


ISSN No 2277 - 8160

GLOBAL RESEARCH
ANALYSIS
Editor In-Chief :

Dr. Khansa Memon
SARA Publishing Academy

Period Rate Discount Amount 
Payable

One Year (12 issues) 3000/- Nil 3000/-
Two Years (24 issues) 6000/- 200/- 5800/-
Three Years (36 issues) 9000/- 300/- 8700/-
Five Years (60 issues) 15000/- 600/- 14400/-

Dr. Ashok S. Pawar
Associate Professor,

Dept. of Economic
Dr. Babaasaheb Ambedkar

Marathwada.University,
Aurngabad.(MS-India)-431004

Dr.(Prof) Vijay Kumar Soni
Principal,

Jai Meenesh College, Phagi,
Jaipur, Rajasthan

Dr. A.R. Saravankumar
Assistant Professor in Education

DDE, Alagappa University,
Tamilnadu

Dr. R. Ramachandran
Commerce DDE

Annamalai University
Tamilna

Dr. R Ganpathy
Assistant Professor in Commerce
Directorate of Distance Education

Alagappa University
Karaikudi.

Dr. Amit Bandyopadhyay
Assistant Professor

Department of Physiology
University of Calcutta

Dr. V. Kumaravel
Professor and Head

Vivekanandha Business School for 
Women

Tiruchengode, Namakkal Dist

Dr. K. Prabhakar
Professor,

Department of Management Studies,
Velammal Engineering College,

Chennai - 600 066.

Dr. Sunita J. Rathod
Maharashtra Education

Service Group-B
DIET Dist. Jalna

You can download the Subscription form from website www.
theglobaljournals.com. You will require to print the form. 
Please fill the form completely and send it to the Editor, 
GLOBAL RESEARCH ANALYSIS along with the payment in 
the form of Demand Draft/Cheque at Par drawn in favour 
of GLOBAL RESEARCH ANALYSIS payable at Ahmedabad.

SubScRiPtion DetAilS

•	 Thoughts,	language,	vision	and	examples	in	published	research	paper	are	entirely	of	author	of	research	paper.	It	is	not	necessary	that	both	
the	editor,	and	editorial	board	agrees	with	the	author.	The	responsibility	of	the	matter	of	research	paper/article	is	entirely	of	author.

•	 Editing	of	the	Global	Research	Analysis	is	processed	without	any	remittance.	The	selection	and	publication	is	done	after	recommendations	
of	atleast	two	subject	expert	referees.

•	 In	any	condition	if	any	National/International	University	denies	accepting	the	research	paper	published	in	GRA,	then	it	is	not	the	responsibil-
ity	of	Editor,	Publisher	and	Management

•	 Only	the	first	author	is	entitle	to	receive	the	copies	of	all	co-authors

•	 Before	re-use	of	published	paper	in	any	manner,	it	is	compulsory	to	take	written	permission	from	the	Editor-GRA	unless	it	will	be	assumed	
as	disobedience	of	copyright	rules

•	 All	the	legal	undertaking	related	to	Global	Research	Analysis	is	subject	to	Ahmedabad	Jurisdiction.

•	 The	research	journal	will	be	send	by	normal	post.	If	the	journal	is	not	received	by	the	author	of	research	paper	then	it	will	not	be	the	re-
sponsibility	of	the	Editor	and	publisher.	The	amount	for	registered	post	should	be	borne	by	author	of	the	research	paper	in	case	of	second	
copy	of	the	journal.

Editor,

Global REsEaRch analysis
3, SUHANA, Near. Ruby Apartment, B/h NID, Rajnagar Road, Paldi Ahmedabad – 380007. Gujarat (INDIA)

Cell : +91 98247 02127, 8866 00 3636



INDEX

Sr. No. Title Author Subject Page No.

