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Message from Vice Chancellor

I am delighted in writing this message to the
"Virutcham" magazine of the commerce students'
union.

This annual publication will provide a useful

opportunity to the students and staff to share the
knowledge in their tied of studies and also disseminate their research
findings to the society.

Students who receive training in this creative endeavor.

I also warmly congratulate the editor and the core member of
the commerce students union for beautifully compiling this magazine.

Like the metaphor virutcham, I am confident that this magazine
will grow from strength in the years to come.

Prof.N. Shanmugalingam
Vice Chancellor
University of Jaffna.
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Message from the Dean

I have great pleasure in sending this message to
"Virutcham" the 9" issue of the journal released by
the Commerce Student's Union, University of
Jaffna, SriLanka. '

To meet the challenges of the contemporary

world, it is our responsibility as academics to enrich
the knowledge base by contributing evidence base information. This
issue of our magazine is attempting to fulfill the requirement with articles
from students and staff. As the Dean of the Faculty I fervently believe
this commitment would continue and add more value to the future.

The Faculty of Management Studies and Commerce will have a
single degree programme, BBA with four specialization field such as
Accountancy, Marketing, Finance and Human Resource Management,
from 2009. This will enable the students to specialize more in their
respective field and their academic standing.

I take opportunity to congratulate all the members of the
Editional Board and the another of the articles of this magazine.

I'hope and pray that this effort will be a continuous endeavor in
the future with more contribution.

My best wishes for the successful of the Journal.

Mr. K. Thevarajah
Dean, Faculty of Management Studies and Commerce
University of Jaffna.
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Message from the Parton

I am immensely pleased to give this message to
"Virucham" a much esteemed journal released by
Commerce Students' Union.

This journal is a fertile source offers ample
opportunities to students to bring out their hidden
i/ talents and potentials in the form of creative thinking,

constructive writing and innovative perspective.
While a section of the student population gets involved in contributing
articles to the journal, the rest of the students are able to read the articles
and add considerably to their repertoire of knowledge with fresh
information. Hence the journal can be perceived to yield benefits to
both writers and readers as a productive base in providing motivation
for academic writing and instilling keenness for reading. Further, itis to
the credit to the writers that some topics of multifaceted nature and
content are presented in a concise and readable fashion so as to
eliminate monotony and boost interest among readers while elaborate
articles stand testimony of the writers’ analytical skill, organizing
capacity and knack for research oriented work.

It is my fervent hope that the journal would be a reservoir of
information, a record of students' brilliance and a manifestation of their
cooperative endeavor and initiative students' involvement in activities
such as the production of journals lays emphasis on the notion that a
student's total personality is made up not only of the student's cognitive
abilities but the student's creative and inventive vision also.

I congratulate all those who have worked together to produce
this journal.

Mr. K.K. Arulvel
Head, Department of Commerce
University of Jaffna.
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Message from President

It is my pleasant duty to forward a message to
souvenir of the commerce students union. Our area
is still being engulfed by war clouds causing regular
distributions to normal university life and its day to
day activities whatever the salutation may be
education considered as the wealth of our people
continues unabated extra curricular activities that

form an integral part of education cannot be ignored
as they provide the opportunity for students to develop their
personalities.

Same that "virutcham" 9" volume, Articles carries in different
disciplines.

I hope that this volume will be very hopeful to commerce
students and any other persons who involve in the stream.

I express my sincere and heartiy ihanks to the vice chancellor
for his valuable message.

Next my thank goes to our Dean of the faculty, head of the
Department senior treasurer and lecturers.

In the last moments of our faculty life as I sit down to pen these
few words warm and pleasant memories of our university life. The
dedicated and inspired Dears heads lecturers and friends come back to
me and my heart fills with pride.

My best wishes to you all
Mr. P. Dineshkumar

President
Commerce Student Union.




Message from Secretary

My heart is filled with joy when I find that this
souvenir ‘“Virutcham” which is a treasure of know-
ledge of the students of the department of commerce
of the University of Jaffna is entering its 9" vol&me.I
am happy to note that after an interval of 4 years.
This souvenir is being released as a result of the
continuous efforts of the Students.

Every moment today is a moment of charge and a moment of
thirst for knowledge. Further the trade information transfer in the
present day world of information technology is something new and
marks an unimaginable level of progress. There remain some deficien-
cies in collecting and information relating to field of knowledge in the
present day society. We are sure this souvenir will act as a treasure to
substitute all these deficiencies.

To meet the expenses connected with the release of this souvenir
our commerce students' union released a sweep ticket. We extend our
hearty thanks to all these who have helped us with advertisements and
also for those who have bought these tickets. We also extend our thanks
to Patron and senior treasurer who have helped us in our Venture.

In the last moments of our faculty life we are very proud in
releasing this souvenir. We extend good wishes to our followers.

“PERSEVERANCE LEADS TO SUCCESS”
Mr. K. Tharmith

Secretary
Commerce Student Union.
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Message from the Editors ...

Conditions are very much
different since we had our last
publication in 2004 July. There
appears to be conductive climatic
change in the socio, Economic,
Political fronts recently. However
As co-editors of the "Virutcham" published by commerce students
union university of Jaffna.

The success of the commerce student unions endeavor had been
greatly due to our Dean of the faculty and head of the department we
also express our sincere gratitude to our senior treasurer and Lecturers.
A special word of thanks to lecturers and students who gave articles for
this magazine finally we wish to thank the union members especially
the executive committee on sharing the responsibilities to make the
"Virutcham" a great success. We wish the new committee as well as the
union success in the years to come.

Thank you

Mr.P. Pratheepkanth
Miss. R. Keamlilah
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3 18,000 0.712 0.658 12,816 11,844
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[+)
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(Graphical Approach)
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Dimensions and determinants of
service quality
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Introduction

This article attempted to presents
about service, service quality, and it's
Importance, dimensions and determi
nants. It starts with a brief description of
service. Following this, service quality,
dimensions and determinants of service
quality based on the SERVQUAL
approach are discussed.

Service

By definition, a service includes
several distinct characteristics. A service
is intangible and difficult to store. In a
service, customers are extensively pre
sent as participants in the process. The
inseparability of a service is due to the
fact that it is simultaneously produced by
the provider and consumed by the
customer. A service is customized and
more labour intensive than a product.
This is because services are hetero
geneous and known to Vary from service-
provider to service-provider, from
customer to customer, and from day to
day (Shetty & Ross. 1987).

Services have been categorized as
being either consumer services (e.g.,

Mr.V. Sritharan
Lecturer (Prob)
Dept. of commerce

department stores) or professional servi
ces (Fitzsimmons and Sullivan.1982).
On a product-service continuum, pro-
fessional services (e.g., medical care,
legal services) come close to being pure
services. Professional services are offered
by professionals such as doctors and
lawyers. Frequently no tangible good is
exchanged, the service is produced and
consumed relatively simultaneously for
each consumer, the service is non storable,
and the consumer is an important part of
what actually is delivered. For example,
in a physical examination or in the pre-
paration of a will, the consumer is an
integral part of the service; he or she is a
co producer (Bowen and Schneider 1988,
p.49).

Service quality

“While quality in tangible goods
has been described and measured by
marketers, quality in services is largely
undefined and unresearched” (Parasura-
man, Zeitharnl,and Berry 1985, p. 41).

Traditionally service quality has
been defined as the difference between
customer expectations and perception of
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service. The researchers believe that
measuring service quality as disconfir-
mation (the difference between percep-
tions and expectations) is a valid and
allows service providers to identify several
gaps in the service provided. (Gronroos,
1983; Parasuraman et al., 1988, 1991,
Yorfggul Wang and Hing-Po Lo, 2002).

Perceived service quality has
been defined as:
Customers' overall impression of
the relative inferiority/superiority
of the organization and its services
(Bitner and Hubbert, 1994, as cited
by Dinuka wijetungaetal.,2003 ).

Dyck (1996:541-549) points out
that knowing what clients expect is the
first and most critical step in delivering
quality care. Furthermore she states that
service quality can be determined by the
extent of the discrepancy between client
expectations or desires and their perce-
ptions of the services they receive. This
supported by Kotler and Andreason

(1996:604).

To gain full understanding of
service quality, we first need to identify
characteristics of services. The three
major characteristics are intangibility,
heterogeneity and inseparability of
production and consumption (Parasura-
man et al., 1985). An extensive review of
‘this topic (Lehtinen, U. and Lehtinen, J.
R.,1982; Parasuraman et al., 1985;
Sasser, W. E. et al.,1978) suggests three
thajor qualitative results:
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1. Service quality is more difficult to
evaluate than product quality.

2. Service quality perceptions result
from a gap between consumers'
expectations and perceived service
performance.

3. Not only the outcome of a service but
also the process of service delivery
determines the evaluation.

The fact that service quality per-
ceptions are the result of comparisons
between expected and perceived service
performance implies each customer may
feel differently about similar service
experiences provided by a certain provi-
der. This suggests that there is no general
service measurement scheme applicable
to every customer. Rather, service quality
evaluation should be determined by the
aggregate of all customers' perceptions
about a particular service provider. There
fore, managing service quality should
mean managing the aggregate of all
customers' percep.ions.

The first attempt to describe and
define service quality was the paradigm
suggested by Gronroos (1983) who dis-
tinguished between technical quality
(what is done) and functional quality
(how it is done). The early work of
Gronroos (1983) was later extended by
Parasuraman, Zeithaml and Berry
(1985:42). They argued that to fully
understand service quality, the intangible,
heterogeneous and inseparable nature of
services must be acknowledged and that
service quality can be defined as the
consumer's overall impression of the
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relative inferiority/superiority of the
organization and its services (Bitner &
Hubbert, 1994) or as the customer's
-assessment of the overall excellence or
superiority of the service (Zeithaml,
1988). In these terms service quality
means conforming to customer expec-
tations (Lewis & Booms, 1983) and
implies, from a consumer perspective,
the comparison of customer expectations
with customer perceptions of actual
service performance (Parasuraman et al.,
1985).

Importance of service quality

Despite the importance of
providing a high level of quality to be
successful in today's very competitive
marketplace, the concept of quality isan
elusive construct mainly because of the
presence of many intangible attributes.
This difficulty gets worse when it comes
to service quality.

The services are concerned;
marketing cannot operate in isolation
from other functional areas. Tasks that
might be considered the sole preserve of
operations in a manufacturing environ-
ment need to involve marketers because
custemers are often exposed to even
actively involved in service processes.
Making service processes more efficient
does not necessarily result in a better
Quality experience for customers; nor
does it always lead to improved benefits
for them. Likewise, getting service
employees to work faster may sometimes
be welcomed by customers but at other
times may make customers feel rushed
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and unwanted. Thus, marketing, opera-
tions, and human resource managers
need to communicate with one anther to
ensure that they can deliver quality
experiences more efficiently.

An individual customer's perce-
ption usually determines his/her future
attitude and actions toward a service
provider. Dissatisfied customers will
eventually leave the company and may
never come back. The aggregate of all the
customers' decisions regarding their
service provider will determine the
market share of the service provider.
Another measure of performance of a
service provider is each service provider's
distribution of customers in terms of
length with the provider. Many recent
articles underline the importance of loyal
and long-term customers since they
usually bring in more sales, often at
increased profit margins. If loyal custo-
mers defect, the profit-making potential
goes with them.

Similarly, implementing marke-
ting strategies to improve customer
satisfaction with services can prove costly
and disruptive for an organization if the
implications for operations and human
resources have not been carefully
thought through. Hence, quality strate-
gies necd to be considered carefully.

Marketing's interest in service
quality is obvious when one thinks about
it: Poor quality places a firm at a competi-
tive disadvantage. If customers perceive
quality as unsatisfactory, they may be
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quick to take their business elsewhere.
Recent years have witnessed a veritable
explosion of discontent with service
quality at a time when the quality of many
manufactured goods seems to have
improved significantly.

From a marketing standpoint, a
key issue is whether customers notice
competing suppliers' differences in
quality. Consultant Brad Gale puts, it
succinctly when he says that “value is
simply quality, however the customer
defines it, offered at the right price”
(Bradley T.Gale, 1994).

Improving quality in the eyes of
the customer pays off for the companies
that provide it. Data from the PIMS
(Profit Impact of Market Strategy) show
that a perceived quality advantage leads
to higher profits (Robert D. Buzzell and
Bradley T.Gale, 1987). Quality is a path

to creating value for both customer and
companies. In broad terms, quality
focuses on the benefits created for the
customer's side of the equation. Carefully
integrating quality and productivity-
improvement programs will improve the
long term profitability of the firm.

Dimensions and determinants of
service quality

The service quality literature
usually attempts to categorise the factors
that influence attitudes towards the
service at a number of different levels. At
the highest level this involves a small
number of service quality dimensions.
The SERVQUAL researchers developed
the most widely reported set of service
quality dimensions. These started as ten
that were refined to five, following
further analysis that showed some were
very closely related. A description of the
final five dimensions is given below;

Table 1:- Dimensions of service quality

Dimension Description

Tangibles The physical facilities and equipment available, the appe-
arance of staff; how casy it is to understand communication
materials

Reliability Performing the promised seivice dependably and accurately

Responsiveness Helping customers and providing a prompt service

Assurance Inspiring trust and confidence

Empathy Providing a caring and individual service to customers

Source: - “Measuring & Understanding Customer Satisfaction”, A MORI Review
for the office of Public service reform, MORI Social Research Institute,
MORIHouse, 79-81Borough Road, London.
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These can be disaggregated into a
larger set of service quality factors or
determinants, which are then developed
into questions for measuring through a

structured questionnaire. The list of ten
original determinants and an outline of
how these were combined to define the
dimensions are given below:

Table 2:- SERVQUAL Service Quality Determinants

Determinant Example
1 Access
the ease and convenience of accessing [ Neighbourhood offices; one stop shops;
the service convenient operating hours; 24 hour

2 Communication

keeping customers informed in a
language they understand; listening to
customers

telephone access; internet access

'plain English’ pamphlets and brochures;
communication material tailored to the
needs of individual groups (ethnic

3 Competence

having the skills and knowledge to
provide the service

minorities, visually i1mpaired etc);
suggestions and complaints systems

Courtesy

politeness, respect, consideration,
friendliness of staff at all levels

all staffknowing, and able to do, their job

5 Credibility

Trustworthiness, reputation and image

staff behaving politely and pleasantly

6 Reliability
provide consistent, accurate and |The reputation of the service in the wider
dependable service; delivering the |community, staff generating a feeling of
service that was promised trust with customers
7 Responsiveness
being willing and ready to provide [Standard defined in local service char-
service when needed ters; accuracy of records; accuracy of
community charge bills; doing jobs right
first time; keeping promises and dead-
lines
8 Security
physical safety; financial security; [Resolving problems quickly; providing
confidentiality appointment times
9 Tangibles

the physical aspects of the service
such as equipment, facilities, staff
appearance

Providing services in a safe and secure
manner

10 Understanding the customer

knowing individual customer needs;
recognising the repeat customer

up-to-date equipment and facilities; staff
uniforms

Source: - “Measuring & Understanding Customer Satisfaction”, A MORI Review for the office of Public
service reform, MORI Social Research Institute, MORI House, 79-81 Borough Road, London.
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SERVQUAL model

Five underlying dimensions of
service quality were originally indicated
in the SERVQUAL approach (Parasura-

manetal., 1988):

(1) Tangibles (physical facilities, equip-
ment, and appearance of personnel);

(2) Reliability (ability to perform the
promised service dependably and
accurately);

(3) Responsiveness (willingness to help
customers and provide prompt
service);

(4) Assurance (knowledge and courtesy
of employees and their ability to
inspire trust and confidence); and

(5) Empathy (caring, individualized
attention the firm provides its custo-
mers).

The distinct dimensionality of the
SERVQUAL measure suggests its
application here for the examination of
service quality in the private hospital
process. Moreover, it is a widely accepted
quality assessment tool (Hemmasi ef al.,
1994, p. 25; Jensen and Markland, 1996,
p. 39), and could prove to be a useful
complement to the complaint ratio or other

measures of company performance in the
delivery of quality and attainment of cus-
tomer satisfaction. The five SERVQUAL
dimensions and the items that load on
each dimension are presented in Table 3.

Research indicates that customer
satisfaction and service quality are
distinct, but interrelated concepts, although
Cronin and Taylor (1992) pointed out
that this relationship is not clear; the
confusion probably stems from their
common link to the disconfirmation
paradigm. Satisfaction is generally asso-
ciated with one particular transaction at a
particular time, and has been defined as
an emotional reaction to a product or
service expe-rience (Spreng et al., 1996,
p.17), much like the discrete and emoti-
onal episodes of aggravation that form
the basis for the complaint ratio. Service
quality is considered to be more congru-
ent with a long-term attitude (Bolton and
Drew, 1991; Parasuraman et al., 1988).
In sum, satisfaction is generally con-
sidered more experiential, transitory, and
transactionspecific, while perceptions of
service quality are believed to be more
enduring.

Table 3:- SERVQUAL scale items

SERVQUAL DIMENSION

DESCRIPTION,

Tangibles .

Modernizes of offices

e  Visual appeal of offices

e Neatness of employee appearance and the appeal
ofthe employees' dress

e Appropriateness of the office's appearance in

relation to the type of services provided
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SERVQUAL DIMENSION
Tangibles

DESCRIPTION.
Modemizes of offices
Visual appeal of offices
Neatness of employee appearance and the appeal
of the employees' dress
Appropriateness of the office's appearance in
relation to the type of services provided

Reliability

Ability to fulfill promises in a timely manner

Sympathy offered by the employee when the
customer has a problem

Dependability (can rely on employee)
Timeliness in providing services
Accuracy of records

Responsiveness

Telling customers when services will be
performed

Promptness of service (quickness of check)
Willingness of employees to help customers(deal
with processing)

How busy the employees are, and how it affects
their promptness in responding to customer
requests

Assurance

Empathy

Trustworthiness of the company.

How safe the customer feels in dealing with the
company (safe feeling of customer)

Politeness of employees (courtesy in handling)
Does the company provide support for
employees so that they can perform their jobs
well? (Are resources available to be processed?)
The individual attention the company provides

Source: Parasuraman et al., 1988; Marla Royne Stafford et al., 1998.

These elements are the functional

the quality of service actually received.

service quality attributes of tangibles,
reliability, responsiveness, assurance,
and empathy (Parasuraman ef al., 1988).
The study of functional quality in services
began with the work of Gronroos(1983).
He proposed measuring service quality as
a gap between customers' expectations of
what the quality of the service should be,
and their corresponding perceptions of
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The service gap theory culminated with
the development of a survey instrument
called SERVQ-UAL (Parasuraman et al.,
1988). This is a 22-item Likert-scale
questionnaire (typically five to seven
choices ranging from “strongly agree” to
“strongly disagree”) designed to measure
the difference between customer expecta-
tions and perceptions, based on five
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dimensions of service quality: tangibles,
reliability, responsiveness, assurance,
and empathy. The SERVQUAL metho-
dology has become the state of the art in
measuring functional quality in service
industries (Mangold W.G. et al., 1991;
Babakus, E..et al., 1992; Mangold, W.G
etal.,1990; Donthu, N. 1991).
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Conclusion

Here in this article, definitions of
service, service quality, and then it's
Importance, dimensions and determi-
nants of service quality based on the:
SERVQUAL approach were presented
with the evidence from past studies and
research.
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Just in Time Production System
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History

The technique was first used by
the Ford Motor Company as described
explicitly by Henry Ford's My Life and
Work (1922): "We have found in buying
materials that it is not worthwhile to buy
for other than immediate needs. We buy
only enough to fit into the plan of produc-
tion, taking into consideration the state of
transportation at the time. If transporta-
tion were perfect and an even flow of
materials could be assured, it would not
be necessary to carry any stock whatso-
ever. The carloads of raw materials would
arrive on schedule and in the planned order
and amounts, and go from the railway
cars into production. That would save a
great deal of money, for it would give a
very rapid turnover and thus decrease the
amount of money tied up in materials.
With bad transportation one has to carry
larger stocks." This statement also des-
cribes the concept of "dock to factory
floor" in which incoming materials are
not even stored or warehoused before
going into production. The concept needed
an effective freight management system
(FMS); Ford's Zoday and Tomorrow
(1926) describes one.

(Virutchan oo
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The technique was subsequently
adopted and publicised by Toyota Motor
Corporation of Japan as part of its Toyota
Production System (TPS).

Japanese corporations cannot
afford large amounts of land to ware-
house finished products and parts. Before
the 1950s, this was thought to be a disa-
dvantage because it forced the produc-
tion lot size below the economic lot size.
(An economic lot size is the number of
identical products that should be pro-
duced, given the cost of changing the pro-
duction process over to another product.)
The undesirable result was poor return on
investment for a factory.

The chief engineer at Toyota in
the 1950s, Taiichi Ohno, examined
accounting assumptions and realized that
another method was possible. The factory
could implement JIT which would
require it to be made more flexible and
reduce the overhead costs of retooling
and thereby reduce the economic lot size
to fit the available warehouse space. JIT
is now regarded by Ohno as one of the
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two 'pillars' of the Toyota Production
System.

Therefore over a period of several
years, Toyota engineers redesigned car
models for commonality of tooling for
such production processes as paint-
spraying and welding.

Toyota was one of the first to
apply flexible robotic systems for these
tasks. Some of the changes were as simple
as standardizing the whole sizes used to
hang parts on hooks.

The basic elements of JIT were
developed by Toyota in the 1950's, and
became known as the Toyota Production
System (TPS). JIT was well-established
in many Japanese factories by the early
1970's. JIT began to be adopted in the
U.S. in the 1980's (General Electric was
an early adopter), and the JIT/lean con-
cepts are now widely accepted and used.

Introduction

Just in time is a 'pull' system of
production, so actual orders provide a
signal for when a product should be
manufactured. Demand-pull enables a
firm to produce only what is required, in
the correct quantity and at the correct
time.

This means that stock levels of
raw materials, components, work in
progress and finished goods can be kept
to a minimum. This requires a carefully
planned scheduling and flow of resources
through the production process. Modern
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manufacturing firms use sophisticated
production scheduling software to plan
production for each period of time, which
includes ordering the correct stock.
Information is exchanged with suppliers
and customers through EDI (Electronic
Data Interchange) to help ensure that
every detail is correct.

Supplies are delivered right to the
production line only when they are
needed. For example, a car manufactur-
ing plant might receive exactly the right
number and type of tires for one day's
production, and the supplier would be
expected to deliver them to the correct
loading bay on the production line within
a very narrow time slot.

Primary goal- lower costs associated
with meeting customer
demand
Cost reduction by elimi-
nation of waste in manu-
frcturing operations:

Examples of Waste:
Watching a machine run,
Waiting for parts
Counting parts
Overproduction
Moving parts over long distances
Storing inventory
Looking for tools
Machine breakdown
Rework

Secondary goal - Quality Improvement
Quality control
Quality assurance -




each process supplies
only good units
Respect for humanity
Advantages of JIT
e Lower stock holding means a
reduction in storage space which saves
rent and insurance costs
e As stock is only obtained when it is
needed, less working capital is tied up
in stock
o There is less likelihood of stock peri-
shing, becoming obsolete or out of
date
e Avoids the build-up of unsold finished
product that can occur with sudden
changes in demand
o Less time is spent on checking and re-
working the product of others as the
emphasis is on getting the work right
firsttime
Disadvantages of JIT
e There is little room for mistakes as
minimal stock is kept for re-working
faulty product

e Production is very reliant on suppliers
and if stock is not delivered on time,
the whole production schedule can be
delayed

e There is no spare finished product
available to meet unexpected orders,
because all product is made to meet
actual orders however, JIT is a very
responsive method of production

PUSH Versus PULL PRODUCTION
SYSTEMS
Push system: total demand is forecast,
and the producer allocates ("pushes")
items to users based on the expected needs
of all users. Finished goods accumulate
ininventory.
Produce for Forecast
Pull system: each user requests ("pulls")
items from the producer only as they are
required. Units are only produced if there
isdemand for them. - Produce for Demand
e Current pull systems - JIT, Quick
Response, Efficient Consumer Res-
ponse, Continuous Replacement

TRADITIONAL FACTORY LAYOUT*

*Departments organized by function, each with separate supervisor and specialized
workers. The forklift trucks are needed to move inventory between departments.
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*Factary reargenized into four cells with various machines arrenged in sequertial order. Fewer workers,

JUST-IN-TIME CELLULAR FACTORY LAYOUT*

supervisors and forklift trucks. Much less work in process and no finished goods irventory.

Basic Elements of JIT
Kanban production control
Cellular layouts

Pull production system
Flexible resources
Small-lot production
Quick setups

Uniform production
Quality at the source

. Total productive maintenance
10. Supplier networks

WX N, WD =

Kanban Production Control System
Kamban, meaning label or
signboard, is used as a communication
tool in JIT system. A kamban is attached
to each box of parts as they go to the
assembly line. A worker from the follow-
ing process goes to collect parts from the
previous process leaving a kamban signi-
fying the delivery of a given quantity of
specific parts. Having all the parts
funneled to the line and used as required,
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the same kamban is returned back to
serve as both a record of work done and
an order for new parts. Thus kamban co-
ordinates the inflow of parts and com-
ponents to the assembly line, minimizing
the processes.

A kanban or “pull” production
control system uses simple, visual signals
to control the movement of materials bet-
ween work centers as well as the produc-
tion of new materials to replenish those
sent downstream to the next work center.
Originally, the name kanban (translated
as “signboard” or “visible record”)
referred to a Japanese shop sign that
communicated the type of product sold at
the shop through the visual image on the
sign (for example, using circles of vari-
ous colors to indicate a shop that sells
paint). As implemented in the Toyota
Production System, a kanban is a card
that is attached to a storage and transport
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container. It identifies the part number
and container capacity, along with other
information, and is used to provide an
easily understood, visual signal that a
specific activity is required.

In Toyota's dual-card kanban
system, there are two main types of
kanban:

1. Production Kanban: signals the need
to produce more parts

2. Withdrawal Kanban : signals the need
to withdraw parts from one work
center and deliver them to the next
work center.

In some pull systems, other
signaling approaches are used in place of
kanban cards. For example, an empty
container alone (with appropriate identi-
fication on the container) could serve as a
signal for replenishment. Similarly, a
labeled, pallet-sized square painted on
the shop floor, if uncovered and visible,
could indicate the need to go get another
pallet of materials from its point of pro-
duction and move it on top of the empty
square at its point of use.

References: -

A kanban system is referred to as
apull-system, because the kanban is used
to pull parts to the next production stage
only when they are needed.

Kanban Rules:

1. No parts are made unless there is a
production kanban to authorize pro-
duction. If no production kanban are
in the “in box” at a work center, the
process remains idle, and workers perform
other assigned activities. This rule
enforces the “pull” nature of the
process control.

2. There is exactly one kanban per con-
tainer.

3. Containers for each specific part are
standardized, and they are always
filled with the same (ideally, small)
quantity. (Think of an egg carton,
always filled with exactly one dozen

eggs.)

Summary

Initially JIT aimed at manu-
facturing process improvement. There-
fore even today people call JIT as JIT
manufacturing. But actually JIT consist
of basic main parts in this article there
only explain the Kanban system.

1. Management Accounting:- Concepts, techniques & Controversial issues

James R.Martin.

