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Do Advertisements for Fast Moving Consumer Goods
Create Response among the Consumers? — An Analytical
Assessment with Reference to India

K. Pongiannan and Jayakumar Chinnasamy

Abstract—Fast Moving Consumer Goods (FMCG) are
products that are required by almost all users in their day to-
day life. The advertisements for these products need more
attention in terms of creating responsiveness among the
consumers for their purchase decision. Hence, the present
work intends to study whether the advertisements for FMCG
products are effective in creating responsiveness. For this
purpose, primary data was collected from sample respondents
from Coimbatore District of Tamil Nadu, India using a well-
structured questionnaire and random/snow ball sampling
technique. Appropriate statistical analysis tools such as
frequency analysis, Chi-Square test, One-Sample ‘t’test,
Kruskal Wallis test and descriptive statistics were used and it
is found that reachability, understandability and viability of
the FMCG advertisements have significant influence in
creating responsiveness among the consumers. Further, the
quality of FMCG advertisements should be enhanced in terms
of its message content, attracting the attention level of the
audience, high level of creativity and frequent
changes/updation of presentation style of the advertisements.

Index Terms—FMCG,
consumer, effectiveness.

advertisements, responsiveness,

I. INTRODUCTION

Fast Moving Consumer Goods (FMCG) sometimes called
as Consumer Packaged Goods (CPG) are low-priced
products that are sold swiftly. These products are non-
durable goods which range from soft drinks to toiletries,
cosmetics, oral hygiene products, shaving products,
detergents, batteries, stationery products and plastic goods
and groceries [1]. FMCG may also include pharmaceuticals,
consumer electronics, packaged food products and soft
drinks. Gautam and Gangal [2] analyzed the factors
responsible of the boom in rural marketing, consumers’
preference for FMCG products based on 4 A’s (i.e.
Awareness, Affordability, Adoptability and Availability).
On the profit scale, the margin for these types of products is
very low but they are sold in greater quantities which is the
reason for outbreak of numerous brands for each type of
FMCG product leading to competition in the market. To be
successful in the market, each Producer/supplier works out
various business strategies for these products. One such
tactics of Business, the Advertising encourages consumers
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to try a new brand or a brand they have not tried before [3].
If these advertisements can create response among the
consumers, then the producers can grab the market.
Chandrasekhar [4] analyzed the consumer buying behaviour
and brand loyalty in rural markets regarding fast moving
consumer goods and found that brand loyalty varies from
region to region in soaps category. Jain and Sharma [5]
analyzed the brand awareness and customer preferences for
FMCG products in rural market which revealed that people
in the rural market have on an average awareness about
most of the products. Also, in response to advertising,
consumers may buy more quantity of the product category,
than they bought before [6]-[8]. Different brands sponsor
different events and shows in villages, which are actually a
cost-effective way to advertise with the participatory
strategy [9]. Advertisements touching the emotions of the
consumers could drive a quantum jump in sales. Vernekar
and Wadhwa [10] examined the consumer attitudes and
perceptions towards eco-friendly products in FMCG sector
and their willingness to pay on green products and the study
revealed that the green products have substantial awareness
among urban Indian customers and they are willing to pay
more on green products. Prajapati and Thakor [11]
examined the competitive and innovative promotional tools
used by toothpaste companies in rural market and its impact
on consumer buying behaviour. The study found that rural
consumers are more concerned about the quality, brand
name of the oral care products purchased by them.
Marketers can promote their products well if they can
understand the responses of the consumers and then design
and launch products accordingly [12]. Hence the present
study, aims at understanding the responses created by
FMCG advertisements among the consumers.

Il. METHODOLOGY

It was decided that an analytical study using primary data
would be appropriate to investigate the objectives and the
hypotheses. The instrument used to collect the data was a
questionnaire. The data used for the purpose of this study
were collected for a period of one year from 1st January
2013 to 31st December 2013. The researcher has presented
and interpreted the collected data supported by quantitative
techniques.

A. Statement of the Problem

Although FMCG products do not require much thought
for making purchase decision, advertisements for such
products do influence the viewers. If it does influence the
consumers, how do they respond to such advertisements is
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the focus of the study.

Hence, the research problem was framed to answer the
following research questions:
1) How successful is FMCG Advertisements in creating
responsiveness among its consumers
What is the quality of the FMCG Advertisements?
Does the response due to FMCG Advertisements
change according to gender?
Does the response due to FMCG Advertisements
change according to age?