1 Vat And Accounting and Emerging Financial Services Dr.Kishor V. Bhesaniya Accountancy 1-2

2 Regulations for Alternative Investment Funds – A Primer Dr. Bheemanagouda Commerce 3-4

3 Financial Inclusion in India: A Real Effort for Growth Dr. Jyotindra M. Jani, 
Manish B. Raval

Commerce 5-6

4 Tourism Industry and Medical Tourism in India – An Analysis Dr. M. K. Maru Commerce 7-8

5 Enhancing Supply Chain Performance through Effective 
Transportation

Dr. Vipul Chalotra Commerce 9-10

6 Growth of Consumer Co-Operatives in J&K- A Study Tarsem Lal Commerce 11-12

7 Uses of College Funds in Assam-With Reference to Lakhimpur 
District

Dr. Niranjan Kakati Commerce 13-14

8 LIC –A Modle Employer Dr.J.K.Sehgal Commerce 15-16

9 A study of the use of Information technology enabled banking 
services by Indian Customers

Dr Sunny Thomas, 
MsWaheeda Sheikh

Economics 17-18

10 The Role of Women Entrepreneurs in The Emerging Economic 
Force 

Dr.Sangappa.V. 
Mamanshetty

Economics 19-21

11 Trade-off Between Inflation and Unemployment for BRICS 
Countries – Dead or Alive?

Krunal K Bhuva,
Ashok R. Bantwa

Economics 22-23

12 Urbanisation and its Impact on Poverty Dr. K.J. Thankachan,
Mrs. Nazia Ansari

Economics 24-25

13 Food   Security- Issues and Concerns Munisha Gaur Economics 26-27

14 Teaching Strategies : A Model Approach Dr. Mujibul Hasan 
Siddiqui

Education 28-29

15 School Curriculum in Terms of Life Skills and its Implications for 
Teacher Education

Ramesh B. Sakhiya Education 30-31

16 Edge Detection using live video acquisition Patel Janakkumar 
Baldevbhai, R.S. Anand, 
Patel Nilam J.

Engineering 32-34

17 Topological Characteristics of Dynamics of Heart in Various 
Pathological Cases using Lyapunov Exponent and RBF 
Network

Abinash Dahal, 
Deepashree Devaraj,
Dr. N. Pradhan

Engineering 35-37

18 Implementation of Digital Logic Method for Selection of 
Material of Automotive Brake Disc

Mr. Keval J. patel,
Tushar M. Patel,
Ankit A. Darji

Engineering 38-40

19 Initial and after Market Performance of Indian IPOs Dr. Ashvin H. Solanki Finance 41-43

20 Facilitation of Collateral Free Loan to Improve Financial 
Linkages For Start Up & Growth – A Case Study

D M Parikh Finance 44-46

21 Impact of Maternal Nutrition Education Module on Nutritional 
Knowledge And Status in Rural Pregnant Women

Dr. Anjali A. Rajwade Home Science 47-49

22 Trends and Challenges in Indian Insurance Industry Dr Mahalaxmi Krishnan Insurance 50-51

23 (Raksha Patrakarita : Dayra Badhae Media Sansthan) Dr. Subodh Kumar Journalism 52-53

24 NATIONAL WAGE POLICY VIZ-A-VIZ CORRELATION BETWEEN 
WAGES, PRICE AND TAX

Manish Parshuram Pawar,
Dr. Ashok Shankarrao 
Pawar

Law 54-55



Sr. No. Title Author Subject Page No.