2. Cost Accounting & Cost managementin a jit environment.

Foster, G.and C.T.Horngren-1987
3. Justin time Compilation
wikipedia, the free encyclopedia.
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Working Capital

Working Capital meets the short
term financial requirements of a business
enterprise. It is a trading capital not
retained in the business in the particular
form for longer than a year. Working
Capital Management is maintained
equally among the reduce risk and in-
crease the income from assets. Working
capital is the cash needed to pay for the
day-to-day operation of the business, and
it is a financial metric which represents
the amount of day-to-day operating
liquidity available to a business.

There are two concepts of work-
ing capital :

i. Gross working capital

ii. Net working capital

Gross working capital refers to
the firm's investment in current assets.
Current assets are those assets which can
be converted into cash within an
accounting year, and include cash, short
term securities, and debtors, bills recei-
vable and stock.

Net working capital refers to the
difference between current assets and
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current liabilities are those claims of out
sliders which are expected to mature for
payment within an accounting year and
include creditors, bills payable and out-
standing expenses. It can be Positive or
Negative. A positive net working capital
will arise when current assets exceed
current liabilities. A Negative Net work-
ing capital occurs when liabilities in
excess of current assets.

According to the gross concept,
working capital means total of all current
assets of a business. It is also called
working capital
Gross working capital = Total current

assets
Net working capital = Current assets -
current liabilities

Gross concept and net concept of
working capital have their own signi-
ficance, when individual current assets
are to be managed gross concept of
working capital used. Under net concept
of working capital, the relationship bet-
ween current assets and current liabilities
are established or their liquidity is deter-
mined.
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Need for Working Capital :

For the efficient operation of
business, working capital is needed for
the purchase of raw materials and payment
of various day-to-day expenses. The need
for working capital is different indiff-
erent business. The financial manage-
ment aims at maximizing the wealth of
share holders, to achieve this objective. It
1s necessary to earn adequate profits. The
need for working capital can be explained
with the help of operating cycle.

A New concept of which is
gaining more and more importance in
recent years in the "operating cycle
concept" of working capital. The
operating cycle means that time period
which is required to convert raw material
into cash. In a manufacturing enterprise
raw material is purchased for cash, then
raw material is converted to work-in
progress, which in turn gets converted in
to finished goods; which again get
converted into debtors and receivables
through sales and lastly is received from
debtors and bill receivable.

Permanent and Variable Working
Capital

In business, current assets are
required because of the operating cycle,
but need for working capital does not end
with the continuously and therefore, in
order to understand the need for working
capital, it becomes essential to disting-
wish temporary working capital.

The requirement for current
assets do not remain stable throughout
the year and fluctuate from time to time.
A certain minimum amount of raw
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material, work-in-progress and finished
and cash must be maintained regularly in
the business, so that day-to-day opera-
tion of the business could continue with-
out any obstacle. This minimum require-
ment of current assets is called perma-
nent working capital.

In certain months of the year, the
level of business activities is higher than
normal and therefore, additional working
capital may be required along with the
permanent working capital. It is known
as variable or temporary working capital.
This part of the working capital is required
due to the changes in demand and supply
of goods on account of changes in
seasons, etc...... For example, in boom
period, the stock is to be kept to fulfill the
demand and the amount of debtors
increases due to more sales, similarly, in
depression, the amount of stock and
debtors declines. Thus, extra working
capital required due to the changes in
demand and production is called variable
working capital.

Excess and
Capital

- Business should maintain sound
position of working capital. The amount
of working capital should neither be too
excessive, nor too much adequate. The
working capital in excess of the require-
ment will reduce profitability as the
funds will remain unutilized. Contrarily,
if the amount of working capital is less
that what it is required, the production
process may be hampered. It will reduce
the sales and consequently the profita-
bility of the business will be adversely
affected.

Inadequate Working
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Factors Determining Working Capital
Requirements
The amount of working capital
for any business depends upon the various
factors. Generally following factors
considered while determining the requi-
rement of working capital :
(1) Nature of Business:
Nature of Business affects the
working capital requirements of the
business. Trading and financial firms
have a very small investment in fixed
assets, but require a large sum of
money to be invested in working
capital.

(11) Growth and Expansion of Business :
The large sized business requires
more permanent and variable
working capital in comparison to
small business. If a company is
growing, its working capital requi-
rements will also go on increasing.

(iii) Availability of Credit :

The working capital requirements of
a firm are also affected by credit
terms granted by its creditors A firm
will need less working capital if
liberal credit terms are available to it.
Similarly, the availability of credit
from banks also influences the
working capital needs of the firm.

(iv) Operating Efficiency :
The operating Efficiency of the firm

relates to the optimum utilisation of
resources at minimum costs. The
firm will be efficiency contributing
in keeping the working capital
investment at a lower level if it is
efficient in controlling operating
costs and utilising curring assets.

(v) Pricelevel changes:

Generally, rising price levels will
require a firm to maintain higher
amount of working capital. Same
levels of current assets will need
increased investment when prices
are increasing. Thus effect of rising
prices will be different for different
companies.

(vi) Turn over of Inventories :
The greater the turnover of inven-
tories, i.e.finished product, raw
material, work-in-progress, lesser
will be the requirements of working
capital. If turn over is lower more
working capital is needed.

(vii)Credit Policy :
Credit Policy affects the working
capital requirementsin two ways:

i) Terms of credit allowed by custo-
mers to the firm

i1) Terms of credit available to the firm.

If the firms follow tight credit
policy, The requirement of working
capital will decrease.

i) LM.Pandey, Financial Management" 8th Edition (1999)
ii) Dr.R.K.Mittal, Management Accounting and Financial Management" Latest

Edition 2006-07

iii) Taxmann's Cost Accounting and Financial Management, 'Ravi M.Kishore".
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Marketing Management Philosophies/
Marketing Concepts

There are several alternative
philosophies that are guide organizations
in their efforts to carry out their marketing
goals. Marketing efforts should be guided
by a marketing philosophy Decisions
about the weight, given the interests of
the organization, customers and society
need to be made by marketing managers.
There are seven alternative concepts
under which organization conduct their
marketing activities.

1) The Production concept

The production concept is one of
the oldest philosophies that guide sellers.
The production concept holds that
consumers will favour products that are
available and highly affordable and that
management should, therefore, focus on
improving production and distribution
efficiency managers of production orien-
ted organizations concentrate on achiev-
ing high production efficiency, Low
costs and mass distribution coverage.
They assume that consumers are pri-
marily interested in product availability
and Low prices. This orientation makes
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sense in developing countries, where
consumer are more interested on obtain-
ing the product than in its features. It is
also used when a company wants to
expand the market.

The production concept is useful
when
1. Demand for a product exceeds the
supply
2. The product cost is too high and
improved productivity is needed to
bringitdown.

The risk with this concept is in
focusing too narrowly company opera-
tions. The production concept holds that
con-sumer will favour products that are
affordable and available, and therefore
managements major task is to improve
production and distribution efficiency
and bring down prices.

2) The Product concept

The product concept holds that
consumers favour quality product that
are reasonably priced, and therefore little
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‘promotional effect is required. The pro-
duct concept stores that consumers will
favour product that offer the most quality,
performance, and features, and that the
organization should, therefore devote its
energy to making continuous product
improvements.

The product concept can also lead
to "Marketing Myopia" the failure to see
the challenges being presented by other
products. Manager on these organiza-
tions focus their energy on making superior
products and improving them overtime.
They assume that buyers admire well
made products and can evaluate quality
and performance.

3) The Selling concept

The selling concept holds that
consumers will not buy enough of the
company's product unless they are
stimulated through a substantial selling
and promotion effort. Many organization
follow the selling concept.

This concept is typically practi-
ced with unsought goods, those goods
that buyers do normally not think of
buying
Eg : Insurance policies

To be successful with this con-
cept, the organization must be good at
tracking down the interested buying and
selling them on product benefits.
Industries that use this concept usually
have over capacity. Their aim is to sell
what they make rather than make what
will sell in the market.
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There are not only high risks with
this approach but low satisfaction by
customers.

Starting point— Factory

Focus — Existing products
\

Means — Selling and promotion
\

Ends — Profits through sales

volume
4) The Marketing Concept

The marketing concept holds that
achieving organizational goals depends
on determining the needs and wants of
target markets and delivering the desired
satisfactions more effectively and efficie
ntly than competitory do.

The marketing concept takes as
'‘Out side - in' perspective (focus on
needs, values and satisfactions) Many
companies claim to adopt the marketing
but really do not unless they commit to
market focused and customer driven
philosophies.

® Customer - driven companies
research current customers to learn
about their desires, gather new
product and service ideas, and test
proposed product improvements.

@ Such customers driven marketing
usually works well when there exists a
clear need and when customers know
what they want.

® When customers do not know what

o Uirutchan




they want marketing can try customer
driving marketing understanding
customer needs even better than cus-
tomers them selves do, and creating
products and services that will meet
exiting and latent needs now and in the
future.

Staring point — Target market
1
Focus — Customer needs
2
Means — Integrated marketing
1
Ends — Profit through
customer satisfaction
5) The Customer Concept

Today many companies are
moving beyond the marketing concept to
the customer concept. Where as com-
panies are practicing the marketing
concept work at the level of customer
segments, a growing number of today's
companies are now shaping separate
offers, services, and messages to individual
customers. These companies collect
information on each are customers past
transaction, demographics, psychogra-
phics and media and distribution.

Staring point — Individual customers
J
Focrs — Customer needs and
values.
\’
Means — One -to-one marketing
integration and value
chain

Ends — Profitable growth
through capturing
customer share loyalty

and lifetime value.

6) Societal Marketing Concept

The societal marketing concept
holds that the organization should
determine the needs, wants, and interests
of target markets. It should then deliver
the desired satisfactions more effectively
and efficiently than competitors in a way
that maintains or improves the consu-
mer's and the society's well being.

It questions whether the pure
marketing concept is adequate given the
variety of societal problems and ills.
According to the societal marketing con-
cepts, the pure marketing concept over-
looks possible conflicts between short -
run consumer wants and long run con-
sumer welfare.

The societal marketing concept
calls upon marketers to balance three
considerations in setting their marketing
policies.

a. Company Profits

b. Customer wants

c.Society's interests

It has become good business to
consider and think of society's interests
when the organization makes marketing
decisions.
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7) Holistic Marketing Concept

The Holistic marketing concept is
based on the development design and
implementation of marketing programs,
processes and activities that recognizes
their breadth and inter dependencies.

Holishic marketing recognizes
that 'every thing matters' with marketing
and that a broad integrated perspective is
often necessary. Four components of
Holistic marketing are relationship mar-
keting, Integrated marketing, Internal
marketing, and socially responsible
marketing.

Holishic Marketing
Customer
Relationship marketing <Channe|s
Partners
Communication
Integrated marketing <Products and services
Channels
Marketing department
Internal marketing Senior management
Other departments
ethics

environment
Legal

community

Socially Responsible

marketing

Relationship Marketing

It has the aim of building mutu-
ally satisfying long term relationships
with key parties - customers, suppliers,
distributors and other marketing partners
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in order to earn and retain their business.
Relationship marketing builds strong
economic, technical and social ties
among the parties.

Relationship marketing involves
cultivating the right kind of relationships
with the right constituent groups. market-
ing must not only do customer relation-
ship management (CRM) but also partner
relationship management (PRM) as well.
Four key constituents for marketing
(channels, suppliers, distributors, dealers,
agencies) and member of the financial
community (shareholders, investors,
analysts)

Integrated Marketing

The marketer's task is to devise
marketing activities and assemble fully
integrated marketing programs to create,
communicate and deliver value for
consumer's. The marketing program con-
sists of numerous decisions on value -
enhancing marketing activities come in
all forms. One traditional depiction of
marketing activities is in terms of the
marketing mix, which has been defined
as the set of marketing tools the firm uses
to pursue its marketing objectives.

Marketing mix decisions must be
made of influencing the trade channels as
well as the final consumers. The com-
pany prepairing and offering mix of
products, services, and prices and utiliz-
ing a communications mix of adver-
tising, sales promotion, events and
experiences, public relations, directions,




direct marketing and personal selling to
reach the trade channels and target
customers.

Internal Marketing

Holistic marketing incorporates
internal marketing, ensuring that every
one in the organization embraces appro-
priate marketing principles, especially
senior management.

Internal marketing is the task of
hiring, training and motivating able
employees who want to serve customers
well. Small marketers recognize that
marketing activities with in the company
can be as important as, or even more so
than, marketing activities directed out-
side the company.

Internal marketing must take
place on two levels. At one level, the
various marketing function - salesforce,
advertising, customers service, product
management, marketing research - must
work together. At another level, market-
ing must be embraced by the other
departments, they must be also "think
customer" marketing is not a department
so much as acompany orientation.

Socially Responsible Marketing
Holistic marketing incorporates
social responsibility marketing and

References :

understanding broader concerns and the
ethical, environmental, Legal and social
context of marketing activities and programs.
The cause and effects of marketing clearly
extend beyond the company and the con-
sumer to society as awhole. Social respon-
sibility also requires that marketers care-
fully consider the role that they are play-
ingcould play interms of social welfare.

The social marketing concept
calls upon the marketers to build social
and ethical consideration in to their
marketing practice. They must balance
and Juggle the often conflicting criteria
of company profits, consumer want satis-
faction and public interest.

If is a principles of enlighted
marketing that holds that a company
should make good marketing decisions
by considering customers want the com-
pany's requirement, consumers longrun
interest and society's longrun interest.

Society (Human welfare)

Societal
marketing
Customer Concept
(want

satisfaction)

Company
(Profit)

Above figure shows company
should balance three considerations in
setting their marketing strategy company
profits, customers wants and society interest.

i) Marketing Management Philip Kotler, 12th edition

ii) Principles of Marketing Philip Kotler and Gary Armstrong, 11th edition
iii) Marketing Lamb, Hair and Mc Daniel, 7th edition

iv) ahoosearch : http// daniel.purdy @ yahoo.com
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The Service Marketing Mix and
Service Marketing Triangle

Service definition

A wide variety of activities
labelled as services are practiced by both
profit-orientated organization and non-
profit orientated organizations. The
success of these organizations depends
on delivering excellent service quality
and creating value to customers (Kasper
etal., 1999:13). Defining services is there
fore not a simplistic task. Over the years
service marketing literature has provided
readers with a variety of service definitions.

According to Irons, (1997:12)
pure services are intangible but they do
usually add value to, or make available, a
tangible product. They do not result in
transfer of ownership and may leave only
memories.

Zeithaml and Bitner (1996) claim
that in the simplest terms services are
deeds, processes, and performances.
Their broader definition states that
services include all economic activities
whose output is not a physical product, is
generally consumed at the time it is
produced, and provides added value in
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forms that are essentially intangible concerns
of the purchaser.

Kotler (1996) defines service as
an activity that one party offers another
that is essential intangible and does not
result in the ownership of anything. It
production may or may not tield to a
physical product.

Grérnroos (1990) identifies a
service as an activity or series of activi-
ties of a more cr less intangible nature
that normally, but not necessarily, takes
place in interaction between the custo-
mer and service employees and or physical
resources or goods and or systems of the
service provider, which are provided as
solutions to customer problems.

Services Marketing from 4 to 7 Ps....

Traditionally, the marketing mix
consisted of four broad categories of
variables known as the 4P's of Market-
ing: product, price, place and promo-
tion.

Product describes the product or
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service being offered. This includes
product ideas and development, variety
and assortment, quality, features, style,
brand name, packaging, warranties,
product logos, trademarks, public perception,
as well as supporting and complementary
services.

Price describes the price charged
and terms associated with the sale, such
as list price, discounts, allowances, credit
terms, payment period, coupons, and
sales policy.

Place is the distribution and
logistics function that needs to be
considered in making the product or
service available, in particular distribu-
tion channel strategies and plans, shelf
space allocation and management,
inventory and warehouse management,
transportation, degree of vertical and
horizontal integration, service level
policy and standards, facility location
and convenience.

Under promotion we understand
all promotion and communication
activities associated with marketing the
product or service, such as advertising,
personal selling, sales promotion, and
public relations, also called the Promo-
tion Mix.

The traditional 4 P's are widely
used as an organizing concept both in
planning corporate marketing strategies
and formulating implementation plans to
achieve specified marketing objectives.

A number of writers have suggested that
the particular elements in the marketing
mix will vary or should be expanded
beyond the 4 P's depending on the
context in which they are used. The
Expanded Marketing Mix included the
traditional mix elements plus three new
ones : people (participants), processes,
and most important of all, provision of
customer service. The expanded
marketing mix has been known as the 7
P's. Many writers refer the 7 P's as the
Service Marketing Mix.

People. The limiting factor to a
success is far more predicated on the
availability of skilled people to work in
the organization than the availability of
other resources such as capital or raw
materials. Companies must develop a
marketing plan to increase the quality of
staff. The expression 'our employees are
our greatest asset' is often heard, unfor-
tunately however, this statement is often
not more than a platitude. By recognizing
the contribution of people to getting and
keeping customers within the overall
marketing mix, the company's competi-
tive performance can be substantially
enhanced.

Processes assume a separate role
within the marketing mix, as process
management involves the procedures,
task schedules, mechanisms, activities
and routines by which a product or
service is delivered to the customer.
Identification of process management as
a separate activity is a pre-requisite to
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quality improvement. While the people
element is important in customer service,
no amount of attention and effort from
staff will overcome continued unsatis-
factory process performance.

Provision of customer service.
Customer service is now often seen as
falling in the province of the distribution
and logistics function, having signi-
ficance in terms of the way in which
products or services are delivered and the
extent to which customers are satisfied in
the context of reliability and speed of
delivery. Other service elements are warranties,
unconditional service guarantees,
intelligible instruction books and free
phone -in advice centers. Service is
essentially any back-up the firm gives to
customers to win and maintain their
loyalty. Several arguments support the
choice of customer service as a separate
element in the marketing mix:

» Changing customer expectations.
in almost every market customers are
becoming more demanding and more
sophisticated than they have been in
the pst. Industrial purchasers are more
professional and make use of vendor
appraisal systems. Very often they
demand just-in-time delivery perfor
mance.

» Increased importance of customer
service. With changing customer
expectations, competitors are seeing
customer service as a competitive
weapon to differentiate their sales.

» The need for a relationship strategy.
To ensure that a customer service
strategy that will create a value, pro
position for customer is formulated,
implemented and controlled. It is
necessary to establish customer
service as having a central role and
not be one that is subsumed in various
elements o the marketing mix.

7Ps of Marketing Mix in Reference and Information Ser ~ices

Products or services of the general reference and information service

department. This is, of course, the information, reference, and
ancillary services that add value such as personal assistance, referral
services, online database searches, document delivery, and

Pricing of use of the library is usually that of the time and effort the
user spends fravelling to the library, as well as the time and effort
spent searching for and examining materials and cost of a foregone

Place of service, based upon knowledge of the market of a library, is
essential in order to identify users and their discrete information
needs and wants. Also this location element has effect upon how the
library can best access their product offerings. To expand the service
area, the library may have branches, bookmobiles, or electronic

Product
interlibrary loan.
Price
alternative activity.
Place
access, FAX, and telephone calls, etc.
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7Ps Definition

Product Products or services of the general reference and information service
department. This is, of course, the information, reference, and
ancillary services that add value such as personal assistance, referral
services, online database searches, document delivery, and
interlibrary loan.

Price Pricing of use of the library is usually that of the time and effort the
user spends travelling to the library, as well as the time and effort
spent searching for and examining materials and cost of a foregone
alternative activity. '

Place Place of service, based upon knowledge of the market of a library, is
essential in order to identify users and their discrete information

The problem with the traditional marketing mix is that most of the elements do

not reflect the value from the customer's perspective. It means that the traditional
marketing mix concept is not customerdriven.

In a customerdriven organization, all the elements in the marketing mix must
correspond to customer value. Forexample :

7P's 7C's
Product Customer needs and wants
Price Cost to customer
Place Convenience
Promotion Communication
Provision of Customer Service Conformance context
Participants Competent people
Process Continuous improvement process

If marketing mix is defined as the marketing tools to pursue the marketing
objectives, then one can say that most of them have failed to do so. In order to
formulate a successful marketing strategy, the marketing mix must be lined up with
the customerdrive critical success factors.

The Services marketing triangle

Service marketers face marketing challenges which revolve around issues such as::
® Understanding customers' needs and expectations of services,

® Making services tangible to customers and

® Keeping and dealing with promises made to the customers (Zeithaml and Bitner,
1996:14).
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FIGURE 1.1 : THE SERVICE MARKETING TRIANGLE
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customer focus across the firm. 2nd Edition. New York: McGraw-Hill, p. 23.

External marketing

The link between an organization
and its customers is the external market-
ing process. External marketing repre-
sents the promises which organiza- tions
make to their customers with reference to
products or services they offer. Organi-
zations make promises to customers
concerning their offerings and how
delivery of the offerings will be conduc-
ted. The external communication activi-
ties of the service provider play akey role
in the formation of customers' expecta-
tions, because their expectations are
affected by the service provider's direct
and indirect marketing messages (Kasper
etal., 1999:216).

In goods as well as services, the
traditional marketing activities facilitate
external marketing processes. Promises
made in advertisements and through

promotions are used by customers to
form service expectations. These can
also positively or negatively influence
thc customers' initial expectations of the
desired le' -! of service. Customers use
price as an indication of the quality of the
offering, while the promise of availability
and accessibility of an offering has an
impact on the customers' service expec-
tations (Kurtz and Clow, 1998:76).
However, for service organizations, factors
such as service employees, organization
image and visible structures, and the
actual service process itself, form the
basis for customers' expectation of the
offering and the delivery thereof. Custo-
mers' expectations and experiences fuse,
therefore much of their final belief is
drawn from the environment in which
they receive the service and personalities
and behaviour of the people they encoun-
terduring service processes (Irons, 1997:14).
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The organization's projected
values and integrity must be the priorities
that govern the promises made to the
customers during the external marketing
process. Customers expect consistent
and realistic promises that will at all
times be honoured by the organization.
Creating unrealistic customer expecta-
tions create dissatisfied customers
(Piercy, 1998:48). Misleading customers
or over-promising to them can negatively
influence the relationship between the
organization and the customer.

Interactive marketing

The interactive marketing process
is about keeping the promises made by
the organization to the customer along
with delivering a quality service to the
customer. Interactive marketing is the
actual contact between the service
employees and the customers and is
called the 'moment of truth' or service
encounter. It is the decisive moment in
the service process where organization
actually show what they can do and how
they meet the set expectations (Kasper et
al., 1999:11). Atthese decisive moments,
everything about the service process can
succeed or fail. The success or failure can
be temporary, complete or final but the
interaction can never be restaged or
controlled (Irons, 1997:46).

The marketing focus of service
organization has shifted from the offering
to the customers, to the interaction that
takes place between the service employees
and the customers. Through their interac-
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tions with employees, customers form a
perception of the integrity of an organi-
zation's service promises. They further-
more use the interaction to access the
value of the offering, and to make the
decision to purchase or repeat the pur-
chase of an offering. Form a customer's
point of view, this is the most important
stage of the service delivery process as it
is during this process that they receive
the value they actually desire.

Interactive marketing performs a
vital function in the establishment of a
relationship between the organization
and the customer. The customer's percep
tion of the service is derived from the
delivery of the service, and cannot be
separated from the contact they experi-
ence with service delivery. However, it is
important for organization to anknow-
ledge the fact that relationships do not
necessarily exist between the organiza-
tion and the customer, but to a greater
extent between the service employees
and customers. The success of these
relationships depends profoundly on the
attitude service employees have towards
their employment and their loyalty
towards the organization. It is the respon-
sibility of the organization to recruit
service orientated employees very carefully,
involve them in organization activities,
and motivate them to follow the examples
set by the leaders of the organization
(Irons, 1997:53).

During interaction, employees
and customers meet face to face and the
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actions of service employees will be a
major factor in influencing the custo-
mers' expectations of the service. Custo-
mers' evaluation of services is based on
their interaction with service employees,
there- fore it is of the utmost importance
that service organization continuously
strive to improve the quality of interac-
tions (Sundaram, 2000:0nline).

Newton (1992) states that people
forget how fast you performed a service
but they remember how you did it.
Service organization must therefore
ensure that their service employees have
the skills and ability to perform the
service to meet the customers' expecta-
tions (Kurtz and Clow, 1998:117). The
reliability of services is tested every time
a customer interacts with the employees
and the service provider whom they
represent.

Internal marketing

The marketing process that
enables service marketers to deliver
promises to customers is called internal
marketing. Through internal marketing,
the organi- zation reveals that it consists
of individuals and departments who are
considered to be each other's customers
(Kasper et al., 1999:371). Employees do
not only provide a service to the external
customers but also to each other within
the organization. Promises are easy to
make, but unless organizations have
internal systems in place to ensure the
delivery thereof, service processes
cannot succeed. The success of internal

service systems is dependent on the
relationship between the organization
and the employees (Kasper et al., 1999:
371).

Internal Marketing hinges on the
assumption that employee satisfaction
and customer satisfaction are interlinked,
thus internal marketing must precede
external marketing. Organization whose
objective is to deliver constant high service
quality have to enable all employees to
practice customer orientation and mar-
keting. Service providers need to recruit,
train, and provide tools to employees to
perform superior service. Kasper et al.,
(1999:480) state that people are valuable
assets to an organization. They should
therefore be fully equipped to provide
that best service to the external and
internal customers.

Enloyees who understand their
functions within the organization are
more likely to cicate a harmonious work
environment that will pave the way for
less role ambiguity, less conflict, and
more satisfied employees in the work-
place.

The examples set by manage-
ment for their employees are critical
factors for the success of the internal
marketing process. There is a direct link
between internal marketing and the
actual delivery of the service, because
customers believe that "what you are is
what matters not what you say".

780/

“Uirutclum



The success of services relies on
the three marketing activities to be carried
out successfully and to be aligned with
each other. Each of the activities presents
a challenge and it is important to find
strategies that support them all. Success-
ful external relationships will be repeated
internally (Irons, 1997:98).

Summary

Services have become an integral
part of the world economy. Over the past
decade the role of services marketing has
become a dominant feature in the service
industry. The continuous shift to an infor-
mation society lead to an increase in
service demand from customers, meaning
that organization no longer regard servi-
ces as an option but rather as a necessity
to gain acompetitive advantage.

A broad definition of services
implies that it is originally intangible and
relatively quickly perishable activities
whose buying takes place in a process of
interaction aimed at creating customer
satisfaction, but during this interactive
consumption it does not always lead to
material possession.

The service marketing triangle

and the service mix are but two concepts
used to address the challenges of service
marketing. The service mix concept has
been developed because of the limitation
of the traditional marketing mix com-
ponents of the service mix are: service
offerings, price, and distribution, pro-
motions, people, process and physical
evidence. The three new components of
the service mix, i.e., people, process and
physical evidence, have the advantage
that they can be fully controlied by the
organization.

The service marketing triangle
focus on three marketing processes that
need to be successfully carried out to
ensure service success. Firstly, external
marketing takes place between the organi-
zation and the customers and represents
the service promises the organization
makes to customers. Secondly, interactive
marketing implies the actual contact bet-
ween service employees and customers
and represent the fulfilment of the
promise made by the organization. Thirdly,
internal marketing enables the service
marketer to deliver promises made to
customers and is the result of interaction
between the organization and itsemployees.

References :

1. http://www.marketingteacher.com/lessonstore.htm

2. http:/www.businessbureau-

3. uk.co.uk/growing business/sales and marketing/marketing mix.htm

4. TheManagementand Marketing of Services peter Mudie Angela Cottam
5.

Bateson

Essentials of Service Marketing, Second Edition, K.Dauglas Hoffman, John E.G.