2)
3)

4)

B.
1)

Obijectives

To measure the effectiveness of FMCG Advertisements
towards creating responsiveness.

To evaluate the Quality of FMCG Advertisements.

To assess the response of the consumers towards
FMCG advertisements based on Gender and Age

To offer suggestions for improving the standards of
FMCG Advertisements in creating responsiveness

2)
3)

4)

C. Sampling Technique

The geographical area of Coimbatore in Tamil Nadu state
of India was chosen as the Universe. The main reason for
choosing Coimbatore District is that it is completely
urbanized with increasing number of FMCG consumers.
The questionnaire was administered in person randomly to a
majority of respondents in the study area after oral
confirmation that they are the audience for FMCG
Advertisements. Also, Snowball Sampling Technique was
used to collect data from respondents who are stationed far
away from the researcher. On this basis the questionnaire
was administered to 300 respondents with a yielding rate of
83.3% (250 usable questionnaires) since few questionnaires
were not returned and a few were unusable and incomplete.

D. Statistical Tools for Analysis

The techniques used for analysis are frequency analysis,
Chi-Square test, One-Sample ‘t’test, Kruskal Wallis test and
descriptive statistics.

I1l. ANALYSIS AND INTERPRETATION

A. Objective 1: Effectiveness of FMCG Advertisements in

Creating Responsiveness

To examine the effectiveness of FMCG advertisements in
creating responsiveness among the respondents, their level
of agreeability for various statements regarding FMCG
advertisements, most reasonable element for FMCG
Advertisements and the standards of FMCG Advertisements
were captured and the results are tabulated in subsequent
sections. Initially, the respondents’ responses for FMCG
Advertisements were subjected to descriptive statistics and
the results are presented in Table I.

It is clear from Table | that the mean for all the statements
relating to FMCG advertisements lie between 3.85 and 4.16
which corresponds to ‘Agree’ and ‘Strongly Agree’. This
depicts that the respondents agree to all the statements about
FMCG advertisements. More strongly, for the statement
‘The FMCG products advertisement should be easily
understandable’ has a mean of 4.16 with a standard
deviation of 0.81. Following this, the statement ‘The FMCG
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advertisements products should reach to the audience in
time’ has a mean value of 4.00 with standard deviation 0.79.
The statements ‘All type of FMCG products advertisements
have direct impact on the cost of the products’ (Mean=3.97;
SD=0.89), ‘FMCG advertisements should create good
image and reputation not only of the product but also of the
consumers’ (Mean=3.87; SD=1.08), ‘Advertisements are
must for FMCG products and awareness among consumers’
(Mean=3.86; SD=0.91), ‘FMCG advertiser should avoid
cheating in their advertising’ (Mean=3.85; SD=1.02) follow
the order.

TABLE I: DESCRIPTIVE STATISTICS ON THE STATEMENTS REGARDING
EFFECTIVENESS OF FMCG ADVERTISEMENTS

Statements (N=250) Mlmmu Ma>r<n|mu

Std.

S:No Deviation

1.

Mean

IAdvertisements are must
for FMCG products and
lawareness among
consumers

IAll type of FMCG products
ladvertisements have direct
impact on the cost of the
products

'The FMCG advertisements
products should reach to the
laudience in time

FMCG advertiser should
lavoid cheating in their
ladvertising

The FMCG products
ladvertisement should be
leasily understandable
FMCG advertisements
should create good image
land reputation not only of
the product but also of the
consumers

3.86 91

3.97 .89

4.00 .79

3.85 1.02

4.16 .81

3.87 1.08

Further, the respondents’ opinion in the most reasonable
element for FMCG Advertisements were subjected to
frequency analysis and test of significance was performed
using Chi-Square analysis with the following Null and
Alternate hypothesis:

Ho: There is no significant difference in the respondents’
opinion on the reasonable element for FMCG
advertisements.

H;: There is a significant difference in the respondents’
opinion on the reasonable element for FMCG
advertisements.

TABLE II: MOST REASONABLE ELEMENT FOR FMCG ADVERTISEMENTS

S. No Statements Frequency | Percent | Cumulative | Chi-Square
Percent | (Sig at 5%
level)
1. [Tomake an 75 30.0 30.0
immediate sale
2. [To build primary el 28.4 58.4 14.384
demand df=3
3. [Toinform about a -
product availability) 67 26.8 85.2 p=0.002
4. |To raise standard 37 148 100.0
of living
Total 250 100.0

Table 1l presents the frequency analysis and Chi-Square
analysis for the most reasonable element for FMCG
advertisements. It is evident that majority of the respondents
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(30%) have stated that ‘To make an immediate sale’ as the
reasonable element for FMCG advertisements. The results
are significant as depicted by the significant Chi-Square
value (14.384; p=0.002) for 3 degrees of freedom.