25 Shobha De’s treatment of sex in Starry Nights Chetan J. Marakana Literature 56

26 A Catalyst to Promote Teaching and Learning English Grammar Elsamma Sebastian Literature 57-58

27 A Study on Effectiveness of Employee Training in Health Care 
Industry in a Private Multi-Speciality Organization

Dr C Swarnalatha,
TS Prasanna

Management 59-61

28 Insights in to the Tomorrow Retailing in India: A Point of View 
and Method 

Anuradha Averineni Management 62-63

29 A Study on the Excellence of Worklife Among the Employees 
of it Sector in Coimbatore

G. Murali Manokari, 
R.Kanaka Rathinam

Management 64-65

30 Socio Cultural Issues in Marketing Kavita A. Trivedi Management 66-67

31 Organised Multi Brand Retailing: Opportunity For Sustainable 
Development

Rachita Sambyal Management 68-69

32 Investors Perception for Mutual Fund Investment in 21st 
Century

Dr. Deepak H. Tekwani Management 70-71

33 FDI in India Dr. M Venkata Subba 
Reddy, Mr.udaya Banu

Management 72-73

34 Global Crisis and Indian Economy, A Comparative Analysis with 
World Economy

Dr. Pankaj K. Trivedi Management 74-76

35 Practical Utility of Intellectual Capital Approach-A Critical 
Analysis

Dr. Shilpa Trivedi Management 77-78

36 An In-depth study of Consumer Preference towards Personal 
Care Products

Dr.Sharif Memon Management 79-81

37 Consumer Awareness and Preferences towards Ayurvedic 
Cosmetic Products in Coimbatore City

Mrs. B. Menaka,
Dr. T. Ramasamy,
Dr. R. Ganapathi

Management 82-90

38 Miracle combination of five herbs Methi, Kalongi, saunf, jeera 
and Rai 

Dr. Sneh Harshendra 
Sharma

Management 91-93

39 Social Marketing: Towards a new horizon Dr Partha Sarkar Marketing 94-95

40 Epidemiological Transition and Emerging Conflicts in Health 
Care

Dr. Pawan Kumar,
Dr. Abdul Majeed Khan

Public Health 96-97

41 Knowledge, Attitude and Practice of Reproductive Health Care 
Services among the Members and Non-members of Self Help 
Groups (SHGs)

Dr.K.Jothy Social Sciences 98-100



GRA - GLOBAL RESEARCH ANALYSIS  X 66 

Volume : 1 | Issue : 1 | June 2012 • ISSN No 2277 - 8160

Research Paper Management

Socio Cultural Issues in Marketing

In today’s competitive arena, Marketers have gone to the extent where emotions of viewers are played with. Looking at 
the present scenario of immoral marketing, it becomes an enormous task to sustain the social and cultural values in our 

lives. Marketers use maximum marketing tools to get into the race of profit maximizing. They adopt any tools to penetrate and exploit the market. 
Social and cultural are the hottest tools to target the customers. Marketers have acknowledged that to fly into the aggressive trend they have to 
get a pace into Socio cultural Marketing. The reality shows like Indian Idol and Voice of India market their programs by showing that they build 
the career of youngsters from remote area of India, thus, earn handsome profit and sound emotions of mediocre, where as the ads of Tata tea are 
focusing on public awareness and social progress by the campaign of jago re.com. Airtel ad of two boys playing football on border or May it be 
the ad Lifebuoy boy cleaning the surroundings single handedly. The latest ad of Pepsi of cricketers again focuses on youth power vs. designations. 
Even the celebrities have turned to go for social ads, just as Big B Amitabh Bachchan, Juhi Chawala and even the Chini Cum star are spreading the 
message of Pulse Polio at the Asia Level. 

ABSTRACT

KEYWORDS: Socio cultural marketing, marketing tools, Campaigns, Brands

Kavita A. Trivedi Faculty, (S. K. College of Business Management), Hemchandrachrya North Gujarat University, Patan 

Social Marketing
Social marketing is the planning and implementation of programs de-
signed to bring about social change using concepts from commercial 
marketing. It is also a flexible approach to improve health and reduce 
health inequalities.

While it is drawn from approaches developed by commercial market-
ers it is also drawn from the experience of the not-for-profit or non-
governmental sector that have for years used social marketing type 
approaches to support their humanitarian or social aims.(See Exhibit 1)

The primary aim of ‘social marketing’ is ‘social good’, while in ‘com-
mercial marketing’ the aim is primarily ‘financial’. This does not mean 
that commercial marketers can not contribute to achievement of so-
cial good. A concept of ads such as LEAD INDIA narrates the concept 
of social well being. Few other ads of marketers like TATA TEA’s JAGO 
RE again prove that the companies also want to sell their products via 
spreading social awareness. 

