) was dissolved in minimum 
amount of ethanol-water mixture.  To this
mixture morphloine (8.7ml, 0.1m
and stirred well.  Benzaldehyde (10.6 
0.1mol) was added in drops to the above 
homogenous mixture and stirred well 
continuously for 30 minutes (Fig
was synthesized in the same manner by taking 
barbituric acid, aniline (9.3 ml
benzaldehyde in 1:1:1 ratio.  In both the cases a
paste like semi-solid was observed. It was kept 
aside for about 10 days.  A solid yellowish 
white powdery substance formed was washed 
with distilled water and filtered using the 
suction pump.  The compound (Fig
dried at 60oC in an air oven and recrystallized
from ethanol. The percentage yield of the 
compound BAMB was 85 and BAAB was 50
BAMB is a colorless solid and its melting point 
is 172-173oC.  BAAB is also a colorless solid 
with the melting point 162-163
compounds are insoluble in water, but partially 
soluble in ethanol, chloroform, carbon 
tetrachloride, and acetone and completely 
soluble in DMF and DMSO. 
Complexes of ZNII, CdII and Hg
(Fig-1(b)) and BAAB (Fig
synthesized by dissolving the metal chlorides 
and nitrates in ethanol, metal sulphates in 
methanol and the ligand solution in ethanol
DMF mixture.  The hot solution of the metal 
was added to the hot solution of the ligand
ratio) with constant stirring.  The insoluble 
colorless complex formed was filtered, washed 
with ethanol and DMF to remove the unreacted 
metal and ligand, dried in air and then in an air 
oven at 80oC.  All the complexes are stable in 
the solid state.. 
 

Fig-1 (a):  Synthetic scheme of BAMB
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Synthetic scheme of BAMB 

=> Zn, Cd, Hg 
Fig-1 (b):  Structure of BAMB complex

X=> Cl2, SO

Fig-2 (a): Synthetic scheme of BAAB
                             

Cd, Hg 
Fig-2(b): Structure of BAAB complex 

X => Cl2, SO
 

Characterization

1) IR 
ZnII complexes of BABM
The IR frequencies are compared with that of 
the ligand.  Upon complexation with Zn
chloride, ZnII Nitrate and Zn
ligand band due to υ
experiences a positive shift, indicating the 
coordination of carbonyl oxygen to the metal 
atom.  The complexes of Zn
sulphate and ZnII chloride
negative and positive shift
compared to that of the free ligand, it occurs as 
a broad band in the complexes since it overlaps 
with the υOH of coordinated water in all the 
complexes of ZnII. 
The bands due to υC-N-C 
1141 cm-1(amido) and 1107 cm
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Structure of BAMB complex                
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Synthetic scheme of BAAB 

 M => Zn, 

Structure of BAAB complex                
, SO4, (NO3)2 

Characterization 

of BABM:   
The IR frequencies are compared with that of 
the ligand.  Upon complexation with ZnII 

Nitrate and ZnII sulphate the 
ligand band due to υC=O at 1682 cm-1 
experiences a positive shift, indicating the 
coordination of carbonyl oxygen to the metal 
atom.  The complexes of ZnII nitrate, ZnII 

chloride (Fig -3) suffer a 
negative and positive shift for the υNH band 
compared to that of the free ligand, it occurs as 
a broad band in the complexes since it overlaps 

of coordinated water in all the 

 for the free ligand at 
(amido) and 1107 cm-1 are shifted to 
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higher and lower frequencies in all the 
complexes.  This suggests that the carbonyl O 
and the amido N are coordinated to ZnII in the 
chloro, nitrato and sulphato complexes. The 
structurally important absorption frequencies 
of ZnII complexes have been presented in the 
Table-1.   
ZnII sulphate complex shows bands due to ‘SO’ 
stretching mode, υ3 of sulphate group at 1232, 
1170 and 1070 cm-1.  The ‘OSO’ bending 
mode, υ4 appears at 666 and 617 cm-1.  The 
υ1and υ2 modes of coordinated sulphato group 
occur at 879 and 548 cm-1.  These bands are 
consistent with those normally associated with 
the bidendate chelating sulphato group [14].  
There are evidences for the presence of the 
coordinated water in the chloro, nitrato and 
sulphato complexes of ZnII.  These complexes 
show bands in the range from 3439-3443, 
1655-1615, 883-851, 640-574, 536-466 cm-1 
which are assigned as υOH, δHOH, ρrHOH, ρwHOH 
υM-O modes respectively of coordinated water. 
        

 
Fig – 3:  IR spectrum of Zn(II) complex of 

BAMB 

CdII complexes of BAMB 
The structurally important absorption 
frequencies of CdII complexes have been 
presented in the Table-1.  The IR frequencies 
are compared with that of the ligand.  Upon 
complexation with CdII nitrate and CdII 
sulphate the ligand band due to υC=O at 1682 
cm-1 experiences  negative sift 1 and 9 cm-1 
whereas CdII chloride experiences a positive 
shift of 2 cm-1 respectively, indicating the 
coordination of carbonyl oxygen to the metal 
atom.  The complexes CdII chloride, CdII 

nitrate, CdII sulphate suffer a negative shift for 
the υNH band compared to that of the free 
ligand, it occurs as a broad band in the 
complexes since it overlaps with the υOH of 

coordinated water in all the complexes of CdII.  
The bands due to υC-N-C for the free ligand at 
1141 cm-1 (amido) and 1107 cm-1 are shifted to 
higher and lower frequencies in all the 
complexes.  This suggests that the carbonyl O 
and amido N are coordinated to CdII in the 
chloro, nitrato and sulphato complexes.  
 CdII nitrate complex (Fig -4) exhibits υ5, υ1 
and υ2 for the nitrato group at 1493, 1389, 1070 
cm-1 respectively.  The difference between the 
υ5 and υ1 is 104 cm-1 suggesting unidentate 
coordination of the nitrate group.  The ‘OSO’ 
bending, υ4 in CdII sulphate appears at 699, 664 
cm-1.  The υ1 and υ5, υ2 modes of coordinated 
sulphato group occur at 887 and 548 cm-1.  
These bands are consistent with those normally 
associated with the bidendate chelating 
sulphato group.   
The CdII chloride complex exhibits IR 
absorption bands at 3441, 1607, 890, 661 and 
547 cm-1 which are assigned to υOH, δHOH, 
ρrHOH, ρwHOH and υM-O modes respectively of 
coordinated water.  The band at 430 cm-1 may 
be due to υM-N vibrations. 
HgII chloride of BAMB 
The structurally important absorption 

frequencies of HgII complexes have been 

presented in the Table-1.  The IR frequencies 

are compared with that of the ligand.  Upon 

complexation with HgII chloride (Fig – 5) the 

ligand band due to υC=O at1682 cm-1 

experiences a negative shift of 19 cm-1 

indicating the coordination of carbonyl oxygen 

to the metal atom.  The complex suffer a 

positive shift for the υNH band compared to that 

of the free ligand and it occurs as a broad band 

with reduced intensity in the complex since it 

overlaps with the υOH of lattice water. 

 
Fig – 4:  IR Spectrum of Cd(II) BAMB 

complex 
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Fig – 5:  IR Spectrum of Hg(II) BAMB 

complex 

Zn complexes of BAAB 
The IR frequencies are compared with that of 
the ligand.  Upon complexation with ZnII 
chloride, ZnII Nitrate and ZnII sulphate the 
ligand band due to υC=O at 1686cm-1 
experiences a negative shift, indicating the 
coordination of carbonyl oxygen to the metal 
atom.  The complexes of ZnII nitrate, ZnII 
sulphate and ZnII chloride (Fig – 6) suffer a 
positive shift for the υNH band compared to that 
of the free ligand, it occurs as a broad band in 
the complexes since it overlaps with the υOH of 
coordinated water in all the complexes of ZnII. 
The bands due to υC-N-C for the free ligand at 
1121 cm-1(amido) and 1107 cm-1 are shifted to 
higher and lower frequencies in all the 
complexes.  This suggests that the carbonyl O 
and the amido N are coordinated to ZnII in the 
chloro, nitrato and sulphato complexes. 
ZnII sulphate complex shows bands due to ‘SO’ 
stretching mode, υ3 of sulphate group at 1241, 
1108 and 1070 cm-1.  The ‘OSO’ bending 
mode, υ4 appears at 701and 620cm-1.  The 
υ1and υ2 modes of coordinated sulphato group 
occur at 769 and 524cm-1.  These bands are 
consistent with those normally associated with 
the bidendate chelating sulphato group [14].  
There are evidences for the presence of the 
coordinated water in the chloro, nitrato and 
sulphato complexes of ZnII.   

 
Fig – 6:  IR Spectrum of Zn(II) BAAB 

complex 

CdII complexes of BAAB 
The structurally important absorption 
frequencies of CdII complexes have been 
presented in the Table-1.  The IR frequencies 
are compared with that of the ligand.  Upon 
complexation with CdII nitrate and CdII 
sulphate the ligand band due to υC=O at 1686 
cm-1 experiences  positive sift 8,2 and 10 cm-1 
respectively, indicating the coordination of 
carbonyl oxygen to the metal atom.  The 
complexes CdII chloride, CdII nitrate, CdII 

sulphate suffer a positive shift for the υNH band 
compared to that of the free ligand, it occurs as 
a broad band in the complexes since it overlaps 
with the υOH of coordinated water in all the 
complexes of CdII.  The bands due to υC-N-C for 
the free ligand at 1121 cm-1 (amido) and 1029 
cm-1 are shifted to higher and lower 
frequencies in all the complexes.  This suggests 
that the carbonyl O and amido N are 
coordinated to CdII in the hloro, nitrato and 
sulphato complexes.   
CdII nitrate complex exhibits υ5, υ1 and υ2 for 
the nitrato group at 1502, 1386, 1098 cm-1 
respectively.  The difference between the υ5 

and υ1 is 116 cm-1 suggesting unidentate 
coordination of the nitrate group.  The ‘OSO’ 
bending, υ4 in CdII sulphate (Fig–7) appears at 
729, 694 cm-1.  The υ1 and υ5, υ2 modes of 
coordinated sulphato group occur at 864 and 
534 cm-1.  These bands are consistent with 
those normally associated with the bidendate 
chelating sulphato group.   
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Fig – 7:  IR Spectrum of Cd(II) BAAB 
complex 

The CdII chloride complex exhibits IR 
absorption bands at 3429, 1587, 8
534 cm-1 which are assigned to υ
ρrHOH, ρwHOH and υM-O modes respectively of 
coordinated water.  The band at 4
be due to υM-N vibrations. 
HgII chloride of BAAB 
The structurally important absorption 
frequencies of HgII 
(Fig – 8) have been presented in the 
The IR frequencies are compared with that of 
the ligand.  Upon complexation with Hg
chloride the ligand band due to υ
1 experiences a positive shift of 4 cm
indicating the coordination of carbonyl oxyg
 
Table – 1:  Important IR absorption

Compound υNH υC=O 
BAMB / BAAB 3137 / 3420 1682 /  1686

ZnCl2  
BAMB / BAAB 

3206 / 3433 1686 /1590

Zn(NO3)2 
BAMB / BAAB 

3135 / 3433 1682 / 1691

Zn(SO4) 
BAMB / BAAB 

3132 / 3437 1682 / 1594

CdCl2 
BAMB / BAAB 

3135 / 3429 1684 / 1694

Cd(NO3)2 

BAMB / BAAB 
2933 / 3444 1679 / 1688

Cd(SO4) 
BAMB / BAAB 

2933 / 3466 1663 / 1591

HgCl2 
BAMB / BAAB 

2935 / 3426 1694 / 1690

 
(2)  Electrical Conductance Measurements
The electrical conductance measurements of 
the ~10-3M DMF solutions at room temperature 
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IR Spectrum of Cd(II) BAAB 

chloride complex exhibits IR 
, 864, 694 and 

assigned to υOH, δHOH, 
modes respectively of 

coordinated water.  The band at 422 cm-1 may 

The structurally important absorption 
 complexes  

have been presented in the Table-1.  
The IR frequencies are compared with that of 
the ligand.  Upon complexation with HgII 
chloride the ligand band due to υC=O at1686 cm-

experiences a positive shift of 4 cm-1 
indicating the coordination of carbonyl oxygen 

to the metal atom.  The complex suffer a 
positive shift for the υNH band compared to that 
of the free ligand and it occurs as a broad band 
with reduced intensity in the complex since it 
overlaps with the υOH of lattice water.

Fig – 8:  IR Spectrum of 
complex

Bonding Atoms and Stereochemistry
The ligands BAMB and BAAB have two 
potential coordinating sites, secondary amido 
N atom and carbonyl O atom.  Comparison of 
IR spectra of the metal complexes with that of 
their free ligands suggests the coordination 
sites of the ligand, the mode of coordination of 
nitrate and sulphate groups to the metal centre.

absorption bands (cm-1) of BAMB and BAAB metal complexes:

υCNC υ3 υ4 
1682 /  1686 1107 / 1121   

1686 /1590 1106 / 1154   

1682 / 1691 1103 / 1152   

1682 / 1594 1108 / 1107 1232/1241,11
70/1108 
& 1070 

666 / 701 
& 
617 / 620      

1684 / 1694 1149 / 1101   

1679 / 1688 1101 / 1155   

1663 / 1591 1100 / 1182  699/729 & 
664/694 

1694 / 1690 1102 / 1154   

Electrical Conductance Measurements 
measurements of 

M DMF solutions at room temperature 

were done in order to ascertain whether the 
anion is within or outside the co
sphere of the complex. 
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to the metal atom.  The complex suffer a 
band compared to that 

of the free ligand and it occurs as a broad band 
with reduced intensity in the complex since it 

of lattice water. 

 
IR Spectrum of Hg(II) BAAB 

complex 
Stereochemistry 

The ligands BAMB and BAAB have two 
potential coordinating sites, secondary amido 
N atom and carbonyl O atom.  Comparison of 
IR spectra of the metal complexes with that of 

free ligands suggests the coordination 
sites of the ligand, the mode of coordination of 
nitrate and sulphate groups to the metal centre.

) of BAMB and BAAB metal complexes: 

υ1 υ2 υ5 
   

   

   

617 / 620      

879/ 
769 

548/ 
524 

 

   

1389/1
386 

1070/1
098 

1493/ 
1502 

699/729 & 887/ 
864 

548/ 
534 

 

   

were done in order to ascertain whether the 
anion is within or outside the co-ordination 
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Table – 2:  Conductance Data for Zn(II), Cd(II) and Hg(II) Complexes of BAMB / BAAB 
S.No Complex Decomposition 

temperature 
Molar conductance 
Ohm-1 cm2 mol-1 

Nature of the 
complex 

1. ZnCl2 BAMB / BAAB 260oC / 260oC 0.000 / 0.001 Non-electrolyte 
2. Zn(NO3)2 BAMB / BAAB 240oC / 240oC 0.001 / 0.001 Non-electrolyte 
3. Zn(SO4) BAMB / BAAB 250oC / 268oC 0.000 / 0.000 Non-electrolyte 
4. CdCl2 BAMB / BAAB 260oC / 210oC 0.002 / 0.002 Non-electrolyte 
5. Cd(NO3)2 BAMB / BAAB 240oC / 170oC 0.001 / 0.001 Non-electrolyte 
6. Cd(SO4) BAMB / BAAB 256oC / 258oC 0.000 / 0.001 Non-electrolyte 
7. HgCl2 BAMB / BAAB 195oC / 192oC 0.003 / 0.001 Non-electrolyte 

 
Experimental Techniques 

The practical oriented features include 
preparation of specimen, preparation of 
surface, making specimen for identification, 
duration of exposure and removal of corrosion 
product.  Mild steel specimen is used in all 
experiments with pretreatments such as 
cleaning, polishing, and degreasing.  Surface 
cleaning done by immersing the specimen in 
Clerk’s solution (5g of SnCl2 and 2g of Sb2O3 
in 100 mL HCl), polishing by using emery 
paper of various grade 0/0 to 0/5 and then 
finally degreasing by trichloroethylene or 
acetone. The specimen is stored in a desicator.  
The initial weight of the specimen is noted 
using single pan balance and then immersed 
into the corrosive medium.  The duration of the 
experiment is 30 minutes.  After 30 minutes the 
weight of the specimen is noted.  The loss of 
weight is calculated from the initial weight.  
From this the corrosion rate and the inhibitor 
efficiency are calculated.  For the present 
investigation 500, 1000 and 1500 ppm 
concentrations of inhibitor solutions are 
prepared.  Analytical reagent grade HCl and 
double distilled water were used for preparing 
test solutions of 5% and 10% HCl for all 
experiments. Corrosion rate and efficiency of 
the inhibitor are calculated using the formula 
Corrosion rate = 87.6 x w1 –w2 (mg) / area x 
time x density 
Inhibitor efficiency = W0 – W/ W0 x 100 
Where, w1 = weight of specimen before 
treatment; w2 = weight of specimen after 
treatment 
W0 = weight loss without inhibitor;   
W = weight loss with inhibitor 
The values of percentage inhibition efficiency 
(%IE) and corrosion rate (CR) of mild steel 
obtained by the weight loss method at 500, 
1000 abd 1500 ppm concentration of the two 
ligands in 5% and 10% HCl under room 

temperature (Table -3) and for 60oC (Table -4) 
for 30 minutes are given. 

Results and Discussion 
Prevention and Control Of Corrosion 

The methods generally adopted to prevent or 
control corrosion of metals are, suitable design 
and fabrication procedure, use of inhibitors, 
modification of the corrosive environment, use 
of protective coating (metallic and non-
metallic), use of cathodic protection and 
alloying of metals. A survey of literature 
reveals that only a few inhibitors are available 
that can withstand higher acid concentration 
and temperature.  The effective acidizing 
inhibitors, which are usually found in 
commercial formulations, are acetylene 
alcohols, alkenyl phenones, aromatic 
aldehydes, nitrogen containing heterocyclic 
and their quaternary salts, and condensation 
products of carbonyls. Among these acetylene 
alcohols are widely used because of their 
commercial viability.  However, they suffer 
from the following drawbacks.  They are 
effective only in high concentration and 
produce toxic vapours under acidizing process. 
In view of the above there exist a need for 
development of new acidizing corrosion 
inhibitors.  These two mannich bases namely, 
1-[morpholin – 4-yl (phenyl) methyl] 
Pyrimidine 2,4,6- trione (BAMB) and 1-
[aniline(phenyl)methyl]pyrimidine-2,4,6-trione 
(BAAB) are used for studying their inhibiting 
properties on corrosion of mild steel in 5% and 
10% HCl solution.  The selection of these 
compounds as corrosion inhibitors is based on 
the fact these compounds contain lone pair of 
electrons on nitrogen and oxygen atoms 
through which they can coordinate readily on 
the metal surface.  In addition to this they are 
readily soluble in acid solution and have low 
toxicity and are also used in pharmaceuticals.
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Table – 3:  Corrosion parameters obtained from weight loss measurements in 5% and 10% 
HCl of the two inhibitors at room temperature.

HCl% Inhibitor concentration 
(mgs) 

Inhibitor

5% 500 ppm Blank

  L1

  L2

 1000 ppm Blank

  L1

  L2

 1500 ppm Blank

  L1

  L2

10% 500 ppm Blank

  L1

  L2

 1000 ppm Blank

  L1

  L2

 1500 ppm Blank

  L1

  L2

Inhibition of mild steel corrosion in acidic 
solutions by ligands can be explained on the 
basis of adsorption.  These compounds inhibit 
the corrosion by controlling both the anodic 
and cathodic reactions.  In acidic solutions the 
compounds exist as protonated species.  These 
protonated species adsorb on the cathodic sites 
occurring through the π electrons of aromatic 
ring and lone pair of electrons of nitrogen and 
oxygen atoms, which decreases anodic 
dissolution of mild steel. 
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Corrosion parameters obtained from weight loss measurements in 5% and 10% 
of the two inhibitors at room temperature. 