6. Services Marketing, Fifth Edition, Christopher Lovelock, Jochen Wirtz.

T —

A\ 51\



Totél Quality Management

Introduction

Total Quality Management
(TQM) is an enhancement to the
traditional way of doing business. It is a
proven technique to guarantee survival in
world-class competition. Only by
changing the actions of management will
the culture and actions of an entire
organization be transformed. TQM is for
the most part common sense. Analyzing
the three words, we have:
Total: Make up of the whole.
Quality: Degree of excellence a product
or service provides.
Management: Act, art, or manner of
handling, controlling, directing, etc.

Therefore, TQM is the art of
managing the whole to achieve excell-
ence. TQM is defined as both a philoso-
phy and a set of guiding principles that
represent the foundation of a continuou-
sly improving organization. It is the
application of quantitative methods and
human resources to improve all the
processes within an organization and
exceed customer needs now and in the
future. TQM integrates fundamental
management techniques, existing impro-
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vement efforts, and technical tools under
adisciplined approach.

The Principles of Total Quality Mana-
gement

Good product quality requires a
coherent program of activities and
policies that combines people, techno-
logy, and processes within an institutio-
nal infrastructure that provides the
correct vicion, organization, incentives,
and suppoi:. Total Quality Management
(TQM) synthesizes the most important
quality principles and practices proposed
by quality gurus. TQOM addresses both
the design and conformance aspects of
quality, and it provides a coherent approach
that readily encompasses all the relevant
quality management principles and tools.
Success in quality management is unre-
lated to the program followed or techni-
ques utilized; but rather, depend upon
whether a TQM program is in place with
policies and structures that fit the
organizational structure and personnel.

TQM is based on the following principles
1. Primary responsibility for product
quality rests with top management.
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Management must create an organiza-
tional structure, product design
process, production process, and
incentives that encourage and reward
good quality. Juran has stated clearly
that the critical variable in Japanese
quality leadership is the extent of
active participation by senior managers.”

. Quality should be customer focused

and evaluated using customer-
based standards.

A product is not easy to use, and a
service is not courteous and prompt
unless customers say they are. This
fact requires organizations to work
closely with their customers to deter-
mine what the customers want in the
products and how they receive value
from the products.

. The production process and work

methods must be designed cons-
ciously to achieve quality confor-
mance.

Using the right tools and equipment,
mistakeproofing processes, training
workers in the best methods and pro-
viding a good work environment help
to prevent defects rather than catching
them. In addition, tightly synchroni-
zed production systems with quick
communication among workers pro-
mote quick identification and solution
ofquality problems when they do occur.
Every employee is responsible for
achieving good product quality.

This trans-lattés into self-inspection
by workers rather than by separate
quality control personnel and it requi-
res workers to cooperate in identifying
and solving quality problems.

5.

Quality cannot be inspected into a
product, so make it right the first
time.

Making it right or doing it right the
first time should be the goal of every
worker. Methods such as poke-yoke
and structured machine setups, which
increase the chance of doing it right
the first time, should be utilized as
much as possible.

. Quality must be monitored to iden-

tify problems quickly and correct
quality problems immediately.
Statistical methods can play a useful
role in monitoring quality and identi-
fying problems quickly. But self--
inspection and assessment of work by
employees and customer assessments
of quality are important components
ofthe quality monitoring mechanism.
The organization must strive for
continuous improvement.

Excellent product quality is the result
of workers striving to improve
product quality and productivity on an
ongoing basis using experience and
experimentation. However, continuous
improvement does not happen on its
own. Organizational structures, work
procedures, and policies should be
established that promote and accele-
rate continuous improvement. A
variety of organizational mechanisms
have been used to promote continuous
improvement, such as work teams,
quality circles, and suggestion systems.
Each of these methods utilizes wor-
kers who are directly involved in the
production process as a primary
source for improvement ideas.
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Basic Approach
1. A committed and involved manage-

ment to provide long-term top-to-
bottom organizational support.
Agreement must participate in the
quality program. A quality council
must be established to develop a clear
vision, set long-term goals, and direct
the program. Quality goals are inclu-
ded in the business plan. An annual
quality improvement program is
established and involves input from
the entire work force. Managers
participate on quality improvement
teams and also act as coaches to other
teams. TQM is a continual activity
that must be entrenched in the culture
it is not just a one-shot program. TQM
must be communicated to all people.

. An unwavering focus on the custo-
mer, both internally and externally.
The key to an effective TQM program
1s its focus on the customer. An
excellent place to start is by satisfying
internal customers. We must listen to
the ‘“voice of the customer” and
emphasize design quality and defect
prevention. Does it right the first time
and every time, for customer satisfac-
tion is the most important considera-
tion.

. Effective involvement and utiliza-
tion of the entire work force.

TQM is an organization-wide chall-
enge that is everyone's responsibility.
All personnel must be trained in TQM,
statistical process control (SPC), and
other appropriate quality improve-
ment skills so they can effectively
participate on project teams. Includ-

ing internal customers and, for that
matter, internal suppliers on project
teams are an excellent approach.
Those affected by the plan must be
involved in its development and
implementation. They understand the
process better than anyone lese.
Changing behavior is the goal. People
must come to work not only to do their
jobs, but also to think about how to
improve their jobs. People must be
empowered at the lowest possible
level to perform processes in an
optimum manner.

Continuous improvement of the
business and production process.
There must be a continual striving to
improve all business and production
processes. Quality improvement
projects, such as on-time delivery,
order entry efficiency, billing error
rate, customer satisfaction, cycle time,
scrap reduction, and supplier techni-
ques such as SPC, benchmarking,
quality function development, ISO
9000, and designed experiments are
excellent for problem solving.
Treating suppliers as partners.

On the average 40% of the sales dollar
is purchased product or service; there-
fore, the supplier quality must be
outstanding. A partnering relationship
rather than an adversarial one must be
developed. Both parties have as much
to gain or lose based on the success or
failure of the product or service. The
focus should be on quality and life-
cycle costs rather than price. Suppliers
should be few in number so that true
partnering can occur.
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6. Establish performance measures for
the processes.
Performance measures such as up-
time, percent nonconforming, absen-
teeism, and customer satisfaction
should be determined for each func-
tional area. These measures should be
posted for everyone to see. Quantita-
tive data are necessary to measure the
continuous quality improvement
activity. The purpose of TQM isto provide
a quality product and/or service to
customers, which will, in turn,
increase productivity and loser cost.
With a higher quality product and
lower price, competitive position in
the marketplace will be enhanced.
This series of events will allow the
organization to achieve the objectives
of profit and growth with greater ease.
In addition, the work force will have
job security, which will create a
satisfying place to work. As previou-
sly stated, TQM requires a cultural
change. The table below compares the

previous state with the TQM state for
typical quality elements. This change
is substantial and will not be accom-
plished in a short period of time. Small
organizations will be able to make the
transformation much faster than large
organizations.

TQM Framework

The figure I shows the frame-
work for the TQM system. It begins with
the knowledge provided by gurus of
quality: Shewhart, Deming, Juran,
Figenbaum, Ishikawa, Crosby, and
Taguchi. As the figure 1 shows, they
contributed to the development of
principles and practices and/or the tools
and techniques. Some of these tools and
techniques are used in the product and/or
service realization activity. Feedback
from internal/external customers or
interested parties provides information
to continually improve the organization's
system, product and/or service.

Benchmarkin,

Information echnology
Quality Management Systems
Environmental Management System
Quality Function Deployment
Quality by Design

Failure Mode & Effect Analysis
Products & Service Liability
Total Productive Maintenance
Management Tools

Statistical Tools

Statical Process Control
Experimental Desi

Taguchi's Quality Engineering

Shewhart
Deming
Juran
Feigenbal
Ishikawa
Crosby
Taguchi
Tools and
Gurus | —®|Techniques
Principles Products or
an —»| Service
Practices Realization

L

People and Relationshps
Leadership

Customer Satisfaction
Employee Involvement
Supplier Partnership
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Benefits of TQM
The benefits of TQM are impro-
ved quality
Employee participation
Teamwork
Working relationships
Customer satisfaction.
Employee satisfaction
Productivity
. Communication, profitability, and
market share.

NovR W -

The most common causes for TQM

failures appear to be the following:

1. Lack of Commitment by Top
Management.
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2, Focusing on Specific Techniques
Rather Than on the System

3. Focusing on Specific Techniques
Rather Than on the System

4. Program Stops with Training.

Conclusion

A business organization produces
goods and services to meet its customer's
needs. Quality has become a major factor
in a customer's choice of products and
service. Customers know that certain
companies produce better-quality
products than others, and they buy accor-
dingly.




Global Financial Implications for
South Asia

1. Introduction

The global financial crisis is hitting
South Asia at a time when it is already
reeling from the adverse effects of a
severe terms-of-trade shock. Countries
have responded by partially adjusting
domestic fuel prices, cutting develop-
ment spending and tightening monetary
policy. The adverse effects of these terms
of trade losses have been substantial,
reflected in a slowdown of growth, wor-
.sening of macroeconomic balances and
huge inflationary pressures. The global
financial crisis will likely worsen these
trends, particularly on the growth and
balance of payments front. Slowdown in
global economy will adversely affect
South Asian exports and could hurt
income from remittances. Lower foreign
capital flows and harder terms will
reduce domestic investment. Both will
lower growth prospects.

2. Terms of Trade Shocks: 2003-2008
Huge Terms of Trade Shock: Bet
ween January 2003 and May 2008 South
Asia suffered a huge loss of income from
a severe terms-of-trade shock owing to
the surge in global commodity prices

Mr. K. Mahesan
Final Year

.While MENA, LAC and ECA gained
from higher prices on a net basis, South
Asia lost substantially from both higher
food and petroleum prices. Within South
Asia, losses range from 36 percent of
GDP for the tiny Island country of
Maldives to 8 percent for Bangladesh
Much of the loss came from higher
petroleum prices, where all countries
lost. On the food account, Bangladesh
lost most, followed by Nepal and Sri
Lanka. Pakistan and India actually
gained, being significant rice exporters.
Althoughreliable data is not available for
Afghanistan, losses from the oil and food
price crisis are believed to be substantial.

Deterioration in external and fiscal
balances: The large loss of income from
the terms of trade shock was partially
compensated by rising remittances.
Nevertheless there has been a negative
impact on the external balances of most
South Asian countries .Pakistan suffered
the most rapid deterioration in the current
account balance, which turned from a
surplus of around 4 percent of GDP in
2003 to a deficit of over 8 percent in
2008. Sri Lanka similarly registered a
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sharp increase in current account deficit.
Even in India, the current account
widened sharply from a surplus of more
than 2 percent of GDP in 2004 to a deficit
of over 3 percent in 2008. The current
balance in Nepal that was in surplus for a
fairly long period finally turned into a
deficit in 2008. Only Bangladesh
continued to enjoy a surplus in its current
balance. These differential effects reflect
a number of factors including: the rela-
tive magnitude of terms of trade shocks,
the differences in compensating growth
of remittances, and policy responses
Bangladesh in particular benefited
tremendously from the growth in
remittances. Pakistan and Sri Lanka have
been facing balance of payments
pressures from expansionary fiscal and
monetary policies; the terms of trade
shocks accelerated the deterioration.

Concerning fiscal balance, all coun-
tries except Sri Lanka registered sharp
deterioration: The fiscal deficit wide-
ned most for Pakistan, rising from 2.4
percent of GDP in 2004 to 7.4 percent in
2008. India had made good progress in
reducing fiscal deficit between 2003 and
2007. This progress was reversed in 2008
as sharp increase in fuel subsidies (grow-
ing from 1 % of GDP in FY2007 to an
estimated 4% of GDP in FY2009) threa-
tens to wipe off the gains made so pain-
fully over the past few years. Bangla-
desh also struggled quite a bit. Budget
deficit widened to almost 4 percent in
2008 and is projected to grow further to
over 5 percent, mostly due to increases in
food and petroleum subsidies. Nepal's
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fiscal deficit has grown from its low level
in 2004 owing mainly due to fuel subsidy.
Sri Lanka has long suffered from high
fiscal deficits; as a result, it seceded to
pass on the global price increases in
petroleum to consumers.

Impact on inflation: Rising food and
fuel prices have been a major source of
inflationary pressure in South Asian
countries: In Afghanistan, Sri Lanka,
Pakistan, Bangladesh and Nepal, food
prices made a bigger impact on inflation
than fuel. In India, however, the main
surge to inflation came from fuel price
increases. Afghanistan saw the steepest
increase in staple food prices between
2007 and August 2008, with wheat prices
more than doubling, due to poor domestic
production and export restrictions by
Pakistan. Other South Asian countries
saw staple food price increases ranging
from a low of only 12 percent for India to
83 percent for Sri Lanka. Prices of staple
food have started to come down in all
South Asian countries owing to good
harvests in 2008 and falling global
prices. The global oil prices have also
come down sharply to around $70/barrel
level as compared with the spike at $150/
barrel. The combined effects of lower
food and fuel prices along with demand
management are reducing inflationary
pressure in most South Asian countries
except Pakistan.

3. Effects of the Emerging Global
Financial Crisis
As noted, the South Asia economies
are already limping from the adverse




effects of the huge terms of trade shocks
of the past 6 years. The reduction in glo-
bal petroleum and food prices observed
over the past few months provides a
silver lining for South Asia in an
otherwise difficult external environment.
Yet this silver lining is now heavily
clouded by the emerging global financial
crisis that poses tremendous downside
risks to South Asia. These risks can
transmit from both the financial sector in
terms of volume and price of foreign
capital flows as well as from the real
sector based on adverse effects of a global
slowdown on South Asian exports,
possible downward pressure on remittan-
ces, and slowdown in private and public
investment owing to higher interest rates
as well as lower export demand.

(a)Financial sector effects: South Asia
1s fortunate to have a broadly resilient
financial sector due to a combination
of past financial sector reforms and
capital controls that insulate these
economies to a great extent from the
risk of a financial crisis transmitted
from abroad. However, individual
country risks vary substantially as the
macroeconomic performances, finan-
cial sector health and exposure to
foreign capital markets differ conside-
rably by countries. The largest economy,
India, is relatively more exposed to the
contagion effects of global financial
markets through adverse effects on
capital flows from portfolio and direct
foreign invest-ments, and also through
exposure of domestic financial institu-
tions to troubled international finan-

cial institutions and to contractsinclu-
ding derivativesthat have undergone
large value changes. The evidence so
far shows significant losses in the
stock market and a reduction in the
flow of foreign capital. Yet these risks
are countered by a fundamentally strong
macro economy including prudent
foreign debt management, high
savings rate, solid financial sector
health, and a pro-active monetary
policy management that will likely
allow India to ride the crisis without
destabilizing the financial sector. The
Central Bank has already responded
by letting the exchange rate depreciate
to stem the outflow on the current
account, by providing extra liquidity
to the financial sector, and by raising
the limit on private foreign borrow-
ing. The nature and depth of the global
financial crisis is still evolving and
there is a significant downside risk of
further slowing down of net capital
flows and a hardening of terms. But
these are countered by an overall
healthy banking sector with low non-
reforming loans and a comfortable
capital base and a pro-active monetary
and exchange rate management.
Foreign debt and debt service is low,
and reserve cover ($274 billion) is still
substantial. The high domestic saving
rate (34 percent of GDP) provides
added cushion. The main effects of the
global financial crisis will be to reduce
the availability of funds leading to
higher interest rates and lower public
and private investment that will hurt
growth.

“Uirutcham

A\ 59\



The second largest economy, Pakistan,
is much more fragile and faces the most
vulnerability in the region: High fiscal
and current account deficits, rapid
inflation, low reserves, a weak currency,
and a declining economy put Pakistan in
avery difficult situation to face the global
financial crisis. Efforts are now under-
way to arrest the decline of the macro
economy through appropriate demand
management including tightening of
monetary and fiscal policies. Pakistan's
ability to borrow externally is already
heavily constrained and bond spreads are
very high. The global financial crisis
means that non-official foreign capital
flows would be even more expensive than
now. The contagion effects on domestic
financial sector could be substantial, but
stress tests suggest that the banking
sector as a whole is likely to withstand the
shocks. This is mainly due to the impro-
ved health of the financial sector based on
past reforms.

Sri Lanka suffers from high inflation
and large current and fiscal account
deficits. To stem the deteriorating macro-
balances Sri Lanka has started tightening
monetary policy and is also trying to
contain the fiscal deficit by passing on the
energy price increases to consumers. The
performance of the financial sector has
improved over time, although there is a
slight upward trend in Non-performing
loans (NPL) in recent years. The role of
foreign capital in Sri Lanka's domestic
financial sector is limited. The main
downside risk on the financial sector is a
reduction in capital flows from outside,
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including for the government. There is
already evidence of a rise in spreads for
Sri Lanka bonds. Switching of demand to
domestic financing in an environment of
high inflation and further tightening of
monetary policy would raise interest
rates and slowdown economic activity.
Financial difficulties in domestic firms
could also adversely affect NPLs. Over
all, though; there is little risk of a finan-
cial collapse.

Bangladesh has maintained generally
prudent macroeconomic policies:
Balance of Payments are in surplus
owing to rapidly rising remittances and
prudent demand management. Inflation,
which reached double digit, is now
coming down due to falling food prices.
Fiscal deficit has increased to 5-6 per-
cent, but remains manageable in view of
falling global oil and food prices from
their global peaks last fiscal year. The
financial sector is showing signs of
improved health from past reforms and is
mostly insulated from foreign markets
because of very low private capital inflows.
External debt is low and reserves are com
fortable. In this environment, the effect
of the global financial crisis on the
financial sector is likely to be negligible.
Bangla-desh is relatively more exposed
from the real economy effects of a possible
slow-down in exports, especially
garments, and from remittances.

Nepal is emerging from a conflict
situation with low growth and the
adverse effects of a global food and fuel
crisis. Inflation is showing signs of




deceleration due to reduction in interna-
tional food and fuel prices. Its domestic
financial sector is very weak in terms of
financial indicators with large non-
performing loans and low capital
adequacy. However, the financial sector
is pretty much insulated from global
finances due to the negligible amount of
foreign private capital flows. The risks to
the macro economy come from a potential
expansionary budget in an environment
of a deteriorating global economy.

(b)The real sector effects: The possible
downside effects of the financial
sector crisis are much more direct and
substantial from the real economy
implications. These will work through
trade, remittances and investments.

Exports: Based on progress on trade
reforms, South Asian economies have
become much better integrated with the
global economy than in the early 1990s.
Exports are now over 20 percent of GDP
and are a major source of growth
stimulus. The recession in OECD
countries will almost certainly lower the
export prospects for all South Asian
countries, but especially India that has
done remarkably well in the services
sector and now faces a sharp slowdown in
demand. South Asia is also a major
exporter of textiles and garments that are
vulnerable to the recession in the OECD
economies. Depending on the magnitude
and the period of this recession, the
adverse effects on exports can be large.

Imports: One redeeming feature emerg-

ing from the import side is the observed
downward trend in commodity prices,
especially food and fuel. The import bills
on these accounts, especially fuel, are
already coming. The recession in OECD
countries will likely cause a further reduction
in commodity prices with positive effects
for South Asia.

Remittances: Foreign remittances have
grown rapidly in South Asia over the past
few years. These have not only provided
an offsetting cushion on the balance of
payments, but more importantly they
have been a huge source of income and
safety net for a large number of poor
households in South Asia, especially in
the poor countries of Afghanistan,
Bangladesh and Nepal. Much of these
remittances come from low-skilled
workers engaged in the oil-rich countries
of the Middle East. These earnings do not
face an immediate risk as these econo-
mies have huge earnings and reserves
from the oil price boom and oil prices are
still substantially higher than in 2002 in
real terms. However, remittances from
OECD countries can be adversely affec-
ted. India and Pakistan are particularly
exposed to this slowdown. On balance
the downside risk of substantial lower
earnings from remittances appear low.

Investment: The main risk to growth
comes from the likely adverse effects on
investment of the combined effects of a
slowdown of foreign funding and a
possible increase in non-performing
assets of domestic banks owing to lower
profitability of firms producing for
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export markets. At the same time, higher
inflation has required tightening of
monetary policy. All of these factors will
reduce the availability of domestic
financing of private investment. Public
investment is already constrained by
rising fiscal deficits. Overall, there is
likely to be a slowdown in the rate of
domestic investment. Improvements in
saving rates in South Asian economies
have been an important cushion. But
inadequate adjustment to the losses from
terms of trade, combined with a possible
slowdown of exports earnings and foreign
capital flows will almost certainly reduce
investment and growth.

(c)Impact on macroeconomic balances:
Asnoted South Asia's macroeconomic
balances had already worsened
considerably owing to the term of
trade shocks. The falling commodity
prices of the past few months from
their peak levels were providing some
relief in FY09. Inflation also has been
coming down in most South Asian
countries. The global financial crisis
could offset some of these improve-
ments. A slowdown in earings from
exports and remittances would tend to
hurt the current account, while lower
growth of important demand and
falling commodity prices would tend
to improve. The fiscal picture will
improve from lower subsidies due to
falling prices, but revenue earnings
can decline from lower growth. On
balance, though, we expect inflation
to fall and much of the impact will be
absorbed by lower growth

782/

4. Growth Prospects

Since 1980, South Asia has been on a
rising growth path, reaching a peak of 9
percent in 2006. Growth has been on a
declining trend since then. In particular,
the adjustment to the terms of trade shock
brought about a slowdown in growth in
2008 for all South countries, not with
standing the benefits of a strong agricul-
ture recovery. The onset of the global
financial crisis suggests a significant
slowdown in South Asia's growth pros-
pects for 2009-10 .The slowdowns will
be particularly notable for India and
Pakistan. India's prospects will be hurt by
the reduction in capital flows and
possible slowdown in the growth of exports.
Pakistan's economy is already facing
difficulties; the financial crisis will agg-
ravate it.

5. Policy Issues and Challenges

Moving Forward

Growing fiscal deficits due to food
and fuel subsidies and rising inflation
suggest that South Asian countries have
basically run out of fiscal space and do
not have the option of riding out further
shocks with expansionary fiscal and
monetary policies. So, in the near term
growth will need to fall to absorb the
shock from the financial crisis. Indeed, as
noted, all South Asian countries have
responded with some degree of monetary
tightening and cutbacks in development
spending, and have also adjusted dome-
stic fuel and fertilizer prices in varying
degrees to stem the widening of the fiscal
deficit. The policy option of full pass
through of fuel and fertilizer prices to




consumers is not a politically viable
option, although further reduction of the
gap between domestic and international
prices and better targeting of open-ended
subsidies are possible options especially
in Pakistan which faces the largest
macroeconomic imbalances. Falling global
prices also provide some relief. On the
balance of payments side, the flexibility
of the exchange rate has been a positive
factor, although this has happened only
recently in Pakistan. Nevertheless, further
tightening of demand, especially in
Pakistan and Sri Lanka, will be neces-
sary. Demand management will
obviously need to focus on the right mix
between fiscal and monetary policies
with a view to ensuring that there is
enough liquidity in the short-term to
avoid a financial crunch while also
ensuring that aggregate demand falls to
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reduce inflation and improve the
macroeconomic balances. Over the
medium term, there is substantial scope
for domestic resource mobilization
through the tax system that will play a
key role to regain the growth momentum.
All South Asian countries can benefit
from it. In the short term, countries have
tended to cut development spending to
contain the rise in fiscal deficits, which is
contri-buting to the growth slowdown.
So, better expenditure management is
also a medium-term option for
reconciling stabilization with growth
objectives. Since 1980, South Asia's
growth benefited from prudent
macroeconomic management and both
structural and institutional reforms.
Refocusing policy attention to the next
phase of structural and institutional
reforms will also help growth to recover.

1. Walistreetin Vast Bailout" artice by David M.Herszenhorn in the New york

Times Sept 20.2008
2. www.wikipedia.com

“Vivutcham

A\ 83\



Material Requirement Planning I

Introduction

MRP is a system of planning and
scheduling the time-phased material
requirements for production operations.

This article explains us to the
basic of Material Requirements Planning
(MRP) as a material management infor-
mation system. That enables managers to
improve operations efficiency, shorten
delivery lead times to customers and reduce
inventory levels in many organizations.

We see that MRP is applicable in
environment where and products are
produced from many demand - dependent
sub components assembles and materials
with a known and stable sequence of
product buildup with information inputs
from bills of material, inventory status
files, and the master production schedule.
It is illustrated how the MRP processing
logic provides time - phased plans for
materials procurement and utilization.

For each component in the pro-
duct structure, MRP is seen to show

A
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current and planned activities, open shop
orders, planned order releases, scheduled
receipts - for each period in the planning
horizon.

Definition of MRP I

Material requirements planning
is A system that converts a production
schedule into a listing of the materials
and components required to meet that
schedule so that adequate stock levels are
maintained and items are available when
needed".

MRP I is a computerized infor-
mation, planning and control system that
can be used in a traditional manufacturing
as well as with advanced manufacturing
technology. .

MRP I used information from a
master production schedule which
details how many finished goods items
are needed, and when, and works back
from this to determine the requirement
for parts and materials in the earlier
stages of the production process.
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Objectives of MRP

1. Inventory reduction:
MRP determines how many of a
component are needed and when to
meet the master schedule

2. Reduction in production and delivery
leads times :
MRP identify which of many mate-
rials and components needs (quantity-
rials and timing) availabilities and
actions (procurement and production)
are needed to meet delivery deadlines.

3. Realisticcommitments :
Realistic delivery promises can
enhance customer satisfaction.

4. Increased efficiency:
MRP provides close co-ordination
among various departments and work
centers as product buildups progress
through them. The information
provided by MRP encourages and
supports production efficiencies.

Planning for Material needs

In recent years, material plann-
ing system have replaced reactive
inventory systems in many organizations.
Reactive system ask, "what should I do
now?" Whereas planning systems look
ahead and ask, 'what will I be needing in
the future? 'How much and when?'

Reactive system are simpler to
manage in many respects but have serio-
us draw backs, especially their high
inventory costs and low production
delivery reliability.

The planning system, is more
complex to manage, but it offers
numerous advantages. It reduces
inventories and their associated cost
because it carries only those items and
components that are needed no more and
no less.

Demand Dependency
Demand dependency is an
important consideration in choosing

- between reactive and planning system.

Demand dependency is the degree to
which the demand for some item is
associated with the demand for another
item with independent demand, Demand
for one item is unrelated to the demand
for others.

MRP are more beneficial than
reactive systems for dependent demand
items we don't need large safely stocks
for them. Because we usually know
exactly how many dependent items will
be needed.

MRP System Components

| Master Production Schedule (MPS) |

Inventory |, Material Requirements «— | Bill of materials
Status File Planning (MRP) Processing logic file
v +
Order release requirements Order Rescheduling Planned orders
(orders to be (expedite, de expedite, (future)
released now) cancel:open orders)
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The above figure shows the com
ponents of an MRP system. Three major
information elements are mandatory in
the MRP system. These are, a master
production schedule, an inventory status
file and a bill of material file for product
structure.

Using these three information
sources, the MRP processing logic
provides three kinds of information
outputs about each product components.
There are order release requirements,
order rescheduling and planned orders.

@ Master production schedule:
Describes the quanitity and timing of
each and product to be produced in
each future period in the production
planning horizon.

< Inventory status file :

Complete documentation of the
inventory documentation of the inven-
tory status of each item in the product
structure, including item identifica-
tion, on hand quality, safety stock level,
quantity allocated quality alleviated
and lead time.

& Abill of materials :

Describes product buildup details of
an item, including all subcomponent
items, their buildup sequence, the
quantity needed for each, and the work
centers that perform the buildup
sequence.