Cultural Marketing
“Cultural marketing is way to cater a brand or advertising message to a 
particular cultural group.” More and more companies are using cultural 
marketing to get the attention of specific demographic groups. (i.e. 
tangible symbols of a culture, such as the Taj Mahel or the Gateway of 
India). And more over just as the latest advertisement if DLF Indian Pre-
mier League is marketing its second series with a global culture unity. 

Cultural marketing is gaining importance worldwide as humans be-
come aware of national and international culture and environmental 
issues both old and new. Cultural marketing could well be the answer 
to several pressing issues worldwide and this in itself could be over-
whelming for social marketers. Big advertising names like Ogilvy & 
Mather are often involved in the rigors of cultural marketing. It also at-
tracts customers to understand cross cultural environments. Just as the 
ads of ATULYA BHARAT or may be the KERALA TOURISM

Socio Cultural Marketing
Socio cultural evolution(ism) is an umbrella term for theories of cultural 
evolution and social evolution, describing how cultures and societies 
have developed over time. Although such theories typically provide 
models for understanding the relationship between technologies, so-
cial structure, the values of a society, and how and why they change 
with time, they vary as to the extent to which they describe specific 
mechanisms of variation and social change.

Most archaeologists and cultural anthropologists work within the 
framework of modern theories of socio cultural evolution. Modern ap-
proaches to socio cultural evolution include neoevolutionism, socio-
biology, theory of modernization and theory of postindustrial society.

Implications of Tools in Present Scenario
Commercial marketers can now put their skill and expertise to bring 
about social change therefore on every cigarette ad there is an anti-
smoking campaign! Except this the latest ads of Condoms are playing 
vital role to have a safe sex and getting off an awkward feeling of listen-
ing the word Condom.

In the late 1980s, Australia began applying social marketing in practice 
by Health promotion campaigns. Then after Social marketing theories 
and practices have been progressed in several countries such as the 
U.S, Canada, New Zealand and the UK, and in the latter a number of 
key Government policy papers have adopted a strategic social market-
ing approach. Publications such as ‘Choosing Health’ in 2004, ‘It’s our 
health!‘in 2006; and ‘Health Challenge England’ in 2006, all represent 
steps to achieve both a strategic and operational use of social market-
ing. In India, especially in Kerala, AIDS controlling programmes are 
largely using social marketing and social workers are largely working 
for it. Most of the social workers are professionally trained for this par-
ticular task

Strategies for Socio cultural Marketing
With this understanding of Socio Cultural Marketing and its critical con-
tribution to reducing blindness the steps and strategies of designing 
and implementing an effective social marketing system is as follow:

1.  Define priority areas (health, Well Being, psyche etc…)
2.  Define priority populations (rural, poor, children, etc.):
3.  Community involvement:
4.  Design and implement case finding and clinical service delivery 

strategies that reflect the priorities and take into account the bar-
riers: Some of the strategies for doing this are
a.  Case finding services at community level through eye camps 

and village volunteers
b.  Partnership with the community for all outreach activities
c.  Active use of aphakics (satisfied customers)
d.  Patient education through patient counsellors, posters and 

banners
e.  For screening eye camp patients free food and transportation 

to hospital and back.
f.  Free surgery and stay

5.  Monitor Patient satisfaction and visual outcome

Cross-cultural Issues
Globalization is an inevitable process in the 21st Century, and so is the 
cross-culturalization. On the one hand, the world is becoming more 
homogeneous, and distinctions between national markets are not only 
fading but, for some products, will disappear altogether. It is suggested 
that the claims for “a right to culture” by national states in recent years 
can be important criteria for trade policy making, intellectual property 
rights protection, and the resource for national interests.
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The cross-cultural issues will provide more challenges and opportuni-
ties to the marketers in the 21st Century although they might not be 
totally new in the marketing area. There are many unsolved problems 
or issues that need to be solved and discussed by the scholars and 
marketing professionals in theories and in practice. In the theoretic 
area these themes and issues need to be probed: 1) culture impacts 
on marketing (international versus domestic); 2) cross-cultural dimen-
sions of marketing research; 3) cross-cultural aspects of marketing mix 
(products, price, promotion, and distribution; 4) cross-cultural market-
ing education and professional training; 5) cross-cultural practice in 
electronic marketing.