Inhibitor Imersion time 
(Mins) 

Wt. Loss 
(gms) 

IE 

Blank 30 0.1126  

L1 30 0.1045 7.19 

L2 30 0.0904 19.71 

Blank 30 0.2069  

L1 30 0.1181 42.91 

L2 30 0.1226 40.74 

Blank 30 0.1503  

L1 30 0.1494 2.59 

L2 30 0.1488 0.99 

Blank 30 0,2165  

L1 30 0.2017 6.83 

L2 30 0.1790 17.32 

Blank 30 0.1769  

L1 30 0.1725 2.48 

L2 30 0.1618 8.53 

Blank 30 0.2848  

L1 30 0.2241 21.31 

L2 30 0.1865 34.51 

 

              

Fig-9: Plot of Inhibition Efficiency Vs 
Concentration of 5% and 10% HCl at 

Room Temperature

Inhibition of mild steel corrosion in acidic 
solutions by ligands can be explained on the 
basis of adsorption.  These compounds inhibit 

rosion by controlling both the anodic 
and cathodic reactions.  In acidic solutions the 
compounds exist as protonated species.  These 
protonated species adsorb on the cathodic sites 
occurring through the π electrons of aromatic 

ns of nitrogen and 
oxygen atoms, which decreases anodic 

The values of metal loss and inhibition 
efficiencies of all the compounds were found to 
depend on their molecular structure.  The 
inhibition efficiencies at room temperature
have been found to be higher for BAAB at 5% 
for both 500 and 1500 ppm and for ligand 
BAMB at 1000 ppm.  At 10% the liga
BAMB showed a higher IE at 1000 and 1500 
ppm for 5%.  At 10% the ligand BAAB 
showed a much higher IE at all three 
concentrations. 
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Corrosion parameters obtained from weight loss measurements in 5% and 10%  

Corrosion rate 

0.0015 

0.00139 

 0.00120 

0.00275 

 0.00157 

 0.00163 

0.00200 

0.00199 

0.00198 

0.00288 

0.00268 

 0.00238 

0.00235 

0.00229 

0.00215 

0.00379 

 0.00298 

 0.00278 

       

Plot of Inhibition Efficiency Vs 
Concentration of 5% and 10% HCl at 

Room Temperature 

The values of metal loss and inhibition 
efficiencies of all the compounds were found to 
depend on their molecular structure.  The 
inhibition efficiencies at room temperature 
have been found to be higher for BAAB at 5% 
for both 500 and 1500 ppm and for ligand 
BAMB at 1000 ppm.  At 10% the ligand 
BAMB showed a higher IE at 1000 and 1500 
ppm for 5%.  At 10% the ligand BAAB 
showed a much higher IE at all three 
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Table -4 :  Corrosion parameters obtained from weight loss measurements in 5% and 10%
HCl of the two inhibitors at 60

 
HCl
% 

Inhibitor 
concentration (mgs) 

5% 500 ppm 

  

  

 1000 ppm 

  
  

 1500 ppm 

  

  

10% 500 ppm 

  

  

 1000 ppm 
  

  

 1500 ppm 

  

  
 

 Fig-10:  Plot of Inhibition Efficiency Vs Concentration of 5% 

Conclusion 

Isolation and structural elucidation of the 
complex of amino benzyl substituted barbituric 
acid namely BAMB and BAAB with Zn(
Cd(II) and Hg(II) ions sulphato, chloro and 
nitrato complexes were reported.  Non
medium was used for the isolation of the 
Zn(II), Cd(II) and Hg(II) complexes of both the 
ligands –BAMB and  BAAB. All the 
complexes were non electrolyte and hydr
In all the complexes the ligand was bonded to 
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Corrosion parameters obtained from weight loss measurements in 5% and 10%
HCl of the two inhibitors at 60oC temperature.

Inhibitor Imersion time 
(Mins) 

Wt. Loss 
(gms) 

IE 

Blank 30 0.2632  

L1 30 0.1005 61.81

L2 30 0.0993 62.27

Blank 30 0.1318  

L1 30 1.1045 20.71
L2 30 0.1214 7.89

Blank 30 0.1083  

L1 30 0.0970 10.43

L2 30 0.0848 21.69

Blank 30 0.0897  

L1 30 0.0551 38.57

L2 30 0.0674 24.86

Blank 30 0.0782  
L1 30 0.0572 26.85

L2 30 0.0719 8.06

Blank 30 0.0920  

L1 30 0.0554 39.78

L2 30 0.0537 41.63

       

Plot of Inhibition Efficiency Vs Concentration of 5% and 10% HCl at 60

Isolation and structural elucidation of the 
complex of amino benzyl substituted barbituric 
acid namely BAMB and BAAB with Zn(II), 
Cd(II) and Hg(II) ions sulphato, chloro and 
nitrato complexes were reported.  Non-aqueous 
medium was used for the isolation of the 
Zn(II), Cd(II) and Hg(II) complexes of both the 

BAMB and  BAAB. All the 
complexes were non electrolyte and hydrated.  
In all the complexes the ligand was bonded to 

the metal in a tridentate fashion through amino 
and amido N atom and carbonyl O atom.  IR 
data confirms the six-coordinate geometry of 
Zn(II), Cd(II) and Hg(II) complexes of BAMB 
and BAAB.  The values of
inhibition efficiencies of all the complexes 
were found to depend on their molecular 
structure.  The corrosion rate showed a marked 
decrease which makes evident for the 
inhibiting action of the complexes of both the 
ligands.
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Corrosion parameters obtained from weight loss measurements in 5% and 10% 
C temperature. 

 Corrosion rate 

0.00356 

61.81 0.00135 

62.27 0.00132 

0,00175 

20.71 0.00139 
7.89 0.00161 

0.00144 

10.43 0.00129 

21.69 0.00113 

0.00119 

38.57 0.00073 

24.86 0.00089 

0.00104 
26.85 0.00076 

8.06 0.00095 

0.00122 

39.78 0.00073 

41.63 0.00071 

          

and 10% HCl at 60oC 

fashion through amino 
and amido N atom and carbonyl O atom.  IR 

coordinate geometry of 
Zn(II), Cd(II) and Hg(II) complexes of BAMB 

The values of metal loss and 
inhibition efficiencies of all the complexes 
were found to depend on their molecular 
structure.  The corrosion rate showed a marked 
decrease which makes evident for the 
inhibiting action of the complexes of both the 
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ABSTRACT 

COVID-19 has caused a disruption in the healthcare sector with a temporary ban on elective surgeries and a long-term 
impact due to the changing patient sentiment. Hospitals and clinics are finding it difficult to bring back the patient 
volume in the out-patient department and manage cash flows to sustain the day-to-day businesses. This research is 
aimed towards studying the impact of Covid-19 on the Health care sector and the Marketing initiative warranted to 
counter the impact. Exploratory study which is conducted involving Health care service providers, Health care service 
beneficiaries and Health care service professionals. Comprehensive study has been done to get an understanding of the 
Healthcare sector and finally understand the transformations it is going through. Devising innovative and adapting to 
new and innovative marketing practices in healthcare sector is essential to create a pipeline of customers and to sustain 
their operations. Furthermore, patient sentiment is to be renewed in order to generate surgeries and regularise cash 
flows which have had a major hit during lockdown. This study is limited to Indian Healthcare sector and companies in 
the market. Also, the status of the market is dynamically changing increasing more complications in the way a patient 
perceives a hospital or a clinic safe to visit. Also, most data analysed regarding the sector to provide a historical 
background to the study is of until 2019 as the current data is unavailable as the financial year being disrupted by 
Covid-19. A benchmarking on how the healthcare sector must adapt themselves during period of uncertainty and how 
marketing responsiveness can help in devising the solutions caused by the pandemic situations.  

Keywords:  Covid-19, Hospitals, Healthcare, Pandemic, infectious diseases 

 

Introduction 

India's inadequate healthcare framework is 
obviously deficient for fulfilling the needs of 
her huge and assorted populace. The neglected 
market gap joined with solid essentials, has 
driven the market to the development of private 
healthcare as well as public-private healthcare 
services, providing a new shape to the nation's 
healthcare services framework. Today, India 
owns one of the biggest private healthcare 
sectors on the planet, principally in light of the 
fact that the nation's public hospitals have 
neither the expertise nor the resources available 
to address the issues of the populace. 
Furthermore, they are not equipped enough to 
reach at every nook and corner of the nation. 
Also, a few of these hospitals and clinics are 
understaffed, ineffectively prepared regarding 
fundamental framework and gear, and seriously 
do not have even essential quality measures. 
Conversely, private healthcare organizations 
with world class facilities, employ profoundly 
gifted and all-around perceived experts, 
influence cutting edge innovation in medicines, 
and keep up elevated expectations of value. As 
a matter of fact, it’s surprising in the Tier I 
urban zones, yet all things considered, the 

private division has made an admirable showing 
in making these pockets of greatness while at 
the same time creating noteworthy value. The 
staggering achievement of the pioneers in the 
sector has supported the rise of numerous 
institutions and paved the path for overall 
enhancement promoting top to bottom expertise. 
The healthcare industry in India is looked upon 
as a crucial financial stakeholder and a 
developing venue for strategic investments. 
Private institutions possess about 80% of the 
nation's healthcare services and additionally 
represent 74% of the nation's expenditure for 
healthcare. 
The Indian healthcare sector is unequivocally 
upheld by the Government that has taken 
excellent initiatives to create India as a 
destination for Medical Tourism. They have an 
objective of increasing its healthcare 
expenditure to 2.5% of Gross domestic product 
from the current degree of 1.1% of the Gross 
domestic product by 2025 under the National 
Health Policy 2017. 
Throughout the years, a few activities to drive 
the development of the healthcare sector in the 
nation have been yielding positive outcomes. 
These activities have gone far in not just 
improving the general healthcare services 
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access for the general populace but also has 
additionally upgraded the nature of healthcare 
services in the nation. Some significant 
medicinal services activities attempted in the 
Union Budget 2019-20 are as per the following: 
A. The assignment to the Ministry of Health 

and Family Welfare has expanded by 
16.28% year- on-year to USD 8.51 billion. 

B. The Government of India has distributed a 
total of USD 4.40 billion under the National 
Health Mission. 

C. The Government has reported setting up of 
24 new Government clinical schools and 
clinics by updating existing region medical 
clinics in the nation. 

D. The Ayushman Bharat – Pradhan Mantri 
Yojana (PMJAY), the biggest Government 
financed healthcare program focusing on 
more than 500 million recipients, has been 
distributed a total of USD 887.04 million. 
Also, the Government of India has 
propelled a library with normalized, real, 
and refreshed geo-spatial information of all 
open and private healthcare offices called 
the National Health Resource Repository 
(NHRR) in June 2018. 

According to a report from the Ministry of 
Commerce and Industry, the Indian healthcare 
sector, which remained at a size of USD 110 
billion out of 2016, is expected upon to arrive at 
a size of over USD 372 billion by 2022, taking 
in account a CAGR of 22%. The medical clinic 
industry in India remained at USD 61.79 
billion in 2017 and is expected to increase at a 
16-17% CAGR to arrive at a size of USD 
132.84 billion by 2023. The Country positions 
145 among 195 nations as far as quality and 
availability of healthcare services. These 
measurements demonstrate that there is huge 
degree for improving healthcare administrations 
infiltration in India and sufficient open door for 
the improvement of the healthcare sector 
industry. Helpful arrangements for empowering 
FDI, tax breaks, and positive Government 
approaches combined with promising 
development possibilities are helping the 
business pull in private value, investment, and 
remote players. Today, Indian organizations are 
going into unions with household and remote 
organizations to drive development and adding 
new markets. Proceeding, central factors, for 
example, rising salary levels, maturing 

populace, developing wellbeing mindfulness, 
and changing mentality towards preventive 
healthcare are relied upon to support healthcare 
professionals. The Indian healthcare services 
area was positioned as the fourth biggest sector 
with an all-out professional’s base of 319,780 
individuals in FY17. By 2020, the sector is 
relied upon to produce 40 million employments 
in India. The Country is additionally expected to 
rank among the best 3 healthcare sector markets 
as far as gradual development by 2020.  

 
Fig. 1. Growth of Healthcare Sector 

 
 With the outbreak of COVID-19 in India and 
then the follow-up lockdown, the private 
healthcare sector witnessed a back-breaking 
slowdown as per various reports from EY, PWC 
and other consulting giants. The sector is 
expected to capture short term operating losses 
of Rs 14,000 to 24,000 Crore for a quarter. For 
the hospital sector, which is already limited by 
its availability of liquidity, such losses will 
completely deplete the cash reserves in a month 
or two. The revenue for the sector in FY 21 is 
also expected to drop to 65-80% of the value as 
compared to FY 20 resulting in negative 
EBITDA for the full year with annual Return on 
Capital Employed estimated at -5 to -15%. 
Highlights of the major impact has been 
encapsulated below: 
A. The industry was already in a very fragile 
state in the pre-COVID state in terms of its 
financial robustness but a ban on elective 
surgeries during the lockdown period has 
increased the overall burden as elective 
surgeries were one of the main revenue drivers 
for these hospitals. A revenue drop of 50-70% 
in the month of march was observed. 
B. The overall Out-patient visits of a hospital 
had fallen by 80% whereas in-patient volume 
had dropped by 90%. Only critical cases were 
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attended, and hospitals were usually swarmed by 
Covid-19 patients. This is majorly due to the 
change in patient sentiment towards the 
hospitals categorizing hospitals as unsafe and 
infection prone zones which is in fact true to 
some extent as well. 
C. Maintaining infection-free zones in the 
hospital and upgrading the staff with the 
necessary gear to safeguard them against the 
Covid-19 infection has been a top priority for 
the hospitals. This has added another fixed cost 
increasing the overall operational cost. 
D. Healthcare professionals are also pessimistic 
about the infection spread and many of them are 
unavailable due to comorbidity issues. This is in 
turn contributing to the lack of trained 
professionals to combat the increasing Covid-19 
cases while serving the non-infected patients. 

Literature Review 

The purpose of this literature review is to 
understand the marketing techniques in use in 
the healthcare services sector and draw insights 
from the same for the research. Research has 
been under the following categories: 
Marketing has become a crucial part in the 
activity of healthcare services industry. With the 
ever-expanding rivalry, healthcare services 
advertise is experiencing a change from 
specialist co-op’s strength to support searchers 
inclination. The key components of advertising 
of social insurance administrations are as per 
the following: 
A. Knowledge administration 
In the present age, each buyer needs to be 
served by their one of a kind and individual 
needs. Associations have likewise outfitted to 
give modified arrangements, fitting their 
administrations/items dependent on genuine 
client inclinations, instead of on summed up 
suppositions. Henceforth all organizations are 
abusing the data frameworks and innovation to 
gather enormous measure of client information, 
as they comprehend that the information in 
these gigantic databases is imperative to 
increase upper hand what is more, bolster 
different hierarchical choices. There is an 
extraordinary need of a very much characterized, 
basic be that as it may, incorporated framework 
to remove the information on the clients from 
these enormous databases and at that point to 

apply this information for settling on different 
basic choices, especially advertising choices. 
B. Customer relationship the board (CRM) 
CRM as it called is a significant device to hold 
clients and to ensure that the informal exposure 
is guaranteed if possible. Basically, a CRM 
would remember frameworks of remaining for 
ordinary touch with clients. 
C. Brand picture building 
      Floated by corporatization of human 
services, India's advancement as a looked for 
after clinical the travel industry goal and 
undermined by the mushrooming of new 
medical clinics, it is getting hard for emergency 
clinics nowadays to rely upon minor 'verbal' 
advancement to draw in patients. Clinic 
administrations are investing additional energy 
in cutting a brand picture of the emergency 
clinic and improving medical clinic's 
perceivability. Emergency clinics can't do 
extensive advertising. This is the reason brand 
of an emergency clinic will be assembled 
increasingly through verbal, buzz showcasing, 
media perceivability, and tributes by recipients. 
D. Internal advertising: key component of 
promoting 
Interior promoting rehearses empower 
emergency clinics to make themselves 
showcase commendable before beginning outer 
advertising. Like any showcasing, the idea to be 
sold must have some an incentive in the psyches 
of the possibilities. The initial step, 
subsequently, is to build up an 'offer'. Nobody 
purchases an idea or an item on the off chance 
that it has no incentive for him/her. A strong 
inquiry for the clinic in this way is 'The reason 
would our kin work more enthusiastically for 
accreditation? How might this benefit them?' If 
the administration of the clinic can make an 
important enough response to this inquiry, the 
thought would have been sold. 
Following these major implications were drawn: 
A. Marketing of hospitals to general 
practitioners (developing referral network) is 
important as recommendation by ‘family 
physician’ is an important influencing factor in 
patients’ decision making. 
B. Multispecialty hospital is the need of the 
hour as patients prefer hospitals providing 
multispecialty healthcare services. 
C. A healthcare check-up package should be 
reasonably priced as cost is the major 
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influencing factor when it comes to periodic 
health check-ups. 
D. E-marketing is important as internet is the 
major source of information among younger 
generation. 
E. In case of OPD patients ‘Quick Service’ was 
found to be important and hence efforts should 
be made to keep waiting time as low as 
possible. 
Internal Marketing has been the forefront for 
healthcare services to build loyal customers and 
expand their customer base. There are four 
components of Internal marketing in the 
healthcare framework: 
A. Turnaround time for a patient 
This refers to the amount of time spent by a 
patient at a healthcare facility. Usually a patient 
wants to spend as minimum time as possible at 
a clinic or a hospital. Hospitals and clinics also 
work aggressively to minimize the turnaround 
time or in the sector term Average length of 
stay(ALOS) for a customer in order to enhance 
his experience as well as service to more 
patients in a financial year so as to increase 
their financial output. This has been 
revolutionary since the advent of minimal 
invasive surgeries, day-care surgeries and 
reduced infection rates making a patient feel 
safer and also recover faster than regular 
surgeries in return harbouring trust in the 
hospital that he was treated at. This is turn 
generates word-of-mouth for the hospital 
increasing the overall patient pipeline. 
1. Counter to Admission Time 
At hospitals, today the major challenge is to 
reduce the overall non-clinical time which is 
essential as well in order to incorporate the right 
credentials of the patient as well asreceiving 
payments and clearing the patient while 
checkout. This operational time if reduced 
provides an ease to the patient where he/she is 
in the system for a minimal time when they are 
not attended by a healthcare professional. This 
enhances the customer experience as well as 
decreases the operational load at the support 
staff decreasing the number of touchpoints a 
patient must go through before getting the 
required treatment. Technology and AI based 
interventions has optimized this whole-time 
frame to minimal providing a greater 
satisfaction to the patient. 
B. Friendly Staff and Healthcare 

professionals 
Nurses, Support staff and Doctors, everyone is 
being trained in the way they treat a patient 
when they come in for a treatment. The way a 
person is received by the hospital affects his 
perception about the brand. The same love and 
support is extended to the patient’s family and 
gives a boost to the overall morale of the patient 
and his/her dear ones giving a hike to the brands 
image as a supportive as well as empathizing 
nature. 
C. Loyalty programs 
In-house loyalty programs and benefits for 
customers is a old tale but recent advancements 
in the health analytics have enabled healthcare 
professionals to predict a disease that the patient 
has a possibility to contract in the near future 
changing the overall game. From diagnosis we 
have moved to prognosis making it easier for 
hospitals and clinics to promote healthy living 
and wellbeing of the patients. This is an essential 
part of the loyalty program as hospitals like 
Apollo under its flagship health check-up 
program provides preventive healthcare 
ensuring the patient is protected against any 
diseases that he/she might be prone to in the 
near future. 
A Preventive Health Checkup intends to 
recognize and minimize chance elements not 
withstanding distinguishing ailments at an early 
phase. Standard wellbeing tests can help 
discover issues before they start or early enough 
when chances for treatment and fix are better. 
By getting the correct wellbeing administrations, 
screenings, and medicines at the perfect time, 
chances for living a more drawn out, more 
beneficial life are better. This has been the 
pioneering effort all hospitals are making in 
order to develop their brand as well as to 
provide a quality life to its patients. 
In contrast to the 4 P's of showcasing, the social 
insurance space is characterized by 5 P's 
wherein after Product, Price, Place and 
Promotion comes Principles. 
A brand is considered as solid as its 
Principles/Standards. Standards are the methods 
by which organizations will secure their 
notoriety. At the point when any organization 
builds up its image suggestion, it builds up a lot 
of fundamental beliefs. There are various 
instances of these qualities all through the 
human services industry. For instance, the 
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establishing standards of the NHS have been 
summed up as the arrangement of value care 
that: addresses the issues of everybody; is free 
at the purpose of need; and depends on the 
patient's clinical need not their capacity to pay. 
Numerous different countries have composed 
their medicinal services frameworks as 
indicated by standards picked to assist them 
with besting address the issues of buyers. 
Similarly, Canada put together its human 
services framework with respect to the 
standards of completeness, all-inclusiveness, 
convenience, availability, and policy 
management. Advertisers in this manner need to 
guarantee that, according to their clients, 
'standards' are principal to the manner in which 
they work together. Standards can give a 
ground-breaking advertising stage — not the 
advancement of a rundown of qualities, however 
the key reconciliation of standards into the 
promoting blend itself and being seen reliably to 
do the 'proper thing' according to one's partners. 
All together for the association's qualities to 
have meaning they need to wake up in its 
ordinary business movement. In this way, 
standards are the use of the organization's 
business esteems and the essential reason for 
producing and keeping up shopper trust. 
Standards join chance administration, moral 
showcasing, and social duty, and they support 
corporate and item marking. 
Instances of how the disappointment of a brand 
to satisfy its standards can affect deals are 
ordinary in business writing. An ongoing model 
is that of 'Blameless' — an organization that 
makes natural product 'smoothies' without 
utilizing fake fixings. Honest as of late 
endeavoured to expand its deals through the 
development of its dissemination channels by 
making Innocent smoothies accessible in 
McDonald's outlets. This caused a huge 
response from its client base, which saw the 
relationship of Innocent smoothies with a cheap 
food organization as improper. Basically, 
Innocent was seen by its clients as having sold 
out its very standards of business; and due to 
this their customer base plunged. 
Mix of the fifth 'P' signifies pondering standards 
in precisely a similar path as contemplating 
different parts of the advertising blend — by 
perceiving and engaging the client's still, small 
voice; or, at the very least, not participating in 