Advantages of MRP

1. Improving customer service

2. Reduceinventory investment

3. Improving plant operating efficiency

4. Maximizing efficiency in the timing
orders forraw materials

5. Efficient scheduling of the manufac-
turing and assembly of the end product

6. Management can maintain adequate
inventory level

7. Quickly change the customer demand.

Limitations of MRP

1 A computer is necessary

2. The product structure must be
assembly oriented

3. Bill of materials and inventory status
information must be assembled and
computerized.

4. A valid master schedule must exist

5. Unreliable inventory and transaction
data

6. Training personnel to keep accurate
records is not an easy task.

7. It is critical to successful MRP
implementation.

8. The system must be believable,
accurate and useful

9. It will become an expensive.

Conclusion

This article explains us to the
basic of material requirements planning
(MRP) as a material management infor-
mation system that enables managers to
improve operations efficiency, increase
customer demand and maintain adequate
stock level. So, today MRP is most useful
to many organizations.

MRP was shown to be especially
useful in complex operations where new
customer orders are arriving for a variety
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of products and where shop orders for
various parts and components are in
different stages of completion. These
numerous transactions were accommo-
dated through periodic system updating
with accurate shop status data.

MRP system gives many benefits

to the organizations at the same times it
has many limitations too. Such as high
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expensive, need of high computer tech-
nology, a valid master schedule must be
exist and etc.

Anyhow, If manufacturing orga-
nizations management follow MRP, they
can acheie many benefits. Such as maxi-
mizing efficiency, increase customer
demand and maintain adequate stock
level.
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Impact of Strategy

YL
Introduction

There is considerable confusion
in management literature regarding the
various terms used in strategic. A recent
survey by the American Management
Association revealed that respondents
found it difficult to define policy, and
differentiate between strategy, policy and
objectives, further compounding the
difficulty. According to Andrews,
strategy, policy and objectives embrace a
range of statements from the 'broad’ and
'important’ to 'narrow' and 'unimportant'.
Policies get merged into procedures and
procedures into rules. Strategies get
blended into tactics, resulting in an 'end
means continuum'. This can be illustrated
by the following example. Suppose a
company decides upon a sales growth of
35 percent and desires to achieve this by
acquiring other companies, instead of
introducing new products. Acquisition in
this case can be considered as a strategy
chosen by the company. The company
will then have to dicide on the size of the
firm to be acquired. If it decide on
acquiring a small company, this becomes
the objective.
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Definition of Strategy

Tomorrow always arrives. It is
always different. And even the mightiest
company is in trouble if it has not worked
on the future. Being surprised by what
happens is arisk that even the largest and
richest company cannot afford, and even
the smallest business need not run. - Peter
Drucker.

If we know where we are and
something about how we got there, we
might see where we are treading and if
the outcomes which lie naturally in our
course are unacceptable, to make timely
change. - Abraham Lincoln.

Without a strategy, a company is
like a ship without a rudder, going around
in circles, it's like a tramp; it has no place
to go. Hoel Ross and Michael Kami.

If a man takes no thought about
what is distant, he will find sorrow near at
hand. He who will not worry about what
is far off will soon find something worse
that worry. - Confucius
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The word strategy has entered the
field of management more recently. At
first, the word was in terms of Military
Science to mean what a manager does to
offset actual or potential actions of
competitors. The word is still being used
in the same sense, though by few only.

Strategy has Four Components

< First, strategy should include a clear
setof long term goals.

% Second, components are that it should
define the scope of the firm i.e. the
types of products the firm will serve
etc.

« Thirdly, a strategy should have a clear
statement of what competitive
advantage it will achieve and sustain.

« Finally, the strategy must represent
the firms' internal contest that will
allow it to achieve a competitive
advantage in the environment in
which it has chosen to compete.

Features of Strategy
1. Strategy relates the firm to its
environment, particularly the external

environment in all actions whether .

objective setting, or actions and resources
required for its achieve-ment. This
definition emphasizes on the systems
approach of management and treats an
organization as part of the society
consequently affected it.

2. Strategy is the right combination of
factors both external and internal. In
relating an organization to its environ-
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ment, the management must also consider
the internal factors too, particularly its
strengths and weaknesses, to take
various course of action.

Strategic Decision - making
Strategic management is charac-
terized by its emphasis on strategic
decision-making. As an organization
grows bigger and becomes complex with
higher degree of uncertainty, decision-
making also becomes increasingly
complicated and difficult. Strategic
decisions have to deal essentially with
the long-term future of the organization
and have three important characteristics.
1. Rare
Strategic decisions are not common
and have no precedents.
2. Consequential
Strategic decisions involve committing
substantial resources of the company
and hence a high degree of commit-
ment from persons at all levels.
3. Directive
Strategic decisions can serve as pre-
cedents from less important decisions
and future actions of the organiza-
tions.

Characteristics of Strategic Decisions
atthree Levels

The three levels of strategic
decision have varying characteristics due
to the varying responsibility and
authority at different levels of manage-
ment functioning.
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Characteristic| Corporate Level| Business Unit Level Functional Level
Nature Conceptual Conceptual but Totally operational
related to business unit
Measurability | Non-measurable | Measurable to some Quantifiable
extent
Frequency Large spans Periodic Annually
5-10years
Adaptability Poor Average High
Character Innovative and Action-oriented Totally action
creative Oriented
Risk High Moderate Low
Profit Large Moderate Low
Flexibility High Moderate Low
Time Longrange Medium range Shortrange
CostsInvolved | High Medium Low
Cooperation High Medium Low
Needed
Role of strategy 2. Clarity in direction of Activities

1. Framework for Operational Planning Strategies focus on direction of
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Strategies provide the framework for
plans by channeling, operating deci-
sions and often pre-decidng them, If
strategies are developed carefully and
understood properly by managers,
théy provide more consistent frame
work for operational planning. If this
consistency exists and applied, there
would deployment of organizational
resources in those areas where they
find better use. Strategies define the
business area both terms of customers
and geographical areas served. Better
definition of these areas, better will
be the deployment of resources.

activities by specifying what activities
are to be undertaken for achieving
organizational objectives. They
make the organizational objectives
more clear and specific. For example,
a business organization may define
its objective as profit earning or a
non-business organization may
define its objective as social objective.
But these definitions are too broad
and even vague for putting them into
operation. They are better spelled by
strategies, which focus on operational
objectives and make them more
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practical. For example, strategies will
provide how profit objective can be
sharply defined in terms of how much
profits is to be earned and what
resources of how much profit is to be
earned and what resources will be
required for that. When objectives are
spelled out in these terms, they
provide clear direction to persons in
the organization responsible for
implementing various courses of
action. Most people perform better if
know clearly what they are expected
to do and where their organization is

going.

3. Increase Organizational Effectiveness
Strategies ensure organizational
effectiveness in several ways. The
concept of effectiveness is that the
organization is able to achieve its
objectives within the given resources.
Thus, for effectiveness, it is not only
necessary that resources are put to the
best of their efficiency but also that
they are put in a way which ensures
their maximum contribution to
organizational objectives. In face,
taking strategic management, which
states the objective of the organization
in the context of given resources, can
do this. Therefore, each resource of
the organization has a specific use at a
particular time. Thus, strategies
ensure that resources are put in action
in a way in which these have been
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specified. If this is done, organization
will achieve effectiveness.
4. Personnel Satisfaction

Strategies contribute toward organi-
zation effectiveness by providing
satisfaction to the personnel of the
organization. In organization where
formal strategic management process
is followed, people are more satisfied
by definite prescription of their roles
thereby reducing role conflict and
role ambiguity. If the decisions are
systematized in the organization,
everyone knows how to proceed, how
to contribute towards organizational
objectives, where the information
may be available, who can make
decisions, and so on. Such clarity will
bring effectiveness at the individual
level and consequently at organiza-
tional level.

Conclusion

The teams develop strategies.
The process for large organization is very
complex and it cannot effectively take
place unless people at various levels are
made to participate to arrive at mean-
ingful conclusions. The strategic deci-
sions taken by the company are key to its
survival and progress, and make a
tremendous impact on the company and
need widespread and large commitments
of resources of the company; hence the
presence of top managers in these teams
isnecessary.

1. Human Resource Management - Saci Guptha
2. Organization Behavior Robert Krieinter & Angelo Kinnocks

3. Strategy : httm.
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Quality a Must for Srilankan Banks

Banking Firms, like any other
business firm, produce an output for sale
to customers in the market. They do so in
fierce competition with the rival banking
firms. It is therefore, of utmost impor-
tance for banking firms to win new
customers, retain the existing customer
base and project themselves as different
from the rival firms. One important
element that would help them to attain all
these objectives simultaneously is the
maintenance of the highest level of
quality in their services to customers.

The advancements in information
and communication technology (ICT)
helped banking firms throughout the
globe from around 1960s to enhance their
customer outreach with a variety of new
financial products at low cost. Those who
embraced ICT in the initial period
commanded a competitive edge over
their rivals. But today when ICT is
available at a lower cost, it is within the
reach of almost all banking firms. This
inclusive development has eliminated the
ICT driven competitive edge which some
exclusive banks had been enjoying in the
past. As aresult, it is paramount for bank-
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ing firms today to think quality as the
main instrument of ensuring survival in a
competitive market. Hence, quality is
vital for banking firm in the current
period than any other time. Any bank that
disregards quality requirement would
soon find itself being out - competed by
its rival banking firms.

Banking monopoly did not foster
quality

In 1960s and 70s, Srilanka's
banking industry had been mainly state -
driven with two large state banks holding
monopoly position in the commercial
banking field. Foreign banks had not
been permitted to undertake new
business, while private banks has been
reduced to an insignificant role. Banks
were basically inward looking and been
protected from external competition. In
this scenario, quality did not matter to the
monopolistic banking firms. Whatever
the type of service provided by them with
no regard for quality had been accepted
by the clientele, since there was no other
alter-native for them. No attempt had
been made to improve the outlook of
banks or their branches. Customers had




to wait hours and hours to receive services
in the bank branches. The products
offered by banks were simply basic ones
of traditional type. While the banking
industry around the globe had undergone
tremendous changes, Srilanka's banks
were oblivious to such developments. It
therefore, did not foster quality.

Competition promotes quality

With the opening of the banking
industry to international banks of repute
and the promotion of indigenous private
banks in late 1970's, a fair amount of
competition was added to the banking
industry in Srilanka. As a result, the
banks which had hitherto disregarded
quality were forced to discover its virtues
anew. New products were added to the
list of banking services, while monopoly
banks were forced to emulate the service
benchmarks and norms of the internatio-
nal banks. However, the monopoly banks
could not adjust themselves speedily to
the new requirements but private banks
showed a remarkable enterprise in that
respect. The result was a gradual erosion
of the monopoly position held by the state
banks. The new competition forced banks
to seek after quality for their own survival
in the market.

Basic quality yardsticks

Quality of service means only one
thing : completely satifying a customer
so, that business earns his loyalty and
experiences his repeat patronage. The
customer reposes full trust in the business
firm as a continuous supplier of quality
services. He would be with the business
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firm in both adversity and prosperity. A
business enterprise with such a customer
base will have the strengths to withstand
adverse external stockless and could
successfully go through difficult periods.

What are the main characteristics
of quality as perceived by customers? In
the first place, the service provided
should be a wholesome service. When a
customer visits a business outlet, he
expects certain service standards from
the firm, because he pays for the products
to be bought. It's prime objective is to
receive value for the money he spends.
This value consists of the utility he
receives from the direct consumption of
the product plus an additional gain which
economists call "consumers surplus”. A
common mistake made by many
business firm is that they pay attention to
the utility park, but disregard the
importance of the consumers' surplus to
the customers. They ignore the fact that a
wholesome satisfaction would mean the
maximization of both these parts.

If a customer has to incur an
unbearable transaction cost when he
receives services from a bank, it would
certainly deny him the legitimate
consumers' surplus to which he entitled.
This often arises when the needs for
providing services in time is ignored by
banks. Banks today are expected to
provide a wide array of financial service
to their customers. A quality service to
customers means that these services
should be provided promptly, in the
desired quality and as expected by
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customers. A concerted effort should be
made to reduce the waiting time to receive
services to a bare minimize. Since time is
money and wastage of time amounts to
wastage of money, every one is concer-
ned about the time spent unproductively.
If a bank branch or outside the branch, the
consumers' surplus that should accrue to
the customer is denied to him. However,
such denial of customers' surplus is a
total loose, since no one would gain as a
result of wasting time by a customer.
Economists call such losses' deadweight
losses'. Hence a quality concerned bank
should strive to eliminate such dead-
weight losses in order to enable custo-
mers to enjoy a wholesome satisfaction
out of the services provided by it. Such
customers who receive a wholesome
satisfaction will be loyal to the bank and
would stand by the bank even when there
are adverse developments.

Competition comes from both Internal
and External sources

Banks are forced to go for quality
improvements not only because of the
competition from domestic banking units
but also due to the competition arising
from overseas units. With the opening of
the worlds services sector to free inter-
national trade, banks that produce finan-
cial services have crossed the borders of
nation - states and begun to provided their
services competitively in other territo-
ries. The use of advanced ICT and busi-
ness process off - shoring (BPO) have
helped such banks to provide these ser-
vices online in any part on the globe. It
also has helped them to provide those

services in time and in the required
quality. There are instances when a team
of consultants coming from New york in
USA to an Asian country is being
supported by a research team in Mumbai
which provides its research output in soft
form even before the consultants arrive
in their destination. Such promptness in
production of services cannot be matched
by any local bank unless it pays special
attention to the quality requirements.

Financial sector in any country
has enormous prospects of sustainable
high growth. It moves outside the limited
domestic territories and harness econo-
mics of scale by getting integrated with
the global financial markets. In the
modern financial world where private
capital is increasingly replacing the
official aid flows, money and capital markets
and their ancillary financial products
have thrown unimaginable business
opportunities to financial institutions.
But, a financiai institution cannot exploit
these opportunities to its advantage,
unless it is mindful of quality factors
when it plans to enter the global market in
competition with early entrants to the
market. Hence, quality is a must if a bank
has plans to join the works financial
forces.

What can Banks do to improve
Quality?

Quality improvement in a bank
involves an integrated approach utilizing
both human and material resources.
Hence, itis necessary for a bank to line up
both these resources to produce quality
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product that gives a wholesome satisfac-
tion to its customers. The failure on the
part of either type a resource would mean
failare to ensure the required quality.
Both these resource are subject to depre-
ciation due to continuous use and obsole-
scence due to the introduction of superior
methods and implements. A good case in
point is the replacement of the manual
type writer and the traitional typist by
word processing computer and the
versatile computer operator. If a bank has
not trained its typists in word processing
and equipped itself with word processing
computers, it would certainly lose its
business to rival banks that have made the
required quick adjustments. Hence, a
primary requirement for a quality -
minded bank is to continuously train and
upgrade its human resource base to
enable it to provide quality service to
customers. All employees from top to
bottom should be aware of quality requi-
rements and act at all times to attain is
quality goals. Deviations from the requi-
red behaviour should be noted and corre-
ctive action be taken promptly. Emplo-
yees should be conversant with all the
new techniques that are developed and
have relevance to the bank. For this
purpose, a self propelling learning culture
should be propagated with rewards for
self learners as an incentive for their self
efforts. Both hiring and firing and employee
remuneration should be linked to quality
aspects.

Like the human resource base,
material resource base should also be
cerefully looked after by the bank. For

optimal operation, it should be maintain-
ed properly. In addition, while replacing
obsolete items with new models, a bank
should be vigilant over the industry best
practices that are commonly used by
rivals. Any failure on this count would
mean the loss of existing clientele which
would move to rival banks in search of
better quality in services.

Banks should also have appropri-
ate plans to continue with services in the
event of disturbances to the service flows
due to both unexpected external or
internal factors. While it is necessary to
have business continuity plans (BCPs), it
is equally important to test those plans
regularly by mans of BCP drills.
Operational failures in banks give rise to
reputation losses and, once such losses
arise, it is difficult to regain the reputa-
tion and win the confidence of the
customers. It is therefore more important
to prevent the occurrence of such mishaps
with appropriate risk mitigation measures.

The Future depends on Quality
Srilanka's financial market is too
small for any banking firm to expand
operations, diversity the revenue base
and reduce costs through economies of
scale. Hence, it is necessary for banks to
move out of the domestic territory and
get integrated to the expanding global
financial market. Without quality, this is
not possible. Even if the country's banks
do not move out, they can not prevent the
competition coming from the overseas
banks that sell their products in the local
markets. Such products would be offered
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to local customers by those would be Hence, srilankan banks have no
offered to local customers by those units  choice for expansion, survival and con-
at competitive prices and in better tinued sustenance. If they wish to move
quality. Domestic banks should, there out and get integrated to the global
fore, gain capability to match those market,qualityisamust.Ifthey decide to
products with better quality services. remain as pure local banks, quality is still
amust to outdo those foreign units.
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Manpower Development

Introduction

As stated earlier, the term
manpower refers to the knowledge, skills
creative abilities, talents, aptitude, values
and beliefs for an organization's work-
force. The more important aspects of
manpower are aptitude, value, attitudes
and beliefs. But in a given situation if
these vital aspects remain same, the other
aspects of manpower like, knowledge,
skills, creative abilities and talents play
animportantrole in deciding the efficiency
and effectiveness of an organization’s
workforce. However, enhancement of the
utilization value of manpower depends on
improvement of the manpower aspects
like skill, knowledge, creative abilities
and talent and molding of other aspects
like values, beliefs, aptitude and attitude
in accordance with the changing require-
ments of group, organizations and society
at large. This process is the essence of
manpower development. It is clear from
this interpretation that manpower deve-
lopment improves the utilization value of
an organization. The effective perfor-
mance of an organization depends not
just on the available resources, but its
quality and competence as required by
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the organization from time. The
difference between two nations large
depends on the level of quality of human
resources similarly, the difference in the
level of performance of two organizations
also depends on the utilization value of
human resources. Moreover, the efficiency
of production process and various areas
of management depend to a greater
extent on the level of manpower develop-
ment.

The concept of Manpower Development

Manpower Development is
mainly concerned with developing the
skills, knowledge and competencies of
people and it is people oriented concept.
When we call it a people oriented concept
whether the question of a people will be
developed in the large or national context
or in the smaller organizational context?
Is it different at the macro and micro
level? Manpower development can be
applied both for the national level and
organizational level. The concept of
manpower develop- ment is not yet well
conceived by various authors though
they have defind the term from their
approach as it is of recent origin and still
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is in the conceptualizing stage. It is an
understanding of the term; i.e. new or
rather was new. Manpower development
is not training and development. But
many personnel managers and organi-
zation view manpower development as
synonymous to training and develop-
ment. Many organization in the country
renamed their training department as
man-power developments. Surprisingly,
some organizations renamed their per-
sonel department as manpower develop-
ment departments.. Some educational
institution started a warding degrees and
diplomas in MD even though the concept
isnot yet crystal clear. The concept of MD
was formally introduced by Leonard
Nadler in 1969 in a conference organized
by the American society for training and
development. Leonard Nadler defines
MD as "those learning experience which
are organized for specific time and designed
to bring about the possibility of beha-
vioural change". The term learning expe-
rience refers to purposeful or incidental
learning and not incidental learn-ing.
Among the Indian authors, T.Ventates-
wara Rao worked extensively on MD. He
defines MD in the organizational context
as "a process by which the employees of
an organization are helped in a con-
tinuous, planned way to:

1. Acquire or sharpen capabilities
required various functions associated
with their present or future roles.

2. Develop their general capabilities as
individuals and discover and exploit
their own inner potential for their own
and or organizational development
purposes.
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3. Develop a organizational culture in
which subordinated relationship,
team work and collaboration among

~ sub- units are strong and contribute to
the professional well being, motiva-
tion and pride of employees.

Scope of Manpower Development
Manpower management deals
with procurement, development, com-
pensation, maintenance and utilization of
human resources. MD deals with deve-
lopment of manpower for efficient utili-
zation of these resources in order to achieve
the individual, group and organizational
goals. Thus the scope of HRM is wider
and MD is part and parcel of HRM. In fact,

MD helps for the efficient management of

human resources.

The scope of MD includes:

1. Recruiting the employees within the
dimensions and possibilities for
developing human resources.

ii. Selecting those employees having
potentialities for development to
meet the present and future organiza-
tional needs.

iii. Analizing, appraising and develop-
ing performance of employees as
individuals, members of a group and
organizations with a view to develop
them identifying the gaps in skills
and knowledge.

iv. Help the employees to learn from
their superiors through performance
consultation, performance counsell-
ing and performance interviews.

v. Train all the employees in managerial
and behavioural skills and knowledge.
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vi. Develop the employees in manager-
ial and behavioural skills and know-
ledge.

vii. Planning for employee's behaviour
through organization development.

viit. Planning for succession and develop
the employees.

Need for MD

All business and industrial organi-
zations are dynamic. Infact, liberaliza-
tion, privatization and globalization
made the business firms further dynamic.
In other words, they have been changing
continuously in terms of technoloy, type
of business, products services, organizatio-
nal strength and the like. The changes
invariably demand for the development
of human resources.

Technological advances:- Orga-
nizations in order to servive and develop
should adopt the lastest technoloy. Adap-
tation of the latest technology will not be
complete until they manned by develo-
pedemployees.

Features of Manpower Development

MD is a systematic and planned
approach for the development of indivi-
duals in order to achieve organizational,
group and individual goals.

i. MD is a continuous process for the
development of technical, manager-
ial, behavioural and conceptual skills
and knowledge.

ii. MD develops the skills and know-
ledge not only at the individual level
but also a dyadic level, group level

and organizational level.

iii.MD is multi-disciplinary. It draws
inputs from engineering, technology,
psychology, anthropology, manage-
ment commerce, economics, medicine
etc.

iv. MD is embodied with techniques and
processes. MD techniques include
performance appraisal, training, mana-
gement development, career planning
and development, organization deve-
lopment, counselling, social and
religious programmers, employee
involvement workers' participation,
quality circles etc.

v. MD is essential not only for manufac-
turing and service industry but also
forinformation technology industry.

Manpower Development Objectives

The objectives of MD are:-

v To prepare the employee to meet the
present and changing future job
requirements.

v Topreventemployee obsolescence

v To develop creative abilities and
talents

v To prepare employees for high level
jobs

v To impart entrants with basic MD
skills and knowledge

v To develop the potentialities of
people for the nextlevel job.

v Toaid total quality management

v To promote individual and collective
morale, a sence of responsibility, co-
operative attitudes and good relation
ships.

v To broaden the minds of senior
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managers by providing them with
opportunities for an interchange of
experience within and outside

v To ensure smooth and efficient
working of the organization

v To provide comprehensive frame-
work for MD.

Conclusion

Organization plans including the
plans for change, based on environmental
opportunities and threats, are the basis to
determine organizational requirements.
Organizational requirements in turn are
the basis to determine the future require-
ments of various roles in the organiza-
tion. The difference between the emplo-
yees' present capabilities and future role
requirements are the Manpower to be
acquired and developed. Manpower to be
acquired and developed are determined
in terms of skills, knowledge', abilities,
values, aptitude, beliefs, commitment
etc. Suitable technique (s) of Manpower

development is to be selected depen-ding
upon the resources to be the out-comes of
MD are four-fold, viz. to the
organization, to the individuals, to the
groups and to the society. MD benefits
the organization by developing the
employees and makes them ready to
accept responsibilities, welcome change,
adapts to change, enables the implemen-
tation of the programmers for total quality
management, maintenance of sound
human relations, and increase in
productivity and profitability. MD also
benefits individuals in achieving of
potentials, increases in performance, ful-
filling their needs and enhancing social
and psychological status. The MD helps
the groups in the form of increase in co-
operation, increase in collaboration and
team effectiveness. Further, it helps the
society in the form of developing man-
power and increased contribution of
manpower to the society.

1. Bernardin John H, Russell A.E, Joyle, Human Resource Management an
Experiential Approach, Third edition 1993

2. Dessler, Gary, Human Resource Management, Seventh edition, 2001

3. Personal Management and Implementation of Nike.htm
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d. Dimo
¢. Lanka Ashok Leyland

8. Service

a. Ceylonprinters

b. JohnKeels limited
c. Kalamazoo systems
d

. Lake house printers
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Credit Card

%&

In the modern business word
people are pressed for time and are eager
to do their work as quickly as possible.
Banks play a vital in helping people to
save time.

One of the major roles of the
banks is to assists in the smooth function-
ing of the payment system. Generally it is
done through cash and document based
payment in the form of cheques and
drafts etc. But now plastic cards, which
are based on electronic technology are
very popular in the business world. There
are various electronic. Payment methods
such as ATM's, Direct Credit Transfers,
Electronic Funds Transfer point of sale
(EFTPOS) Direct Debit Transfers,
Credit-cards, RTGS (Real Time Gross
Settlement), prepaid cards and internet
payment systems.

Direct Credit Transfers are used
by the customers as standing orders to
transfer their money in to others
accounts, Direct Debit Transfers are used
to pay quality bills such as electricity and
telephone bills, But the Debit Card is an

Miss S. Lakassana
Final Year

instrument, which is used to transfer
funds from the customer's which is used
to transfer funds from the customer's
accounts to the merchants through
EFTPOS in 2003. four Commercial
Banks issued visa electronic and Debit
master card for this purpose. This
payment method operates through about
8000 machines in Srilanka and the total
value of the transactions were approxi-
mately Rs 40 billion during the last 9
months of this year The credit card is a
system which facilitates the customers to
do the transactions under an approved
credit limit. To operate the credit card
system three functions should be activated.
1. Issuing cards to reliable customers
considering their credit worthiness
ii. On-line or off-the methods for
customers to do their transactions to
do their transactions with authorized
dealers.
iti.Collection of payment from card
hulders and making payments to
dealers through a card centre.

According to Encyclopedia Bri-
tannia the use of credit cards orginated in
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the united states during the 1920S when
individual companies such as hotel
chains began issuing cards to customers
for purchases made at those hotels. The
use of credit cards increased significantly
after world war. The first universal credit
card was introduced by Diners club, in
1950 later the credit card system was
extended to the banks in 1959 the bank of
America in California introduced the
"Bank Americard" This system was
licensed in 1996 and renamed as the 'visa'
in 19764 Thereafter the 'Master Card'
system was started. Now various cards
have become popular in the international
baking industry such as American Express,
Discover, Enfora world plastic, Chase,
etc.

Approximately 700 million
customers do financial transactions with
14 millon outlets and about 800,000
ATMS inover 170 countries.

In srilanka for the first time a
credit card was introduced in 1979 by
'Golden key' in 1989 the bank of Ceylon
started the cey bank credit card and in
1990 the people's bank also introduced a
credit card. At present at together 9
commercial banks and few Non banking
companies are in the card market. Lots of
cards are franchised with visa, master and
Amex. About 80% of the cards have the
ability to do international financial trans
actions when considering the last four
years there is a 26% growth in the
business. Total number of cards issued in
Srilanka by the centres was 700. 747 at
end of June 2004 and the total transaction
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value was approximately 25 billion during
the last six months.

To improve the card market,
banks have introduced various incentive
system such as travel rewards insurance
and discounts on purchases, standard
chartered sky wards credit card specially
focuses on air travel. It also started mini
classic and Gold cards with a minium
annual fee without accessibility to
ATMs. However all banks are expanding
their business in the field of credit cards.
because of its attractive interest rates
charges and fees. which give sufficient
income for their card centers.