Finally, the respondents’ perception on the Standards of
FMCG Advertisements was subjected to One sample ‘t’ test
and the results are tabulated in Table I1I.

It is obvious from Table Il that ‘t> value for all the
statements pertaining to the standards of FMCG
advertisements are significant depicting that the results are
significant. Also, the mean difference lies between 1.75 and
1.88 which clearly depicts that the respondents are not
satisfied with the standards of FMCG advertisements.

TABLE I11: ONE-SAMPLE TEST FOR RESPONDENTS’ OPINION ON THE
STANDARDS OF FMCG ADVERTISEMENTS

95%
. b Confidence
I No t df St;?lle(dz)_ § © |Interval of the
Opinion s ¢$ Difference
a
Lower| Upper
1 JLackof uniformity in | 24 796 | 949 | 0000 | 1.80 | 1.75 | 1.85
ladvertising requirement
2 |Low flexibility 89.819 |249| 0.000 | 1.88 | 1.83 | 1.92
3 Detalled_explanatlonls 71.710 | 249 | 0.000 180 | 175 | 185
not possible
4 |Advertisements on
FMCG products is false| 64.018 [ 249 | 0.000 175 | 1.70 | 1.81
and misleading
5 |Advertisements on
FMCG products is 65.028 | 249 | 0.000 176 | 1.71 | 1.81
intrusive
6 |Introduction of anew | &7 515 | 49| 0000 | 178 | 1.72 | 1.83
product is ineffective

B. Objective 2: To Evaluate the Quality of FMCG
Advertisements

To evaluate the quality of FMCG Advertisements, the
respondents’ opinion on the requirement of quality in
FMCG advertisements, were analyzed using frequency
analysis and Chi-Square test with the following Null and
Alternate hypothesis:

Ho: There is no significant difference in the respondents’
opinion on the quality of FMCG advertisements.

Hi: There is a significant difference in the respondents’
opinion on the quality of FMCG advertisements.

TABLE IV: OPINION ON QUALITY OF FMCG ADVERTISEMENTS

SI. No Opinion Frequency | Percent | Cumulative | Chi-Square
Percent | (Sig at 5%
level)
1. Yes 204 81.6 81.6 273.704
df=1
2 No 46 18.4 100.0 p=0.000
Total 250 100.0

It is obvious from Table IV that majority of the
respondents (81.6%) agree that, best quality is needed in
FMCG advertisements. Only 18.4% of the respondents have
opined that best quality is not needed in the FMCG
advertisements. Further, the significant Chi-Square (273.704;
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p=0.000) for 1 degree of freedom depict that the results are
significant.

Similarly, the respondents’ opinion on which media
depicts quality in FMCG advertisements were subjected to
frequency analysis and Chi-Square test were used to test of
significance with the following null and alternate hypothesis:

Ho: There is no significant difference in the respondents’
opinion on the media which depict quality in FMCG
advertisements.

Hi: There is a significant difference in the respondents’
opinion on the media which depict quality in FMCG
advertisements.

TABLE V: MEDIA WHICH DEPICTS QUALITY IN FMCG ADVERTISEMENTS

SI. No Media Frequency | Percent | Cumulative | Chi-Square
Percent | (Sig at 5%
level)
L No 45 18.0 18.0
2. |Print
38 15.2 332 54.608
3. [Electronic 55 22.0 55.2 df=3
4. [Both 112 448 1000 | P=0000
Total 250 100.0

It is clear from Table V that 15.2% of the respondents
have stated that Print media depict quality in FMCG
advertisements, 22% of them have opined that electronic
media only depicts best quality in FMCG advertisements
and 44.8% of the respondents have stated that both print and
electronic media depict best quality in FMCG
advertisements. The results are significant as depicted by the
significant Chi-Square value (54.608; p=0.000) for 3
degrees of freedom.

Consequently, the respondents’ opinion on the
modification of quality in FMCG Advertisements was
subjected to Frequency analysis and test of significance was
performed using the following null and alternate hypothesis:

Ho: There is no significant difference in the respondents’
opinion on the modification of quality in FMCG
advertisements.

H,: There is a significant difference in the respondents’
opinion on the modification of quality in FMCG
advertisements.