exercises that would cause clients to feel 
awkward about working together. This is the 
reason 'standards/principles' must turn into the 
fifth 'P' promoting of healthcare services. 
Standards matter to clients, in this way, they 
should matter to advertisers — particularly 
healthcare advertisers. 
General wellbeing experts presently perceive 
the estimation of network-based ways to deal 
with social change. In a perfect world, social 
showcasing experts will create approaches to 
join buyers as accomplices into the arranging 
procedure, permitting them to set plans and 
legitimately take an interest in endeavours to 
enhance the issues they choose to handle. 
Network based anticipation showcasing is one 
model that mixes network activation, 
strengthening and participatory examination 
with promoting standards and procedures trying 
to adjust the force differentials between general 
wellbeing professionals and purchasers while 
profiting by advertising's way to deal with 
social change. Thus, be SMART in social 
advertising as follows: 
Strategic: by understanding need-explicit 
conduct target, and information, practices and 
conviction frameworks winning in the network. 
Measurable: For process changes in strategy and 
framework, media inclusion, dispersal of 
materials, co-operations, commitments from 
sources, evaluation of program. For result 
changes in conduct, information, convictions, 
crusade mindfulness, consumer loyalty, 
reactions to battle. 
Awareness-based: Awareness with respect to 
the need and significance of changed conduct 
which is helpful for wellbeing. 
Realistic: Need-based subject for social 
promoting whereby relational abilities and the 
procedure of social showcasing ought to be 
generally speaking to the shoppers. Accessible 
assets likewise are significant in arranging. 
Technically Sound: With every one of the 4 Ps 
of social promoting it is significant for all 
medicinal services laborers to comprehend and 
react to the open's wants and needs and 
routinely use purchaser exploration to choose 
how best to help individuals to take care of issues 
and acknowledge goals. 
Any social promoting approaches fuse pre-and 
post-evaluative measures for their adequacy. It 
will be essential to survey and update the 
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methodologies all the time (for example each 
three to five years). With the assistance of 
maintainability continuum of social promoting 
(specialized, money related, authoritative and 
showcase manageability), shoppers' lives can be 
made more beneficial. 
Healthcare services ought to be driven by a 
steady spotlight on conveying results that 
genuinely matter to patients. Be that as it may, 
this drive towards Value based Healthcare 
service (VBHC) is blocked by a lack of 
straightforward and normalized results 
information. Further, an absence of clearness 
with respect to the meaning of significant worth 
has prompted different methodologies and 
moderate advancement in execution 
improvement. Some utilization the term 'worth' 
to pass on the humanistic precepts supporting 
wellbeing frameworks, while others utilize the 
term to allude to cost decrease and by and large 
procedure productivity. Philosophical worth and 
cost regulation are both significant, nonetheless, 
improving wellbeing results are fundamental to 
esteem creation. The meaning of significant 
worth in medicinal services is results that issue 
to patients partitioned by the expense to 
accomplish these results. This definition was 
presented by Michael Porter and Elizabeth 
Teisberg in their fundamental book Redefining 
Health Care – a work that propelled the whole 
field of Value-Based Health Care. In this worth 
proportion, the numerator (results) assigns 
condition-explicit outcomes that issue most to 
patients, for example, utilitarian recuperation 
and personal satisfaction, while the denominator 
(cost) applies to the all-out spending for the full 
pattern of care. Appropriately, if results that 
issue to patients are not improved, the 
subsequent worth is low. This definition applies 
to the sum of the consideration pathway, from 
essential to optional and tertiary consideration, 
including post-medical clinic care for patients 
influenced by a solitary or different condition. 
In any case, the present social insurance quality 
is intensely centred around process measures 
and, regardless of endeavours to present rules, 
agendas and normalized quality measures, 
suppliers fluctuate in procedures and results to a 
striking degree. Those rewarded at the least 
performing medical clinics require follow-up 
medical procedure inside two years at rates that 
are multiple times higher than patients rewarded 

in the highest-level emergency clinics. At 
present, not many wellbeing frameworks survey 
sway on personal satisfaction from the 
viewpoint of the individuals they serve. 
Execution measurements in wellbeing will in 
general spotlight primarily on sources of info and 
yields. Results, for example, future are 
significant, yet measurements don't frequently 
exist on results that patients genuinely esteem, 
including agony, usefulness and personal 
satisfaction. To fill in these holes, the 
Organization for Economic Cooperation and 
Development (OECD) got an order from Health 
Ministers, to dispatch the Patient-Reported 
Indicators Surveys (PaRIS) activity in 2017, 
with the objective of benchmarking results that 
issue most to patients. Result variety is likewise 
affected by instalment models. Expense for-
administration models boost suppliers to expand 
administration volume, which can create 
overmedicalisation and inefficient spending. 
Pointless medicines can be performed without 
complexities, in this manner staying undetected 
even though they don't improve patients' 
personal satisfaction. Suitability of care is vital 
to esteem. The best way to assess the genuine 
estimation of care is to gauge persistent 
wellbeing increases as per what they consider 
generally significant in their everyday life. 
Estimating aftereffects of a treatment from the 
patient point of view is fundamental to improve 
its worth. 
This value-based healthcare service system 
would increase the trust of patients in the 
hospitals. 

Research Methodology 

The research has been done by capturing data 
through extensive interviews of Health-care 
professionals and Non-clinical stakeholders 
across the sector. Also, to encapsulate a better 
understanding interviews of medical students 
has been taken in order to understand the best 
practices being taught currently as a part on how 
to interact with patients. Following which few 
conferences were attended virtually that were 
held by various organisations to create a forum 
to talk about best practices during the pandemic 
and how the hospitals are working through it. 
Post the interviews an overall understanding of 
the market and the current processes in place to 
bring back the patient flow is encapsulated in 
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the research paper. Also, keeping in mind the 
market trend, future predictions are made as 
well. 
Number of Doctors Interviewed – 44 
Number of Non-Clinical Stakeholders 
Interviewed – 22 
Number of conferences attended – 3 
Some of the questions that were asked during 
these interviews are listed below: 
A. What was the patient flow like during 
lockdown? 
B. What are the specialities which were 
functional during lockdown? 
C. How is E-consultancy shaping the industry? 
D. What was the percentage of E-consultancy in 
the total out-patient volume during lockdown? 
E. What are the initiatives taken by hospital to 
build back the customer pipeline? 
F. What are the communication methodologies 
used by hospitals? 
G. What are the new areas of development? 
H. What has been the cash-flow during the 
lockdown? 
I. What has been the cash-flow post lockdown? 
J. What are the new avenues of marketing? 
K. What are the USPs hospitals are trying to 
develop post lockdown? 
L. How is the patient sentiment changing? 
M. What is the expected patient flow post 
lockdown? 
N. How are the healthcare service providers 
shaping the industry? 
O. What are initiatives taken for internal 
marketing? 
P. How are you ensuring safety of your 
employees? 
Q. How are you ensuring safety of patients? 

RESULTS & Analysis 
After encapsulating the information attained 
from the interviews, marketing trends post- 
lockdown was observed to check the similarity 
between the information and ongoing events. 
Following are some of the post-lockdown trends 
observed: 
A. The overall patient sentiment remains 
unchanged. Since corona is not over, patients are 
still hesitant to approach hospitals directly and 
restrict themselves by reaching out to family 
doctors and hospitals through online network. 
B. Hospitals are still finding it impossible to 

manage cash flows due to low patient 
inflow. They are working on new 

innovative methods to bring back patients. 
C. Healthcare professionals and support staff 

are more worried about their safety as the 
ban on elective surgeries has been lifted. 
Orthopaedic surgeries are very infectious 
and nature and can lead to infecting 
everyone in the Operation Theatre if the 
patient has Corona and vice-versa if anyone 
from the medical team has corona. 

D. Covid-19 care at home is a new product 
being explored by all hospitals for 
generating a new source of income. In one 
of the articles Fortis Hospitals reported that 
they have over 100 patients under the same 
program and there is a waiting queue for 
many others who want to get enrolled for 
the same in Delhi and Mumbai. 

E. Remote care facilities such as E-
consultancy and Telemedicine has seen a 
hike. A lot of patients have started in 
flowing through these channels. Before 
lockdown this consisted of only 5% of the 
total patient volume but now consists of 
almost 60% of the total patient volume. 

F. Extended care such as medicine deliveries 
and remote monitoring, a part of the Covid-
19 care at home has rapidly picked up pace 
generating new avenues for cash flow. 

G. Patient awareness programs are being 
conducted over Facebook, Instagram, 
Quora, and YouTube to educate them with 
the right steps to take in case of an 
emergency. “How to deal with a heart 
attack?” and or “Precautions for a pregnant 
lady” are the common points of discussion 
in such awareness programs. 

H. Patient education aimed towards Corona 
infection and basic prevention techniques is 
also shared as a branding tool. Going one 
step ahead, hospitals are also stressing on 
the age group and criticality of the patient 
assessing which he/she should be admitted 
to a hospital or not is being propagated 
through online channels. 

I. Government has allowed private hospital 
facilities to conduct corona research in 
accordance with ICMR allowing them to 
pour in their expert teams in the race to a 
vaccine. Individual hospital brand’s 
contribution in this race is also being used 
as a branding tool. 

J. The number of corona-cases recovered at a 
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hospital is also being as a branding tool. 
K. The capacity of a hospital is limited, and the 

hospital must prioritize which patients they 
want to cater now since the bed vs 
population ratio is very low. Considering 
the same emergency and trauma beds have 
been converted to corona beds. Ticket size 
for corona beds is higher than emergency 
beds and hence it is helping them bring 
back cash flow. 

L. Risk free zones are being created in 
hospitals with separate pathways for corona 
patients and non-infected patients to 
promote the overall safety in the hospital. 

M. Overall patient journey is changing as it has 
become mandatory for any patient who is 
supposed to be admitted, to take a corona 
test before admission. This is in general 
increasing the cost of treatment for the 
patient and the operational cycle for the 
hospital. For example – the balloon time for 
a patient for a cardiac arrest is 90 minutes 
but now with respect to corona, the balloon 
time has increased to 150 minutes 
increasing the risk rate in such a case. 

N. Elective surgeries are still being postponed 
if the quality of life of the patient is 
unaffected by the same. For instance, a joint 
replacement surgery cannot be postponed as 
it directly affects the quality of life a patient 
leads but cosmetic surgeries can be 
postponed as it does not impact the lives of 
the patients directly. 

O. Innovative methods like digital surgery, 
robotic surgery and remote monitoring 
techniques are being explored by hospitals 
to decrease human intervention in surgeries 
and check-ups providing the patient 
assurance against any possible infection. 

P. Hygiene has become the principal 
parameter and is looked over with a more 
detailed lens in order to ensure proper 
sanitization across all levels of a hospital. 

Q. PPE gears are made mandatory in a any 
surgical intervention so as to safeguard the 
patients, healthcare professional and the 
support staff against any possible infection 
increasing the overall cost of the procedure. 
This is a challenging thing for the hospitals 
as this increases the cost borne by a patient 
for that procedure. 

R. Voice of a happy customer is being 

resonated across different social media 
channels in order to generate a positive 
word of mouth for the hospitals. 

S. Finally, hospitals are looking forward to 
strategic partnership for Continued Medical 
Education and skilling up all level of 
healthcare professional against corona in 
order to control any damages and provide 
the best of healthcare to its patients at all 
times. For this already Subject matter 
experts are being called in regularly to 
conduct webinars, and workshops so that the 
best practices can be developed, and all 
professionals are equipped with the same. 

After taking in account the observations the 
following marketing revamping efforts have 
been recognized that can deal with the aftermath 
of the Covid-19: 
A. Preventive Healthcare System – More than 

earlier people everywhere now are more 
aware of the consequences of leading an 
unhealthy life and the issues that can arise 
from the same. For this they have already 
opted in to maintaining a hygienic life due 
to corona. Following this preventive 
healthcare system marketing will attract 
more patients who could enrol into this 
program and provide a stronger channel of 
cashflow for them. 

B. Optimizing the processes – Hospitals have 
already begun branding themselves with 
how optimized and unique their processes 
are and how secure they have made it for a 
patient to avoid any risk to infection. For 
instance, Fortis Hospital, Bannerghatta 
Road, Bengaluru have deployed robots at 
their entry points in order to check the 
temperature of the patient and also assign 
appointments according to his query. 

C. Social Media Channels – At this current age 
social media is helping the hospitals to 
communicate and establish their brand in 
real time giving them enough space to 
project their expertise and USPs helping 
them showcase their brand to the world. 

D. Awareness Programs – This is an old tool 
which is applicable always. This will help 
them attract more customers who start in 
believing in their brand. 

E. E-consultancy and Telemedicine – Recent 
changes in laws related to telemedicine has 
freed up this space for more private 
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interventions and has allowed extensive 
communication with patients in a pandemic 
through telemedicine and e-consultancy. 
These channels should be strengthened in 
order to generate more in-patients through 
the same and finally remote monitoring 
solutions should be developed to cater a 
large group of issues online. 

F. Identification of at-risk patients - Sharing of 
health data with preventive healthcare 
system has enabled the hospitals to identify 
at-risk patients and conduct surgeries which 
would prevent any life and death situation. 
Extensive research is needed in this domain 
with adequate marketing in order to include 
more and more people in this program so 
that a greater number of surgeries could be 
generated. 

G. Value-based programs – Due to a fall in the 
purchasing power of a consumer hospital 
should come along with value-based 
programs which could help the patients 
with respect to their money problems 
helping them prioritize their health. Such 
programs would decrease the profitability 
of a surgery or a procedure but increase the 
number of patients attended by the hospital 
in turn increasing the overall revenue of the 
hospital. 

H. Word-of-mouth marketing – Existing 
patient videos to be put across platforms 
showcasing the care and safety provided the 
hospitals generating brand value to the 
hospital. 

All the eight efforts are already in some way or 
the other being made by several institution to 
channel back the patient flow and the 
government has also taken initiatives to ensure 
that the debt burden on the hospital is 
decreased by postponing interest payments 
on their debt. Healthcare sector employs a 
large group of our population and its 
survivability is essential for the growth of the 
country 

Conclusion 

Healthcare system is a very crucial sector for 
the well-being of the people and its survivability 
came in question with the pandemic. It is a 
sector that does not work on reserves and is 
highly capital intensive leading to a huge debt. 
Right now, all efforts are being made in order to 
bring back the cash flow for sustaining the 
business as well as the livelihood of all the 
healthcare professionals, support staff as well as 
partner businesses who heavily depend on the 
functionality of these businesses. After an in-
depth research of the existing marketing efforts, 
eight different ways – Preventive healthcare 
system, Optimizing the processes, Social Media 
Channels, Awareness Programs, E-consultancy 
and Telemedicine, Identification of at-risk 
patients, value-based programs and word-of-
mouth marketing, have been identified in order 
to bring back the patient volume and eventually 
the cash flow. This will set the industry on a 
path to normalcy and would create a new cycle. 
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ABSTRACT 

 Every company in an industry strives to gain market share by venturing into new product offerings, becoming 
destination of loss for competition and launching new brands for different set of consumers. However, when we talk 
about cigarette industry, we know the loyalty is close to 90% in smokers. Consumer behavior is dependent on many 
parameters like price, product, promotion, availability and social environment. This paper attempts to find out the 
different factors and their significance in driving this loyalty in consumer behavior. For this study, in-depth secondary 
research has been conducted taking multiple research papers into consideration. Industry stalwarts were reached out 
to collect relevant and helpful data to understand the consumer behavior this particular industry space better. 
Telephonic interviews were conducted to understand the behavior of consumers in detail and then survey 
questionnaires were floated to record the results for the behavioral aspects of consumers. POS advertisements are the 
only way of advertisements for cigarette companies to influence consumers under Cigarette and other Tobacco 
Products Act, 2003. Within this article attempts have been made to unfold the consumer behavior with respect to 
various factors involved in cigarette purchase. As the industry rides too high on loyalty, destination of loss only 
becomes possible when there is scarcity in supply. ASU 25 age group has been selected because after 25 most of 
smokers choose one of the smoking brands and stick to it for most part of their smoking life and influence of any factor 
is close to negligible on them. As far as tobacco industry is concerned, there is very little literature available on it let 
alone the consumer behavior which is ever changing. Although, there have been many studies in the past highlighting 
some factors of consumer behavior and smoking habits. 

________________________________________________________________________________ 
Keywords: Cigarette Industry, Consumer Behavior, Smoking, ASU 25 
 

Introduction 

India is known mainly for the production of 
two types of tobacco namely non-cigarette 
tobacco and cigarette tobacco. Non-cigarette 
tobacco accounted for approximate 70% of the 
total market share. Non cigarette tobacco has 
seen a recent uptrend in sales due to a shortfall 
in cigarette tobacco production. It is very 
surprising to note but khaini that is edible 
tobacco holds close to 3% more market share 
than beedis and cigarettes combined. State 
relies on indirect taxes and cigarette claims to 
be one of the major factors driving the sales tax 
across different states and the data shows that 
almost 85% of the tax revenue is driven by 
legal smokers which accounts only for 10% 
consumers. It can be successfully inferred that 
even if the use of smokeless tobacco surpasses 
smoked tobacco multi fold, still smoked 
tobacco is single handedly driving the revenue. 
Tobacco is substantially eaten by Indians, 
including inducing addiction and intoxication. 
India being the 2nd biggest tobacco producing 
country having an annual yield of around 800 
Million kilograms. Out of total arable land 

available in India, tobacco is estimated to cover 
just 0.24%. Flue-Cured Virginia accounts for 
almost 30% of the total tobacco produced in 
India underlining the cigarette consumption. 
With a production figure meagrely shy of 250 
Million kgs, India holds the third position in 
global production ranking of FCV tobacco. In 
poor, fertile soils that are usually insufficient 
for other crops to cultivate, tobacco grows. 
FCV tobacco is considered to be the most 
remunerative crop as per the research 
conducted by the Central Tobacco Research 
Institute (CTRI). 
80 percent of tax revenue is contributed by 
legal smokers, considering just a 9 percent 
share of cigarette consumption. The 
government tax is 41 times higher for 
cigarettes than for other tobacco products on a 
per kg basis for tobacco used in various 
product categories. Inequitable tobacco 
taxation policies are leading to an uptick in 
overall tobacco use while cigarette use is 
declining. India's use of tobacco in the form of 
cigarettes, while accounting for 18 percent of 
the world's population, is less than 2 percent of 
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the global intake. However, India accounts for 
69 per cent of the world's smokeless tobacco 
consumption. India has the lowest per capita 
intake of tobacco worldwide, with just 89 
cigarettes a year. Cigarette & Tobacco 
Products contribute considerably to the 
country's tax collection. The estimated tax 
revenue from collected tobacco products is 
over Rs. 43,000 crores per year. 
Now, after understanding the Indian 
architecture of tobacco industry, we delved 
deeper into the factors that have an influence 
on consumer’s behavior. After thorough 
research, we were able to spot 7 factors which 
have considerably high amount of influence in 
turning nonsmokers into smokers, influencing 
them for choosing a cigarette brand and 
influencing a smoker to change a brand he is 
loyal to. Following are the 7 factors that have 
been recorded: 

 Favors 
 Packaging 
 Filter Ventilation 
 Taste and quality of tobacco 
 Quantity of tobacco 
 Advertisements 
 Availability 