The credit card operates accord-
ing to a numbering systems, several
degits are indicated on the face of the
creditcard As an example

4544 8850 007210

- The first 4 serial numbers indicate the
card category.

- The second 4 serial numbers indicate
the Relevant banks identity fixed bin
numbers and the last 6 serial numbers
indicate

- Theidentification number of the card

- The structure of card numbers varies
according to different card systems

forexample
Visacards - 4digits
Discovercards - 6digits

There is a magnetic stripe on the
rear of the credit card. This magnetic
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stripe can be rewritten because of the tiny
bar and tracks. These tracks indicate an
encrypted PIN (Personal identification
Number) country code, currency units,
and amount authorized, But recently
some cards were introduced with micro
processor and without the magnetics
stripe, mainly, focusing on eliminating
frauds and risks which occurred earlier,
These cards are named 'Visa Smart Card'
and ‘M chip' for the master card. The
smart credit card is an innovative
application that includes all aspects of
secret codes not just the authentication.

The enhanced memory and
processing capacity of the Smart Card is
higher than that of the traditional
magnetic stripe card and can accommo-
date. Several different applications as
ATM. Debit cards usage etc. On a single
card. The Smart Credit Card was first
used in France in 1984 and it is being
developed all over the world due to its
advanced technology and various benefits.

The Credit Card business has
developed at such speed because of the
online facilities given to the merchants
for authentication of validity and pay-
ment assurance. There are three methods
for determining whether your credit card
can pay what you are charging.

a. Electronic Data capture (EDC)
magnetic stripe reimburses the value
you have parted with card swipe
terminals at the point of sale.

b. Virtual transaction through the
internet
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c. Merchants with few transaction also
could do voice authentication using a
touchtant phone

To issue the credit card with
specific credit limits to customers bankers
mainly concentrate on the credit worthi-
ness of the applicant. Based on various
creiteria, they issue different cards, namely.

1. Classic card

ii. Silver Card

iii. Gold card

iv. Platinum Card

v. Business Corporate Card

Some Banks issue supple mentary
credit cards with sub limits for other
members of the family. But the primary
card holder is responsible for their
transactions Banks also use different
international nets to popularize their
cards. Commercial Bank issue master
cards. People's Bank and seylan issue
visa while some Banks issue both visa
and master. Nations Trust issues cards
through amex.

Within the last four decades the
card market has expanded rapidly as it
helps the business people with various
benefits. Transactions are very fast and
sate. There is no necessity for and no risk
of carrying cash since they have credit
tacdilities with in a specified limit for
which settle ments can be done after the
grace peried. Easy payment facilities
allow customers to settle a minimum of
5% of the total credit monthly. Even
foreign currency payment can be settied
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in ruppes credit card also enable people
todo repayment immediately through e-
commerce on-line.

New incentive schemes and
benefits for the card holders. Customeri-
zation of card issues, new innovation like
smart Debit and credit cards, speed online
facilities to the point of sale and the
security provided by new technology, are
the main reason for the development of
the card business in the world.

Even though the credit card
industry hasbeen inexistence in Srilanka
for more than 25 years total number of
credit card users in less than 600,000. To
make the credit card more popular
especially among the people in remote
areas goverment support is essential.
Imposing of tariffs on crdit card usage

Reference :
Bankers Journal
Vol XXIV No 1 January - July 2007

such as 'Stamp duty" which was imposed
recently would hinder the credit card
usage by the card holders. The recent
credit card legislation which was passed
by parliament to identify credit card
frauds as 'Criminal offences' would
definitely play a vital role in protecting
the creditindustry in Srilanka.

However the following issues
play a negative role on the card business,
specially in Srilanka. some Banks find
that the resettlement by card holders in
not at a satisfactory level. credit card
frauds are always a threat both on the
internet and out in the real world. Hackers
have found ways to steal credit card
numbers from the websites. Nevertheless
we can assure that new innovations and
regulations of the address these issues for
the future development of the credit card
business.
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Service Marketing in Banking Sector

Key Words:

Marketing, services, price, distri-
bution, promotion, advertising, internal
marketing, network marketing.

Marketing In Banking

Marketing approach in banking
sector had taken significance after 1950
in western countries. New banking
perceptiveness oriented toward market
had influenced banks to create new
market. Banks had started to perform
marketing and planning techniques in
banking in order to be able to offer their
new services efficiently.

Marketing scope in banking
sector should be considered under the
service marketing framework. Performed
marketing strategy is the case which is
determination of the place of financial
institutions on customers' mind. Bank
marketing does not only include service
selling of the bank but also is the function
which gets personality and image for
bank on its customers' mind. On the other
hand, financial marketing is the function

Mr. P. Dineshkumar
Final Year

which relates uncongenially, differences
and similar applications between finan-
cial institutions and judgement standards
of their customers.

The reasons for marketing scope
to have importance in banking and for
banks to interest in marketing subject can
be arranged as:

Change in demographic structure:

Differentiation of population in
the number and composition affect
quality and attribuie of customer whom
benefits from banking services.

Intense competition in financial
service sector: The competition became
intense due to the growing international
banking perceptiveness and recently
being non limiting for new enterprises in
the sector. Increase in liberalization of
interest rates has intensified the competition.

Bank's wish for increasing profit:
Banks have to increase profits to create
new markets, to protect and develop their
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market shares and to survive on the basis
of intense competition and demographic
chance levels.

The marketing comprehension
that are performed by banks since 1950
canbe shown asin following five stages:
1. Promotion oriented marketing
comprehension
2. Marketing comprehensionbased on
having close relations for customers
3. Reformist marketing comprehension
4. Marketing comprehension that focu-
sed on specializing in certain areas
4. Research, planning and control
oriented marketing comprehension

Structure of Bank Market

Marketing activities of firms begin
with determination of the market that
they offer services or goods. Firms must
find out the features of the market that it
fanging market condition. While marke-
ting manager is arranging the variables
under firm's control, she he should also
adopt the external variables. We could
call the factors that affect banks' market
as technological developments, legal
arrangements and competition.

The Marketing Mix in Banking Sector
Service

Recently, banks are in a period
that they earn money in servicing beyond
selling mone. The prestige is get as they
offer their services to the masses.

Like other services, banking ser-
vices are also intangible. Banking
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services are about the money in different
types and attributes like lending, deposi-
ting and transferring procedures. These
intangible services are shaped in long
term. Besides the basic attributes like
speed, security and ease in banking services,
the rights like consultancy for services to
be compounded are also preferred.

Price

The price which is an important
component of marketing mix is named
differently in the base of transaction
exchange that it takes place. Banks have
to estimate the prices of their services
offered. By performing they keep their
relations with extant customers and take
new ones. The prices in banking have
names like interest, commission and
expenses. Price is the sole element of
marketing variables that create earnings,
while others cause expenditure. While
marketing mix elements other price affect
sales volume, price affect both profit and
sales volume directly.

Banks should be very careful in
determining their prices and price
policies. Because mistakes in pricing cause
customers' shift toward the rivals offer-
ing likewise services.

Traditionally banks use three
methods called "cost-plus”, "transaction
volume base" and "challenging leader” in

pricing of their services.

Distribution
The complexity of banking ser-
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vices is resulted from different kinds of
them. The most important feature of
banking is the persuasion of customers
benefiting from services. Most banks'
services are complex in attribute and
when this feature joins the intangibility
characteristics, offerings take also mental
intangibility in addition to physical intan-
gibility. On the other hand, value of
service and benefits taken from it mostly
depend on knowledge, capability and
participation of customers besides features
of offerings. This resulted from the fact
that production and consumption have
non separable characteristics in those
services. Most authors argue that those
features of banking services make personal
interaction between customer and bank
obligatory and the direct distribution is
the sole alternative. Due to this reason,
like preceding applications in recent
years, branch offices use traditional method
indistribution of banking services.

Promotion

One of the most important ele-
ment of marketing mix of services is
promotion which is consist of personal
selling, advertising, public relations, and
promotional tools.

Personal Selling

Due to the characteristics of
banking services, personal selling is the
way that most banks prefer in expanding
selling and use of them. Personal selling
occurs in two ways. First occurs in a way
that customer and banker perform interac-
tion face to face at branch office. In this

case, whole personnel, bank employees,
chief and office manager, takes part in
selling. Second occurs in a way that
customer representatives go to customers'
place. Customer representatives are
specialist in banks' services to be offered
and they shade the relationship between
bank and customer.

Advertising

Banks have too many goals
which they want to achieve. Those goals
are for accomplishing the objectives as
follows in a way that banks develop
advertising campaigns and use media.

1. Conceive customers to examine all
kinds of services that banks offer

2. Increase use of services

Create well fit image about banks and

sarvices

Change customers' attitudes

Introduce services of banks

Support personal selling

Emphasize well service

w

Nowm ke

Advertising media and channels
that banks prefer are newspaper, magazine,
radio, direct posting and outdoor ads and
TV commercials. In the selection of
media, target market should be determi-
ned and the reach this target and cheaply
must be preferred.

Banks should care about follow-
ing criteria for selection of media.
1. Which media the target market prefer
2. Characteristics of service
3. Contentof message

792 /
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4. Cost
5. Situation of rivals

Ads should be mostly educative,
image making and provide the informa-
tion as follows:

1. Activities of banks, results, programs,
new services

2. Situation of market, government
decisions, future developments

3. The opportunities offered for industry
branches whose development meets
national benefits.

Public Relations
Public relations in banking
should provide:
1. Establishing most effective communi-
cation system
2. Creating sympathy about relationship
between bankand customer
3. Giving broadest information about
activities of bank
It is observed that the banks in Turkey
perform their own publications, maga-
zine and sponsoring activities.

Selling Promotional Tools

Another element of the promo-
tion mixes of banks is improvement of
selling. Mostly used selling improvement
tools are layout at selling point, reward-
ing personnel, seminaries, special gifts,
premiums, contests.

Development In Marketing Scope at

The Aspect of Service Marketing
Marketing scope develops day to

day. These developments carry special

“Uirutcham

significance for service sector in which
customer and service producer interact
closely.

Internal Marketing

Especially in service sector like
external relations, internal relations also
have significance. It requires finding and
keeping successful personnel.

For personnel of the organization
to be considered their own goals and
service situation, values of the organiza-
tion are sold to them. The communication
techniques carried out for customers are
also performed for the personnel in inter-
nal marketing and these two techniques
go together. For example, the ads that
aim creating firm's image should be
prepared with regarding to audience
which is com-posed of firm's personnel.

Network Marketing

This approach takes the organiza-
tion as a sequence which involves producer
and customer that market services to each
other in the organization. In this
structure, the activities of depart-ments
that compose organization would be
more focused on market. This will also
affect the structure of organization.

Relationship Marketing

It was mentioned that close
relationship was established between
producer and customer in service sector.
In addition to this cycle of a customer
relationship was also mentioned under
the product outline.
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According to the researchers,
maintaining the relationship for extant
customer increases the profit of firms. It
should be emphasized that this fact has an
importance for service sector.

Life cycle of a customer relation-
ship is composed of three stages. At the
first stage, firms try to be well known and
to acquire new customers. At the second
stage, the connection between customer
and firm has been achieved. During the
stage, firms intensified their activities on
acquired customers and Doth of them

promises mutually. At the third stage,
~ these promises are accomplished and the
service is consumed. During the stage
firms face "Reality Instants" which could
possibly achieve satisfaction of customer
and continuous relationship. This could
be also true for second stage. So these
instants should be managed successfully.

Implementation of close relations
with customer successively and true
applications at reality could not be
accomplished by responsibilities of a
marketing personnel.

Besides, it should be remembered
that consumption and production of
service are closely interrelated. At this
context, marketing should have not only
in production-consumption between
instants, but also at points that these
intersect. In this case, 4P that was men

References :

tioned at second section would be insuffi-
cient. So, we could divide service marke-
ting into two parts as specialist function
(market-ing mix, marketing researches)
and marketing function (buyer seller
interactions).

Efforts in first stage in which
customers are not so clear, at the relation-
ship life cycle could be minimized for
lasting customers. This is achieved by
successful customer relations. In this
approach, marketing may be defined as
"Marketing is for : establishing, keeping,
developing relationship with customers
in a manner that profit is got (especially
in long term). So, objectives of two
relevant sides would be achieved. This
would be accomplished by shared
promises and carrying out the promises."

Conclusion

The achievement in communi-
cation techniques and e-trade gave rise to
many results for inarketing practices and
perceptions. But, one of them is espe-
cially important that occurred in banking
sector in marketing. Today, marketing
are of great emphasis on both customer
and bank. The quality and quantity of
banking products increased and a result
of this, recentdevelopments in marketing
thoughts in services such as internal mar-
keting, network marketing, data base
marketing and relationship marketing
became more favourable practices.

1. C.Gronroos, Service Management and Marketing - Lexington Books, USA, 1990.
2. APalmer, Principles of Services Marketing, McGraw - Hill Book Company,
3. Y.Cemalcylar, Pazarlama, AU. Yayynlary, Eskieohir, 1995
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Organizational Commitment

Introduction

In the fields of organizational
behaviour and Industrial / organizational
psychology, organizational commitment
is in a general sense, the employee's
psychological attachment to the organi-
zation. It can be contrasted with other
work related attitudes, such as job satis-
faction defined as an employee's feelings
about their job and organizational identi-
fication, defined as the degree to which
an employee experiences a sense of
oneness with their organizations.

Definition
A wide variety of definitions and

measure of organizational commitment.

Organizational commitment is most

often defined as

O A strong desire to remain a member of
particular organization

O A willingness to exert high levels of
effort on behalf of the organization.

O A definite belief in and acceptance of
the values, and goals of the organi-
zation

Miss. T. Surega
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In other words this is an attitude
about employees loyalty to their organi-
zation and is an ongoing process through
which organizational

participants
express their concern for the organization
and its continued success and well being.

Organizational commitment is
determined by number of factors includ-
ing personal factors (eg. age, tenure in the
organizational, disposition, internal or
external control attributions) organiza-
tional factors (job design and the
leadership style of one's supervisor) non
organizational factors (availability of
alternatives.

Types of organizational commitment

1. Affective commitment:
Affective commitment is defined as
the employee's positive emotional
attachment to the organization. An
employee who is effectively committed
strongly identified with the goals of
the organization and desires to remain
a part of the organization. The
strength of a person's desire to work
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for an organization because he or she
agrees with its underlying goals and
valves,

. Continuance Commitment :

The individual commit to the
organization because he/ she percei-
ves high costs of losing organizational
membership. including economic
costs (such as pension accruals) and
social costs (friendship ties with co-
workers) that would be incurred. The
employee remains a member of the
organization because he/ she 'has to'.
The strength of a person's desire to
continue working for an organization
because he or the needs to do so and
cannot afford to leave.

. Normative Commitment :

The individual commits to and
remains with an organization because
of feelings may derive from many
sources. For example the, organiza-
tion may have invested resources in
train-ing an employee who then feelsa
moral obligation to put forth effort on
the job and stay with the organization
to 'repay the debt'. It may also reflect
an internalized form developed before
the person joins the organization
through family or other socialization

1s

Behaviour in Organizations

processes, that one should be loyal to
one's organization. The employee
stays with the organization because
he/ she 'oughtto'.

Why strive for a committed work force?

1.

Committed employees are less likely
to withdraw:

The more highly committed emplo-
yees are to their organization, the lcss
likely they are to resign and to be
absent. (what we referred to as emplo-
yee with drawal in the context of job
satisfaction)

. Committed employees are willing to

make sacrifices for the organization.

Beyond remaining in their organiza-
tions, those who are highly committed
to them demonstrate a great willing-
ness to there and make sacrifices
received for the organization to thrive.

Approaches to Developing organiza-
tional commitment

1.

Make jobs interesting and give people
responsibility

Align the interests of the company
with those of the employees

Profit sharing plans

. Enthusiastically recrto new employ-

ees whose raves closely match those
of the organization.

Authors : Jerald Greenberg, Rebort A, Baron, 8th edition

2. Organizational Behaviour

Author : Fred Luthans, 6th edition
3. hittp://fen.wikipedia.org/wiki.
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Commercial Banking Important aspects
of Lending Portfolio Management

,‘
A
D @%

introduction

Lending is one of the major
activities of a bank. The core business of
banking is to mobilise deposits from
public who have surplus to save and lend
same to public who are in need of money.
Keeping a margin as profit. In this task.
Banks act as financial Intermediaries and
they match their lending portfolio with
the maturity pattern of the deposits
mobilised.

Banks mobilise deposits as short,
medium and long term. According to the
rules and regulation of the central bank of
Srilanka (CBSL) certain percentage of
the mobilised deposits should be reserved
to maintain the reserve requirement
imposed by the CBSL and a considerable
amount of liquid assets should be main-
tained to meet the demand for money by
the customers. After full filling the
statutory requirements the balance is
available for banks to lend or invest as
they wish. The people who fall into one of
the following categories may apply for
advanced/loan.

Miss. T. Sugaruba
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Individual

Sole proprietor ship

Partnership

Limited Liability companies (Private
and public)

Unincorporated Societies and club
Government institutions

Trustees and

Executors and Administrators

® 6 o o

® & O o

Once the lending proposition
(LO) for a loan / advanced is received by
the bank from a prospective borrower,
the assessment of the applicant / borrower
is begun to determine the credit worthness
of the applicant/ borrower. The objective
of this evaluation process is o ascertain
whetherthe 1P is
i. Acceptableinitsoriginal form
ii. Acceptable with some amendments or
not acceptable

The LP should come from the
prospective borrower himself and the
decision to lend or not is taken by the
bank. The requests for loans / advanced
received by banks will be finally catego-
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ries under one of the above creteria after
evaluating the LP. Therefore some of the
1 Ps are accepted with some amendments
to its original form. A considerable per
centage of 1Ps are declined due to
various reasons. The P should conform
to the principles of good lending as well
as the bank's tending policy. This clearly
shows that the banks are not willing to
lend to anyone who applies for a loan /
advanced.

We will now discuss the impor-
tant foctor examined by the cammercial
banks when they evaluate the 1P
received from a prospective borrower for
a loan / advance. Emphasizing on per-
sonal lending.

Character

Banks are willing to lend money
to people who have ex excellent
character. This feoture is judged by banks
intwo ways.

1. Examination of post records of the
customers
Banks consider credit applications
favourably received from their
customers who have maintained their
accounts with the bank at least for six
months. Recommendations received
from the existing customers will be
given preference in the evaluation
process. Therefore, if the customer
maintains a current account (CA) with
the bank. It is considered as a plus
point since a CA in necessarily
introduced by an existing customers of

the bank and the monthly statement
derived from the CA is useful; as a
mirror of the financial discipline of the
customer. If the applicant does not
maintain an account with the bank
then the bank is interested in finding
out why the applicant does not
demond for the advance / loan from
his / her present banker. Banks carry
out a through study on the past records
of the loand obtained from the bank by
the customer, repayment pattern of
such loans. reports of credit information
bureou (CRIB) cheque returns. stop
payments of cheques behavior of the
CA (highest howest and average
balances) and the expenses over
income i.e. debits over credits in the
account. Banks also give weight age
to those who have any other relation-
chips with the bank like investments
with the bank and holding other
products of the bank such a fixed
deposits (FDs) certificate of Desposits
(CDs) saving accounts etc.

. Conducting personal interview

This technique is adopted by the banks
to determine the integrity and trust-
worthiness of the prospective appli-
cant / borrower, Banks assess the
financial standing and genuineness of
the financial need by meeting the
borrower personally. It is important to
examine whether the berrower is clear
on his plans, objectives and the return
on the investment made by him.
Through a personal interview, banks
recegnize the special skills, leader-
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ship. qualities relevant experience.
know how and the knowledge on
financial matters of the borrower.

Credit officers of the bank study
the 1P gather the Market. technical and
industrial information and identify the
strengths and weekness of the 1P before
they meet the applizant / borrower. They
take this opportunity to discuss with the
borrower about the weekness of the LP
propose atternatives make amendments
if required and suggest improvements.
This opportunist is also used to build a
strong and friendly relationship with the
prospective borrower.

Abllity

Banks are willing to lend money
to people who have special ability to o
things. This means the ability of the
prospective borrower to manage the
financial affairs properly and efficiently.
Banks take into account the relevant
experience and skills academic and
professional qualification along with the
knowledge on the relevant filed and also
the knowledge on principles of marketing
and basics of finance. The overall assess-
ment about the ability of the borrower
will help the credit officer to ascertain the
borrowers capacity to meet the financial
commitments proposed in the LP
financial commitments proposed in the
1 P. If the application is for a loan for a
consumption. purpose the bank is mainly
interested in assessing his/her ability to
generate the cashflow (liquidity) to repay
the loan.

Margin

Banks are willing to lend money
to people who are capable of repaying a
certain percentage of interests as the
return for the money disburshed by the
bank. This quantum should be adcquate
to cover the administration cost of the
bank. Banks make profits from their
lending activities in three different ways
such as interest margin fees and
commission Borrowers have to pay an
interest as the cost of money they
borrowed from the bank along with the
capital.

Purpose
Banks are willing to lend money

to people who have a clear idea of what
they are going to do with the money they
borrow. Banks do not lend for illegal
purpose Itis a banking practice to inquire
from the borrower the actual reason for th
advance / loan to be taken from the bank.
The purpose is an important aspect of
lending it will decide.
* Whethertolend or not
* The amount of the loan
* The period of repayment and the grace

period (if any) and
* The type of security to be taken

Through the purpose is legal
some banks do not lend for some purpose
as apolicy of that particular bank and due
to technical and practical limitations.
Refraining from granting advances to
new ventures by new commercial banks
is good example of this point.

“UVirutcham
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Amount :
Banks are willing to lend money
to people who clearly stipulate financial
need in the LP. This is one of the crucial
factors and the cxactamount of the loan
should clearly be indicated. The amount
of the loan is very closely related with the
purpose of the loan. It must not be a
qualitative statement or a quantitative
range. Banks consider several important
points in relation to the amount of the
loan
*  Whether the horrower's contribution /
stake is sufficient with the amount to
be lent

* Whether the borrower has asked for
more than the real requirement

* Whether the borrower has asked for
less than the real requirement and

* Whether the borrower wants his/her
bank to suggest the amount.

Generally banks do not decide or
suggest the amount of the loan. Further
they do not lend more than the quantum
necessary to fulfil the purpose of the loan
to avoid the possibility of using the
excess money for other purpose Banks
also do not lend less than the real require-
ment since the borrower will go to other
source of funds to fill the gop. This may
reduce the repayment capacity of the
borrower.

Repayment

Banks are willing to lend money
to people who have a strong repayment
capacity (net worth) This factor is very
important and ranked after the chracter
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the borrower. Even through the borrower
has adequate quantity of assets to be
lodged as a security for the advance,
banks do not lend him if he does not have
the capacity of repayment of the loan
along with the internet. therefore banks
request the prospective borrower to
produce the all possible documentary
evidence which will enable him to prove
his repayment capacity. Banks in general
perform a proper analysis of the cash
flow of the borrower to determine the
repayment of capacity.

Security / Collateral

Banks are willing to lend to
people who can provide the bank with
some sort of asset as security or a guaran-
tee as a collateral for the loan applied to
cover the amount of the event the borrower
is mnable to repay. Banks consider the
security as an insurance against the non
payment and realise same in the last
resort in case of default to recover the
outstanding along with the internet
occured.

In brief, banks are willing to lend

money to borrowers who

* Have good character, high degree of
integrity and trustworthiness.

* Have ability to meet financial commit-
ments

* Are willing to provide a Margin to the
bank

* Have come with an acceptable
purpose

* Have a clear idea about the financial
requirement

—




* Have documentary evidence for
repayment capacity and

Are willing to provide some sort of
security / collateral

The Judgement will be taken in the

following manner.

* Identify the issue in the proposition

* Consider the risks involved

* Decide the measures necessary to
make the risk acceptable

* Weigh the available evidence and

* Make the judgement

It is accepted that any credit

Reference :
Bankers Journal March - 2003

officer should grant credit facilities pru-
dently and Judiciously. Weighing the risk
involved and the benefits derived from
that particular credit transaction on one
hand lending is science on the other hand
it is matter of common sense. Credit
officers are ruled by their heads and not
by their hearts. Therefore the lending
proposition (LP) should be prepared
comprehensively providing all possible
facts and figures by the prospective
borrower and presented to the bank as

“early as possible after deciding to borrow

so as to cnable the credit officer to eva-
luate the same properly and favourably.
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Importance of Communication for
an Efficient Management

1. Communication

Communication may be defined
as giving, receiving or exchanging infor-
mation, options or ideas by writing.
Speech or visual means, so that the material
communicated is completely understood
by everyone concerned.

All day everyday we are comm
unicating, whether it is talking to people
on the telephone or in person, taking dica-
tion and transcribing business correspon-
dence, liasing with colleagues and staff,
writing letter and other correspondence.

The important communication
can be summarized in following points:
1. Communication make possible can
smooth working of the organization
2. Communication increases the mana-
gerial efficuency

Mr.R. Pirakas
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3. Communication promotes co-opera-
tion and industrial place

4. Communication helps establishing

effective leadership.

5. Communication rises the mora of the
worker.

6. Communication is the basis of deci-
sion making.

2. Good communication should have
1. Timely - Aviable at correct time
2. Completness - Sufficient for the

purpose

Accurancy - Correct & reliability

4. Understandability - Simple &

clear meaning
5. Legal Communication

(O8]

3. The communication process/ model
Communication process can be shown
infollowing chart :-

[Sende;] — I Encodi%}—b

A

Media
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feed back]
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!
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Communication model with nine
elements represent the major parties
communication sender and receiver.
Another two represent the major
communication tools message and media
four represent major communication
function encoding, decoding, response
and feed back. The elements noise in the
system these elements are defined as
follows :-
SENDER: The party sending the
message to another party
ENCODING: The process of putting

through into symbolic

form
MESSAGE: The set of symbols that
the sender transmits
MEDIA : The communication

channel through which
the message moves from
sender to receiver

DECODING : The process by which the
receiver assigns meaning
to the symbols transmitted
by the sender

Internal Communication

;

\

RECEIVER : The party receiving the

message sent by another
party
RESPONSE: The set of reactions that
the receiver has after being
exposed to the message
FEEDBACK:: The part of the receiver's
response that the receiver
communication back to
the sender
Unplanned stratic or
distortion during the
communication process,
resulting in the receiver's
receiving efferint mess-
age than the a different
sender sent.

NOISE:

4. Methods of communication

The main methods of oral and written
communication both internal and
external are shown in the following
diagrams:

/ memo Report \

\ Presentation /

message Intercom Graoh

raphs
staff P
INTERNAL e-mail
Communication News letter
face - to face
discussion f
; ast
Meeting / Minutes
conference Note

question noise
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External Communication

Conversation
Conference / Telephone
Seminar
Meeting ORAL Presentation
N
Leaflel brochure WRITTEN letter
Fax
invitation
E-mail
forms/questionnaire Report
Press . Graph / chart
release Advertise | ..o

Customer ment
newsletter

5. On the basis of the direction of
Communication
1. Downward communication
This is by far the most frequent
form of communication within an

organization, where higher levels 3.

communicate with staff below
them. In this category are
communication like memos,
notices, in - house news letter,
company handbook, procedure

manuals. 4.

2. Upward communication
The upward communication flow
is equally important as the
downward flow. Communica-
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tions are directed upwards to
managers, supervisors or direc-
tors by using memos, reports,
meeting informal discussions.

Horizontal Communication

This occurs between people of
the same status sales staff, depart-
mental heads, directors, super-
Visors.