TABLE VI: OPINION ON MODIFICATION OF QUALITY IN FMCG
ADVERTISEMENTS

SI. No Opinion Frequency | Percent | Cumulative | Chi-Square
Percent | (Sig at 5%

level)

1. Y 177 70. 70.

es 0.8 0.8 188.168

2. No 73 29.2 100.0 df=2
p=0.000

Total 250 100.0

It is obvious from Table VI that 70.8% of the respondents
have opined that modification is needed in the quality of
FMCG advertisements whereas 29.2% of them have opined
that modification is not needed in FMCG advertisements.
The results are significant as shown by the significant Chi-
Square value (188.168; p=0.000) for 2 degrees of freedom.

Consequently, the respondents’ suggestions on
modification of quality in FMCG advertisements were
subjected to Frequency analysis and test of significance was
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done using Chi-Square test with the following null and
alternate hypothesis:

Ho: There is no significant difference in the respondents’
suggestions on the modification of quality in FMCG
advertisements.

Hi: There is a significant difference in the respondents’
suggestions on the modification of quality in FMCG
advertisements.

TABLE VII: SUGGESTIONS ON MODIFICATION OF QUALITY IN FMCG
ADVERTISEMENTS

SI. No| Suggestions |Frequency| Percent | Cumulative | Chi-Square
Percent | (Sig at 5%
level)
1. INo 72 28.8 28.8
2. |Colorful 48 19.2 48.0
Presentation ) )
3. |Attractive style a1 16.4 64.4
4. |Induce to buy 22 8.8 73.2 432:;2
5. Presen.ce of 48 19.2 02.4 p=0.000
celebrity
6. |Others 19 7.6 100.0
Total 250 100.0

It is evident from Table VII that majority of the
respondents (19.2%) have suggested colorful presentation
and presence of celebrity as modifications to quality in
FMCG advertisements. On the other hand, 16.4% of the
respondents have suggested including attractive style, 8.8%
of them have suggested inducing to buy and 7.6% of them
have suggested other measures as modifications to quality
of FMCG advertisements. The findings are significant as
clarified by the significant Chi-Square value (45.632;
p=0.000) for 5 degrees of freedom.

Finally, the respondents’ grading on the quality of FMCG
advertisements were subjected to Frequency analysis and
test of significance was done using Chi-Square test with the
following null and alternate hypothesis:

Ho: There is no significant difference in the respondents’
grading on quality in FMCG advertisements.

Hj: There is a significant difference in the respondents’
grading on quality in FMCG advertisements.

It is evident from Table VIII that 31.6% of the
respondents have graded the quality of FMCG
advertisements as excellent, 52.4% of them have graded it
as good, 14.8% of them have graded it as fair and 1.2% of
them have graded as poor. Thus, majority of the respondents

have graded the quality of FMCG advertisements as good.
The results are significant as depicted by the significant Chi-
Square value (146.480; p=0.000) for 3 degrees of freedom.

TABLE VIII: GRADING ON QUALITY IN FMCG ADVERTISEMENTS

SI. No Grading Frequency | Percent | Cumulative | Chi-Square
Percent | (Sig at 5%
level)
1. |[Excellent 79 31.6 31.6
146.480
2. |Good 131 52.4 84.0 df=3
3. |Fair 37 14.8 98.8 p=0.000
4. |Poor 3 1.2 100.0
Total 250 100.0

C. Obijective 3: To Assess the Response of the Consumers
towards FMCG Advertisements Based on Gender and Age

Initially, the respondents’ level of satisfaction for the
different features of FMCG advertisements based on their
gender was calculated using Kruskal Wallis test and the
results are tabulated below.

TABLE IX: RESPONDENTS’ LEVEL OF SATISFACTION FOR THE FEATURES
OF FMCG ADVERTISEMENTS BASED ON THEIR GENDER

Mean Rank
S.
NO Statement Male Female
(N=153) (N=97)
1. Quality of FMCG advertisements 130.05 118.32
2. Reach?ablllty of FMCG 125.06 126.20
advertisements
3. Description of the product
information in the 126.82 123.42
advertisements
4. Presence of celebrity in the
FMCG advertisements 123.56 128.57
5. Creativity and presentation style
of FMCG advertisements 125.34 125.76

It is evident from the table that Women rank higher than
Men for ‘Quality of FMCG advertisements’ and
‘Description of the product information and Men rank
higher than Women for ‘Reach-ability of FMCG
advertisements, ‘Presence of celebrity’ and ‘Creativity and
Presentation style of FMCG advertisements’.