Literature Review 

(Reinskje Talhout, Patricia A. Richter, Irina 
Stepanov, Christina V. Watson and MPH 
Clifford H. Watson) have suggested in their 
study that the design characteristics of a 
cigarette like the filter ventilation, flavors and 
threads etc have a great impact on consumer 
behavior, perception and smoke emissions. 
Elasticity which can be described as the ability 
being imparted to a smoker to have required 
nicotine content from a cigarette has largely 
been associated with filer ventilation. It has 
also been focused that dimensions also play an 
important role like the less tobacco content 
available in slim cigarettes causes lower 
exposure among smokers which is perceived to 
cause less harm. Charcoal filters being used in 
modern times also lead to a reduction in harm 
because of less smoke emissions. Capsules 
along with decorative threads make the 
cigarettes appealing which has become really 
popular among the women smokers. They have 
put forth that these parameters can play their 
role very well to reduce smoking related health 

issues. 
(Jennifer M. Kreslake, Geoffrey Ferris Wayne 
and Gregory N. Connolly) have tried to 
establish a difference between the smoking 
behavior of menthol and non-menthol smokers. 
It has particularly been found that menthol 
smokers comprise two categories of smokers: 
a) Those smokers who are intolerant to the 

irritation and harshness caused by smoking 
non menthol cigarettes. 

b) Those who are particularly fond of the 
menthol flavor in their smoke  

It has been pin pointed in their study that a lot 
of women smoker’s smoke only because of the 
menthol flavored cigarettes on the shelves. It 
has been established that menthol cigarettes 
become the go to cigarettes for the people 
about to start their smoking journey because it 
is believed to have less harsh effect on the 
throat. Further studies to establish a proper 
conclusion has been suggested. 
(Dean M. Krugman, William H. Quinn, 
Yongjun Sung and Margaret Morrison) have 
depicted through their study how even after the 
advent of 1998 Master Settlement Agreement 
advertisements and promotions undertaken by 
the cigarette companies encourage more people 
to join in the breed of smokers. Since the youth 
is more appealed by the imagery used for 
advertising, they form a major chunk of new 
joiners in the smokers’ group. Even before 
being in the age of understanding what health 
effects smoking might have, the youth is 
influenced enough by the advertisements. Peers 
are believed to influence the adolescents the 
most in their path to start smoking. Although 
cigarette brands put forth an argument that the 
advertisements and promotions are just to help 
the existing smokers to switch between various 
brands, it has been well established in this 
study that these measures influence a whole lot 
of people to start smoking.  
John Dawes’ study has brought into light the 
brand loyalty smokers have with respect to 
their cigarette and what all factors affect their 
purchasing patterns. Most of the smokers are 
really particular about the brand they smoke 
and rarely switch to any other brand. In case 
they do so, they tend to switch to another in 
line brand with the one they are already 
smoking and not any lower brand going along 
the lines of Duplication of Purchase law. Also, 
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more penetrated brands are the ones with 
higher brand loyalty as compared to the less 
penetrated ones. Unlike the general market 
trend, segmentation and targeting come out to 
be counterproductive in case of cigarettes as to 
a brand having a high appeal in a particular 
group might be a having a less market share in 
other group. Excessive cannibalization can also 
be seen in the brands floated by the same 
organization. 
(John P. Pierce, Won S. Choi, Elizabeth A. 
Gilpin, Arthur J. Farkas and Cherry C. Berry) 
conducted a study so as to establish a 
relationship between the new uptake of 
smoking and reception of tobacco 
advertisements. Advertisements and 
promotional campaigns have come out to be a 
major factor to stimulate smoking among 
millenials. As compared to the adults, the 
adolescents aged 14-17 years are more likely to 
remember any tobacco ads and hence start their 
smoking journey. The fact that additional 
incentives really affect the consumer behavior 
has been set up by this study. It has been found 
out that the adolescents who claimed to never 
smoke in their life thought of giving it a try 
after watching various advertisements which in 
many cases lead to an addiction. The findings 
have come out to be in consistency with the 
fact that the change in behavior is directly 
linked to the reception of the communication. 
Adolescents become prone to this habit of 
smoking while being in a particular age group 
and once they have surpassed that age and 
become mature enough to understand the 
repercussions of smoking, they prefer to not 
start it. 
(Benjamin Lê Cook, Geoffrey Ferris Wayne, 
Lois Keithly and Gregory Connolly) want to 
convey the fact that most of the tobacco 
companies design their products after diving 
the consumers on the basis of their 
psychological and psychosocial needs. Based 
on the different product requirements by 
different consumer groups like those wanting a 
harsh and strong smoke, those wanting flavors 
in their smoke, women groups favoring a 
particular type of cigarette, the taste, fragrance, 
size, filter quality etc of the cigarettes is varied. 
Also, to implement the cessation strategy a 
particular consumer group should be targeted 
which is also very important owing to the fact 

that tobacco consumption leads to a major 
chunk of deaths nationwide. It has been 
reflected in their study that through a 
regulation on the companies designing their 
products according to consumer needs, the new 
joiners in this smoking journey can be 
controlled. Organising public campaigns to 
target the same groups to teach them about ill 
effects of smoking has been suggested. 
(TEH-WEI HU, HAI-YEN SUNG, and 
THEODORE E. KEELER) have conducted a 
study on the cigarette industry’s response to an 
anti smoking campaign conducted by the state 
of California. This was done by passing 
CTTHP act wherein the tax implied on the 
tobacco products was increased and the 
revenue so collected was used to teach the 
population about the health effects of smoking. 
This was the first paid advertising conducted 
by any state for the welfare of people. It 
basically targeted the following groups: 

A) Pregnant ladies 
B) Minorities 
C) Adult smokers 
D) Children 

The industry responded by increasing the 
expenditure on advertising and tapping more 
channels to promote their products. As a result 
it came out in the open that diverting funds into 
other channels of marketing proved to be more 
cost effective for cigarette industry rather than 
following the traditional methods to counter 
state campaign. 
(Mark Nichter and Elizabethca Rtwricht)’s 
study focuses on the mela fide intention of the 
governments to obtain revenue from the taxes 
imposed on tobacco products that they 
hideously support them hiding themselves 
behind the public image of them being against 
smoking. It shows how smoking not only 
affects the smokers’ health but also of his 
family ( them being the passive inhalers ). 
Also, the resources expended in smoking can 
always be put to more fruitful uses like the 
education and welfare of the children. This 
concept of ill effects of smoking is being put 
forth at a time when US is working towards 
child survival programs focusing on their 
immunization and rehydration. It has been 
advised that the data collected should not just 
be presented and forgotten. Rather it should be 
taken seriously as the consequences of 



Vidyabharati International Interdisciplinary Research Journal (Special Issue)             ISSN 2319-4979 

  

Special Issue on Engineering Technologies and Management                                                                      407 

smoking are severe. States must focus on 
developing new laws and acts that pay more 
attention to the public health. 
(Adrienne B. Mejia and Pamela M. Ling) have 
written about the newly discovered smokeless 
tobacco products and termed them as the 
pandemic for the new age. Although smokeless 
tobacco products are equally addictive and can 
lead to various diseases like cancer, heart 
ailments etc , it is still the non cigarette product 
claiming highest market share. It has been 
reflected in the study that if cigarettes and 
smokeless products are used simultaneously, 
they can lead to an increased deterioration in 
the health of consumers. It can have other 
harmful effects as to people thinking of 
quitting might just shift focus to the smokeless 
products and continue affecting their health. It 
is being majorly introduced in the places 
having smoke free laws. The way these 
products are advertised and packed is 
particularly very appealing to millennial 
population and is attracting them in huge 
numbers to start consuming smokeless 
products. It is being positioned as a product 
that gives you the relief and satisfaction of 
smoking even during indoor endeavors. It has 
also been pointed out that the older and long 
time smokers preferably smoke regular 
cigarettes than these smokeless tobacco 
products. 
(Susan L. Holak & Srinivas K. Reddy) have 
tried to establish a relation between elasticity 
of price and the shocks the industry faces due 
to advertising ban. In such a scenario, the price 
sensitivity relating to demand is believed to 
increase. Also, people become less aware of 
the new entrants in the market and likewise are 
less likely to try any new products. It has been 
suggested that such advertising bans might act 
as entry barriers for new launches. Cigarettes 
and other tobacco products are categorized 
under experiential goods according to this 
research. Inelasticity in demand is witnessed 
owing to a ban of advertisement on popular 
channels like radio and television. In such a 
situation, past experiences with different 
brands mark the relative purchase of a 
particular brand and as such new and weaker 
brands are sort of suppressed. But it was also 
found out that this ban had less impact than 
other advertisements that show the harmful 

consequences of smoking to mark 
consumption. 

Research Methodology 

This research was primarily conducted to 
understand the influence of different factors on 
consumer behavior while selecting or choosing 
a cigarette. Cigarette addiction, as we all know 
is due to the high amount of nicotine present in 
cigarettes but what makes them so loyal about 
one brand is the subject of interest. Practical 
papers written over time in different parts of 
the world have been studied to understand the 
influence of various factors like product 
offerings, filter ventilation, favors, climate on 
consumer behavior as we know it today.  
The available literature shows us that consumer 
behavior is more or less dependent on various 
different factors and it changes from age to 
age, city to city and one economic section to 
the other. This whole research is conducted in 
two phases: Secondary research and Primary 
research. Initially secondary research was 
carried out by reading different research papers 
available and primary research was conducted 
by having in depth telephonic interviews and 
then floating a questionnaire survey amongst 
the smoker group helping us to understand the 
dependence of consumer behavior on various 
different factors associated with smoking and 
tobacco. We have already gauged that 
consumer behavior is dependent on various 
different factors in any given industry be it 
food, hospitality or retail. The questionnaire 
designed is very extensive and helped us 
picking out the most important factors 
influencing consumer behavior. 
The telephonic interviews were conducted to 
understand the various intricacies related to the 
smoking habits. 23 interviews were taken and 
enough of insights were gathered to create an 
exhaustive questionnaire to comprehend 
consumer behavior in tobacco industry. A total 
of 202 responses were recorded from 
questionnaire survey which were later analysed 
to draw conclusions for further reference. 
The insights from interactions with 
knowledgeable people and industry experts 
were curated which were later used to design 
extensive questionnaires to understand the 
consumer behavior in the current scenario of 
ASU 25. The sole purpose of this whole study 
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was to decipher the dependence of consumer 
inclination on various smoking factors to 
choose or leave a particular brand. 
Questionnaire given was as follows: 
What is your age? 

 18-20 
 20-22 
 22-25 
 25+ 

What influenced you to start smoking? 
 Curiosity 
 Friends 
 Depression 
 Stress 
 Enticed by smell 

Which is your Preferred Brand 
 Marlboro 
 Classic 
 Gold Flake 
 Others 

 Which is your Preferred cigarette 
 Marlboro Advance 
 Marlboro Lights 
 Classic Milds 
 Classic Ultra Milds 
 Classic Regular 
 Classic Ice Burst 

Which cigarette you started smoking with? 
 Classic Ice Burst 
 Marlboro Gold Advance 
 Marlboro lights 

What influenced you to smoke this cigarette? 
 Friends 
 Mildness 
 Filter Quality 
 Taste 

Rate the factors given below according to their 
influencing capability  

Factor 1 2 3 4 5 
Pack Attractiveness      
Brand Image      
Smoothness      
Tobacco Quality      
Filter Proposition      

Table 5: Correlations among the different 
motivation factors 

 

Rate the factors of competitive brand that you 
smoke  

Factor 1 2 3 4 5 
Advertisements      
Tobacco      
Image      
Popularity      
Filter      
Stick       
Pack      

 
What is your perception about 
Classic/Marlboro/Gold Flake/Dunhill? 
Do you remember seeing any kind of cigarette 
endorsement? If yes, then what comes top off 
your mind? 
What kind of advertisements would you like to 
see for cigarettes? 
Do you ever order online? 
Do you ever research about cigarettes on 
internet? 

 Yes  
 No 

What kind of information you look over 
internet about cigarettes? 

 Health Effects 
 Quality 
 Different product offerings 

Do you think packaging affects your preference 
of buying a cigarette? 
What other cigarettes have you consumed and 
liked? (Substitutes of your fav brand) 
Do you like cigarettes with capsules/favors? 

 Yes 
 No 

What kind of capsule offers do you like? 
 Menthol Capsule 
 Two Menthol Capsules 
 Menthol & Fruity Capsule 
 Favored Pine  

Data Analysis & Findings 

The findings are based upon the analysis of 
both primary and secondary research wherein 
research papers were read to review available 
literature to understand the various factors 
having an impact on consumer behavior and 
the influence of these factors. Through 
telephonic interviews and questionnaire 
surveys, the consumer data was recorded to 
check the dependence. 
To understand the factors responsible for the 
consumer behavior after extensive research, 

Table 5: Correlations among the different motivation factors 
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this paper aids all the factors responsible in 
smallest way possible to influence the 
consumer behavior. Following listed are the 
factors that have been found during the 
research: 
 

 Favors 
 Packaging 
 Filter Ventilation 
 Taste & Quality of tobacco
 Quantity of tobacco 
 Advertisements 
 Online search 
 Smoothness 

All these factors were later verified by 
leveraging the questionnaire survey which was 
floated among the smoker community of 
different age groups to understand the 
dependency of consumer behavior
factors. 
Here we understand the prominent factors 
influencing consumer behavior
smoking and what the degree of influence of 
all these factors on different age groups. There 
is a great space to get to the root of this 
behavior which might have been missed due to 
some limitations. 
Survey Results: 
What is your age? 

 18-20 
 20-22 
 22-25 
 25+ 

To start with, a record of age of respondents 
was kept to deeply analyse the consumer 
behavior with respect to all the factors 
assuming that different age group of smokers 
behave differently to different kind of 
influence. Since the study was more focussed 
on ASU 25, more of that audience has been 
targeted. 
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this paper aids all the factors responsible in 
way possible to influence the 

. Following listed are the 
factors that have been found during the 

Taste & Quality of tobacco 

e factors were later verified by 
leveraging the questionnaire survey which was 
floated among the smoker community of 
different age groups to understand the 

behavior on these 

Here we understand the prominent factors 
behavior related to 

smoking and what the degree of influence of 
all these factors on different age groups. There 
is a great space to get to the root of this 

which might have been missed due to 

 

To start with, a record of age of respondents 
was kept to deeply analyse the consumer 

with respect to all the factors 
assuming that different age group of smokers 
behave differently to different kind of 
influence. Since the study was more focussed 
on ASU 25, more of that audience has been 

What influenced you to start smoking?
 Curiosity 
 Friends 
 Depression 
 Stress 
 Enticed by smell 

Through this study, it came out that most of the 
ASU 25 uptake smoking because of the 
suggestions and influence of their peers 
followed largely by the issue of depression 
which might happen due to varied
Stress, curiosity to explore how smoking turns 
out and attraction towards smell are other 
factors that influence commencement of 
smoking.  
Which is your Preferred Brand

 Marlboro 
 Classic 
 Gold Flake 
 Others 

 

Marlboro has emerged as the most preferred 
brand among ASU 25 smoked by almost half 
of the population followed by classic. It can 
thus be inferred that the younger population is 
more inclined towards Marlboro for their 
smoking needs.  
Which is your Preferred cigarette

14%

40%21%

16%

9%

Factors influencing smoking

Curiosity

Depression

Enticed by smell

39%

13%

2%

Brand Preference

Marlboro Classic Gold Flake
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What influenced you to start smoking? 

 

 
Through this study, it came out that most of the 
ASU 25 uptake smoking because of the 
suggestions and influence of their peers 
followed largely by the issue of depression 
which might happen due to varied reasons. 
Stress, curiosity to explore how smoking turns 
out and attraction towards smell are other 
factors that influence commencement of 

Which is your Preferred Brand 

 
Marlboro has emerged as the most preferred 
brand among ASU 25 smoked by almost half 
of the population followed by classic. It can 
thus be inferred that the younger population is 
more inclined towards Marlboro for their 

ed cigarette 

14%

40%

Factors influencing smoking

Friends

Stress

46%

Brand Preference

Gold Flake Others
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 Marlboro Advance 
 Marlboro Lights 
 Classic Milds 
 Classic Ultra Milds 
 Classic Regular 
 Classic Ice Burst 

 
The top two most preferred variants are from 
the Marlboro family i.e. Marlboro Advance 
followed by Marlboro lights. It again throws 
light upon the fact that Marlboro is more 
preferred by the youth. 
Which cigarette you started smoking with?

 Classic Ice Burst 
 Marlboro Gold Advance 
 Marlboro lights 

 
Classic IB comes out to be the most preferred 
first cigarette by the youth. Upon further 
research, it was found out that because of the 
light nature and menthol favor of this particular 
variant, it is the most preferred one to 
commence smoking with. 
What influenced you to smoke this cigarette?

 Friends 
 Mildness 
 Filter Quality 
 Taste 

54

25 22 19

0
10
20
30
40
50
60

Most Preferred Variant

40
30

Classic IB MGA

First Offer
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Which cigarette you started smoking with? 

 

 

Classic IB comes out to be the most preferred 
first cigarette by the youth. Upon further 

ch, it was found out that because of the 
light nature and menthol favor of this particular 
variant, it is the most preferred one to 

What influenced you to smoke this cigarette? 

 
From this particular question, it has come out 
that most of the people smoke their first 
cigarette as suggested by their friends. Thus 
peer pressure is the foremost influencer to 
choose a brand followed by the various 
characteristics of a cigarette variant.
Rate the factors given below according to their 
influencing capability  

Factor 1 2 
Pack 
Attractiveness 

  

Brand Image   
Smoothness   
Tobacco 
Quality 

  

Filter 
Proposition 

  

From the responses recorded for this question, 
it can be judged that smokers are more 
influenced by the characteristics of the 
cigarette they smoke like smoothness followed 
by tobacco quality and filter proposition. Other 
appealing factors like brand image and pack 
attractiveness find a lower place in the list.
Rate the factors of competitive brand that you 
smoke  
 
Factor 1 2 3 

16 13

Most Preferred Variant

16

Marl LTS

18%

14%

8%

Influence of choosing a brand

Friends Mildness Filter Quality

2

2.9

3.7

Pack 
Attractiveness

Brand Image Smoothness

Factors rated by smokers according 
to their influencing capability
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From the responses recorded for this question, 

that smokers are more 
influenced by the characteristics of the 
cigarette they smoke like smoothness followed 
by tobacco quality and filter proposition. Other 
appealing factors like brand image and pack 
attractiveness find a lower place in the list. 

e factors of competitive brand that you 

4 5 

60%

Influence of choosing a brand

Filter Quality Taste

3.6
3.1

Smoothness Tobacco 
Quality

Filter 
Proposition
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to their influencing capability
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Advertisements   
Tobacco   
Image   
Popularity   
Filter   
Stick    
Pack   
   

 

 
From this intensive study, it can be established 
that among young smokers as 
smokers, tobacco quality and stick proposition 
are factors that if changed by competitive 
brands are more likely to see a shift in 
consumers. Smokers are loyal towards their 
brand but they are very conscious about the 
tobacco quality that is being served and the 
stick proposition they consume. 
What is your perception about 
Classic/Marlboro/Gold Flake/Dunhill?
 

   
   

2.86

0 1 2 3

Pack

Stick

Filter

Popularity

Image

Tobacco

Advertisements

25+ Smokers

Own Brand Substitute
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From this intensive study, it can be established 
that among young smokers as well as 25+ 
smokers, tobacco quality and stick proposition 
are factors that if changed by competitive 
brands are more likely to see a shift in 
consumers. Smokers are loyal towards their 
brand but they are very conscious about the 

ing served and the 
 

What is your perception about 
Classic/Marlboro/Gold Flake/Dunhill? 

 

Classic is perceived to be an Indian brand that 
serves the smoothest cigarettes.
Marlboro is mostly taken as an international 
brand particularly serving the millennials.
Gold Flake is taken as an easily available 
alternative and not a first choice.
Dunhill is perceived to be a premium foreign 
brand with special filters.
Do you remember seeing any kind of cigarette 
endorsement? If yes, then what comes top off 
your mind? 

3.35

3.19

3.42

3.13

3.01

3.54

2.86

3.53

3.37

3.74

3.49

3.29

3.87

3.14

4 5

Substitute 0

Pack

Stick

Filter

Popularity

Image

Tobacco

Advertisements

Young Smokers

Substitute
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Classic is perceived to be an Indian brand that 

cigarettes. 
Marlboro is mostly taken as an international 
brand particularly serving the millennials. 
Gold Flake is taken as an easily available 
alternative and not a first choice. 
Dunhill is perceived to be a premium foreign 
brand with special filters. 
Do you remember seeing any kind of cigarette 

yes, then what comes top off 

3.78

3.55

3.73

3.58

3.39

3.89

3.29

3.32

3.23

3.33

3.17

2.98

3.51

2.87

1 2 3 4 5

Young Smokers

Substitute Own Brand
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It can be inferred from here, that most of the 
smokers do not remember any of the 
advertisements by their favourite brands or 
other competitive brands. This can be owed to 
the fact that limited window is available
tobacco companies to advertise their produce.
What kind of advertisements would you like to 
see for cigarettes? 