Diagonal Communication
Tasks frequently arise which
involve more than one depart-
ment and there is often no
obvious line of authority.
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Barriers to Communication
Communication may fail for a variety

of reasons

1. Non - verbal signals

Choosing the means of communication

The medium chosen for communi-
cating any message will depend on
various factors such as

1. Cost Consider how much the Non verbal signals, often referred to
communication will cost in terms of as "body language", can provide
the results expected valuable feedback where verbal

2. Confidentiality : Communication will communication is concerned such
be confidented signals include facial expressions,

3. Safety and security gestures, movements, eye contact and

4. Influence : To convey a certain nodding the head.
impression, would a congratulatory o
telegram orinvitation be suitable . Language : Choice of words is vital to

5. Urgency : Choose the method which the effectiveness of any comrpunica—
will produce the desired results in the tion. .Many words have different
time available. meanings.

) o _ . Listening : Anyone who has some

Distance : It Is communication with thing vaild to say deserves attention

in the building, in the
same town, or the other 4. Pre-judgement: Whatis understood is
side of the world? often conditioned by what we already

Timeofday: This is particularly know and by our background know-

important when commu- ledge and experience.
nicating with overseas ] i ,
countries . Re]atlonshlps. : The effectiveness of

Resources:  Consider the equipment any communication may depend on

and staff avaviable
(sender and recipient)

Written record ;: Written communications

carry more authority and
are proof of a transaction

References :

1.

Communication for Business
Third edition
Shirley Taylor

2. Principles and Practies of Commerce
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Third edition
C.L Chaturvvedi, L.N. Agrawal.

our relationship with the person
giving the message.

. Systems : In any Organization there

should be prescribed procedures for
getting message to the people who
need them. Without such systems
there can be noeffective communication.
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e-Marketing

Introduction

e-Marketing means using digital
technologies to help sell goods or
services. These technologies are a valuable
complement to traditional marketing me-
thods whatever the size of company or
business model.

The basics of marketing remain
the same - creating a strategy to deliver
the right messages to the right people.
What has changed is the number of
options we have. Though business will
continue to make use of. traditional mar-
keting methods, such as advertising,
direct mail and Public relation, e-
marketing adds a whole new element to
the marketing mix. Many business are
producing great results with e-marketing
and its flexible and cost-effective nature
makes it particularly suitable for small
business.

This guide describes how to
develop an e-marketing plan and
provides guidance on implementing that
plan and monitoring its effectiveness.
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web has
provided a great vehicle for marketing
for many companies. More and more,
business are taking advantage of web's
speed, effici-ency and cost effectiveness
to deliver return on investment from
advertising and promotional campaigns
not available to traditional media. e-
marketing encom-passes many forms of
inteiactive activity including banner
button advertisements and links on
websites, email marketing and
newsletters, affiliate marketing, online
classifieds listing and search engine
marketing. It can contribute to an organi-
zation's overall marketing mix by driving
more users to a website, the online shop
front and lead to increased website
visitation and sales.

The world wide

Positive argument of e-marketing

The key advantage e-marketing
has over various other forms of market-
ing is that the activity you undertake such
as email, advertising banners and search
engine marketing is in the same medium
as where the user will find and or buy
your product-online!.
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Branding - An organization's products,
services, offers and logos can be displa-
yed visually and sometimes with stream-
ing video and audio, on the Internet.

Direct Response - e-marketing is very
fast; users can respond to marketing
instantly. This allows business to receive
more immediate results from promotio-
nal and advertising efforts via the Internet.

Targeting - Technologies - such as
personalization and geocoding where
users are visiting from - can help marke-
ters target very niche audiences, quite
often speaking to a very hard to reach
group. This allows businesses to tailor
different promotional and advertising
messages and offers to each group.

Tracking - The strongest element of e-
Marketing is that everything is track able
and results can be seen almost instantly.
This means if something is not working,
you can stop it. If it is working, you can
do more of it!

Return on Investment - Because
tracking e-Marketing is so strong, you
can ensure that you can always stay on
top of your return on investment. Being
able to determine how many people
clicked on a banner advertisement or
email link allows business owners to
calculate their return on investment quite
easily and provide accountability often
not associated with other forms of
marketing.

Inexpensive - e-Marketing, particularly
email and buying keywords on Internet
search engines can be very inexpensive.
E-mail costs are usually incorporated
into the connection feet an Internet
Service Provider by including unlimited
emails as part of the service whereas
purchasing keywords on a search engine
such as Google or Yahoo can cost as little
as 1 cent per word per click.

Types of e-Marketing

Online marketing can be broadly
categorized as any or all of the elements
below. Each method is purpose specific
and has its particular strengths and
weaknesses. Before you invest in any e-
Marketing, make sure the appropriate
element that will deliver the outcome you
need.

Banner Advertisements

A graphical file (usually 468x 60
pixels) that can be hypertext linked for
potentials customers to ‘click' to an
advertiser's website. Banner advertising
is mostly used for driving awareness of
your product or offer with your target
market. It can also drive response if you
have a call to action such as- "like the
house you saw on the weekend? Click
here now to see if you can afford it!"
Banner advertisements are a popular
form of advertising and come in different
shapes and sizes as you can see on large
portal website such as www.ninemsn.
com.au or www.theage.com.au
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Sponsorship

Closely associates content with
the advertiser and is suitable for corpo-
rate branding and creating awareness.
When you sponsor a web site online, your
rand takes on the attributes of that site.
For example, if a bank sponsors a real
estate site, then one could say that the
user has come to that site to find a house,
and they could then go to the bank's site to
seek finance. Examples of sponsorships
can be best seen on websites such as
www.afl.com and www.ninemsn.
com.au.

Classifieds Listings

Like newspaper classifieds,
online classifieds are a powerful way to
place your business in front of people
who are ready to buy. The strength of
online classifieds over offline classifieds
is that users can search for exactly what
want very quickly through clever index-
ing technology (product, price, loation,
etc). Also because of the technology
advantage, online classifieds extend not
just to traditional classifieds but also
online auctions which offer a whole new
way of selling products and services.
Examples of online classifieds include
www.tradingpost.com.au and
ww.yellow pages.com.au Examples of
online auctions include www.ebay.
com.au

Email Marketing

Email marketing can be done in
two ways. The first is to place advertising
or a message in someone else's email

newsletter. For example, when you
receive a newsletter from The Ago
online, it will contain advertiser
messages and usually a small display
banner advertisement. This is a great way
to neatly target your audience. All you
have to do is find a newsletter that is sent
to a target market similar to yours and
you can market to that group very
effectively! The second form of email
marketing is by actually publishing an
email marketing communication or
newsletter yourself to your customers.
This is a great way to keep top of mind
with your customers. When undertaking
this type of e-Marketing, be careful not to
just push products and specials. It is also
good to provide information about your
products So your customers can make a
more informed decision about their
purchases.

Partnership of affiliate marketing
Advertisers selling goods online
can develop networks of 'affiliates’ that
put up banner advertisements or other
links on their own websites in return for a
proportion of the business generated.
This is a great way to limit the risk of
advertising by only paying for successful
sales. Examples of affiliate marketing are
available at: www.commissionmon-
ster.com.au, Www.amazon.com.

Search Engine marketing

Apart from email, more people
search the Internet using search engines
such as Google and Yahoo more than any
other application. Most who don't know
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where to find what they are lookingfor on
the world wide web start at search engine.
Therefore, if your business is not known
by everyone, and even if you are a great
way to get noticed is to get your website
listed on a search engine. It is important
to make sure your site is registered with
all the major search engines. Some of
these are free, others cost money. If you
have a little more money you can actually
buy keywords.

e-marketing cost .

, e-Marketing can cost very little or
can cost a lot, depending on the impact
you want to make. On the sites listed in
the section above, all have costs clearly
articulated on their sites. The below listed
online advertising and rates serve only as
an indication and up to date prices should
be requested from online advertising
suppliers.

Online Advertising

Many websites accept paid
advertising, on any of a flat, 'per impression'
(view) or 'per click' basis. Advertise-
ments can be plain text, banners, buttons
or '‘pop-ups'.

Cost per Thousand (CPM)

Cost per Thousand impress-ions (views)
is the price paid by advertisers to a
website to display a banner
advertisement one thousand times.

Cost per Click (CPC)
The price paid by advertisers to
acquire a single customer and occurs

when a user clicks on an advertisement
and is tranferred to the organization's
website.
Cost per lead or sale

New technology allows a click on
an advertisement to be traced back to the
originating website. Instead of earnings
based on the impression or click, adverti-
sing hosts are paid if that referral results
in an appointment or sale.

Implementing e-marketing
There are three stages to imple-
menting an e-marketing campaign.

Evaluate the marketing options

é Email-great for building relation-
ships and keeping your customers up
to date with offers, and is less
intrusive than telephone marketing.
However, growing concerns about
spam mean you need to make sure you
adhere to government regulations.

é Short Messaging Service (SMS) -
Almost everyone has a mobile, so
marketing via text messaging 1S a
viable option. However, the personal
relationships people have with their
phones means marketing needs to be
carefully considered.

6 Websites - A hugely flexible option to
meet any marketing need. However,
with so many other websites, you
need a strategy for getting yours
noticed and used.

Plan the rollout phase
é Look at training implications, espe-
cially of building and running a
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website and think about the costs
involved.

¢ Decide which staff will require train-
ing and allow time for them to adjust
to the new system.

& Do you need to review your customer
contacts database? Before beginning a
new marketing campaign it can be a
good time to reorganise your data.

¢ If you're building a wedsite, how are.

you going to promote it? Will you
submit it to search engines? Is it worth
paying an agency to boost your rating?
It might be wise to start with as oft
launch - perhaps just to existing
customers to see how the website beds
down before to give it stronger
marketing support.

Stages in developing your e-mar-

keting plan

¢ It is important to recognize that
planning for e-marketing does not
mean starting from scratch. Any
online e-communication must be
consistent with overall marketing
goals and current marketing efforts of
your business.

¢ The main components of an e-
marketing plan will typically include
the following stages :

¢ Identify your target audience : if you
identify multiple targets, rank them in
order of importance so that you can
allocate resources accordingly. Profile
each target group and understand their
requirements and expectations so that
you can pitch your costs and benefits
at the correct level.
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é Set your objectives - possible objec-

tives could include awareness raising
(of your business or disseminating
information about your products or
services), entering new markets,
launching a new product, focusing on

-sales (building Internet sales of a

product or increasing the frequency of
sales from regular customers), or
internal efficiency (decreasing
marketing costs, reducing order
taking and fulfilment costs, or
improving customer retention rates).

¢ Decide upon the marketing mix -

you should choose a mix of e-market-
ing activities that will help you
achieve your objectives and fit with
any exist-ing traditional marketing
activities you already have planned.
For an outline of the range of e-
marketing options, see our guide on
how to generate business from your e-
marketing plan.

Agree a budget - careful budgeting
allows you to prevent costs spiralling
out of control. By identifying the
returns you expect to make from your
investment in e-marketing activities
you can compare these with the costs
in order to develop a cost denefit
analysis.

Action planning - identify the tactics
for implementing the selected e-
marketing activities. The plan should
also cover other non-Internet market-
ing activities that are being undertaken.
Measures your success - build in
feedback mechanisms and regular
reviews to enable you to assess the
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success of your e-marketing activi- globalization: Thusse-marketing activi-
ties, particularly as e-commerce is ties, in marketing is very important
such adynamic and fast-changingarea.  aspect to carry out their activities effecti-
vely. Further, due to the increasing mar-

Conclusion ket competition and information techno-
Nowadays, world is becoming a logy in organization marketing activities.
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Internal Control System

Internal Control System

In accounting and organizational,
Internal control is defined as a process
effected by an organization structure,
work and authority flows, people and
management information systems,
designed to help the organization accomplish
specific goals or objectives. It is a means
by which an organization's resources are
directed, monitored, and measured. It
plays an important role in preventing and
directing fraud and protecting the
organization's resources, both physical
(e.g., machinery and property) and
intangible (e.g., reputation or intellectual
property such as trademarks).

At the organizational level,
internal control objectives relate to the
reliability of financial reporting, timely
feedback on the achievement of opera-
tional or strategic goals, and compliance
with laws and regulations. At the specific
transaction level, internal control refers
to the actions taken to achieve a specific
objective (eg., how to ensure the organi-
zation's payments to third parties are for
valid services rendered). Internal control
procedures reduce process variation,

Miss.N. Kaj anthini
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leading to more predictable outcomes.

Definitions
‘There are a variety definitions of
internal control, as it affects he various
constituencies (stakeholders) of an
organization in various ways and at
different levels or aggregation. Under the
COSO Internal Control - Integrated
Framework, a widely-used framework in
the United States, internal control is
broadly deiined as a process, effected by
an entity's board directors, management,
and other personnel, designed to provide
reasonable assurance regarding the
achievement of objectives in the follow-
ing categories:
a) Effectiveness and efficiency of
operations,
b) Reliability of financial reporting and -
c) Compliance with laws and regulations.

COSO defines internal

having five components :

1. Control Environment sets the tone for
the organization, influencing the
control consciousness of its people. It
is the foundation for all other com-
ponents of internal control.

control as

112/
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2. Risk Assessment the identification
and analysis of relevant risks to the
achievement of objectives, forming a
basis for how the risks should be
managed.

3. Information and Communication
systems or processes that support the
identification, capture, and exchange
of information in a form and time
frame that enable people to carry out
their responsibilities.

4. Control Activities the policies and
procedures that help ensure manage-
ment directives are carried out.

5. Monitoring processes used to assess
the quality of internal control perfor-
mance over time.

Roles and responsibilities of personal
in internal control

According to the COSO frame-
work, everyone in an organization has
responsibility for internal control to some
extent. Virtually all employees produce
information used in the internal control
system or take other actions needed to
effect control. Also, all personnel should
be responsible for communicating up
ward problem in operations, non com-
pliance with the code of conduct, or other
policy violations orillegal actions.

Each major entity in corporate
governance has a particularrole to play :
® Management : The Chief Executive

officer (the top manager) of the orga-
nization has overall responsibility for
designing and implementing effective
internal control. More than any other
individual, the chief executive sets the

“Oirutcham

'tone at the top' that affect integrity
and ethics and other factors of a
positive control environment.

® Board of Directors : Management is
accountable to the board of directors,
which provides governance, guidance
and oversight. Effective board mem-
bers are objective, capable and
inquisitive. They also have a know-
ledge of the entity's activities and
environment, and commit the time
necessary to fulfill their board respon-
sibilities.

® Auditors : The internal auditors and
external auditors of the organization
also measure the effectiveness of
internal control through their efforts.
They assess whether the controls are
properly designed, implemented and
working effectively, and make
recommendations on how to improve
internal control. They may also review
information technology controls, which
relatetothe IT systems of the organization.

Objective categorization of internal
control system

Internal control activities are
designed to provide reasonable assurance
that particular objectives are achieved, or
related progress understood. The specific
target used to determine whether a control
is operating effectively is called the
control objective.

1. Existence (Validity): Only valid or
authorized transactions are processed
(i.e.,noinvalid transactions).

2. Occurrence (Cut off): Transactions
occurred during the correct period or
were processed timely.
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3. Completeness : All transactions are
processed that should be (i.e., no
omissions).

4. Valuation : Transactions are calcula-
ted using an appropriate methodology
or are computationally accurate.

5. Rights & Obligations : Assets repre-
sent the rights of the company, and
liabilities its obligations, as of a given
date.

6. Presentation & Disclosure (Classifi-
cation): Components of financial
statements (or other reporting) are
properly classified (by type or
account) and described.

7. Reasonableness: Transactions or
 results appear reasonable relative to
other data or trends.

Activity categorization of internal
control system
Control activities may also be described
by the type or nature or activity. These
include (but are not limited to) :
® Segregation of duties - separating
authorization custody, and record
keeping roles to limit risk of fraud or
error by one person.
® Authorization of transactions - review
of particular transactions by an
appropriate person.
~® Retention of records - maintaining
documentation to substantiate tran-
sactions.
® Supervision or monitoring of opera-
tions - observation or review of ongo-
ing operational activity.
® Physical safeguards - usage of came-
ras, locks, physical barriers, etc. to
protect property.

® Analysis of results, periodic and
- regular operational reviews, metrics,
and other key performance indicators
(KPIs.)
® IT Secutiry - usage of passwords,
access logs, etc. to ensure access res-
tricted to authorized personnel.

Control precision of internal control
system

Control precision describes the
alignment or correlation between a parti-
cular control procedure and a given control
objective or risk. A control with direct
impact on the achievement of an objec-
tive (or mitigation of a risk) is said to be
more precise than one with indirect
impact on the objective or risk. Precision
is distinct from sufficiency; that is mul-
tiple controls with varying degree of pre-
cision may be involved in achieving a
control objective or mitigating a risk.

Fraud and internal control

Internal contrcl plays an important
role in the prevention and detection of
fraud. Under the Sarbanes - Oxley Act,
companies are required to perform a
fraud risk assessment and assess related
controls. This typically involves iden-
tifying scenarios in which theft or loss
could occur and determining if existing
control procedures effectively manages
the risk to an acceptable level. The risk
that senior management might override
important financial control to manipulate
financial reporting is also a key area of
focusin fraud risk assessment.
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Internal Controls and Improvement
If the internal control system is imple-

mented only to prevent fraud and comply

with laws and regulations, then an tmpor-

tant opportunity is missed. The same

internal controls can also be used to

systematically improve business, parti-

cularlyinregardtoeffectiveness andefficiency.

® Importance of internal control system

e The pioneering development in
economic sector have led to amplified
command for an efficient risk mana-
gement as well as refind corporate
governance. Every commerce organi-
zation is subject to some sort of risks
depending upon numerous factors such
as the artifacts and overhauls it sell, the
marketplace in which it propels, the
basis through which it is funded, and
the way it uses its reserves.

® Hence, it is vital to synchronize every
characteristic of a business associa-
tion in an efficient way. Here comes
the significance or corporate internal
control system. In other words, a
superior corporate internal control has
now developed into an essential segment
of risk management scaffold.

® The prime reason of corporate internal
control is to encourage economical as
well as competent operations that go
with the intentions of an association.

® Added major purpose are to defend
firm's resources beside mismanage-
ment or scam, to guarantee whether the
corporation's behavior are in harmony
with laws and parameters, and above

References :
COSO Definition of Internal Control

all, to expand constant financial as
well as administrative data in order to
near them timely.

A host of gains can be consequential
through the accomplishment of an
effectual corporate internal control
system. Since a superior internal control
system guarantees that the supplies -
are used only for their proposed prin-
ciples, a great benefit is that it assists
to conquer the risk coupled with the
misusage of organization's finances
and other resources.

Limitations of internal control system
® Internal control and provide reason-

able, not absolute, assurance that the
objectives of an organization will be
met. The concept of reasonable assu-
rance implies a high degree of assu-
rance, constrained by costs and benefits
of establishing incremental control
procedures.

Effective internal control implies the
organization generates reliable finan-
cial reporting and substantially com-
plies with the laws and regulations
that apply to it. However, whether an
organization achieves operational and
strategic objectives may depend on
factors outside the enterprise, such as
competition or technological innovation.

® Internal control involves human

action, which introduces the possibi-
lity of errors processing or judgment.
Internal control can also be over-
ridden by collusion among employees
or coercion by top management.

Rezaee, Zabihollahs, Financial Statement Fraud: Prevention Detection, New York, Wiley, 2002
http://en wikipedia.org/wiki/Internal control, Catogories : Auditing

Study Guide of Institute of Chartered Accountants of Srilanka

VanCreveld, Martin, The Rise and Decline of the State, Cambridge University Press, 49
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Office Automation

Introduction

The automation of everyday
office tasks is one of the key results of the
electronic revolution. Word processors,
spreadsheets, databases, accounting
packages, networks, and e-mail are but
some of the innovations that have trans-
formed the way we work in the late twentieth
century. Integrated into a smoothly work-
ing business system, office automation
tools can vastly improve office produc-
tivity. Indeed, no modern office can hope
to survive with-out many of them. Yet the
very richness and diversity of these tools
is the source of some of our most serious
office problems. With tens of thousands
of programs running on dozens of
different kinds of computers and operat-
ing systems, often linked together by a
variety of net-works, the potential for
incompatibilities is great. Without doubt,
the major change in the office scene over
the past few decades is the introduction of
Informa-tion Technology. Up to the late
seventies companies used computers
mostly or solely for accounts. Compu-
terization was very costly and meant that
only certain key operations could make
use of the technology cost effectively.

Mr. S. Kokulathasan
Final Year

Now that desktop computers are avai-
lable at competitive prices (earlier computers
consisted of costly and bulky main-
frames) installing computers has become
cost effective, and in most cases compu-
terization is seen as a way of reducing
operational costs in the long run.

Defining office automation
Office automation means the
complete integration of -
¢ Word processing
¢ Electronic filing
¢ Diary management
¢ Communications, including electro-
nic mail, telex and fax

These functions are the basic
requirements of any office or department
within an organization Office automa-
tion aims to organize the functions in
such a way that they do not have to be
carried outon a variety of equipment.

The effects of office automation

+ Office automation reduces the number
of clerical workers carrying out rou-
tine tasks

/118 /~
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¢ Large firms no longer have to employ
typists

¢ Office employees become more flexi-
ble and as a result one person can now
do the jobs of several people

¢ Receptionists can spend more time
with clients

+ Managers need not necessarily dele-
gate typing, with the secretary's role
being redefined to include more
Public Relations work.

The components and other tools

available in office automation

¢ Function - An action or operation
performed electronically by activat-
ing a function key or sequence ofkeys.
Examples of functions include copy,
delete, move, search, and calculate, go
to, change font, and print.

¢ Software Package - A program of
instructions that interacts with the
system's hardware to perform opera-
tional or functional tasks. Software
packages are comprised of program
instructions that are applicable to a
specific office requirement such as
producing textual documents, deve-
loping spread-sheets, establishing
databases, or presenting information
in graphic form.

¢ Software Type - Software packages
that provide similar capabilities are
categorized as a particular type of soft-
ware, €.g., database management, ele-
ctronic spreadsheet, or word process-
ing. This guide also refers to some of
the more commonly used types of
software described in the sections that
follow.

¢ Word Processing - Word processing

software, designed for developing
tex-tual documents, permits users to
create, format, modify, and print
documents electronically. With word
processing software, an employee can
perform such functions as: add, copy,
correct, delete, or move text; automa-
tically print document identification
or other notations at the top or bottom
of each page; automatically number
pages; create form letters and
automatically merge these with mail-
ing lists; check documents for spell-
ing errors; designate some characters
as boldfaced or underlined or italic;
and search for and change specific
text within adocument.

Electronic Spreadsheet - Spread-
sheet software, used extensively for
accounting and financial purposes, is
designed for maintaining, manipulat-
ing, and calculating numerical data. A
typical electronic spreadsheet consists
of a matrix of rows and columns
similar to the conventional columnar
pad. The user can add, delete, or modify
the numerical records maintained in
these spreadsheets. Spreadsheet
software provides formulas, functi-
ons, and commands to manipulate or
calculate the data to meet multiple
report formats.

Database Management - Database
management software provides capa-
bility for organized electronic storage
of information in general categories
or files. It allows the user to rearrange
the order and number of items of
information in printed form, and to
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search for and display specific items
of information.

¢ Desk-Top Publishing - Desk-top
publishing software is used to lay out
text, graphics, and pictures on a page.
With desktop publishing software, the
user can perform such tasks as integra-
ting text and graphics on a page;
increasing or decreasing the size of
charts, graphs, or pictures and using
multiple styles and sizes of type. The
distinction between desktop publish-
ing software and word processing
software is diminishing as the latter

software packages take on greater

capabilities.
¢ Graphics - Graphics software

typically allows the creation of charts

and graphs based on data provided
through a spreadsheet or by the user
directly. Some graphics software
allows the user to easily switch from
one form of presentation to another for
different uses. For example, a given
set of budget figures might be repre-
sented as a bar chart, stacked bar chart,
line chart, or pie chart. Most graphics
software also allows the creation or
selection and placement of pictures
and symbols.

¢ Project Management - Project
management software permits the
user to identify tasks, task relation-
ships, resources, and time require-
ments of a project; to manipulate that
information for planning purposes; to
track work progress against the plans;
and to report and display information
about the project in varied ways. The
software auto-matically adjusts such

118/

information as starting, ending, and
milestone dates for the project based
on changes in assumptions and
estimates introduced by the user.

¢ Calendar - Calendar software gene-
rally permits the user to schedule
events on one or more calendars. Additional
functions may include capabilities for
such purposes as "to do" lists, short
notes and reminders, and recording
time spenton various projects.

¢ Electronic Mail - Electronic mail
(email) permits sending information
to users through their computers'
communication links. For example,
memos can be sent to those on desig-
nated distribution lists, and the
recipients can acknowledge receipt,
print copies, and respond through the
electronic mail system.

Ofiicc Information Systems

Office Automation is the attempt
to use new technology to improve a
working envirorment. But the remaining
concern is how to determine what type of
automation tools, if any, an office needs.
To determine which technologies may
benefit an office, a careful examination
of the environment is required. There are
two main perspectives that can be used:
analytical and interprets. The analytical
perspective has 3 views: office activities,
office semantics and office functions.
The interprets office have four views:
work role, decision taking, transactional
and language.

Analyzing an Office
It is important to understand an
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office environment before technology

can be successfully applied. However, a

complete analysis can never be achieved

due to the complexity of the multiple

dimensions which must be examined:

a. (Geographical - the physical placement
ofthe office

b. Temporal - hours of work

Activity - tasks that are performed

d. Structural - worker management
relations

e. Spatial - area where people work in
relation to co-workers

f. Economic - criteria that drive an
organization

g. Social - reasons why people become
motivated to produce results

Analyzing an office is not only difficult,

but also continuous, for as new techno-

logies are introduced, the affects always

need to be measured.

3]

Goals of Office Information Systems

(01S) Methodologics

1. The first goal of an OIS methodology
is to obtain an accurate description of
the office. A complete and formal
description of all aspects of the office
work is not feasible. But, the model
used in a methodology should
describe as many aspects of the office
as possible in an clear and concise
way. This description will be useful to
the system designer, as well as the
potential users of the new system by
enabling them to validate the system
and suggest possible modifications.

2. A second goal is to locate the
functions that are only loosely related
to the goals of the company. This is
done to separate these functions into
two groups: The first group includes
func-tions that are not related to actual
office work, but are still necessary for
social and organizational reasons; the
second groups of functions are those
that need to be re-examined. These
functions may be obsolete and are
only being done out of habit. They
should be corrected before the imple-
mentation of the new system.

3. The final goal of a conceptual model it
that it act as a guide in providing tech-
nical solutions, and provide criteria to
follow in evaluating possible solu-
tions and in choosing tools for design.

Approaches to 01S Conceptual Design.
A crucial element of a methodo-
logy is the type of office conceptual view
that is adopted during the analysis of the
office. Different conceptual views will
lead to different approaches in the analy-
sisof office work, and should be considered.
¢ A technical view examines office
work in great detail, by looking at the
operations that are performed and
measuring them, usually in terms of
execution time. The goal of this type
of approach is to identify the best
methods to perform the work. Produc-
tivity is measured mainly in terms of
throughputs, instead of considering
global office performance.
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¢ In an organizational view, the global
organizational structure of the office is
analyzed and business goals are
examined. The (hierarchical) organi-
zational structure of the company is
reflected in this type of office model.