In terms of marketing practice, the following points are guidelines to 
minimize the possible cross-cultural marketing mistakes: 1) develop 
cultural empathy (recognize, understand, and respect another’s culture 
and difference); 2) be culturally neutral and realize that different is not 
necessarily better or worse; 3) never assume transferability of a concept 
from one culture to another; 4) get cultural informants involved into 
the decision-makings. Ethical points which harm the cultural market-
ing include:

·	Targeting the vulnerable (e.g. children, the elderly). 
·	Excluding potential customers from the market: selective market-

ing is used to discourage demand from undesirable market sectors 
or disenfranchise them altogether. 

Impact of Phases of Socio Cultural Issues
· Issues over truth and honesty. In the 1940s and 1950's, tobacco 

used to be advertised as promoting health. Today an advertiser 
who fails to tell the truth not only offends against morality but also 
against the law. However the law permits “puffery” (a legal term). 
The difference between mere puffery and fraud is a slippery slope: 
“The problem... is the slippery slope by which variations on puffery 
can descend fairly quickly to lies.” 

· Issues with violence, sex and profanity. Sexual innuendo is a main-
stay of advertising content, and yet is also regarded as a form of 
sexual harassment. Violence is an issue especially for children’s 
advertising and advertising likely to be seen by children. Specially 
the ads of deodorants and body sprays like “EXE” and Latest ad of 
Chocolate Boy

Positive Impact 
The impact of few Socio Cultural marketing tools is very positive such as:

1. Advertisements of lead India spread loyalty for our nation and a 
feeling to lead something individually

2. The campaigns of Idea Cellular favour nation’s development in 
terms of literacy and democracy

3. The campaign of Tata Tea – Jago re, asking qualification to a politi-
cal leader and emphasizing to vote in election again favours the 
company as well as nation.

4. Aaj Tak’s Campaign of anti Smoking generates interest and does 
the social cause as well. 

Negative Impact
1. The marketing tactics of reality shows such as “War Parivar” to pro-

mote the show, Playing with emotions of nation by fake family of a 
Bomb blast victim

2. Ads of Deo and Body spray Show vulgarity and spoil the mindsets 
of youth and teenage

3. Ads of Inner wears such as AMUL MACHO temp the human psyche.
4. Ads such of out fits are again harmful to our culture in terms of 

spoiling the nation’s treasure. (See Exhibit 3 )

The use of ethics as a marketing tactic
“Liberation marketing takes the old mass culture critique — consumer-
ism as conformity — fully into account, acknowledges it, addresses it, 
and solves it. Liberation marketing imagines consumers breaking free 
from the old enforcers of order, tearing loose from the shackles with 
which capitalism has bound us, escaping the routine of bureaucracy 
and hierarchy, getting in touch with our true selves, and finally, finding 
authenticity, that holiest of consumer grails.”
  - Thomas Frank 

Marketing Strategy
The main theoretical issue here is the debate between free markets and 
regulated markets. In a truly free market, any participant can make or 
change the rules. However when new rules are invented which shift 
power too suddenly or too far, other participants may respond with 
accusations of unethical behaviour, rather than modifying their own 
behaviour to suit (which they might not be able to anyway). Most mar-
kets are not fully free: the real debate is as to the appropriate extent of 
regulation.

Catering social morals in ads help marketers to get the attention of a 
Mediocre of a nation who represents population of the masses. Just 
as the few of reality shows of television have the concept of bringing 
the ordinary persons in lime light and make them the celebrities. They 
market their shows focusing these features. This strategy is the key of 
success of few reality shows like NAYA ROOP NAYI JINDAGI and may it 
be INDIAN IDOL. 
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