On asking about the advertisement preferences, 
millennials came up with the idea to relate 
advertisements with music, nightlife, passion 
and friendship.  
Eldersmokers want to see tobacco 
advertisements about passion, class, love 
and stress relieving. It comes out that people 
like to relate the advertisements with most of 
the stuff going on their own lives
 

82%

17%

ONLINE ORDER (ASO 25)

NO Dunzo Swiggy Ciggywala
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On asking about the advertisement preferences, 
millennials came up with the idea to relate 
advertisements with music, nightlife, passion 

Eldersmokers want to see tobacco 
advertisements about passion, class, love  

omes out that people 
like to relate the advertisements with most of 
the stuff going on their own lives 

Do you ever order online?

No major change was observed in the 
behavior of millennials and Gen Z about 
their knowledge of online cigarette 
ordering platforms. Though both the groups 
have slight knowledge about Dunzo, 
Swiggy and ciggywala as ordering 
platforms 
 
What kind of information you look over 
internet about cigarettes?

 Health Effects
 Quality 
 Different product offerings
 No 

 
This inference is pretty much in line with 
the last one. Most of the participants from 
both the age groups are not very interested 
in researching about their smoke online. If 
ever done, they relate i
quality of their brand and other brands 
available. 
What other cigarettes have you consumed 
and liked? (Substitutes of your fav brand)

19%

2% 2%

ONLINE ORDER (ASU 25)

NO Dunzo Swiggy

17%

6%9%

ONLINE RESEARCH (ASU 25)

No Health Effects Quality

ONLINE ORDER (ASO 25)

Ciggywala
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Do you ever order online? 

 
No major change was observed in the 

of millennials and Gen Z about 
their knowledge of online cigarette 
ordering platforms. Though both the groups 
have slight knowledge about Dunzo, 
Swiggy and ciggywala as ordering 

What kind of information you look over 
internet about cigarettes? 

Health Effects 

Different product offerings 

 

This inference is pretty much in line with 
the last one. Most of the participants from 
both the age groups are not very interested 
in researching about their smoke online. If 
ever done, they relate it to health effects, 
quality of their brand and other brands 

What other cigarettes have you consumed 
and liked? (Substitutes of your fav brand) 

77%

2%

ONLINE ORDER (ASU 25)

Swiggy Ciggywala

68%

ONLINE RESEARCH (ASU 25)

Quality Other products
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Ice Burst variant by classic is the most 
preferred substitute by almost half of the 
survey responders. This might be related 
with the fact that Classic IB is the first 
cigarette that marks the smoking journey 
commencement for most of the smokers.
 
Do you like cigarettes with 
capsules/favors? 

 Yes 
 No 

This study shows that most of the 
responders like their smoke to have a 
natural tobacco taste and thus do not prefer 
capsule offers with different favors.
What kind of capsule offers do you like?

 Menthol Capsule 
 Two Menthol Capsules
 Menthol & Fruity Capsule
 Favored Pine  

46%

23%

17%

12%
1% 1%

Consumer Preferences

Ice Burst Double Burst

Fuse Beyond One & Only

28%
72%

Capsule Offers

Yes No

73%

15%

7%5%

ONLINE RESEARCH (ASO 25)
No Health Effects Quality Other Products
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This study shows that most of the 

ir smoke to have a 
natural tobacco taste and thus do not prefer 
capsule offers with different favors. 
What kind of capsule offers do you like? 

Two Menthol Capsules 
Menthol & Fruity Capsule 

Those who like the capsule 
attracted toward the menthol favor. Some like 
mix favors too. 

Discussion

Given that industry advertising is a significant 
counterpart to state anti-smoking advertising, it 
should be concluded that the industry would 
have increased advertising in the state after the 
passage of Proposition 99. However, as can be 
seen in Figure 1, which summarizes the 
behaviour of the state and Variables in business 
publications, at least in California's Life 
journal, cigarette advertisements in the market
followed a distinct pattern from That In the 
quarters leading up to the referendum on 
Proposition 99, those expenditures rose 
sharply. Shortly afterwards, however, 
Industrial media investment in the state 
declined at the end of 1988; indeed, with the 
exception of certain short
the state media campaign picked up pace, 
differences in the charts, it would seem that 
advertising for business journals declined.
These product design amendments may have a 
significant influence on the design o
product. Impact on addiction and response to 
physiology. In Special tailored goods to meet 
individual requirements or desires Increased 
risk of dependency and increased initiation can 
lead to a higher risk Based on conditions of the 
targeted groups. One restraint This paper states 
that proof was not identified by the writers 
Sources who might determine whether or not 
this kind of stuff is Product creation focused on 
demands led to demand changes Cessation 
share or rates. Prospective research into the 
function of Such product interface upgrades for 
brand purchases, company sales, Levels of 
sharing and cessation are key. The degree to 
which the tobacco industry's needs

Consumer Preferences

Dunhill

Grape Burst

Capsule Offers

28%

19%

Consumer Preferences

Menthol

Menthol & Fruity

ONLINE RESEARCH (ASO 25)
Other Products

      ISSN 2319-4979 

  

                                                                      413 

 
Those who like the capsule offerings are really 
attracted toward the menthol favor. Some like 

Discussion 

Given that industry advertising is a significant 
smoking advertising, it 

should be concluded that the industry would 
rtising in the state after the 

passage of Proposition 99. However, as can be 
seen in Figure 1, which summarizes the 
behaviour of the state and Variables in business 
publications, at least in California's Life 
journal, cigarette advertisements in the market, 
followed a distinct pattern from That In the 
quarters leading up to the referendum on 
Proposition 99, those expenditures rose 
sharply. Shortly afterwards, however, 
Industrial media investment in the state 
declined at the end of 1988; indeed, with the 

eption of certain short-term investments, As 
the state media campaign picked up pace, 
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analysis has been used begs the question of 
whether comparable Marketing techniques 
occur in the cigarette and prescription drug 
markets. 
The 86% lifetime retention figures of 
extremely loyal customers are realistic. Since 
this Data Collection there is no convenience 
store coverage, there is no good case as there is 
no good argument as if convenience store 
shopping, why does brand loyalty differ greatly 
if was included. It seems that dubious smokers 
will Usually, they purchase the brands they 
have affinity for in supermarkets and 
convenience stores, however, use a very 
different assessment matrix when buying in 
grocery shops, and are sure to carry an 
equivalent range of labels. The loyalty has seen 
downward trend by certain consumers might 
have been nullified, at least, raising their 
allegiance by either fresh upcomers or lower 
allegiance by standards, or through new 
consumers who are beginning to buy the brand. 
A concern relating to the frequency of the 
purchasing of cigarettes is if sales are in this 
category, what might be known as the 
minimum time-period cap is less likely to be 
used. This word highlights the fact that a lot of 
merchandise forms being purchased in discount 
shops usually re-buy in about a week’s time 
(such as yogurt, chocolate, etc.). Ehrenberg, 
postulated cigarettes to be outside the purview 
of this general law. The percentage purchased 
once a week was 65 percent, 35 percent of the 
percentage purchased twice in either week 1 or 
2. The effects of our research show important 
impacts on the inertia of brand prices, as well 
as on the price elasticity and demand for 
advertisements due to the ban of television and 
radio advertising. Without advertising in these 
mainstream publications to inform and 
differentiate, demand for goods becomes more 
price sensitive. It seems that as television and 
radio can no longer be used as message 
channels in favour of Nelson (1975), demand 
becomes more inelastic with respect to 
commercials. In line with this outcome, brand 
buying patterns are becoming more ingrained, 
as seen by the marginally higher X. Values 
after an ad ban, when individuals stop 
experimenting with unfamiliar products they 
have been introduced to and rely on ones they 
have previously been associated with instead. 

Usually, there always are two kinds of smokers 
who prefer menthol: those who do not like the 
strong tobacco taste and discomfort 
experienced while smoking. For those 
preferring the special flavor of menthol and the 
associated feeling of cooling, nonmenthol 
cigarettes. This range of smokers comprise a 
huge number of some timers or youth, who are 
trying hard to minimize the inclination of new 
upcomers towards smoking, and resulting 
reliance on nicotine. Menthol smokers are 
looking for a lighter and smoother cigarette, 
less effect and throat itchiness, aftertaste of 
tobacco, blended with strength of mint, 
whereas now-a-days those who smoke menthol 
have much more tolerance power (Cantrell, 
1987). In an effort to target new generation 
smokers wanting a smoother substance, 
cigarette producers might reduce quantity of 
menthol in certain offerings. 
Marketing communications and risk 
assessment researchers had similar results. 
Types, in terms of smoking practices and 
publicity and promotion. In some cases, rather 
than contemplating it the client or potential 
buyer responds viscerally to the representations 
portrayed in cigarette advertisements and sales 
promotion. Slovik (2001) traces research and 
shows that when approaching smoking activity 
from a risk assessment point of view, people 
often make decisions quickly with or without a 
great deal of comprehension. The " heuristic 
effect " is seen as a reliance on those emotions 
(Slovik, 2001). Equally important, this 
paradigm dismisses the notion that cigarette 
smoking is a rational, ethical decision. Overall, 
demand is growing, feasible and extremely 
valuable for teenagers. Teens are conscious of 
luxury and prestige and expend a great deal of 
money on clothing and film (Fox, Krugman, 
Fletcher, & Fischer, 1998). 
Tobacco producers have a long history of 
manufacturing introductory or 'starter' 
products. Consumers of existing smokeless 
tobacco have consistently regarded flavored 
smokeless tobacco products as for beginners' or 
a way to recruit younger men to embrace the 
drug (e.g. branding of Wintergreen 
refreshment). Research by the RJR focus group 
found that flavoured products were not popular 
with older or more experienced consumers, 
who discovered them to be for beginners. 
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In general, smokeless tobacco advertising has 
focused either on product characteristics or on 
generating the consumer's idea. Even though, 
even though. The main locations for the new 
cigarette promoted for smokeless tobacco 
advertising campaigns have moved from 
fishing competitions. The major advertisement 
attributes are similar: advertising and 
sponsorships for concerts, colourful packaging, 
and rodeos for urban bars and nightclubs. And 
complimentary presentations to promote 
training by prospective users and to " teach " 
people how to use the system, coupons or " buy 
one get one free "discount offers at the point of 
sale, and hire speakers to " educate " customers 
about the one-on-one product. 

Conclusion 

From this complete study, it has been 
concluded that smoking behaviour is dependent 
on a lot of factors and influence of all these 
factors differs with respect to age, geography 
and economic situation of consumers. For these 
reasons, a no would be the solution to the 
problem of tobacco companies not responding 
to state advertisements and causing their 
demand to decrease. Next, other advertising 
activities, such as point-of-sale in the state, 
combined with direct advertising to smokers 
who send coupons directly to distributors for 
promotional purposes, may have offset the 
decreased magazine media budget. It is clear 
that such behind-the-scenes lobbying may be 
more cost-effective for tobacco companies than 
countering the state's anti-smoking media 
campaign by overt advertising, at least in a 
major publication. Products designed to 
address specific needs or desires may, within 
the targeted needs-based groups, contribute to 
higher risk of addiction and increased 
initiation. The acknowledgement by the public 
health community of the customized nature of 
cigarettes to personality types and their related 
tastes and expectations has implications for 
attempts to prevent tobacco. Previous cessation 
studies also recognized the value of identifying 
individual variations in emotional response, 
need and addiction to cigarettes in order to 
more efficiently identify the areas of cessation 
intervention. Given the significance of the 
interrelationship between physical 
characteristics of cigarettes and human 

exposures, and that these exposures are 
mediated by smokers' attitudes and behaviours, 
more research is needed to evaluate how 
individual cigarette designs influence key 
exposure and health outcomes. Evidence 
suggests that the selective decrease of these 
mainstream smoke toxicants is accompanied by 
an increase in other levels of toxicants. The 
greater the degree of receptivity to persuasive 
communication, the greater the possibility of it 
influencing behaviour. The choice to use a 
promotional item is more effective in 
predicting success than having a favorite 
advertising, which is consistent with Ray's 
theory of how marketing works to generate 
consumer behaviour. Our national stake in 
claiming to be morally right and committed to 
the development of "health for all is a greater 
awareness of the U.S. role in the spread of 
tobacco use in the Third World and the toll that 
our national values are likely to threaten. 
Fundamentally, in the name of free healing, the 
ideology of "market justice" puts responsibility 
for poor health in the hands of the consumer 
person. The audience does not appear to 
beinveterate smokers for newsnus products' ads 
and promotional behaviour; instead these 
commercials are likely to encourage new 
customers to try the products, and could lead 
smokers to postpone quitting who would have 
quit tobacco use. Cigarette advertising is 
associated with increased usage, especially 
among teenagers. Cigarette advertisements in 
the form of television advertising, in-store 
signage and displays, and event promotions are 
prevalent and continue to normalize smoking 
behaviour. In-store messages and displays not 
covered by the MSA continue to increase. 
Smoking is socially sanctioned by young 
smokers who are more vulnerable to the 
imagery than adults through cigarette ads and 
promotion advertisements. Tobacco industry 
research provides insight into the motivations 
and behaviours of menthol smokers through 
wide-ranging efforts, including focus groups, 
market research and studies of sensory 
perception-related smoking behaviour. The 
body of evidence obtained from these efforts 
suggests that there are distinctly different 
sensory needs and cigarette smoking methods 
for smokers who prefer menthol. Hence, it can 
be established that consumer demographics 
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strongly affect the smoking behaviour of 
individuals. 

Limitations 

The complete research is based upon the 
literature survey of dependence of consumer 
behaviour on various different factors related to 
smoking namely filter ventilation, tobacco 
quality and content, packaging, advertisement 
and availability. Although the prioritization of 
factors can be done according to the responses 
but the exact degree of influence could not be 
gauged. Moreover, smoking patterns differ a 
lot from one region to the other region. Further 
the research available on this particular subject 
is pretty less and the degree of factors influence 
change drastically when distance between two 
regions increase. Consumer Behaviour is of 
utmost importance in industries riding so high 
on loyalty and the tobacco companies would be 
more interested in knowing the consumer 
behaviour and its dependency on various 

factors. Proper dashboards should be made to 
evaluate different parameters on which the 
dependency of consumer behaviour might 
depend.  
Additional factors like climate change, external 
stress, etc should also be taken into notice 
while coming up with the exact consumer 
behaviour. Designing a dashboard which 
accounts for all the factors that one can think of 
would cost a lot and yet you can not be sure of 
including all the factors. Cost benefit analysis 
should be performed for all these dashboards to 
evaluate the return on investment which can 
lead to closing of some projects. 
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ABSTRACT 

Project cost estimators have often struggled to identify the appropriate amount of contingency in the cost of project and 
cost of operations. Low levels of cost contingency may result in a situation of cost overrun and excessive contingency 
may lead to either avoiding the project or tying up funds that could be allocated to other projects. Therefore, it is 
essential to allocate the right amount of contingency on the basis of a systematic assessment of project risks. Research 
has shown that one of the main factors that contribute to eliminating project cost overruns is the correct cost 
estimation. Traditionally, contingency costs are allocated up to say 10% to 15% of the project cost. The percentages 
are based mostly on estimators’ subjective assessments. Contingencies in the cost of operations are rarely included. 
The aim of this study is to evaluate the current practices of quantifying contingencies and sufficiency of methods 
suggested in various published researches and practicing professionals. This study examines existing practices of 
types, extent, rationales, and stages of including contingencies. This research used a questionnaire to understand the 
risk involved in project and a case study of construction project to understand and analyses to evaluate how the 
effectiveness of infrastructure projects contingency plan can be increased.  

Keywords: Contingency, Cost, Risks, Uncertainties 
 

Introduction 

Intrinsically, infrastructure projects entail a 
number of complexities and threats at all 
levels. Such complexities may be classified as 
predictable, unknown and unforeseen. In order 
to mitigate such known (and unidentified) 
uncertainty / risks, Contingency reserve is a 
management device. In order to minimize the 
likelihood in overruns in project goals to the 
extent which is appropriate for organisation, 
the contingency reserve is "the sum of money, 
expenditure or time available above the 
forecast.". [1] In order to offset intangible 
losses related to impermissible adjustments in 
simple projections of expenditures, building 
partners including owners and contractors and 
planners incorporate a cost-saving fund. 
It was always challenging for estimators to 
assign the correct amount of project 
contingencies to mitigate costs overcrowding, 
whereas at project closure reducing any unused 
contingency [2]. Comprehensive details, 
improved awareness, considerable experience 
as well as quality enhancement are required to 
achieve an reliable cost estimate [3]. The fixed 
allocation of uncertain funds contingency sums 
can be a cause of  over running cost, if it is too 
small, when the allocation of funds for certain 
programs is too big [4]. A more comprehensive 
risk evaluation is therefore necessary if the 

correct option is to be allocated. Research has 
shown that improvement in cost estimation 
techniques, including cost contingency 
estimates, is one of the principal factors 
contributing to the success of the projects [5]. 
Contingency is classified in terms of 
'Contingency of Designer', Contingency of 
Owner' and Contingency of Contractor' During 
the production of the preconstruction work, the 
design contingency shall be included by the 
cost estimator in the preliminary budget. The 
owner's continuance is an extra expense 
towards programs and will lead to the owner's 
investment and contingency. Contingency of 
contractors is included in the project 
expenditure to prepare for unpredictable 
conditions which may occur during the 
construction period. An analysis to evaluate the 
projected costs / period effect estimates and 
comparatively large factors of uncertainties in 
expense contingency amounts are 
communicated to [6]. [7]. recently conducted 
research in 2019 and examined various 
contingencies such as cost and time 
contingencies, scope and quality tampon, the 
stock tampon and capability tampons. 
Nonetheless, recent literature relies on builders 
or construction contingencies. 
In order to manage projects successfully, 
contingency is crucial because it provides a 

Anurag Bhat
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buffer against risk development. The 
methodology of cost variance assignment is 
focused on the contribution of the tasks to the 
project's total expense difference, including 
quality, complexity and the essential road. In 
order to track the budget and allocation of risks 
and to determine potential requirements, the 
new Expense Contingency Management 
System incorporated additional steps. A real-
life bridge maintenance project is supported by 
the new cost contingency management method. 
The conclusion indicates that the current 
technique of expense variance is flexible and 
robust enough to handle normal project 
disruptions.  
A wide variety of experiments have been 
carried out around the world to measure 
construction risk with the help of different 
models. These models are: 

1. Traditional Method, percentage of total cost 
of Project of ( [8] 
2. FREQ also called Factor Rating and 
Estimation method  [9]. 
3. Monte Carlo Simulation Method (MCS) 
[10], [11] [12] 
4. Regression Analysis Method  (RA) 
[13][14], [15] 
5. Individual Risk and Expected Value Method 
[16]. 
6. Influence Diagram Method ( [17] [18] 
7. ANN Model [19]. 
8. Fuzzy Sets Method [20] [21] [22] [23]. 
9. Method of Moments Method ( [24] [25]; 
[26] 
10. Range Estimating coping with 
Uncertainty Method [27] 
11. Theory of Constraints Method [28]. 
12. PERT Method ( [29] [26]. 
13. Analytical Hierarchy Process Method 
[30] 

The Risk Management literature recognizes the 
uncertainty in projects from all types of 
industry. The inability to forecast a project's 
final results with respect to time, expense, 
consumer satisfaction and technological 
performance can be described as uncertainty 
[31]. 
The current research done to work as an 
exploration to examine current practices of 
contingency provisions and to gather global 

best practices. The need for the research is in 
the following context 

1. There is no uniform practice in deciding 
quantum of contingencies in Cost of Project as 
well as in projected operational cashflows.  
There is a tendency to provide lesser 
contingency so as to make the project 
financially more attractive.  
2. It needs to find our whether the 
contingencies were provided in the projects 
where contingencies were included in cost of 
projects sufficiently. 
3. Contingencies will have to be different 
depending upon at what stage these are 
provided 
4. Contingencies should be provided 
component-wise. 
5. Contingencies should be on two purposes.  
Internal and External. 