¢ A socio-technical view considers the
office in terms of tasks to be perfor-
med by each unit of the enterprise.
Each unit has some type of control on
the work, and has resources and
memory on which to base present and
future decisions. A set of rules is used
to perform controls and to take into
consideration goals and constraints in
the execution of the tasks.

Reference :

Summary

Without doubt, the major change
in the office scene over the past few
decades is the introduction of Informa-
tion Technology. Up to the late seventies,
companies used computers mostly or
solely for accounts. Computerization was
very costly and meant that only certain
key operations could make use of the
technology cost effectively. Now that
desktop computers are available at
competitive prices (earlier computers
consisted of costly and bulky main-
frames) installing computers has become
cost effective, and in most cases compu-
terization is seen as a way of reducing
operational costs in the long run.

1. Computer Application For Managers Edited by MOHAN MUNASINGHE
2. Customer Service Marketing and The Compretitive Environment CIB Study Tex

3. Supervisory Skills CIB Study Tez
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Global Financial crisis and Srilanka

Since early 2007, there had been
speculation of a possible recession,
starting in early or late 2008, in some
countries.

The US and the UK are clearly in
trouble. This could be worst since World
Wall. In August, Germany and France
signalled possible recession, which
seems areality now.

Other countries have seen the rate
of growth of GDP decrease, generally
attributed to reduced liquidity, sector
price inflation in food and energy and the
US slowdown. These include Eurozone
(15-nations), Japan, Australia, China,
India and New Zealand.

US will bear the brunt of the
economic consequences of the crisis,
with the bulk of the impact not being felt
until later in the year if immediate
measures are not taken when the ripple
effect will be felt by other nations.

The UK prime minister ordered
taxpayer-backed cash injection to rebuild
sheets of Britain's high street banks, in

Mr. FX Pratheep
Final Year

effect part-nationalizing the sector at an
estimates cost of between £35 bn-£50 bn.

German output, which accounts
for 30 per cent of the 15-nation Euro zone
economy, fell by 0.5 per cent in the
second quarter, the weakest performance
in more than five years. However, the
economy is still growing at an annual rate
of 3.1 percent.

France also posted a shock fall,
shrinking by 0.3 percent, down from a
0.5 per cent rise in the first quarter. This
was below analysts, fore castes for a rise
of 0.2 per cent. France is the second
biggest in the Euro zone, accounting for
about 16 per cent of output. However, the
French Economy Minister rejected talk
of recession in August.

Europe's manufacturing and
service industries recorded slow growth.
The Swiss Government reduced its
economic growth forecast for next year.

$700 billion bailout plan

US Congress has signed into law
a $700 billion bailout plan everyone is
waiting to see its impact. Up to date, over
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a trillion dollars may have been pumped
to revive the financial system with no
light at the end of the tunnel.

Will the bailout work?

The bailout package will be
financed by the US Treasury through
printing money garbed as bonds and bills
sold to investors. Another provision
approved by Congress will give further
tax cuts to businesses. It means that some
social programmes for poor Americans
will be eliminated because the tax rebates
will reduce government revenues.

The bailout package dollars are
being doled out to Wall Street players
who were responsible for the financial
mess. Once again, the business lobbies,
with deep pockets, have prevailed over
the common US citizen.

Some suggest that the huge
bailout package can lead to stagflation
(rising inflation and unemployment) or a
depression. It may be perceived as a
disastrous step taken in the direction of
the same old perilous path that has sucked
in the US and the international financial
system.

The lower dollar dragged the last
hope of world economies into its knees. It
has an effect on the real economy which
will be felt more in late 2008, with greater
intensity in the US, less in other areas. A
lot will have to do with the length of the
crisis; the longer it lasts, the bigger
impactit will have.

/122 /—

The most important financial
institutions have enough capital to
withstand the shock, and global growth
has been solid in 2006 and 2007, though
some slowdown could be expected. But
this depends on how these economies
tackle the issue.

The deceleration in the Euro-area
economy will continue to be felt, and that
leaves the ECB (European Central Bank)
with a big problem. The slowdown in
economy and increasing inflation is the
last thing the ECB wants to see.

2008 recession

The United States housing market
correction (a consequence of United
States housing buddle) and supreme
mortgage crisis, coupled with high oil
prices. had significantly contributed to
the current recession.

U.S. employers shed 63,000 jobs
February 2008, the most in five years.
Former Federal Reserve chairman said in
April 6, 2008, that "There is more than a
50 percent chance the United States
could go into recession”. On October lst,
the Bureau of Economic Analysis reported
that an additional 156,000 jobs had been
lost in September. In April 2008, nine US
States were declared to be in arecession.

Although the US Economy in the
first quarter by 1%, by June 2008 some
analysts stated that due to a protracted
credit crisis and "rampant inflation in
commodities such as oil, food and steel",
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the country was nonetheless in a recession

The evidence has built to the
point that it is now beyond a reasonable
doubt that the U.S. economy has entered
recession.

What s recession?

Recession is a contraction phase
of the business cycle. Broadly, it is a
significant decline in economic activity
spread across the economy, lasting more
than a few months, normally visible in
real GDP, real income, employment,
industrial production, and wholesale-
retail sales. A sustained recession may
become adepression.

Causes of recessions

Currency crises, inflation,
national debt, speculation and war can all
lead to recessions.

Effects of recessions

Bankruptcies, banks lend less
money, deflation, foreclosures; reduced
sales, stock market crash, and unemploy
ment are the effects of arecession.

Predictors of a recession

There are no completely reliable
predictors. These are regarded to be
possible predictors. It is the opinion of the
writer that unlike in the past, predicting
the present day economic activities of the
nations is far more difficult. This is due
web-like tangles, complex connections
and links of the economies of world.
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Responding to a recession

Strategies’for moving an economy
out of a recession vary, depending on
which economics school the policy
makers follow. While Keynesian economists
may advocate deficit spending by the
govern-ment to spark economic growth,
supply-side economists may suggest tax
cuts to promote business capital investment.
Laissezfaire economists may simply
recommend the government remain
"hands off" and not interfere with natural
market forces. Populist economists may
suggest that benefits for consumers in the
form of subsidies or lower-Iracket tax
reductions are more effective, and serve a
double purpose, including relieving the
suffering caused by a recession. Both
government and business have responses
to recessions.

Businesses can prepare for looming
recession

First, business owners could gauge
customers' ability to resist recession and
redesign customer offerings accordingly.
Lean principles can be used, replace
unhappy workers with those more motivated,
eager and highly competitive. After all,
on the bright side companies, get better at
whatdo during lad times.

Central bank response

Usually, central banks respond to
recessions by easing monetary condi-
tions, e.g. lowering interest rates. In the
US, the Federal Reserve has responded to
potential slow downs by lowering the
target Federal funds rate during reces-
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sions and other periods of lower growth.

Cuts in the interest rates are now
widely anticipated. Thus, cuts are no
longer followed by a longer-term rise in
stock market indexes.

SriLanka

Due to the global nature of the
current crisis, Sri Lanka will no longer be
able to escape unharmed this time
around. The impact will depend on the
sectors in varying levels. For example,
there will be less tourist arrivals from
European countries and that will affect
the allready troubled sector.

Rising interest rates and infla-
tionary pressure, US dollar appreciating
at the expense of the rupee coupled with a
war budget and high public sector
expenditure will make things difficult for
SriLanka.

A few weeks back, the Central
Bank (CBSL) released more than US$ 22
million into the market in order to defend
the rupee. Less and less dollars coming
into the market causes pressure on the
rupee thus making it difficult for the
(CBSL) to defend the rupee. It is expec-
ted the dollar to end at the Rs. 109 levels
soon.

As a result, the economy may go
into a recession, with cascading effects
on the US, EU economy and on the rest of
the world as well, because of their
dependency on the US economy. The

724/

worse is to follow, when foreign funds try
towithdraw their funds from Asian markets.

However, inward remittances
sent in by Sri Lanka' s housemaids in the
Middle East and exports may result in the
country achieving a reasonable outcome
inrelation to the trade deficit.

The above factors combined will
have a detrimental impact on the
economic growth if steps are not taken to
mitigate the impact.

Way out for Sri Lanka

If the global crisis continues,
although Sri Lanka will not be able to
totally avoid its consequences, if certain
steps are taken, we can avoid the impact
and also will be able to develop the
ecoromy.

The continuation US and the
Euro zone economic down-turn will have
a negative impact on Lanka's textile and
garments exports. Nearly 50 percent of
Sri Lanka's textile and garments exports
went to the US in 2007, while another 45
percent went to the EU. The sector is the
largest source of foreign exchange,
accounting for some 43 percent of the
total.

Elimination of ethnic conflict

The 2009 Defense budget is
estimated at 177.06 billion rupees, 6.4
percent higher than the estimated 166.45
billon rupees to be spent in 2008. This
can be considered as an essential
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expenditure for future stability of the
country. But this expenditure should not
continue beyond 2009. Expected
possible gains will not only be lost if the
war is prolonged, but will have a devas-
tating affect on the economy.

If conflict is eliminated or
controlled, at least by the mid to end of
2009, the positive ripple effect will see
Sri Lanka to an economic boom. In fact,
177.06 billion rupees hopefully will be
available for development and capital
expenditure.

Development of rural industries

The industrial sector has been a
significant contributor to the Gross
Domestic Product (GDP) of the country
(27%). But this sector is predominantly
confined to the cities of Gampaha and
Colombo, Development of rural industries
will see the uplift of that sector and more
economic stability in the country despite
the global crisis.

If the Government plan to introduce
300 industries under the "Gamata
Karmantha" project goes well, it will
cater to the growing demand for employ-
mentin rural areas.

This project includes 123 pro-
grammes with a total investment of
Rs.18,217 million and is expected to
generate 26212 jobs. Of these projects,
27 are in commercial enterprises, 26
pertaining to construction and 23 enga-
ged in preliminary work.

The electronic sector is another
key area that should be earmarked for
development.

Developing small and medium busi-
ness enterprises

Small businesses account for the
bulk of businesses in Sri Lanka. Assis-
tance for the development in this sector
will create immense benefits to the
economy.

This can be achieved by provid-

_ing equity capital, expertise and techni-

cal assistance, corporate governance
advice and management of environ-
mental and social risks.

The development and regulating
the local financial market and the (high-
speed) internet are other key develop-
ment areas. But what should be at the
core of the development strategy is the
curbing of corruption and public expen-

~ diture.

1) "Structaral cracks : Trouble ahead for global house prices" the Economist The

Econimist Newspaper Ltd, 2008.05.22

il) Evans pritchard, abrose "Dollars tumbes. as huge credltcrunch looms"

iii) "$700 Billion is sought for Wall street in Vast Bailout" artice by David
M.Herszenhorn in the New york Times Sept 20.2008

iv) "The worstis yet to come" by Dinesh Friyagolle Weerakody.
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Computer Programming

Onbupmd

BATEODW FH616d OHTHOHIL ©_sodled
upeowne Syl fwneng semefls OEmfled
HILUSHCOCW  WPOHMILPLPSTS: SrdiaTears).
85 asosuled sevafiulet SumE OSTAD
UL iged BlaLpé&& IANeoNsSaLoNentg] 6)LIHLD LIBISMTD
Puerengl SO 55655, aamefl Bapss
Byeonaasdied LsGamii't. WDMlssT Liwlest
uGSssILLE euhdlstiment. Sieumiled C awmifl,
C++, C#, Java, V.B.Net, ASP.NET eresiues @1
ULgssag. Swewnuilemer’ LweTuBSSH
aeuiedl [HleDEFS BITeON&S54860 LSO (LPEDMHEDLD
BBLD&E Flpeon&sLd, LNgGwim [AshEd [HFeonsaLd
aeiueT 2 menssUuuLBaterg. ieupnled
Windows, DOS, Linux, Ms office seoréalLed
OweTeIUNGBLEeT aeTue SHULILESS&ES5TS
2 _aTengl.

1.0 euenyshsodaan®

@ semefl (Wpeppedwufled - wngGLn
aemoies Wmlemw) LWeTLIGSS suel Hnuds
560 Gausmeosmil DiEDOFI APEDMEDIDS SLBLI
LIB5360 Couamevemill QFIWIQISDHENS 6TLpSL LIBLD
Sisdeogl DTefpsH OFULILLEGL. Sifleyms
Feoaafle O\ENGLIL sl Hep&S HpeonsaLd

GTETLILBLD.

oungIeuns (pedDEDDE SLBLULGSHFHID
Couemeosmls \FWIWSEFaRW [BHH5S [Hyeoeo
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2_HEONGGSSHE0 (LPEOMEDD MBS [HeonsaLd
(System progrmming) sTenreiLd FJ6) ATHLEGSHSEO
Cousmeamis 6FWILSGalWl HsLDES  Hlgeneo
2_Hans@ssd LNpGWNs : Msp&d Higsonssid
(Application Programming) 6T65&)|LD Sap)l 6UMT&6IT.

1.1 uppeno HHHFF BreonHsid
sl QUMTHUIWLIEOTOTT&EET  (LPEDHEDLD
A& HlreonsGeSHan S&emiesl 6UedeIEmTT
&eat  Qunet Gonifleorned wngGWLNT  dpedD
oG &L BULEGSSIUSDSET a1 ILGLD
Sisdeogl Blislihgsd OFEWILIUBL Hapss
HIT60ME:S 55N (LPEDIEDLD FIBLHE S [HTeonahaLd
eTeoTLILI(BLD. _
E.g:-smimu@ ¢peopsmd (Operating system)
awmfl rmpafisen, (Translator), wemmemoll
uwemefii e (System Utilities) GUnestp
QUDEDD HDD&HGLD HBLLES [HgeonseLDd,
(DEDMEDLD MG HTeVNés S eT6umILIBLD.
1.2 fyGuns H®ips-F Hreondsid
swueTUULpuIsd SWTAGGWL (pEOMHEDLD
(Payroll system), &spa&d&lpUuy &LEUUTLG
weomenld dpeopemd (Stock Control System)
LHMILD sewreriid: GaHmeneus HemehdILl (LPEDMEDLD
(Computer file stovring system) Gunesty HlsLp&é
Hipedsmeme 61(pS Dedeog) DilefpsR Gewiwl
Qauenr GmeETaTeTUUGBL OFWDLTBEemen

SipGwine: [HsLDER 1BIe0NSeLD 6T68T DHEDLDEESLILIBLD.
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SNSNIEWIDNG LDGHEHOT HLOF| SHEWI6H epsold
Caismevsemem GopHOsIaTasnN® Npéwns
Flapes HredsmetGw LWeTUBSSIauTTEaT.
Sp&Ga1 R6166NIH auemsLINigEILINS SLDesTEImILI
US 6SMLILNENT iQUILIeDL  QUISOL|SEDaTILLD
SlQUNMISETET 2_SNTERIRISEDETUIL  HMBS
OUSHHSHO OUMGIOUTS HETOWD LSS
FalQISITGSLD.

2.0 mawaf BaRF:F HBreondsdHar
Igaeir (Stages of Computer Programming)

1. Npésemenmempwil uGLUMISEd (Problem
Analysis)

2. Halpssl MHpened algeausmdsged (Program
Design)

. Beped HapeiuiLed (Program Coding)

4. FHepssl miged ufGsTAlLw DpsdLEBS
saad (Program Testing nd Implementation)

5. Hapsd Higed upmofiywb, eWbealLsyid
(Maintenance and updating)

6. [HaLpFS [HiTed DHEUSRTLDNESHE0
(Documentation)

2.1 fysramoraul ugiundzeo

(Problem Analysis)

B1Lig Hlemeouilest Gre&:aLh 676l 616D UIMEDT
Hapes) Bediest Cosmer Geuewi LILGHSTDE
RN BemaTENOACSUTGL. JisTaig
Sue| BIpuGssed Nptwnassder Gsepeaunest
INBEONGL. BHEST OUNFIOUTSHS: SO
sflupmisenerT &_ererL &Ik Ee60 GeuswiBLD. '

1. [Depss mHigedler capeod eTATUMTSSLILIEBL
eeefui®

2. HeoLsssaau e aieatBaer

3. o eeflenL Geuswilpwl GeuafuiLma mmHm
susHGMNL BIHUGSS60 1§ WILPEDDSET

4. HoLEa&EFaRW [Blevemaill LFLLES&ern

Died6vg| HemEhFILICUEDDSEIT
5. Sm@ Cupesneier Geuewiow eusiGaum

U SILIN6eT &L BLILITBS6IT
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2.2 BaipdF Hyeo angaraioiy
(Program Designing)
p&gensotL! LGLIIMefleShbgl HeoLs &6
Falguwl Goemeu. eflLipmisxehed® (Reguirrement
Specificatios) gmpu Mapssl mHigeSlemss 6ulg
6U6mLD&S CauemT(BLD. BEUAIQEUEDLDLIGDLI D60
BpLGSSed siessms (Processing Logic)
Bap&8) Biped SiedCamisd (Progrm Algorithm)
61601 OPLILIMTSHAT. [HEHDEFE Hfeonss: Died
Ganfilasans NeDDLILIGHES LIdGaUMILI'L. LPeDM
&6IT LIWETLIBSSLILGESITMEIT. SieunmIeT (P&t
LDITEUT £160 QUHLDTM:-
1. pepsdl mired unssed GsmLEULLLD
(Program Flow Chart)
&L LeolILs Gam_GUULLD (Structure Chart)
Sitoment ML euewssor (Decision Table)
Sivwmenr wgeufiiinLd (Decision Tree)
Hlew®s Cam_GLiuLL (Block Chart)
HIPO Ganl@uuLw (Hierarchy of Input,

o0 HrwN

Processing and output)
7. Gumelagmiepsmm (Pseudo Code)

2.3 BapdF HymHeHuiL.ed

(Programe Coding)

Map&sl MHiged unéged Gami@GU ULSH
DETTCILIT 6060 TEDSTLI [HHHES [HITed augel
LIS amellsefle epeold SiewDBS 6Ol
QUEDLDLILI&&ENEDETTCUIT HERTEN APEDHEDLOLINED
Gregieuins efleTmidle QsnaTen (pRWINg!. ererGel
Bamenn sHewresilined eflenmidle C\smeTeTs
FoQWISTS WNHGLNT seresfl eubmluilsyeren
Sifleinsseosafler OSTGLILTS WLIMDUILIGS
Geuemi(BLO. SO LMHME QFWMLINLEDL BHHES
BipM@HuilLebd ereors: Famieul. SEKS HEwLELMILD
GMuiLepeo, aped Map&S MHiyeonsasd (Source
Programming) 616016 e mIevIT.

2.4 fapsF Fyso ufGruSagd Otpsd
THBHBIGND (Program Testingand Implementation)
Waeled epeo MHpsH Hineoneng) eflewsL
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uesauiler o_gefluj e semefl wWenp
soD&GeT 2_aef® QWU IULLL® @ 6fiGaL
pewes MHped Ganeveauuied uHULILLEG
CuestTliuL. GeuemiBL. eteort Bgi Swomfl
wrpoiuller (Translator) 2_geiuwLet
Bundly Mawp&dl plgeons (Machine
Progrmming) Siedeog @eos@L1 ewngpsm
Pawes Hoeons (Object Programming)
HoLILL CalsatiBLD. (LpeDDHEDLDLI LGN
Jaet Beil gpel PUOLUGSHSH EEWD
um_eoL GHEENATET APIQWING CTETLIHTED
BeoseL ouneT Bewsdl Fysonemg
ApeoDELDLI LW tesTeMUILNaeThL 68T BavesbE

Caumy gsteug tempaat (Program Errors
and Bugs) gpul@etengn oL S
asnNG Japep meipnal ufGens
oé® L LIBES Caemi(Bd. aupseHsT
Sisdeog Llempser HedewEOOISTUMS
2_MIFUILBSIL TRTRTCT GO APEd
LG5 BouswiBLb.

e BupdF Hyeovdxgior Guuzy
Aurgars SPULBINIG updBsi
#Fe0 aupsronNmI

1.

Beosset / OFTGUY CEI Qs S6T
(Syntax or Compile Time Errors)

ploopGappssagu BlawRsdl mMpons 2. Seweruy expssert (Link Errors)
(Executable Program) inpoUiiBlo. giGsy 3. HleopGampmed / @ULL BBy ewssast
SIDauS HHQUEONS DIDHIID EWRWIHLIT DL (Execution/Runtime Errors)
Spopid. Cumsapiu QFupunBasfiiar 4. FiTes aupaseat (Logical Errors)
CGung P& [Boed apssar Bisdeog
B BUed ST HHuD i augsas
DEDMESIMIL YLD ApeOBpEA He> . Logical Errors
(Program Development | Source Program Data
& Coding) |
\

. - Bevssem /
umPonHpe OEndEzs) %“’f“t " ‘,,“;ﬁ;" OnBLL B0 eupsast
Translation (Compilation) Object Program Syntax / Compile

Time errors
R0 [Bapse geoet
Utility Programs -
. Wy - . -
Link ]ﬂﬂﬂﬁ)@mmww Link Errors
[P 1DEA Biped
Excecutable Program
L 7
QEWHLGSSSD L SLLGBD / [RenpSaupme)d
Execution [ HHEUD . QUPSHaT
Information .
Runtime /
Execution Errors
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Bassax / OFnGUY EY aswwEear (Systax or
Compile Time Errors)

epeo MlsLpES rHireSlement SiTsfipsdH Fw
wd Gungl LWSTLBSSUILGL Difleymis
sevael &Nss ewnfuller efdlipenm
&5@H6G 2 LUl GaewmiGw. sy
Sieowins GUNg| eped MHaEN HireSemest
Bupdy Babéa Hiredne rm pieuing.
aeiGey Qwmpluilest ellFpeonaens S
e lung eflLwmeear wiew &eodaen/
OBNGLIL GBI aWWPSHSeMTESHES ShSLILIEBLD.

Savaor iy awssar (Link Errors)
Gsemeuinen LiweTafll [Fsh&s Higedset
Bedeons Cungid Diedeog slunes weom
uiled vwestefLiLl Hla &S MHiredae BeosEL
QN HsLDES FpedaepLe Beneui
prwng Gungid KHeonGaPms &alew
Bap&E Hgedsemer 2 (HauTes (WINS).
BeluTOIeT 6UWps HEDeT B ewewrLi L
CUIDESSEIT 61608 HIHGIEIITDTTSHET.

BlapSahod/ Sl SHEY awssar
(Execution/ Rub Time Errors)
BeopGamns Falul HEHES Hircdaaneans
sfiwnesr dpeomuiled QEWLHUBEHS (LpQUIT
glaten GUNEI SIS SNEOILILIGBLD QDS
sewen HeomCammed QLLCEHT GUDESHSHET
6TGNE: SIHGIUTITSHET.

s agssar (Logical Errors)

Bapssl mneonerg sflwnesr  wpemmuied
QFWPLILL U GaaneulLITes erATLIMTSS
sflemenemey Digl O\&NB6S6edemevewiesTieos
DIMGSHTOT UPESHEDET HiT&S  EULDESH6IT
6I60Ts  SIHSISTIDMISAT. Bewey [HHhHES
Bed shéasHe) HeCanfasded 2 eer
@EPUTOHaT &npsolonsCa enHLBGHeT
D6OT. BEUCUTDITET EULPSEHEDETT LETHISERTD

SIPW HSHEFA [HI6d LGLIUMLIeITeTTgmei
PanER Mreons@biseT GUISTGDT e
CeoGw Swisgitd.

&PILY:-

H16:8 OUWEHSH6IT H6MT TEDEITIL OU(LDESHEDENTE
SETLNOUHNGS ST 2561 wpleuLb.
oungieuns e Bas (Debugger) eteur
SoPesliulL. aiGsFL wenmenbl
uwiesteMULT RaLp&S HinGeo Lienimid L&
cuenaUIed U(LPEEHEENTE SHERILIBIHEI HeS6)
SaLD.

Bap&s riged ufiGsndiinilesr Gungl Geusy
Gaum suemawner UMGsnsamens sraiss (GBI
Ums 6F6ELEDEILINET, 6\F6lsmaILDD ST ST
LWSTLBSSLILIBLD. IRsLDES rhimed ufiGsm&iL et
Wplge] SEUEHSIDNS DHeWDHS LIGTET [HIest
Gwuiwnest gspeSiegieren Geuswigwl HIey BT
UBSSH0 QFWPLMLIRED6ss DSWTEHOSNE
STl LWeTuGsSS wpruUL. BFemerC
IBELDEE BIT6D SIAPEONEBBHLD 6163 SleDLPLILITTESIT.

2.5 BaipsdF Byeo urmofiagd exwm
Po.LLEO
(Program Paintenance and Updatiting)
ef pneesder sia BIHUEHSed
Caemey semer eLIGLIMGILD SHLIHILIBSHSS
galpl euemaulled Guesr Hlap&s HeSied
Sevient& Sevient FNUILGSHSE0 Coueneosmemern
BoLullemLEw Gumesnaier Geuswiip
Wipeeh. Soemerr MapEs Hged ugm
Al 6T60T8 FamieuT. QLIS LD
oy ugmofidy QUUBSHISeT Seuerfiuim
SHEBLETT Diedeog LD MHMIeUETRISEHL 60T
QELIWLILLIRHSGWD. 6o BimeueTmiss
&gl eamflwiisenert Lwet UGSSuDd
BeiGaueneosmuwis Q\FWiLLb.
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Plnieuers et GCoemeuenw erm &6 Gou
LweTUGSSILEBLD Blahss mped siwmes
pemm uled HELIHILGSSeHedensoswefient
Sigefled GPHemeosGamm LIS LMD
smeng OFWIW Gauswiipuipa L. Heo
FLOWMISETEO (PpHDIEAID Digeiled nhHmLd
QFwlwluL Gaswiguil(héaGw. Sseaver
HleLp& & [BIT6d 6\LDIHFaL L6 6T6uTé FaLI6uIT.

2.6 BaipFF B0 GhouamronBaed

(Documentation)

sexfllell Plapsdl Blreonsas Sle

Gunglaien &0 LIR&ST ESILIT LTS

SFWDHUNBsHEmeTD NeumConB 6\HmLT

LIEDL LI S86160SEDETILLD @IT SHlhemaInaL

(Record) GuemiL@d. Sseen Hlapss

wired Speussrons s ereor  sfufLI.

oungieuns e aupd  eflL Wi &ewer

2_enenLadl WaNs Bg Siemowl GeuewtBLb.

1. dp&eenen LGLUMLIE HGEns

2. HepFd [HlFed eueuemDLIL Diedeog)
SieoGamilgid

3. Haw&d Hired GMuiLed

4. P&l [Hped uMGendluy wOMIW
SipeOLGSSE

5. ewpsd Mped LMGFTALIL EIUDHIALLED
S\SILITUINEDT H&6160 :

6. Lwenment epaGW@seT HmId LuinHé
6B eLpsoLl EWLITEHL &6t

3.0 Hmipd#F Hyeo onparanoig® wossiassir
(Program Designing Tools)
LsosuenaWTenT [HlsLp&S) [Hlred  eulpeusmLDL
s smefieafisd Wsad LIFLEdLIDTETST
&6 SOGUNSTHTHAID BIHLILIG BELRES
[Blred Ln&&ed GHMLBL LILLDTGLD.

pandF ;53’6% unad-aeo Gl pauLd
(Program Flow Chart)
BIDLGSSD Siessams HdG Died

Ganflsgens ULIHLNG LTS HHSSUILEGSHS
2_gald QI eueauemIDLILS shell HaLes) Hiyed
LUn&&ed GHMLEL LLDNGL. B& shHeilulled Lwiest
u@GSSUILEGL Muwws GBluiGset (Standard
Symbols) TN DI HemLDHEHEHSLD.
EFWMHUINLG [Heneosart ePuiGseat
1. SHIDLIESEO/ (Wpigdsed (Star/ Stop)

LT

2. 2 _enef®/66ueMui® (Input/ Output)

3. MBoHUESS60 (Process) ]
4. Bioneneup@Sssd (Decision Making) <>
5
6

—

O

4.0 sawet HBH;F HreonHs BT
Gug BeuaiT Bz GayanyguIamer

sewiesll MsES Hpeoneng Siieikpss
QFEWILLILIBL Gungl NesTaupld SDLIILDET

. Spayll u@Lumie) (Data Flow)

. Bewewrliumest (Connector)

SHEDETSH  OSHTERTQBUUSDSIIL  emuUT®

ST BlaY & & BITeONs Gen &er

(Programmer) e\&wiw Geuear(BLD.