Similarly, the respondents’ level of satisfaction based on
their age is presented in Table X.

TABLE X: RESPONDENTS’ LEVEL OF SATISFACTION FOR THE FEATURES OF FMCG ADVERTISEMENTS BASED ON THEIR AGE

Mean Rank
S. Statement Age below | Age between Age between Age above Chi-Square
NO 25 yrs 25and 30yrs | 30and 35 yrs 35yrs Value
(N=105) (N=68) (N=40) (N=37)
Quality of FMCG 17.494
1 advertisements 114.74 125.73 163.45 114.58 p=0.001
p | Reach-ability of FMCG |44 4 125.30 140.26 127.50 3.087
advertisements p=0.378
Description of the 2125
3 product information in 125.31 119.94 138.63 122.05 _
; p=0.547
the advertisements
Presence of celebrity in 2941
4 the FMCG 126.03 129.74 132.35 108.80 »
: p=0.401
advertisements
Creativity and 8.769
5 presentation style of 122.92 119.76 153.50 113.09 _'O 033
FMCG advertisements =0
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It is evident from the table that respondent above 35 years
have higher level of satisfaction for the quality of FMCG
advertisements (Rank=114.58). In Reach-ability of the
FMCG advertisement, respondent below 25 years
(Rank=119.30) have higher level of satisfaction than others.
For description of the product information, respondents
between 25 and 30 years (Rank=119.94) have higher level
of satisfaction than others. Finally for creativity and
presentation styles of FMCG advertisements (Rank=113.09),
and Presence of Celebrity (Rank=10.8.80), respondents
above 30 years shave higher level of satisfaction than others.
All the Chi-Square values except ‘Quality of FMCG
advertisements’  are  insignificant  depicting  the
insignificance of the result.

IV. IMPLICATIONS

The following are the implications from the study:

1) The findings from the study depict that FMCG
Advertisements are successful in creating responses
among the young-aged and middle-aged than the old-
aged consumers. This suggests that, to be more
effective among old-aged consumers, it should depict
advantages of using such products in its advertisements.

2) As per the findings of the study, it is suggested that
detailed explanation about the product should be given
in FMCG advertisements.

3) From the study, it can be inferred that Advertisements
on FMCG products should not be false and misleading
and the quality of these advertisements should be
improved.

4) FMCG advertisements should not be intrusive and
Introduction of a new product should be made effective.
Also, FMCG advertisements must be uniform and
flexibility in terms of type of products and the different
media for advertisements.

V. CONCLUSION

The FMCG products are Fast Moving Consumer Goods,
but the advertisements for such products are not fast moving
in creating responses among its consumers. These products
which are essential for day to-day life need only little
thought while buying. But the variety of brands available
makes it a tough decision for the consumer to opt for the
FMCG products. The present study which aimed at studying
the responses due to FMCG Advertisements, have depicted
that advertisements while introducing new products/brands
are ineffective in creating responses among the consumers.
Also, few consumers do not believe in changing their
traditional brand and they consider the FMCG
Advertisements as intrusive. A little more effort in terms of
the message content, strategies to seize the consumers’
attention and high level of creativity is needed to make the
FMCG Advertisements more effective in creating
responsiveness among its consumer. Although, this is a
preliminary work in studying the impact of FMCG
Advertisements in creating responsiveness among the
consumers, future work by capturing the consumers’
responses before and after watching FMCG Advertisements
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with large sample size can be more appropriate for more
valid conclusion.

REFERENCES

[1] Food and Safety Promotion Board. (2005). Business 2000. [Online].
Available: http://www.business2000.ie/pdf/pdf_8/fspb_8th_ed.pdf.

[2] N. Gautam and V. K. Gangal, “Consumers preference for FMCG
products in rural India: a comparative study of HUL & ITC,”
APOTHEOSIS: Tirpudes National Journal of Business Research, vol.
2, issue 1, pp. 115-123, 2011.

[3] M. Givon and D. Horsky, “Untangling the Effects of Purchase
Reinforcement and Advertising Carryover,” Marketing Science, vol. 9,
no. 2, pp. 171-187, 1990.

[4] R Shoemaker, “An analysis of consumer reactions to product
promotions,” in Proc. Educators’ Conference, 1979, pp. 244-248.

[5] B. V. N. G. Chandrasekhar, “Consumer buying behaviour and brand
loyalty in rural markets: FMCG,” I0SR Journal of Business and
Management, vol. 3, issue 2, pp. 50-67, 2012.