Literature Review 

The difficulty of programs provides the 
potential for time and costs to rise. To order to 
account for the price change and recovery from 
risk, contingency is a gain buffer. It was 
described by the research unit for Project 
Management Institute as: "The sum of financial 
resources, the budget, or the amount of time 
that is required above the estimate to reduce the 
risk of project overruns to a standard 
acceptable to the organization". [32] “An 
amount added to an estimate to allow for items, 
conditions, or events for which the state, 
occurrence, or effect is uncertain and that 
experience shows will likely result, in 
aggregate, in additional costs”. [33]. Price 
volatility is normally measured by way of 
estimates or assessments on grounds of 
historical investments or expertise of programs. 
[34]The expense contingency of a project is 
designed to account for "estimated uncertainty 
dependent on expected or calculated amounts, 
unexpected business factors, timing delay and 
acceleration problems, bid competitiveness 
errors, sub-contractor defaults, and interfacing 
omissions between specific working groups." 
There are two methods to estimate the 
emergency cost for building projects. The 
methods according to [12] are classified as 
deterministic methods and probabilistic 
methods. The proposed method is a standard 
way to measure chance possibility for 
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construction projects. A certain portion of the 
contract amount or sub-component of the 
projects typically represents the risk variance in 
the deterministic process. During the early 
stages of contracts where there are more 
possible threats, the proportion of the 
possibility for a building project is 
comparatively small. In general, the 
deterministic method uses 5 to 10 percent of 
the contingency cost of the project. 
Probabilistic risk contingency estimation 
process addresses the assignment of 
probability-distribution (PDF) components to 
the project cost, generating a PDF through 
summative process for the overall cost of 
project. The outcome of this phase is the 
breakdown of total project costs into parts. The 
PDF of each system explains the component's 
real values while the same project is carried out 
on multiple times. This therefore represents a 
cumulative number or cost of the overall 
project cost, indicated as the cost changes [12] 
could potentially be cut or increased in 
construction costs. The probabilistic 
framework for the estimation of risk variance 
involves the approach to estimated value (EV), 
Moment framework (MM), Monte Carlo 
simulation (MCS), etc. There are various 
methods. The estimated benefit method 
requires the appropriate recognition of all 
threats involved with a construction project. 
We also describe the effect on the project and 
its possibility. Consequently, these threats are 
known as contingent and defined threats, either 
entirely or not, and not the magnitude of the 
risks. The calculation of all threats is then 
based on the highest and average danger worth. 
In the case of the project [12]. There are 
cumulative typical probability levels. The Most 
Relevant Methodology is another move away 
from the predicted value method, as described 
by [26], by measuring the standard deviation of 
increasing risk alongside the average and 
maximum risk value. The central limit theorem 
thus serves for verifying that the cumulative 
expense of this project (i.e., a summation of the 
predicted values) meets normal distribution, 
and for deriving the contingency costs at a 
given trust point z values from a normal 
distribution likelihood table are used. Unlike 
the predicted value that expresses it as a 
numeric figure, final construction costs are 

expressed in the current method as an ongoing 
distribution of probability. Monte Carlo 
Simulation (MCS) simulates a building project 
by approximately +1,000 simulations. Based 
on the parameters and the form of the 
likelihood distribution a chosen amount is 
assigned to each cost variable. The cost factor 
values of each test are summed to provide the 
costs of the project. The generation is then 
performed using different element values, all 
reported for project costs. Simulation from 
Monte Carlo is regarded as easy to use and 
readable. The identification of risks, challenges 
and opportunities is often addressed. Event 
money is used in the budgets for growth, and 
allows managers required strategies to cope 
with difficulties and gaps in mission goals 
threatened [17]. An average expense ratio 
dependent on past experience with related 
ventures may be calculated as a typical 
methodology [35]. The scheme would obtain 
contingency funds. [36] addressed the general 
contractor's literature deficit in handling risks 
in the building industry, especially in the use of 
time and expense contingencies. The 
construction firms evaluated    10 000 times 
and costs in the light of the risks to project 
progress, i.e., optimistic contingencies, rather 
than directly and universally, in a case study 
undertaken by two major construction 
companies of Spanish.  
The relationship is based on the loss of 
confidence in the value of contracting crew 
members' resources and expenses at about the 
same period, the study explored contractor 
price incentives that could improve the 
likelihood of finishing the project, and also 
provide visibility into a form of contingency 
previously not discussed-negative contingency.  
The techniques for the estimation of variance 
are classified into three major classes. Such are 
deterministic method, normal mathematical 
methods probabilistic method and [37]. 
'Traditional percentage, element categorization 
and price evaluation' are deterministic 
approaches. The simulation, regression 
process, moments, person threats, anticipated 
benefit, expected size, effect diagnosis, 
constraint theory, hierarchy analysis and PERT 
are used as compared to probabilistic 
approaches. On the other hand, modern 
methods like mathematical include ANN and 
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fluid-based samples. The following table1 
shows the research summary and limitations 

and drawbacks of earlier studies done on the 
Cost Contingency. 

 
TABLE I.  Contingency In Earlier Studies. 

Method Reference Summary and Limitations 
Traditional 
Percentage 
Methodology 

[8] [8]   The cost estimation of each cost variable, based on its most probable meaning, are 
deterministic point estimates of this system. In addition to the simple calculation, 
contingencies are also measured as a whole number, usually based upon judgment, prior 
knowledge and historical evidence. 

 Limitations - Unable to justify or defend subjective [35] 
It is a non-scientific and budgetary approach to projects. 
 ( [38]. 

FREQ Method 
 

[9]  The contingency cost required is assumed in this study related on the clarity of the 
estimated ventures project costs and previous Project cost figures. 

 Limitations -The collection of the four accurate estimation determinants is severely 
ineffective. 
If the estimate is incorrect, it can contribute to high contingency [39] 

Monte 
Carlo 
Simulation 

[10] 
 
[11] 
 
 
 
[12] 
 
 

 A systematic risk modelling approach and a standardized framework for assessing 
contingency interest in the cost estimation of a project. 

 The Monte Carlo Simulation method has been implemented in this analysis to determine 
both control of time and costs. The methodology enables risks contingencies to be 
allocated to multidisciplinary works / activities that quantify time and cost 
contingencies. Testing has provided appropriate findings for business and academics for 
potential use. 

 [12] have proposed a cost contingency reserve approach for ventures determined and 
monitored in this study. Earned Value management tracking system for CCR power. In a 
particular enterprise, they implemented their methodology. Simulations after reduction 
showed that CCR values constitute 2.88 percent of the project costs, but that incentives 
might save. 

 This research showed a probabilistic approach for estimation has been for the project 
cost contingency, considering that there can be any risk in terms of economic effects at a 
variety of levels. Qualitative analyses across three parameters: timeline, expense, and 
efficiency achieve the effect of risks on the project. A systematic stochastic analysis 
utilizing the Monte Carlo Method (MCM) was also conducted to assess how the 
contingency costs were allocated and the related risk level. The request was for a real 
company for two distributors who had the cost contingency of the project. 

 Limitation - In most situations the simulation is required since it appears to be 
challenging and impractical to use direct empirical methods [40]. 
This approach is complex, inefficient and seldom used in the building industry. [41];  
[10]. 

Regression 
analysis 
 

[14] 
[13] 
[15] 

 In this study, the author stated that models of regression are an important numerical tool 
for evaluating and forecasting the contribution of variables to the overall precision of 
estimates. 

 The projected cost to real costs ratio of this analysis was the dependent variable whereas 
the degree of complexity and unproven technologies were the independent variables. 

 This research was intended to evaluate the perceived cost and schedular impact ratings 
and relative importance to costs contingency amounts of identified risk drivers. In the 
background of road transport programs, the previously established risk factors were 
measured using survey responses from experts. The step-by - step analysis of regression 
was used to explore the association between predicted expense contingency amounts in 
certain ventures and the perceived risk driver scores measured by project professionals. 
The analysis showed that insufficient design examination changed substantially the 
decision of the risk of the owner, while adjustments to the proposal from the owner 
affected the sum of both the client and the contractor. 

 Limitations -This process uses historical cost data, sometimes impossible for the 
collection of historical cost information and time consuming. [39]. 

(MOM) 
Method of 
Moment  
 

[24] [25] 
[26] 

 This research expresses a probability distribution in each cost item in an estimation, 
which represents the uncertainty within a cost item and is focused on its predicted value 
and variance. For all products, the expected values and differences are applied so that 
the benefit and the usual variance for the total budget of the project is met. Total project 
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costs shall, if the costs articles are independent, follow the normal distribution. The 
contingency cost is then calculated on the basis of a specified precision from the 
probability distribution by using a normal distribution made from probability tables (z 
values) 

 Limitations- This is challenging to use and not appropriate for broad and complicated 
infrastructures. [39]. 

Individual risk 
and 
expected 
value method 
 

[16]  [16] found that the risk register identifies all significant risks. Risk registry is a list of 
uncertainty / opportunities and their impact on project cost / programming, which are the 
important result of the process of identifying risks. The threats can instead be quantified 
by calculating the possibility of hazards and danger effects. Every danger is determined 
for its expected value by multiplying its likelihood and effect. The analyses can be 
achieved without simulation because the results are always deterministic. 

 Limitations - The recognition of set and variable project variables is challenging and 
conventional [39]. 

Range 
estimating 
 

[27]  Cost factors that can significantly affect the project result are identified in this study and 
the variations are applied only to the key elements. The range of least, highest and most 
expected values assigned to each element of cost in the research is checked on the basis 
of its analysis of the risk. In addition, the analysis incorporates strong correlation 
between cost elements. A simulation software like Monte Carlo is then run that makes 
the risk of ranging arbitrarily from the highest to the lowest value. 

 Limitations - Adopts this approach probabilistic system that does fewer accuracy 
compared to methods of regression [39]. 

Influence 
Diagram (ID) 
 

[18]) 
 

 Pearl J (2005) claimed in his research that ID portrayed the decisions of the judgment 
situation as a compact graphic and mathematical representation. He continued that a 
Bayesian network is a generalization which can model and solve problems with 
probabilistic inference as well as with decision-making. 

 Limitations - This approach is not realistic where there are high risks because the 
amount of consequences rapidly grows with the amount of risks 

Theory of 
Constraints 
(TOC) 
 

[28]  The Leach LP’s project planning and management approach was conceptually clear and 
realistic. He clarified that working on the project limit (the vital chain) helps in the 
performance of the essential project management chain, which is the objective of the 
whole project. 

 Limitations - This approach implies the expense objects are different and not valid in 
actual existence [39]. 

(PERT) 
Program 
Evaluation and 
Review 
Technique 
Method  
 
 

[29] 
 
 
 
 
[26] 

 A probabilistic PERT-like approach has been suggested in this analysis. This approach 
will change the association between the cost items of the project. 

 Limitations- This approach is considered as unreliable, since the final expense is 
believed to have a natural distribution, which is not so if the expense products are not 
separate and their interaction is checked [37].  

 This method presupposes an estimate of a three-point (optimist, very likely also 
pessimism) beta distribution of increasing object. Three of them criteria may be either 
quantitatively calculated by utilizing details for previous ventures or using professional 
information and expertise qualitatively 

 Limitations - The cost elements are assumed to be mutually separate [37]. 
Analytical 
Hierarchy 
Process (AHP) 
 

[30]  For this research, the AHP probability analysis was combined with the [25]model for 
contingency distribution. At work package stage, the risk factors were established and 
their results were assessed using the AHP. The possibility rates of job packages with a 
large, moderate and low risk were identified, which provided the conceptual foundation 
for the continuum of liability through the incorporation of the mechanism for job 
disturbances and organizations. The model used the base calculation of the expense of 
operations and the details for risk analysis as a device input. The estimation of base cost 
operations contributes to the study of the concept of the field that essentially defines 
positive and negative forecasts for increasing operation. An operation study and the 
central limit principle is used to calculate the potential costs of a job kit or even a 
chance estimate. The discrepancy between an equal opportunity calculation and an 
expense estimation is the variance. This ensures that the overall risk is 50 percent less 
probable than expected. 

 Limitations - Cannot use this approach to locate a true question solution or to achieve a 
definite answer [39]. 
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ANN 
 

[19] 
 
 
[20] 
[21] 

 For Oil and Gas ventures an ANN model has been established in this report. In order to 
be as consistent as possible in practice, the projects selected were carried out by a single 
organisation. To implement and develop the model a software package called Neuro 
Shell 2 has been used for commercial neural network development. 

 A concept for price risk creation with fuzzy sets was proposed in this report. Fuzzy 
Collection was used as a method to support contractors determine the tendering price 
for the project. 

 A risk management approach for subterranean building projects with fuzzy set theory 
was built in this report. 
 Limitations - The key factor affecting efficiency is that there are differences in the 

training results by ANN. Therefore, it is really important to pick the accuracy and 
inconsistent inputs as the training data [42]. A fuzzy model is challenging to create, 
needing further fine tuning, which in actual life has been challenging [39] 

Fuzzy set 
theory 
 

[22] 
 
 
 
 
 
 
[23] 

 In designing and implementing the theoretical system of contingency modelling, Salah 
A and Moselhi O (2015) used fluent set-theory to integrate uncertainties relevant to the 
building project growth processes. Such consistency of methodology was illustrated by 
the implementation of the existing system on an individual project case and its capacity 
to handle risk throughout the building projects' life cycle the methodology developed 
provided a system for contingency depletion using various consumption curves and 
electoral variables for project managers. 

 [23]presented a flawless logical model which enables clients to reliably and Predict 
project period and expense volatility in Egypt correctly. Input variables for the model 
have been identified as the major points affecting the time and contingency cot. These 
variables have been calculated and implemented by fuzzy rules for the time and 
expense variance, the production variables A fuzzy logic model has been developed to 
simplify the expected cycle with MS excel tools. The model findings were appropriate 
for time and expense volatility with an average validity percentage of 84 and 81% 
respectively. 

 Limitations - It is A fuzzy model is challenging to create, needing further fine tuning, 
which in actual life has been challenging [39]. 

 

Research Methodology 

Firstly, the earlier published research papers 
and generals from research paper websites 
were downloaded. With these papers a primary 
study was conducted with the help of earlier 
published about understanding the risk for 
which the contingency costs are involved 
through the cost of the Project and the cost of 
Operation. Then a secondary research was 
conducted followed by a case study to 
understand allocation of contingency cost. In 
this study, a research questionnaire was 
developed and shared with 70 Project 
Managers and Senior Engineers of different 
organizations and Estimating Firms for 
Government and Private Organisations and 
their response were recorded. The projects 
under them ranges from Airports, Highways 
Commercial and Residential Projects.  These 
responses are tabulated and shown in the Table 
2. The following table helped me to understand 
the ground reality about the risks involved in 

the above said Projects for Quantifying the 
contingency costs. The data collected from the 
different Project Manages and Senior 
Engineers, working on different Infrastructure 
Projects were collected through google forms 
and online meetings and phone calls. The data 
collected was interpret on the excel sheet and 
the responses for the particular reasons were 
recorded with the help of Pivot Table. The 
responses recorded in the table helped to 
understand the major Contingency Risk 
involved which causes cost overrun in the cost 
of Project and operation cost of Project. The 
relation of these risks mentioned in the table 
with the contingency cost is shown in the case 
study below which was hits with risks like, 
Project Scope change, Inadequate reviews of 
plan by designers, poor engineering practise 
planning and coordination, delay of permits 
and unavailability of labour and materials like 
Sand.
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TABLE II.  Responses From The Questionnaire 

Risks involved in Project (Internal and External) 
Responses Yes as reason for 

Cost Contingency 

Project scope 63 

Project purpose is poorly defined 51 

Inadequate reviews of plan by designers and contractors/design errors 56 

Land acquisition delay 55 

Changes owner’s request, which includes unexpected external stakeholders’ 
involvement, extra road/bridge capacity request, adding wetland mitigation, 

forcing contractors to work at night, and any other extra work 
35 

Changes to unforeseen site environment requirements, which includes 
unrealistic erosion control liability, equipment site requires extra 

environmental protection, traffic and lighting risk, permitting and restrictions 
to work flow, and environment and sit design consistency 

48 

Poor involvement of utility companies in planning stage 35 

Poor coordination among utility agencies, designers, and contractors 35 

Increased utility relocation costs 42 

Poor engineering practice within the state 56 

Inexperienced project manager and professionals 28 

Design errors and omissions, which includes construction staging and plan 
design errors, poor foundation design, some design details, inaccurate 

quantities 
62 

Inadequate constructability reviews, which includes lack of a process for 
incorporating constructability reviews into the planning and design 

59 

Delay in quality assurance/quality control (QA/QC) services 49 

Poor preliminary soil information and investigations 35 

Unforeseen and/or differing geotechnical conditions 49 

Unforeseen hazard conditions 41 

Inaccurate structural design 42 

Project construction management 49 

Poor communication with owner and contractor 42 

Delay of permits 69 

Constraints in construction work window, which includes potential 
construction work constraints if archaeology sites are discovered during 

construction, set time frame, permits require specific sequences, and na0rrow 
workday window 

42 

Material availability and price inflation 67 

Subcontractors errors and delays 68 

Safety issue 42 

Warranty issues 47 
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Case Study 
To demonstrate the value of the planned 
expense contingency. The procedure is used for 
Construction of Real-life Education 
BuildingProject. The Project Considered in this 
paper was completed in 2016 and is an 
Educational Project in the State Maharashtra, 
India 016 of India. The Project includes G+3 
Building and Site drainage work. The project 
lasted for 4 yrs. and was shut down for some 
time in between due to some uncertainties from 
contractor side. 
 
Detail of the Project 
Client: - Pune University 
Project Start Date: - 2012 
Project Completed Date: - 2016  

Initial Cost of the Project:– Rs 5,16,00,00 
Final Cost of the Project:– Rs 6,28,00,000 
Completion Time 18 months (initialTime) 
 
Reason for Delay  
 Change in Project Scope  
 Poor Project Management Skills 
 Architectural Changes, Inadequate reviews  
 Uncertainties like Non availability of 
Materials like Sand  
 Communication Gap between Contractors 
and Consultant 
 Conflict of negotiation between Contractor 
and Client 
 Lack of Use of Modern tools like MS Project 
Primavera and Revit. 

 

TABLE III.  Table 3 Showing The Change In Cost Of Project 

  

 

Fig. 1. Shows Changes In Initial And Final Cost Of The Project 

Result and Analysis 

The estimated cost and actual cost of major 
construction activities at the end of the project 

is shown in Table 3, which reflects that the 
major activities affected were RCC, brickwork 
and Site development during the construction 
phase. The changes were due to contingency 

₹ 2,36,48,508

₹ 90,95,580

₹ 29,10,586

₹ 50,93,525

₹ 54,57,348

₹ 36,38,232

₹ 29,10,586

₹ 2,86,14,695

₹ 1,10,96,608

₹ 32,59,856

₹ 62,14,100

₹ 63,85,097

₹ 40,02,055

₹ 32,30,750

RCC including excavation 

Brick Workk 

Plumbing 

Site Develop

Flooring 

Doors Windows

Painting 

Change in Initial and Final Cost

Final Cost Initial  Cost

Description  Initial Cost in Rs  Final Cost in Rs Percentage Change Factor change 

RCC including 
excavation 

23648508 28614695 121% 1.21 

Brick Work 9095580 11096608 122% 1.22 
Plumbing 2910586 3259856 112% 1.12 
Site Develop 5093525 6214100 122% 1.22 
Flooring 5457348 6385097 117% 1.17 
Doors Windows 3638232 4002055 110% 1.10 
Painting 2910586 3230750 111% 1.11 
 Total Cost 52754364 62803161 119% 1.19 
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risk factors like change of scope from the client 
and poor project management activities, delay 
in permission, design errors and unavailability 
of raw materials. The project cost changes from 
Rs 52754364 to Rs 62803161, which shows 
contingency funds allocated for the project were 
Rs 1,00,48.797 with respect to all activities.  Fig 
1 showing the impact of activities on the finale 
Cost of the Project In this Projects, the 
allocation of contingency costs depends upon 
the impact of level of particular activity on the 
whole project. Here the Impact is more for RCC 
and Brick Work project on the whole project. 

The RCC and Brick Work contributes on the 
total cost of the Project is more than 75.%.  
Thus, here the more emphases were on these 
two the reason for the increase in cost of RCC 
and Brickwork was due to risks like design 
change and scope change from Clients, 
Elevation change requirements and non-
availability of resources and raw material and 
price change, delay in drawings. In this project 
the Total Contingency cost is Rs 1,00,48,000, 
which is 19 percent of the project against the 
Traditional 10 percent consideration. Here in 
this result shows the project was overrun. 
 