1. mbLsggesend (Reliability)
Bger aHSHI 6T6060ME FHSHTLILISHGILD
awsaaflernl sfwmer eflewenene
DieMbes saluEnes seuie Hepss
THigeoneuTg) B (hHse GeuestrBLD.

2. ugnwfiliygsesieod WHDILD 6IDdH
&0 L 60 SHET6mLD
(Maintainability and Upgradability)
vwei uBSsLLLaNHS GW &swre]
Bap&d Bireoneug BemiL aneosHNGS
OSMLAGHE Ceepersml SDUILING GULDIEI
S&HFaQUSTSaID sMeosHnBHENU LS
GHEDEUSRDETW|LD LD DI HEDOTILILD
© aTQNM &8 FaWITeS B SE60
B SESHTGLD.

3. & 6\F60606Fa1pUI HEVTEHLD
(Portability)
sewiedfl MBS MHpeSeven GedmH
F6T6Y  LDMMDMISEHLET  616u6GeUMNEsT

-/130/



Seuiell (LPEDMEDIDGEHHES BLLDNHMS
SIS B([HSH60 CouewrBLD.

. anédsassalpw sevtend (Readability)

GSPUIALL sewmietll MBS Higeonesg)
andla ss saRWsneHald  eferm &é
\&IENENS  SalUIST&EEID SHLILSHE
2_saussalgwt MHsHES [HTed Opeuerd
DImIEHES CoueTBLD.

5. swiit [Flemeos sestemld (Performance)

sl [Bloipefled rHirsonesg) 61886018
Sy eflevensHment  LdasnHALD

vugnd Wessnaad eflegeiied
OFWDLLE SaRUETHAID BHSH0
GeuessT(BLD.

6. senEgdlE GFILS Fesiemld (Storage

Saving)

S®OHIHNR  HL6Y IS H6) &EbL 6l
SDflgapul sIe HINLESSO Geuemed
OWE OFWIWS FalpgWEHNs & 6o euf)
Fap&sl MHgeonssgl 2 (HeUTsHELILLED
GouswIBLD. HNFTEUG] HOTEHFLLILIGSSS
FRlQUISTS B(HSFH60 Ceuewi®LD.

Reference :
1. S.Kanaganathan Fundamentals of information technology (1st Ed)

Computer and information technology willard R. Daggelf Kamiran S. Bairkhan
Senedict kruse - (1st Ed)

Baeu6d O\gmfeom L - A.C Gandleostt - (1stEd)
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BEOIS SO mIBET
Data bases

Miss. T. Thusyanthy
Final Year

SMNGSATNLNG QUPMIGEDLDSSLILLLGEID, SLenbUNHGSLLULLST6T STeamafenens 61&nemT
Gsrien @1 OSTGHCW HTSSEILDNGLD. BSFETDNNE SCI STCUSAT LO6T LT DiEDLOWINS Cuenauiiegid
GUITGILDITEN CLIQEUSHEDRT HEWE CIBMETTYHESHSIAQUISTHAID HDDHEHSHSLD BHEOMEd SIS
genajenents SpliLnss SLELULESSHWILD, STHNI6Dns @ WPODEMUTGT SIaSSaTLDNETS
DIEGAHTOT 616060 LIWTTONTSEEDRHGLD OLNHOUNISNE HOWWHIBHGL g unssiderm
SI6Y&EmETL LIS LIGSSILD 6Trb&HEeurit @gaﬂ@anqlb FNBEHHETF.

Fmireheen whenmamn eyl Buosh fHlemsud s dhusth (Outline View)

LIWLIGOTTENTT 6T
\

— tptTenLdeTed SIS0
| BopuBsss || ppMms | ¢ > | Data base

LILLIGOTIT: GTTIT /

oungeuns igls GsnatenenaeLLGD Crpguins sswnaiensuilens GmeEneTens
SQIQWIFILDIET SETEHEIRLL 8 F860 SFaiameT GUERTILIBL. ungismUiinsnas Heubiier LgdHset NG
SHEMEHSWHFaL SHHE MeUSSLILBLD SIaSSHeDTers FTgngesr LUMpuuiiue Canameusener 6L Lilsaid
Se:seonen aufluiied QUMRISEDLSSLILILLIQHSHSLD. Sigl WNsHAMOe) sias sa1sHed GO sHasmeT
uso sfiLwmisefled SEULSHSTRT SHSHTLILILD @mg)meusuru@!a 6l DiuHenn APHOTS [BHG6US
OBRTLG! [BROLAPEDD ETSEIDDDSI-

SUCUSSATIGHET & BHOUTSHSUSDS LWRTUGLD CULflAPEDDESST QUBLOTD
1. e Heweo (Relational)

2.  ugeweo (Hierchical)

3.  aeuleiere (Network)
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eymmLing pemen (Relationl)

sefls fHuled Diewibhs HILLEEaDeT LWSTLBSGIuSET apeold Dulelipsd OsuLulL,
Beoganeagid aHiancosHed Waad pesfusgald UDSFQUIGIDTET STQIHEDSTS ESHTE0N
OSSO 9T STUSETEGHALCL ST [Heed SIaSSMMONGLD. Beicwns FIagser idfaeT
aenphsset (Entities) Suppiugl sef (Attributes) O\ flemeosa (Relationship Kinship) eiesu
apdier SugliuenLulied 2_ghanasluGaaiper. sl eunganer Reiams SIaGSMEISST
Gissiisemefl ApeppEnDaaTied Siflad LLSTIGSSILGSGTDeT.

gurey ngfmsir (Data Models)
LweTLBSSIleTD Siedeog LICHMAGSUILLL (pepmenLoulisyieien sreajseiled Saumiieng SuiedL
&eHEEmLL TITHBBSSHIILBGSSID TR Spe| st aeTiLGL.

EAR/ER Models
06| wiHisafied Wsaud Nguedwibnergid, eemiisInsugionasiEssain srapmdHif
BFanew. HING DgUiLIEDL epeosEmema Entities Attributes wppud Relationships Kinships
aaues Smodeipen. OLnGianss sitéas fHuleonen sga onhfienw ugHHHSSIEULILESS LTesTaughLd
SBas LILGTLGEEILGSRDET.

Entity-[ ]

gCaEID @ eilund LiHiiu sgaisenen semebWLILEBES Gauerngwl GoHmaunHiLlet Digsmen
Entity ereuwreombd S L, (A&, weflsit. QungmeT CUNETD sEHiQNSaID SIHHSE0MD. SHETEd g
OWBITLITLITGNT sfLPTREISADTLIGLISHT snausaCousmingw! Goane DimIGs SnemTLLIL Gauewi®iD.
2_gnpeond: @ aNisss HNQTSHILET OSTLILULL amgssnsnatigefier sfiupmssmer Gueso
Ceuemtngw [Heweoufled eumesemsLInariT (customer) eiaiiug @ Entity Sy@d. DiGeweT suhLOTD)

Attributes - O

Entity @&t SwiediseiT wneuphenpid Attributes TeuTeonLD. _STI6wmild:-  6uiQ&hens WINeNT eT6or
Entity et Swebysen aumgsemswnemt @eobad (Customer Number), it (Name), ¢pseuril
(Address), auwigl (Age) SeoLwnenr il Seoasd (NIC No) 158 (Balance) Gunssipssain@Ld.
Sapieoest QBLND GfSHis SMLLeomD.

Name )— CUSTOMER —(Address)
Age | Balance
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sysm_fnygRemso (Relationship ——C——)

oueiGaupnesr Entity sepée SooLCueaten OSILILNETE 6OSTLILHEDE 6T6LISTE)
SGHSUILGHSTDE.
e _snperld : wWGsEGLmT aumesaawnentt @ [HpwiaTsHerg GreneusenaTl OLIDEADMT eretfiest
“OupHDNT aeTLICH QSHLITL [Hened WN@LD. SHR06 CuMgdbenswnent, GFaney aaigid S Entity
60Tl LWSTLBSHSIeUSET epeold UMD (Gets) aTaiTE@ID O\STLIL [Hlewed el L6 uBLOT)
GNSSHSSTLLEOMLD.

I Customer | \GT/ Service

i s Seor gy QM :Bmu_llluunin ammLin el

(Asscciation among the attributes of an entity)

mgrmueseﬁ 2_S OUIMRISET

SIPSG SIDI FMLALY (Customer Number) +—

(one to one association i:i)

LeoBNe SemDIes QS (Customer Number) +—

(one tomany association i:m)

LeodiiE LISOGUTERT 61GTLITLY -«

(many to many association m:n)

sainfiihfisenddn SenL Busuner GHM N s
(R elationship/kinship among the entities)

QS &erT £_S]CRIRIGEIT

SRDSHS ST OVHTLITLY :
i i i ‘_-——’ n
(one to one association i:i) Section Manager

oo oo —

(one to many associotion i:m)

Lieodixe LIS QSITL LY +<—( Employee

(many to many associationm:n)
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BigyTLin Iflemeuseiial euenas &6l
(Types of Relationships)

PHEDDS E\HITLITL] [Hlemev
unary Relation /Recursive
ey : Employee
Speo0g QSNLITL [Hlemeo
Employee o Cust
(Binury Relation) @”

APLOEDLDS E\SHTLITL] [Blemed P
roduct Vendor
(Ternars Relatice) Product | | Vendor |
N
G-

SNHTPERDNS QHTLILHme0s SISO (LPSOMEDLDUTEd BIHemLDS QSHTLITL HemeoGWw (Binary
Relation) SiFeLonsLl Lwest UGSHSILGLD.

wagnemew (Hierar chical)

85 BIGaI QUMSWTAT SIOSHMN JIEMGSWODWLIGS LeiemE wpedpuiled
2_manssULB Freagset wnHifuler uda poems cuePSLITETE 2 SJaushsLLenbl Llaners
CWENemTeHHGLD. Siewey OUDHGDHMT (parent), Letemen (child) QBSMTY [HesoamiLish EVHTERT LSTESLD.
oungians @easnss FIaS Semuse ameng Uaiapl aepuLsHed SmeEL Lighlensolnes
wpeufiea LenoLilene 9§85 sLL enLifler gl enLulled &_graunasULKBLd.

88 weopsouled QUDHBDIT LTeTemenad SemLuleoner QSTLITY [Haned RESTNISG LIeoaunes
SN56 STERILILILEOMD, DD QdF LIaTemeTad Lo QUMBHIMSET Dieoibiishalul susmauleonest
QSITLITL [FleneosmiLl @) HELOSBETS].

v d v
v v
Reference :
2 _FNIesT SPIRISEDLDLIL|
Instance of Schema
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auNgIbes AP &ETMIDGGIGND

v apLits wdiipad acipied aciaa?

LB wHIIE Faug efilute SG
QoL srelugHulled eFiumisaliu@
Qe s Seoeud 2 538548 sL1LEGL
c\FsoslicnmBEmeTUD 2 _aTemLahd LedGeumy
asmADUNGsefeaT Wigamd, GHuuns 96
amL aneliugHesiiu sifleunes Duell
uenLufied sunfesuulL uliguisd SpGLd.
[BILIgEST [HEINERTE SN SyewTlQELD
woafl 1D Hadl OFMLESD @ADUT 3D
SafuL e peveniwid. BFBsHW LTS oL
sunfleew aunpiy SHeoplsuligisier
B8 LUNSLBS HNEHTHDSF FMHS
SOGLD.

apLIie apotar Asodar wdudpsaiicd
2 ciaiLdatiumpw dd sndsniaal wrama?
1. augwner wWHUITGseT Estimate of
Revenue .
2. eseosfer wFLUTGHaT Estimate of
Expenditure
3. PDUIEINE SERTEE 6VBTLITLIT6T DB (Bassit
(Estimate Relating to Advance Accounts)
Sappr el Speumd Spewi@ Ugsnen
DIDFTEIGEHLD BEONEELILILHEGLD.
a. 9y Grevanneniiar Cager SeTald
S Lmisar (Salary Scale of the Public
Service)

A

Mr. Nechalos Stuanly Jude Lambe
Final Year

b. Sige vHaufenn ¢ srLiuner
sfifieunesr SiLLeuewmemr (Detailed staff
schedule)

v aseoay wiNdioL amastupdgabaicl

oot (Units) wnaovau?

1. geoeoliyser - Head

2. [Hapséls Sl mise - Programmes
3. smSHLmsET - Projects

. 2 LiaRGALLEEsT - Sub Projects
5. 6weos fLwmser - Object Codes

v Quagiodhiifg ~afled vom gdurLrag

Bospapd Qscal, Gosamd Qsoa am

amalubdsUUL paicig. Sknal unaa?

1. Seni@ e 6wsoader (Recurrent
Expenditure)
ST60601T [HEDLAPEDDE EWFEORISEHLD LBwIB
agph Osen| aETILGL. S QHL
Q@GLL OSMLIBHE FOHUBL Feteow
WenLWIgl. OWFnSHEIbSRnaT GLiewr, LT
iiés gHUGL OFeaEET [BEILAPEDDS
FOaBHOMGLD. BIHFOEHW  C\Feoaisaf
amed 9% UHU 6eNig LEansea
Hedanso.
2_gngewnd: s 2_sHOWNa:Seiserfet

Sbuemb, HpwnesTLLrg, SlLL

“Cirutcham



“Virutclum

2. apeogeus O\Feoayser (Capital Expenditure)
R UELEHDG GLOULL SMEsSHNEG
UWeTI&aalgW §0h 618NSHMS 2 (Hauns
&F QEWWILEL 6\F60asHaT eLpeOgeuTE
01506|&HaT ETLLGBWL. BEFOF606 6T
REUCVUNTH GUBLAPLD OVSTLITTHG VULl
UG SHEUTEDLDILIEDLLIGED60. L_STTERILDTE
G U] Disdeog) BLBATS®S LHSTE:
QUMM GEUDS DIEOEVG SLIQLS WS
sLPaumss SMHSGL. (b UTHETSHed
BUBHISES LHSE OEUIEed Siedeog
RM SLLLSID LUHW DeDnsemens
GoMHG DNWDSHED ETRTLST  eLPEOSHEUT
61F606TS SMHBSUILGLD. G @ S55
Sleot  Qumipbdufed umflw IHDSDS
gDLEGSSILD LGSTIHSSTIERE 61F606)SHEBLD
ALPEOGETTE E\FE0RUMTS:E S(IHSLILBLD.

v aaime undliged poLWDDIAGdiaim

saptd, Pogaid asmdamaapd g ugd
sans Ufdsiul paiaiar. S1apa na?
1. emiGeumd 61Feveiend ([BewLpODE
6\g606lieoTLD)
i.  OpEBsHGML CougammEamar
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Consistency in Service Quality

Introduction

In an era of mature and intense
competitive pressures, many organizations
are focussing their efforts on maintaining
aloyal customer base. This is particularly
true in the financial services sector where
deregulations and technological advan-
cement have created an environment that
allows customers considerable choice in
satisfying their financial needs. In res-
ponse many banks have formulated their
strategies towards increasing customers
satisfaction and loyalty through impro-
ved service quality.

The offering typically customerts
perative very little difference in the
service offered by the banks and any new
offering is quickly matched by competi-
tors. Also banks as many other service
providers, have dis-covered that increasing
customer retention rates can have a
substantial impact on profits. The task
faced by these managers is to focus on
those activities that result in meeting or
exceeding customer expectations. The
challenge is to understand the major
determinants of service quality which
will lead to retain satisfied customers.
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Service Dimensions

Among the commonly cited attri-
butes or dimensions of service quality
are:

- Timeliners (waiting time, queuing
time, processing time)

- Accuracy (error - free, reliability)

- Courtesy (front - line manners,
telephone etiquette)

- Responsiveness (order taking, com-
plainthandling)

- Completeness (Auxiliary, and com-
plementary service)

- Availability (Number of outlets,
tellers, service stations)

- Variety (Features, service package,
product innovation)

- Personalized service (Flexibility,
special request handling)

- Convenience (location, accessibility,
parking, availability of information,
directions signs and forms)

- Ambiance (service atmosphere or
environment, cleanliness, waiting
room, humidity, music)

Consistency
It is a fact that service providers
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tend to overlook for granted one attribute
that should come from other service
attributes. i.e., consistency. consistency
determines how often the service
providers offer the other service attri-
butes to the customers. Service consis-
tency is an expectation of all the custo-
mers at all the time. In manufacturing,
quality improve-ment is achieved by
reducing process variation or variability
through a technique called statistical process
control. In service consistency implied
achieving sameness. Uniformity and
fairness in the delivery or execution of all
the service attributes, regardless of time,
place and occasion and the service pro-
vider. For instance, promoting an accu-
rate and courteous. Service only in some
of the branches of the bank do not create
the image of reliable service quality. If
good service becomes an accident that
will not create a permanent and compe-
titive reputation for the bank. Consis-
tency does not mean the service is
depersonalized. If personalized service is
a part of the business the consistency is
achieved by providing such service to all
the customers all the time, at all branches
or outlets. This is unfortunately in variety.
Bad service happens when some custo-
mers get personalized service and others
donot.

Out let Consistency

All branches, outlets and service
providers of the organization should pro-
vide the same speedy, reliable and effi-
cient service to all customers. Whether
they are company owned or franchised or
non exclusive is not relevant, since custo-
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mers see these outlets as an extension of
the same company. Customers do not
care about their respective ownership or
form of management. If they see the
same logo and brand displayed outside
they go in and except the same service
unlike fast food companies. Some banks,
gasoline stations, restaurants, and super-
markets suffer from service inconstancy.
Variation of outlet service quality is so
wide that customer tends to patronized
one branch over another branch of the
same bank in the same vicinity. Another
aspect of variability is branch size. In
general big branches provide better
service than smaller ones. The reason
being the former have more manpower,
budgets and capacity to spare. Size is not
excuse outlets in different locations may
also show differences in service quality.
For instance services in the cities are
usually perceived to be faster and better
than that provided in rural areas. There
are also occasions when customers also
claim that rural branches are better. Since
they can provide more personalized and
faster service. world class service requires
that branches and outlets in various
locations should provide more or less the
same quality.

Time Consistency

It is pubic knowledge that service
varies by time of delivery i.e., by the
hour, day of the week, day of the month
and month of the year. In many service
industries lunch time and just before and
after lunch, employees are not in the
mood to serve customers. Another worse
time is just before closing time when
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employees are tired or eager to go home
or to some other place. A customer is the
last person they want to see. Quality may
also any during the week. All these
service inconsistencies and variability in
time should be avoided by the companies.

People Consistency

Service variation can also be
observed in who is being served (custo-
mer) and who is serving (service
provider). In fact the high interaction bet-
ween people or people to people contact
in the service business is usually given as
the reason why service cannot be mana-
ged, controlled and standardized as much
as a manufactured product. It is taken for
granted that when people are the provi-

References :
Bankers Journal
Vol, XXV No 2, June December 2007.

ders and the ones being processed or
served variabilily is normal or expected.
But the point to reduce variability to such
a level that the service is perceived to be
fair and reliable by the customers.

Conclusion

Consistency is one of the most
difficult aspects of service to deliver. But
it 1s the most important and essential
factor is service quality. It can provide a
definite edge over the competition. Com-
panies achieve high levels of service
consistency through systems streamlin-
ing. Setting standards in all aspects of
customer service and continuous emplo-
yee training. Consistency is rewarded by
high sale and strong customer loyalty.
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netscape navigator sequercer - @eos
- & UlguedwioneT aufemaLIemLDLILITEHT
GWDGTTOLIMERAT server - Goeusent
network -  euemeoLnIetienisd server - Goewey
NEWS Zroups - CFUIHGEWPEESIT shareware - vL@iBged
NSF national science foundaiion site - Lbemen, HooLd
- Si6Wbe Gaw snailmail - gmosssuned
Diefuied aypad softgare - eweOUNEeT
software piracy
O - online - eLGUNGLD SEneRThS - eweTewnmeT Sl B
CVHITETTEmEIT
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soundcard - 68 SileoL
speed - Geusld
streaming - 6BmMT@eL

TCP/IP Transmission control
protocoi/internet protocol

- Booemiugsled Qs

&g OHLi s smes

efigkipeomaseit
terminal - peweoTwLd
television - 6gneweosaT A
text - 2.enpy
transfer protocol
- W efipeon
unzip - smedw Gamiys
SEDEIT LIDLPUILILY [ L 60
url uniform resource locator
- &nem smeuedaET
enmlasm'_lg
usenet - e OWIHGGSW
user - uweflLemT
video - UL ENHS

virtual reality
- SDHUADEIT 2_6RTELD,

omuBGETHDID

virtual studio

- BDUADETTS SHEDE0SFaLLD
~virus - &b
voice - @
voicemail - Guésgguned
vrml - LIWEGETHM WM
web - euewen
web commerce
- 6uemev suswfigid
webmarket - aumesamHms
website - eusmeobemen GuEmES
O\ HTEDEOSSHMLE]
world wide web www
- emauls 6ifley 6uemed
winzip - GasMuysseeT &HS
e LI erpsLl
UL SDeITEITHerT
yahoo - QM Coubdr 66T
eungsefiest Qi
ZIP - Booemugded Gl

LSGHEDeT Gi([H&HS
DD augd
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1* Year 2™ Year
Reg. No Student Name Reg. No Student Name
2007/C - 2006/C
01 Mr.S.ACHCHUTHAN . 01 Mr.J. ALOY NIRESH
02 Mr.A AJANTHAN 02 Ms.M.ANUJA
03 Mr.T.ANTONIRAJ 03 Mr. T.DUSHYENTHAN
06 Mr.M BRANAVAN 05 Ms. R JANANY
07 Miss.M.DOMINIC 06 Ms.K.ANNALINGAM
08 Mr.R. KAJANANTHAN 07 Ms.K.KIRIYA
09 Mr.O.KAYLAN 09 Mr.PKUGANESAN
10 Mr.K. KETHEESWARAN 10 Ms.R MENAHA
1 MrK KUGAN 1 Mr.R.NIRUPAN
12 Miss.S.LAJITHA 12 Mr.T.NISHANTHAN
13 Miss PNAVAJEETHA 13 Ms.P.YOGANATHAN
14 Miss. T.PAVUTHRIYA 14 Mr.K.PRAGALATHAN
15 Miss.S.PIRASHANTHINI : 15 Mr.R.PUVEENTHIRAN
16 Mr.Y.PRIYATHARSAN 16 Mr.K.RAJEENTHIRAN
18 Mr.S.SIVANENTHIRA | 7‘ Mr.A.SANCHIEEF
19 Mr.S.SIVASORUBAN 18 Ms.T. SARMILA
22 Miss.GSUTHARSINI 19 Mr.T.SHANDRA KUMAR
23 Miss. K. THARMILA 20 Mr.S.SRIRANKAN
24 Miss.P.VIJITHA 21 Mr.iZ. SUGANTHARAJ
25 Mr.T.VIMAL 22 Ms.S.BALACHANDREN
27 Mr.Y.MANUSUTHAN 23 Mr.M.SUMAN
28 Miss.A.SANGEETHA 24 Ms.S.SUNTHARALINGAM
29 Miss. TKOSALATHEVI 25 Ms. T.SUTHARSHINI
30 Mr.V.THUBILAN 26 Mr.K. THIRUCHELVAM
2006/C/04  |Mr.V.GOBIMUKUNTHAN 27 Mr.S.VINOTHAN
2006/C/08  |Ms.S.KIRUTHIKA 28 Ms. T.VITHUSHA
29 Mr.M.SHARMILAN
2001/C/46 |Mr. T.SRITHARAN
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3" Year 4" Year

Reg. No Student Name Reg. No Student Name

2007/C 2006/C

01 Ms.Baby Yalini Thangavadivell 01 Ms.Calista Shiromi Santhiyogu
02 Mr.Balasamy Eesan 02 Mr.Paramasivam Dineshkumar
03 Mr.Raveendrasarma Giritharan 03 Mr. Vensaslas Arul

04 Ms.Jalantha Pushpanathan Vasanthakumar Fernando

05 Mr.Thiyagaraja Jude Emerson 04 Ms.Jothini Soosainayagam

06 Mr.Soosai Antony Jude Leon 05 Ms.Kajanthini Nadarasa

07 Ms.Ketharananthiny Paramalingam 06 Ms.Keamilah Ratnasingam

08 Ms.Kinthusha Santhaneswaran 07 Mr.Selvam Luxman

09 Ms.Kirinthini Poobalasingam 08 Ms.Mahathevy Appaijah

10 Mr.Mahendran Lingeswaran 09 Mr.Kasilingam Mahesan

11 Ms.Nishanthi Croos Michale Croos 10 Ms.Nagatharsiny Theivendran
12 Mr.Shanmugarasa Piratheepan 11 Ms.Narmnatha Chandrakumar

13 Mr.Arunakirinathan Prasanna 13 Ms.Nimali Srithararajah

14 Ms.Praveena Ravirasa 14 Mr.Ratnam Pirakas

15 Ms.Priya Thiruvarasan 15 Mr.Francis Xavier Pratheep i
16 Ms.Priyanthini Ulaganathan 16 Mr.Puwanenthiren Pratheepkanth i
17 Ms. Anne Priyanthini Gunanathan 17 Ms. Priyatharsini Thuraisingam
18 Ms.Priyatharsiny Jeyaram 18 Ms.Puspamalar Peter William
19 Ms.Rajini Thanendiran 19 Mr.Rasanayagam Rasapuvineethan
20 Ms.Rathika Shanmugavadivel 20 Mr.Nicholas Stuanly Jude Lambert
21 Ms.Rathika Srikantharajah 21 Ms.Sugaruba Thanabalasingam
22 Mr.Annalingam Sarveswaran 22 Ms.Surega Tharmanathan

23 Mr.Nadarasa Senthuran 28 Mr.Kanagalingam Tharmith

24 Ms.Sharmila Rasanayakam 24 Mr.Selvarajah Thibeswaran

25 Ms.Sinthuja Nagarasa 25 Mr.Sivarajasingam Thivaakaran
26 Mr.Subramaniyam Subakajan 26 Ms. Thushyanthy Thuraisingam
27 Ms.Sugantha Nallanathan 27 Mr.Uthayachchandran Uthayaramesh
28 Mr.Amirthalingam Suman 28 Mr.Shanmuganathan Kokulathasan
29 Mr.Srikumar Thavakkumar 29 Ms. Vihitha Yokasingam

30 Mr.Sivapathamn Thaniskumar 30 Ms.Lakssana Sangarappillai

32 Ms.Inthu Sothilingam 31 Mr.Thanarajah Thanaranjan

2003/C/48 | Mr.Ramachandran Kajaendran
2002/C/29 | Mr.Balasubramanian Sanmugaruba;u
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