[6] A.Jain and M. Sharma, “Brand awareness and customer preferences
for FMCG products in rural market: an empirical study on the rural
market of Garhwal region,” VSRD International Journal of Business
& Management Research, vol. 2, no. 8, pp. 434-443, 2012.

[71 R. D. Wilson, L. M. Newman, and M. Hastak, “On the validity of
research methods in consumer dealing activity: an analysis of timing
issues,” College of Business Administration, Pennsylvania State
University, 1979.

[8] R. C. Blattberg, G. D. Eppen, and J. Lieberman, “A theoretical and
empirical evaluation of price deals for consumer nondurables,” The
Journal of Marketing, vol. 45, no. 1, pp. 116-129, 1981.

[91 A. Kanjilal, I. Das, and R. Srivastva. (2005). Media Effect and its
Measurement in Rural India. [Online]. Auvailable:
http://www.exchange4media.com

[10] S. S. Vernekar and P. Wadhwa, “An empirical study of consumers
attitudes and perception regarding eco-friendly FMCG products, with
special reference to Delhi and NCR region,” Opinion, vol. 1, no. 1, pp.
64-74,2011.

[11] S. Prajapati and M. Thakor, “Competitive and innovative promotional
tools used by toothpaste companies for rural market and its impact on
consumer buying behavior in Gujarat,” International Referred
Research Journal, vol. 3, issue 2, pp. 82-86, 2012.

[12] J. Thakker and K. Bhagag. (2000). Rural Markets-Mirage or Reality.
[Online]. Available: http://www.indiainfoline.com

K. Pongiannan is an academician and an active
researcher for over a decade. He has strong passion
for research publications both in the form of
research articles as well as books in the various
functional areas of commerce and management. He
has authored two books on ‘Business Accounting’
and ‘Income Tax: Theory law and Practice’ apart
from the two Edited Volume Books on “Marketing
Management and Advertising & Brand Management

— Text & Cases”.

With expertise in the field of marketing for more than 13 years, he has
actively involved in research work through publication of 32 research
articles in referred and indexed national and international journals. He has
presented 22 papers in the international conferences and 34 papers in the
national level conferences and seminars on various areas of commerce.
Further, to explore his research aptitude, he has presented a research paper
in the field of advertising management in the International Conference on
Economics and Marketing Management : ICEMM 2013, held at Berlin,
Germany on 22" & 23" May 2013 apart from Chairing the Sessions in this
two days Conference.

He is the member of various professional bodies including Indian
Commerce Association, New Delhi, Indian Accounting Association,
Visahkapatnam and Indian Science Congress Association, Kolkatta. Due to
his high credentials in academic and research, he is designated as the
Member of the Editorial Board/Advisory Board and Reviewer for leading
National and International Journals in Commerce and Management.

His expertise in the field of commerce was well applauded during the
guest lectures delivered by him in the various seminars and conferences.
Apart from these, he has made a significant contribution in curriculum
revamping and designing, introducing new courses which are more viable
for employment opportunity. This is being done by way of various
academic and administrative positions held in the institutions where he
worked/working. He is the recipient of meritorious award for his
punctuality and regularity in discharging his official duties where he



International Journal of Innovation, Management and Technology, Vol. 5, No. 4, August 2014

worked previously. He is a proud recipient of the globally prestigious
Bharat Jyoti Award for his meritorious services, outstanding performance
and remarkable role by his noble profession given by India International
Friendship Society on 10™ June 2013 at New Delhi, India. He is also
honoured with Best Citizen of India Award 2013 by International
Publishing House, New Delhi, India. Presently, Dr. K. Pongiannan is
serving as an assistant professor, Department of Commerce, Chikkanna
Government Arts College, Tirupur — 641602, Tamilnadu, India.

Jayakumar Chinnasamy is an academician,
industrialist, and serves as an educational consultant
for over a decade with strong values for education.
He has served as an academician for about 10+ years
at various countries which include India, Bhutan,
Bahrain, and United Kingdom. He has a strong
passion for education and its application in the real
world. He has a strong interest in research in the
areas of management, marketing, human resources,

254

learning & development, entrepreneurship & small business, and branding.
He is the editor of European Journal of Commerce and Management
Research, European Journal of Applied Social Sciences Research published
from UK. He is also a member of editorial board in international journals
contributing towards the academic fraternity. At present he is serving as
the director for Faculty of Strategy, Business & Innovation, SMART
Academy, London Luton, United Kingdom.