TABLE IV.  Contingency Cost Allocated To The Project 

 

The change in cost of RCC with respect to the 
Contingency Cost is 49.5% followed by Brick 
work 20% and Sie Development 11% as shown 
in table 4. Here the results also show that the 
majority of allocation of contingency funds 
were highest for RCC, Brickwork and Site 
Development work. The understanding from 
the about mentioned case and as per the earlier 
above-mentioned methods for the 
“Contingency Funds” remains the same that 
there is no proper method for quantifying the 
contingency cost of a project as the 
contingency risk remain uncertain during its 
construction and operation phase. 

Discussion 

The case study was conducted to understand 
how the Contingency costs are allocated 
activity wise and what risk can be occurring 
during the construction and operation phase. 
Likewise, from the above-mentioned case 
study, in Infrastructure Projects, Quantifying 
and allocating contingency funds are necessary 
for the cost of Project and cost of operation the 
project. Operation cost of the project include 
fixed cost as well as variable cost. There 

variable costs include daily operational cost 
and major risks involved with them can be 
unavailability of resources like labours, raw 
materials due to force measures like COVID-
19 Pandemic. Also, many factors (risk) play in 
allocating the project cost contingency and 
rating of those factors should also be done. By 
giving rating to these risks and their effect, one 
can choose amount of contingency funds for 
particular activity. Modern software like MS 
Project, Primavera are very much help in 
tracking the record for bar chart schedule and 
thus controlling time and cost. Revit software 
helps in giving you instant updated Quantity. 
Despite them there are new cloud systems for 
collecting the information about previously 
done projects. By generating information from 
this cloud, one can get help in performing 
contingency risk allocation. Usually, the 
project managers calculate the expected 
expense of each operation on the basis of the 
expertise obtained from related previous 
ventures for cost risk calculation. The expense 
volatility for each activity is based on the 
contribution of the operation to the total project 
cost variation. Eventuality can have a major 

Description Initial Cost in Rs Final Cost in Rs 
Contingency 
Cost allocation in 
Rs 

Change in cost with 
respect to contingency 
cost allocated 

RCC including 
excavation 

23648508 28614695 49,66,187 49.5% 

Brick Work 9095580 11096608 20,01,028 20% 
Plumbing 2910586 3259856 3,49,270 3.5% 
Site Develop 5093525 6214100 11,20,575 11% 
Flooring 5457348 6385097 9,27,749 9% 
Doors Windows 3638232 4002055 3,63,823 4% 
Painting 2910586 3230750 3,20,164 3% 
Total 52754364 62803161 1,00,48,797 100% 
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effect on project results [30] [43], 2004) as it 
offers an anti-risk growth buffer. Too big an 
emergency may lead to poor management of 
expenditures, an undesirable project delivery 
and a lack of funding available for other 
organizational operations. An insufficient 
financing could lead, on the other hand, to an 
insufficient contingency.   
An idea, an unrealistic financial system and 
unsatisfactory outcomes. Price contingency 
measures of performance track the amount or 
proportion of the contingency included in the 
Project Estimate [44].  It helps the project 
manager to understand how much flexibility a 
project requires. Contingency monitoring can 
determine specific contingency quantities 
according to project size and form, and the data 
recorded instead becomes helpful as related 
tasks occur for comparing historical data. It 
works also developed a novel approach for 
forecasting and managing risk flexibility 
throughout the preparation process, and for 
contingency management throughout the 
project execution period.      
A project is known to be done by considering 
the financial aspect of the project and until the 
remaining risk is properly changed better than 
or equivalent to the current urgent revised Plan 
of the enterprise. Though many researches 
have don on the allocation of the contingency 
of funds to the Projects but the ground reality is 
that the Projects are getting delayed and the 
Project Managers don’t know how to actually 
Quantify the contingency costs for Project 
work and Operational Work. Project ranging 
from large infrastructure projects have high 
uncertainty as compared to the small 
Construction Projects. So, for this Allocation 
of Contingency funds with respect to main 
activities, which have high influence on the 
Critical Path Method and contribute higher 
percentage cost of the Project.  should be given 
high priority. These activities have large 
impact on time and cost of the Project and its 
Operational Work. The new software tools like 
MS Project, and Primavera have high range of 
tracking Projects with time to time and 
Updating them. Using through this software 
and updating them from time to time, and 
allocating contingency funds to according to 
Critical Path given by them to the particular 
project, will help a lot in Quantifying 

Contingency Funds. Also tracking of Actual 
contingency funds allocated to estimated 
contingency funds with respect to the activities 
and project time line should be done. 

Conclusion and Recommendations 

This research investigated the nature of risk 
volatility plan for the Educational Building. 
The expense volatility in the development 
process of certain project forms worldwide 
should be explored as a potential area of future 
study. The same work in other countries is 
often proposed. This allows us to gain insight 
into the evolution of the cost contingency 
during project execution, in various fields. This 
work logically explored potential explanations 
for adjustments in cost contingencies. 
Nonetheless, in the projects these explanations 
were not fully explored. As a next step, the 
current research could be expanded to software 
tools like MS Project and Primavera to 
information Cloud tools, from initial to project 
phases (construction) and compare the 
expected cost contingency and the real cost 
contingency after execution. 
In short, this is what defines the desired 
approach Different from the process mentioned 
in the previous analysis. The approach 
suggested involves the risk estimation 
calculation, delivery and management. First, 
since it does not involve repetitive calculations 
or timely collecting of data (for example, 
questioning and inquiry) the proposed 
approach is simple to use. The project manager 
often does not need advanced expertise such 
Monte Carlo Simulation, M fuzzy logic, 
Method of Moment, Individual risk and 
expected value method, Range estimating, 
Program Evaluation and Review Technique, 
Theory of Constraints, Range estimating, 
Influence Diagram (ID) or any other method. 
The approach to handle expense volatility in 
particular on a building project will never be 
dynamic models. Everything  
In the building business, technical or time-
consuming approaches may provide no added 
benefit. Furthermore, the approach suggested 
serves as an early alert for budgetary 
operations. This encourages the operations to 
be precisely prepared based on present and 
historical budget patterns. Thirdly, the 
suggested solution is adequately applicable to 
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handle project disturbances. The project 
manager will choose the appropriate interval of 
trust. Despite the previous debate and the 
findings reached in this text, our current 
awareness regarding the control of risk 
contingency is that there is no single method 
for contingency management. The authors do 
not assert this to be the only way to estimate, 
assign or control resources for a project, nor do 
they claim that the proposed method led to the 
completion of the case study without using the 
whole contingency allocated for it. The 
proposed approach can be expanded for future 
work. Contingency schedule and real-life 
project testing. Another future objective is to 
combine the proposed method of cost 
contingency with a new schedule method for 
establishing a complete contingency estimate, 
allotment and management framework. 
Additional distributions should be investigated 
and their impact on contingency estimation and 
management closely observed. 
 

Limitations 

As the uncertainty remains unknown and 
unpredicted risks and can range from high like 
current Coved Pandemic to small like design 

error. In the above-mentioned methods in the 
literature review the tools used are not from 
construction background like regression 
analysis. They are from analytics background 
and rarely used by project managers and senior 
engineers. It is becoming hard for 
Organisations to consider how much 
contingency funds should be allocated to the 
particular project. So likewise, we don’t know 
which activity will be affected more with 
uncertainty. Tools like Revit, Primavera and 
Cloud will help a lot in Contingency. Revit 
helps in giving you instant updated Quantity, 
Primavera helps for updating and cross-
checking scheduling required for the project 
and Cloud which can give information 
regarding the previous same instant happened 
in past. Availability of tools also play a key 
role in tracking the project time line with cost 
expenditure as many of the Clients and 
Contractors do not use these tools because of 
their cost and inexperience of using these tools 
to track the schedule perfectly. Many 
organisations are yet to start using modern 
tools. These software will be the need of future 
projects for control cost and allocation of 
contingency funds. 
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ABSTRACT 

With the emergence of the printing press in the mid-1400s and television in 1800, advertising has gone through 
numerous milestones. From advertising on radios, televisions and billboards using facts and numbers, we have reached 
an era where brands are using emotions of the consumers to appeal to them. While making any decision, these 
emotions create preferences and trigger purchase based on the brand recall. Beauty industry today is booming with 
increasing demand and competition. Brands in this industry are extensively using emotions to create top-of-the-mind 
awareness about their brand in order to stimulate purchase. This paper attempts to understand the impact of emotions 
in buying decisions and how brands in the beauty industry are using this to influence them. It also elaborates on the 
factors that affect buying behaviour based on secondary research and how can these be used to connect with the 
consumers. The paper also highlights few success stories of beauty brands across India which has successfully used 
this strategy. 

Keywords: brand recall, emotional appeal, positioning 

Introduction 

Today’s customers are educated and ready to 
analyse what they don’t understand. A more 
informed buyer tends to look at all the pros and 
cons before making a purchase. They also have 
a huge variety of choices offered by different 
brands at their disposal. And they’re 
additionally flooded with commercials on a 
regular basis.  
In this kind of busy and highly competitive 
market, how can companies ensure that their 
brand and their product stands differentiated? 
One way is by tapping into some other 
important aspect of the buyer’s interest and 
purchase decision — emotion. 
There is a science when developing the right 
type of marketing campaign. It takes a keen 
information of who a brand’s target market is, 
and what emotion is fine to elicit for a 
response. It could be anger, sadness, 
disappointment, happiness and many more. 
Consumers need to feel emotionally related to 
the brands they pick out for themselves 
because it’s an extension in their personality, 
style, and identity. And loyalty grows once a 
strong emotional link to a brand is identified to 
which they can relate. 
Emotions are always considered as an 
experience which consists of the consequent 
means: emotional feelings, behavioural actions, 
significant responses, physiological results, and 
subjective reactions [1]. Each advertisement 

generates an emotional reaction, because the 
entirety we come across in existence generates 
an instinctive emotional response to everything 
and in this manner, emotion is more important 
than most advertisers recognise. How we 
respond to stimulus is rooted in our past 
experiences. This is actually true for all of the 
other occasions in our lives. Events that are 
familiar and unthreatening generate little 
attention. Those which might be exciting and 
fulfilling generate extra interest and appeal to 
us, whilst events which we recognize as painful 
or fearful repel us. When we come upon 
something completely new, our brain’s first 
reaction is to relate it to something acquainted.  
Rational thoughts make the customers 
interested in our product but emotions is what 
appeals to them. Rational Marketing focuses on 
the product specifications and attributes 
whereas Emotional Marketing is more about 
how they feel about the product i.e what is 
their perception of the product. These emotions 
experienced by the buyer creates recall in the 
mind of the buyer which triggers purchase at 
the time of decision making. 
Brand Recall is very high with increasing 
involvement at the consumer level. Positive 
emotional appeal generate more the interest in 
the advertisement and manage to improve 
brand recall. And negative emotions invoke 
excitement for product category and induces to 
make purchase. [2] 
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Literature Review 

Many researchers have intensified the focus of 
their studies on emotional marketing and 
emotional intelligence [3]. 
In this aggressive and competitive environment 
where there are countless brands which provide 
comparable products and service which are 
good in quality and performance, consumers 
would prefer brands that attract their emotions.  
Fashion through its nature is an emotional 
product that requires to fulfil the needs and 
wishes of its users. Therefore, its vital for 
brands to make use of emotional branding 
strategies in order to reach their target audience 
with communication that speak to their hearts 
[4]. 
Emotions can be used to influence consumers 
to buy the product or brand when they find 
their own self in emotional stages that they 
wish to change. The use of these emotions 
especially in a reinforcement paradigm, 
grouped with the common concepts of direct 
and vicarious instigation of the major emotions 
provides several new opportunities which are 
available to the advertiser [5]. 
Advertisers make use of innovative strategies, 
for instance, incorporating feelings into 
commercials so that it will play on consumers’ 
heartstrings with the aim of influencing their 
selection-making. Every client has distinctive 
preference criteria for advertised products (a 
term used to deal with both services and 
products). Consumers compare merchandise 
with their unique desire and interest standards 
which can also consist of perceptions about the 
goods and one of a kind appeal drivers, this is, 
the product’s traits: how the product sounds, 
looks, feels, etc [6]. 
One of the questions to think of while 
analysing the ethical aspects around advertising 
is the use of fear and threat appeals to 
popularize a certain product or concept, etc., or 
to increase the sales [7].  
This study suggests that in order to have a 
significant brand recognition and brand 
awareness, marketing and advertising 
managers of the companies should pay good 
attention and focus on the aspect of emotional 
marketing. The factors like types of media, 
meaning and form, cultural symbols does not 
directly affect the buyers’ purchase decision, 
but indirectly affects purchase decision through 

the perceived quality of product, brand 
recognition and brand awareness, respectively 
[1].  
Companies which are engrossed in keeping 
their brand or product alive in the competitive 
market and eventually increase their market 
share, use emotional marketing. Customers 
these days are very loyal to their brands and are 
emotionally connected with it. [8] 
It is also found that for utilitarian products, 
cognitive or rational appeals play an extremely 
affecting role in advertising. Advertising using 
emotions can be used heavily on products or 
brands which are based on services. Positive 
emotions and feelings like cheerfulness, 
anticipation, happiness, interest, surprise, etc 
are always associated with higher recognition 
leading to brand recall. It is also observed that 
the advertisements which are based on humour 
have a higher recall in the viewers and have the 
ability to create stronger advert-evoked 
emotions. In contrast, for advertisements which 
arouse warmth, the degree of advert-evoked 
feelings does not influence purchase decision 
or brand recognition [9]. 

Objectives 

The research done is exploratory theoretical in 
nature using secondary resources to understand 
and fulfil the following objectives: 

• Identify major factors affecting buying 
behaviour 

• Understand the role of emotions in purchase 

• Analyse how beauty industry can use 
emotional marketing 

Research Methodology 

The presented research paper is based on 
secondary research using sources like research 
papers, journal articles, opinions, blogs and 
website articles. The methodology involves 
understanding the impact of emotional 
advertising on purchase behaviour based on 
primary research done by various authors in 
different parts of the world. Understand how 
different types of emotions can influence the 
minds of the consumers. Since the paper aims 
to understand how emotions can affect brand 
recognition, brand loyalty, brand recall and 
eventually affect purchase decision, hypothesis 
based on these were designed. 8 types of 
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emotions are explained with examples which 
helps to understand how these emotions can be 
used for specific goals. In order to understand 
the purchase behaviour, it is imperative to 
understand the consumer behaviour and the 
factors which affect their buying behaviour. 
Thus 4 major factors which affect purchase 
decision is explained. And beauty industry 
being an industry where the consumers are 
highly loyal, the significance of emotions is 
explained. To give weight to the entire study, 5 
case studies of 5 brands in the beauty industry 
which have successfully used emotional 
advertising are showcased.  

Formulation Of Research Hypothesis 

The paper aims to understand how in the beauty 
industry, emotions are used to positively affect 
purchase decision. Emotions evoke feelings that 
may lead to better brand recall, recognition and 
ultimately influence the buying behaviour. 
Thus, this research hypothesizes that: 

H1 - Emotional Advertising aids to increase 
consumers brand recall and brand recognition. 

H2 - Emotional marketing can influence 
consumers perception of the product. 

H3 - Emotional marketing can positively 
influence consumers purchase decision. 

Types Of Emotions And Their Significance 

As human beings, we undergo hundreds of 
emotions every day – each emotion is specific 
to the situation that we find ourselves in. Based 
on a research, we're really only capable to feel 
four "basic" emotions: Happy, Sad, Afraid, and 
Anger. But most likely the "mother sauces" of 
cooking can allow you to make almost any sort 
of food under the sun, in the same way, these 
four "mother emotions" when mixed together 
in our brains, create our emotional stews. [8] 
According to psychologist Robert Plutchik, 
there are 8 basic emotions: happiness, trust, 
fear, surprise, sadness, anticipation, anger, and 
disgust. These eight emotions are the 
foundation of all the other emotions.  

 

 

Figure 1: 8 Basic Emotions 

Depending on the product, industry and the 
audience, the emotions which can be used to 
affect their buying behaviour will vary. For 
each product that is to be sold, it is important to 
dig deeper, understand which emotion can be 
used to elicit the right feeling that the buyer will 
connect to. Thus, for each emotion, what 
feeling can be elicited is given as follows: 

1. Happiness:  
The feeling of happiness incites a person to 
develop feeling of sharing. If the person is 
happy and full of joy, they tend to share their 
happiness with the people around them leading 
to brand awareness. This is the most commonly 
used emotion on social media where brands use 
happiness to make their advertisement viral on 
the social media. Based on the fact that brands 
can evoke happiness, brands that can make their 
customers happy gain a competitive advantage 
in the market that may lead to brand preference, 
brand loyalty, and eventually in brand equity 
[10] .Coke came up with an impressive 
campaign which helps to keep the brand always 
in the top of the list of creating a positive 
sentiment around the brand. Recently the tag 
line of “Share a coke” and “Share Happiness”, 
depicts how sharing a bottle of coke leads to 
sharing happiness.  

2. Trust:  
Trust is one of the most important and effective 
emotion which affects decision making. Trust 
creates a sense of reliability for the brand in the 
eyes of the viewer. Its important for the 
consumers to trust the brand that they use. 
Products like baby care, personal care, 
medicine, insurance companies, etc require to 
build trust in their customers. Displaying 
openness and transparency, showing real life 
people, showing previous accomplishments, 
testimonials, etc are ways to build trust. Dettol 
is one of the best examples of Trust as an 
emotion. The brand logo has a sword and shield 
on the pack, which in turn emphasizes the 

1. Happiness 5. Sadness

2. Trust 6. Anticipation

3. Fear 7. Anger

4. Surprise 8. Disgust

Top 8 Emotions
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fighting to kill the germs and stops infection. 
The advertising creates a thought that it 
Is safe and secure to use and assures the well-
being of the entire family. The brand value of 
Dettol is also emphasized by “Be 100% Sure” 
[11]. 

3. Fear: 
Fear is a great emotion to make human beings 
loyal to a brand or a product. Fear makes 
people check out some areas cautiously and 
make them feel the dangers of losing something 
if they don’t take appropriate measures. 
Eliciting fear lets your product to be seen as a 
saviour in the dark world, which makes your 
consumers lean on you greater when matters 
take a flip and they need a solution to a 
particular problem. For example, an ad 
convincing people to shop for anti-virus 
software may convince more buyers, as they are 
continuously using the web, and are generally 
afraid of online theft, viruses, and security. The 
easiest approach for overcoming this fear is 
easy to acquire via actually buying the anti-
virus software program.  

4. Surprise: 
Surprise or amazement is an emotion felt when 
the viewers are left in awe. It leaves the viewer 
awe-struck and makes the person think. It 
leaves a huge impression in the mind of the 
viewer and tend to leave a mark for a very long 
time since the viewer is taken aback by 
surprise, which leads to brand recall. 
Advertising with social messages are usually 
ones where such emotions are used. 

5. Sadness: 
Using emotions like sadness allows you to feel 
empathy or compassion. A lot of brands have 
observed the effectiveness of using emotional 
content that creates public cognizance of social 
issues like violence, gender equality, poverty 
reduction, immigration, and others. According 
to a study, feelings of empathy cause altruism 
and the incentive to act on behalf of others. It’s 
no marvel that businesses like the ASPCA 
showcase unhappy snap shots and a sad story 
whilst soliciting for donations. Feelings of 
sadness inspire us to empathize with people 
leading to monetary donation [12] . It is 
important to keep the stability when developing 
such kind of commercials. You don’t want to 
disillusioned your target audience and evoke 

poor feelings made with the aid of your 
emblem. 

6. Anticipation: 
The emotion of Anticipation is very well 
recognized by brands who want to portray that 
their viewers lack a particular characteristic in 
their lives and with the help of their product, 
they can achieve it. They try to lead the viewer 
to the need recognition stage where they realise 
the importance of the product or in case of non-
existent need, they create need by such appeals 
of how the product will help them. Beauty 
industry uses this emotion to their fullest. Fair 
and Lovely being the best example, where they 
try to persuade the women who are dusky to 
use their product to get fairer skin. They portray 
fair skin as a need for better life and the viewer 
in anticipation of looking more beautiful and 
fairer, gets attracted to the product. 

7. Anger: 
In the same manner as happiness, anger leads to 
strong emotions where viewers want others to 
feel the same thing as well. It thus leads to 
greater views and viral content [13]. Using 
anger in commercials makes humans annoyed 
and frustrated about such things as politics, 
environmental troubles, political issues, and so 
forth. Anger conjures up a negative emotion 
which is etched in their memories and it solicits 
action.  

8. Disgust: 
Disgust more or less plays the role of a catalyst 
for the emotion of fear. It tends to generate guilt 
which causes the viewer to think of the message 
that the ad is trying to portray. It is also an 
emotion which the viewer cannot forget very 
easily and clings to their thoughts for some time 
[14]. Advertisements of insect repellents 
showing insects disgusts the viewer. Other 
example includes ads about smoking where 
images which might not be aesthetically good 
are shown to convey the hazards of smoking. 

Factors Affecting Buying Decisions 

1. Economics:  
This one is the main factors of any purchase 
decision. The reason is straightforward -human 
beings can’t purchase what they can’t afford 
[15]. The need of the product also doesn’t play 
a role here, but the most critical element is 
affordability. It is important for the customers 
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to purchase those products which are low-
budget and it fits in their budget. Just take a 
look at the advertising and marketing campaign 
of Fair and Lovely. They’re really banking at 
the logic of the society that the conventional 
Indian household need their 
daughters/daughters-in-law to be beautiful and 
fair. And what more does a buyer need if those 
set of notions are shown in an ad and moreover, 
providing the same at an affordable cost!  

2. Function:  
This factor checks whether the product fulfils 
the need of the buyer. And a satisfied buyer will 
always be happy with the product. Thus, 
consumers are more interested in those products 
that can eventually provide them joy and 
pleasure after possessing it. For example 
Raymond's suiting of their enchantment shows 
that owners experience pride at the same time, 
pleasure of dressing themselves with Raymond 
suiting. 

3. Security:  
Customers want to buy such products which are 
safe to use and do not cause any harm to them 
by any means. They question the reliability of 
the product while making the decision. 
Products in the banking sector or personal care, 
etc need to arouse a sense of security in their 
customers for brand loyalty. Thus, marketers 
end up appealing to the buyers through fear in 
their messages.  

4. Psychological:  
Purchase decision includes motivation 
(Maslow’s Hierarchy of Needs), perception, 
learning, beliefs and attitudes. Motivation is an 
important driving force in decision making. It is 
the next stage of need realization. When the 
need becomes pressing enough, leading the 
customer to buy the product. How the buyer 
perceives the product and its function, will also 
play a role in making the purchase. Some 
customers have preconceived notions and 
attitudes about a brand or a product. Such 
beliefs and attitudes make up a brand image 
which affect consumer behaviour [16]. 
Learning refers to making observations based 
on experiences and good experience with a 
particular brand enables brand loyalty. Thus, 
based on the type of product being sold and the 
nature and attitude of the target audience, the 
correct emotion should be identified which 

makes the product appear as a solution to their 
need. 
Marketers add emotions to draw their potential 
buyers. For making a purchase and choosing a 
product, there is always some emotion involved 
[8]. Emotion act as the fuel in the process of 
buying decision. Customers continually use 
logic at the back of each and every purchase 
and try to show that they have made rational 
decision and emotion has not performed any 
significant role, but the underlying force is the 
emotion that has played principal function in 
final selection. Rationality is very important 
however it simply generates interest in product, 
it is the emotion which in the long run leads the 
buyer to make the purchase. Customers are 
curious about attributes of the product but they 
also want to understand how that product fits 
their character. Customers makes the purchases 
of the products emotionally and later rationalize 
their preference. 

Understanding Consumers In The Beauty 
Industry 

The Beauty Business in India is developing in 
terms of new product development, 
improvement and marketing. The desire of 
Indian consumers is moving from the ‘merely 
purposeful’ merchandise to greater ‘advanced 
and specialised’ beauty products. The entry of 
many MNCs into the Indian cosmetics market 
from 2011 has made it a really difficult and 
competitive marketplace [17]. These players 
have focused extra on product innovation; re-
positioning and brand extensions which are 
spread across a couple of price factors, and 
greater product penetration through extending 
their distribution networks have worked greatly 
for them. The main players have also 
streamlined their spend on advertisements to 
balance savings that has enabled them to 
reorganize their pricing techniques in addition 
to provide attractive offers to increase their 
consumer base. 
With expanding social organization and 
growing earning, beauty consciousness among 
the women has been changing. Cosmetics have 
entered into the lives of the women on an 
everyday basis. In fact, the act of enhancing 
physical look turns into a distinct manner to 
express one’s personality however also a 
pattern for means of recognition is identified 
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[18]. Women have an inherent love for beauty. 
The rapid economic growth, with the ever-
increasing improvement in the cosmetics 
industry in India, contributes to the sizable 
changes in cosmetics consumer behaviour. 
Cosmetics have grown to have become a part 
of daily routine to make ladies more 
presentable and be more confident of their 
looks. Understanding behaviour of customers 
is a key to the fulfilment of the business. As a 
massive potential target group, a deep 
understanding in their attitudes and shopping 
behaviour while purchasing cosmetics appears 
to be necessary. 
Women today spends a heavy amount on their 
cosmetics products. Smooth and impeccable 
skin, smooth and shiny hair, long eyelashes, 
carved cheek bones, etc are the features that the 
women of today dream to have. Many of these 
expectations were actually non existent a 
century ago. Thanks to the modern advertisers, 
today these expectations of feminine beauty 
were shaped as a necessity. Physical 
appearance is important in a women’s life since 
it can be linked with better relationships, being 
more attractive, become more popular, socially 
acceptable and improve career prospects [19]. 
Thus, the tendency for body comparison and 
beauty standards are triggers which leads to 
purchase. Findings from many researches 
indicate that being attractive offers the world 
measures for benchmarking fitness, proper 
genes, success, intelligence, and popularity 
[19]. Being bodily attractive is largely taken 
into consideration as a strong asset and, as a 
consequence, the general public desires to 
appear beautiful. Additionally, society 
frequently highlights the appropriate beauty 
portrayed in commercials, which suggests that 
it attracts interest due to its association with 
reputation, achievement, and intelligence. 

Case Studies 

A. Case Study – 1 : Dove Real Beauty 
Sketches 

Dove’s Real Beauty Sketches has a powerful 
message: “Women are usually their own worst 
critics”, but to state the obvious, at the end of 
the day, they are trying to sell something, 
although it’s worth noting that throughout the 3 
minute video, no mention of the brand or the 
product name is done until the last few seconds 

when the Brand name Dove is flashed on the 
screen. The Dove Real Beauty Sketches 
marketing campaign successfully struck an 
emotional chord with hundreds of thousands of 
ladies who recognize themselves as the worst 
beauty critic of their own self. Dove is devoted 
to a world where beauty is a strong source of 
self-assurance and the ad reinforces the 
dedication of the brand to foster confidence 
and self-esteem in young women. 
In the Dove Real Beauty Sketches Campaign, 
they are trying to make the viewers understand 
the way females depict their own self-image is 
very different from how other women feel 
about them when they see them. Over 54% of 
girls in various countries agree that with 
regards to how their appearance is, they are 
their own beauty critic, which amounts to an 
outstanding 672.5 million girls across the 
world [20]. In response, Dove performed an 
intriguing social test to demonstrate the 
existence of this problem. 
The Real Beauty Sketches ad shows a forensic 
artist trained by the FBI who  has made over 
3000 sketches all through his 28-yr profession. 
The movie documented the artist making 
sketches of seven women who were initially 
shown hidden at the back of a grey curtain and 
based on what these women describe, he used 
their own descriptions as the premise of his 
drawings or sketches. Before their session of 
sketches with the forensic artist, each of these 
women had been unexpectedly requested to 
spend a brief time frame with a stranger 
women without being instructed the reason for 
doing so. The artist then drafted sketches using 
the cues by the stranger’s depictions. It was 
observed that, most of the sketches drafted 
from the stranger’s point of view turned out to 
be a more stunning, happier and more similar 
portrayal of the women. Thus this shows that, 
when it comes to the appearance of women, the 
most pressure is the stress they put on 
themselves by these women. This isn’t 
something new, various studies have shown 
that women tend to underestimate themselves 
about various things [21]. 
The movie thus documents and portrays the 
women’s understanding and response to their 
self-portrait and the realization of their low 
self-esteem and how it is affecting various 
different elements in their lives. It evokes the 
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women and viewers both, to reconsider how 
they perceive their own selves. According to 
Dove, when strong women look, believe and 
acknowledge their true self, they feel happier.  
Through its Real Beauty Sketches campaign, 
Dove is sending a message to the society and, 
at the same time, fulfilling their need to sell 
products, carve out a huge niche segment in the 
market for their brand, and attract users [22]. 
Thus using emotions, Dove has very 
successfully attracted consumers to create 
positive brand recall in the eyes of it’s users. 

B. Case Study – 2 : Dabur Vatika 

Dabur Vatika which is a haircare brand has 
taken a brave and unique approach for its 
recent advertisement movie. It is titled ‘Brave 
and Beautiful and the ad marketing campaign 
salutes women, who have survived cancer by 
showing the story of a cancer survivor and 
young mother trying to reclaim her life after 
fighting cancer. 
Conceptualised by renowned, Linen Lintas and 
production through Film Farm, this four-
minute movie strikes a deep chord with the 
strong and powerful silent storytelling. 
The movie starts with sunrise and a bald 
woman waking up and looking at her older 
picture in a photo frame with her husband. 
While we see that, she has really beautiful and 
stunning hair in the picture, the frame then 
moves to the wrists of her hands – they are 
riddled with many needle marks, all suggesting 
to the viewer that the female has survived 
chemotherapy periods to fight against cancer. 
As the alarm goes off, we see the person which 
was in the photo frame sleeping next to her. 
She then proceeds with her morning chores of 
waking up her daughter, getting her breakfast 
and preparing for school, whilst her supportive 
husband nods on. The scene now moves 
forward to her trying to get ready to visit her 
place of work; while getting dressed up, she 
selects a western attire and with a shawl tied up 
like a turban to cover her bald head, later she 
wonders and ends up wearing a subtle saree. 
While placing on her bindi, her husband comes 
over and puts the bindi on the right side of her 
forehead instead, thus wishing to keep off any 
evil eyes which preys on her beauty. The same 
is later followed by her colleagues at work who 
are extremely welcoming and happy to see her 
after she makes a very hard, hesitant entry to 

her place of work after a long term. While one 
woman colleague puts her own bindi beside the 
one positioned by her husband, some other 
colleague is seen setting the kajal from her 
eyes. The entire team of co-workers welcome 
her back even as she tries to remain strong and 
brave with tears in her eyes. The movie ends 
with a close up of the bald splendor, her eyes 
reflecting the courageous conflict with cancer. 
The scene then says, “Some people don’t 
require hair to look beautiful.” The movie is 
beautifully portrayed by means of the song 
which says ‘Tu faulad, Tu phool’. 
Cancer is one of the most dreaded sickness 
often leading sufferers and their own family 
with long and tiring battles for survival. The 
hassle is even acute whilst a woman is fighting 
the cancers; shedding hair because of excessive 
chemotherapy and to never regrow any of it, is 
a massive blow on her confidence. She requires 
all the assistance she can get from her family 
and friends, which includes her inner strength 
to get again to normal life. The Dabur Vatika 
Brave and Beautiful marketing campaign has 
precipitated a social motion to impact the 
manner we should treat female cancer 
survivors. By saluting them for their courage, 
the hair care brand has paved a new path for 
society. 
It has additionally helped set up a stronger 
product proposition for the hair care logo that 
till now was only about how its products 
should get you thick and lustrous hair, which is 
totally conflicting to the ad. With ‘Brave and 
Beautiful’, Dabur is creating a spot for itself 
with the FMCG majors like P&G and HUL, 
brands that have also experimented with 
emotional advertising and tried to use 
emotional and aspirational messages of their 
campaigns rather than showing product 
benefits. 

C. Case Study – 3 : Fair and Lovely 

The fairness industry has been going ahead 
with their advertisements telling a kingdom of 
human beings how happy and fulfilling they 
could become, how they can win the honour in 
the eyes of their mother, father and friends, 
with whom they can marry, what job they are 
capable of getting, ad campaign after ad 
campaign reinstating long-drawn beliefs and 
sowing back deep buried insecurities among 
the society in general. 
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A sixty-seconds TV advertisement that 
performed ceaselessly in India in the early-
2000s was the start of sowing the seeds of this 
perception that Fair is Beautiful while Dark is 
not. In it, a retired father is dissatisfied that his 
spouse when she serves him a cup of coffee 
and asks to add extra milk for his coffee. But 
the milk is expensive, his needs immoderate, 
and the earnings of his daughter insufficient. 
He says it out loud that he might have favored 
if he had a son rather, considering a daughter 
isn’t almost as capable of offering what a son 
could have for the family. His brown-skinned 
daughter, wearing a  simple salwar-kameez 
overhears this. Initially, she’s disappointed, 
crying in the bed and berating herself. But she 
quickly finds herself a job offer of an air 
hostess and applies for the same in the desire 
that landing the job offer will assist her in 
proving her father wrong and showing her 
worth. While preparing for her job interview, 
she uses a pores and skin lightening cream—
and it really works. The dark complexion of 
her face vanishes and she becomes fair, and 
she’s no longer naive. She is shown as a very 
fair girl with glowing face. She puts on a little 
pink skirt and enters the job interview place as 
the wind blow at her lustrous hair. Impressed 
by her confidence, beauty and artificial greater 
glow, the interviewers provide her the job that 
she yearns for. Being moved up in the system 
after some years, she is ready to take her father 
coffee at a reputed hotel and the father is now 
happy with his daughter’s achievements and all 
is well in small screen television-land. 
Here, if the advertisement is analysed, we 
understand how the brand is preying on the 
insecurities of the women who have dark skin 
which is a natural color in India. They create a 
need for the product by which they can become 
fair and improve their life. They directly relate 
fairness with beauty and confidence and 
eventually success. It is very important to 
notice here that these advertisements generally 
imply the fear of being unsuccessful in 
personal and professional lives unless one has a 
fair skin to flaunt [7]. The gender gap in the 
corporate world, the father who wishes for a 
son, the lack of self-esteem and confidence 
among dark skinned women and the obsession 
which people have with societal beauty 
standards like being thin, fair and having long 

think hair, are all things that they will be 
missing out on if they don’t use their product. 
The message that they are sending that having 
a darker complexion will land her no 
appropriate job, are all indicative of the darker 
social reality. And this is how they are using 
fear as an emotion to sell the beaty cream. 

D. Case Study – 4 : Vicco Turmeric Ayurvedic 
cream 

Vicco has ubiquitous presence in every Indian 
household even before worldwide beauty 
manufacturers flooded the market with their 
mass-produced products. Vicco is one of the 
oldest skin care and beauty product producers. 
In the years after its launch, Vicco created a 
perception of itself as a unique and Indian 
beauty brand, carving out a spot for itself as a 
maker of Ayurvedic merchandise. The flagship 
Vicco turmeric cream, as an instance, was 
focused at the young Indian female, who is 
ready to be married. Associating the turmeric 
cream with the herbal Ayurvedic goodness of 
“haldi” – an essential part of the Indian 
wedding ceremony – helped Vicco brand itself 
not as a cosmetic product, but one which was 
developed as a natural alternative based on 
indigenous understanding. Vicco Turmeric, 
synonymous with its yellow shade and strong 
aroma of sandalwood turned into a huge 
success in the country and also paved its way 
to international markets. 
The advertisement stands out for 2 motives. 
One, it conveyed to the consumers that the 
techniques used by older generations for years 
to beautify themselves was really worth 
adopting as they were based on natural 
ingredients. Secondly, it depicted an excellent 
amalgamation of traditional values and 
modernity. 
Choosing an event which is every important in 
the life of a woman, a girl’s wedding 
ceremony, it starts with beautiful shehnai song 
depicting floral decorations and making of a 
rangoli –– all trying to create an Indian 
ambience and portray old culture –– and pans 
on a mother escorting her daughter to be 
dressed and embellished inside the run-up to 
the wedding by her friends and family. 
Turmeric paste mixed with sandalwood, an 
age-old ritual, is applied generously on the 
bride’s face and limbs under the watchful eye 
of the mother and father who have blended 
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feelings of happiness and disappointment 
wondering how speedily their girl has grown 
up. This historic ritual which is done to make 
girls look radiant on one of the most important 
days of their existence, is the pivot of the TVC 
as audiences relate to it in the right away. The 
post-marriage visuals, underline the modernity 
of the society with the couple getting to know 
each other possibly on their honeymoon. It is 
now that the product makes an appearance with 
the confident protagonist, called Banno earlier, 
making use of it. And they portray how the use 
of Vicco Turmeric Cream has helped the girl 
look beautiful and how it has made her married 
life fulfilling and happy. 
The emotion used here is one of trust and 
anticipation. The claim that the formula is 
ayurvedic and does not contain any chemical 
creates and sense of trust amongst the viewers 
to create the confidence needed to use the 
product. The viewer is lured by the non-toxic 
ingredients and how it will beautify their skin 
naturally. It also tries to create a picture in the 
minds of the views of the kind of life they too 
might have if they used their product. The 
anticipation of a happy married life is a strong 
way to attract women who are in their 
marriageable age. 

E. Case Study – 5 : Garnier Men Acnofight 
face wash 

Garnier Men is  No. 1 brand in Men’s Skin 
care and cosmetics. The advertisement released 
in 2016 with Sushant Singh Rajput as the brand 
ambassador about living a lively and healthful 
life unfastened from any skin problems.  
The ad conveys “Hit Pimples for a Six” and 
shows how the product can fight with 6 skin 
problem. The actor is shown hitting six balls, 
each ball representing a particular skin problem 
like acne, pores, oily skin, etc. It is impressive 
how the brand is using a sport to which it’s 
target audience is so well connected and can 
easily relate to. Customers these days are 
massive on sports especially cricket and with 
the present-day conversations round cricketing 
occasions, it is one of the best ways to connect 
with the target audience which are men who 
are young and sporty. This ad could right away 
hook up with the target segment. Sushant too, 
has had a robust association with the sport 
because of the movie based on M.S. Dhoni and 
is also a famous influencer. They have 

attempted to speak their product benefits via a 
marketing campaign that speaks the same 
language as their consumers. 
Through this incorporated campaign, Garnier 
Men aimed to leverage television and social 
media to promote the product. With virtual and 
TV being the lead mediums, the brand had also 
organized innovative contests to interact 
directly with young men and educate them 
about the product advantages. 
Thus, we understand here how the ad creates 
an element of surprise and excitement and 
attempts to connect with its audience 
emotionally. 

Conclusion 

For any marketing campaign to be successful, 
one of the most important factors is to 
understand the target audience. Their likes and 
dislikes, their cultures and social interactions, 
their personalities and attitudes are important to 
understand in order to hit the mark.  

There is an increasing awareness in the minds 
of marketers about the inefficiency of appealing 
rationally in advertising, communication and 
brand positioning. But Emotional appeal seem 
to be more superior in aiding the marketers to 
arouse the emotions needed to create the 
favourable perception of the brand or the 
product. The emotional connect which created 
by any brand by its advertising is one of the 
most salient feature and one of the most 
important factor leading to purchase which is 
universal for any country. Any successful 
attempt to make the viewers realize the 
importance of a product in their daily lives is a 
major key to unlock the success of the brand. It 
is also true that consumers who have an 
emotional connection with the brand tend to be 
more loyal and less price-sensitive. 
Furthermore, if the brand is successful in 
continuing to deliver emotional satisfaction to 
the consumers, they may become their 
ambassadors as well. However, excessive use 
of emotional appeal may also risk the overall 
perception of the brand. Thus, it should be used 
cautiously by understanding how it will 
influence the level of brand knowledge of the 
customers. Other than individual emotions of 
the viewer, social emotions are important as 
well. These social emotions are combinations 
of the basic emotions and are commonly found 
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to be specific to different cultures as they are a 
result of social influences and attitudes 
developed through the course of socialization. 

Positive feelings like cheerfulness, pride, 
happiness, surprise and shortage of irritation are 
more linked with better advertising and 
marketing and popularity of the brand. It is also 
noted that advertisements which are primarily 
evoking humour have better brand recall and 
feature the potential to develop greater advert-
evoked emotions. On the contrary, for the case 
of commercials which arouse warmth, the 

degree of advert-evoked feelings does not 
extensively influence their brand reputation. 
These emotions have the capacity to improve 
impressions of the brand tremendously creating 
an inclination to make the purchase of the 
product. The same happy emotions also lead to 
better commercial and brand recall. Thus, the 
hypothesis being tested in the study are true for 
these 5 case studies and this very clearly shows 
that the role of advertisement evoked emotions 
within marketing and advertising campaigns 
can't be ignored. 
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