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ABSTRACT
It is a well-known fact that advertisement plays a major role in increasing the sales of any product
introduced in the market. Particularly advertisement that uses the imoge of a celebrity has huge impoct. But
as the trends change, the current trend is to use the celebrities from the field of sports. Using sports
celebrities in the advertisements in order to reoch wider oudience has become a trend in the Indion context
and moreover huge amount of money is being spent for this purpose. That is the reason why the present
research has focused on this particular area. The major focus of the present research is to identify the impact
of sports celebrity advertisements on the purchase il ion of the ¢ s. It has included both high
involvement product as well as low i lvement product. Mi; es of 450 U.G. students and faculties from 10
colleges which are dffiliated to Manonmaniam Sundaranar University, Tirunelveli have been selected for
alysis. The respondents were chosen using convenience sampling method. the present research has
suggested that in the case of Low Involvement Product sports celebrity odvertisements can be used to
increase the purchase intention of the consumers. But in the case of High Involvement Product, sports
celebrity advertisements can be used only while introducing new products and for popularising it.

KEYWORDS: Sports Celebrity, Advertisement, Purchase Intention, Low Involvement and High Involvement
product.

INTRODUCTION:

Today, use of celebrities as part of marketing communication strategy has become a fairly common
practice for major firms to hold brand imagery. These firms juxtapose their brands with celebrity endorsers
in the hope that celebrity may boost the effectiveness of their marketing. Companies invest large sums of
money to align their brands and themselves with endorsers. Such endorsers are dynamic with both
attractive and likeable qualities. Companies ensure that these qualities are transferred to products via
promotional activities. Furthermore, because of their fame, celebrities serve not only to create and maintain
attention but also to achieve high recall rates for Advertisement messages in today’s highly cluttered
environments.

Celebrities are worshiped, given respect and trusted. So marketers know that they are very
influential on consumers. Television remains the most effective medium in India for reaching today’s youth,
and most efficient for introducing young people to various brands and in helping to shape their decisions
about purchasing. The usage of celebrities by the Indian advertising agencies has experienced a phenomenal
increase in the last ten years. Effective communication between the marketer and the consumers is the need
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Abstract
E-resources play a major role in current educational scenario. Most of the institutions have been

shifting their all type of resources / data into e resources. Reason of technological up-gradation
the students’ community is having facilities to access e resources in any time at any places.
Researcher focuses on the usage of e-resources by students of central university of Tamil Nadu.
It is one of the leading universities in Tamil Nadu which has successfully maintained e-resources
in their campus in order to benefit their students. The main objective of the paper is to analysis
the impact of ICT knowledge, Library Infrastructure facilities and Motivational factors on
Students’ usage of E-resources. For this purpose, researcher has collected 110 questionnaires
Jfrom the students. The data was collected using systematic random sampling method. Tool is
validated through Confirmatory factor analysis (CFA). Structural Equation Modeling (SEM) is
used to analysis the data. The major findings are ICT knowledge of student is the main source to
increase the usage of e-resources and professors & Library staff members are the major
motivator to boost the usage of e-resources of student. So, library members and Professors may

conduct various seminars and workshops in order to enhance the ICT knowledge of students.

Keywords: E-resources, Library, ICT Knowledge, Infrastructure, Motivation and Usage.
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ABSTRACT:

Corporate Social Responsibility is realized by many organizations and they are concerned with
it. This research paper deals with the effect of CSR on employee commitment with the mediating
effect of self factors. It aims to analyze the CSR relationship on employee commitment with
mediating effect of self factors such as meaningfulness, self-esteem and emotional appeal among
selected home appliances company. The hypothesis is tested using Process macro (Hayes 2013).
The findings revealed that there is direct relationship between CSR and employee commitment.
It is also proved that there is a mediating effect of self factors between the CSR and employee
commitment.

KEYWORDS:
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ABSTRACT:

Leading CSR model says that the first responsibility of the company is to satisfy the
economic responsibility, which means being profitable, then being legally responsible which
means obeying law. then comes the ethical responsibility which means being ethical with
moral values and finally comes the philanthropic responsibility which means being a good
corporate citizen. The core responsibilities of the business which is prescribed and regulated
are Economic and legal responsibilities, on the other hand the responsibilities that are
optional and non-mandatory are ethical and philanthropy responsibility. This is the qualitative
research based on case studies. The main objective of the research is to explore the ethical
variables of the CSR (Corporate Social Responsibility) construct and to know the reasons,

notions and actions of ethical responsibility.

INTRODUCTION:

Corporate Social Responsibility is the concept where the company integrates social,
economic and environmental concerns into the company’s values, culture, and into the whole
operations that must be transparent to all stakeholders. As per the stakeholder theory the
stakeholders are Share holders. Employees, Customers, Suppliers and Community. CSR
focuses on the triple bottom line which is mentioned in 3P’s Planet, People and Profit. The

notion of CSR is to run the business which is economically sustainable, socially sustainable
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Abstract:

The aim of this rescarch is to assess whether there is an association between
Organizational Identification and Employce Engagement among the intcllectual
capital asscts of a sclected textile retail outlet. In order to find out the intended
rescarch objective, the rescarchers have sclected 87 employecs using proportionate
stratified d pli hni and the data were collected through structured
q . The qu < ts of d grap variables, Items of
Organizational Identification Scale and Items of Employce Engagement Scale. The
rescarchers have used the Non-Parametric tools such as Mann-Whitney Test,
Kruskal Wallis test and Spcarman’s Rho Corrclation for the purposc of statistical
analysis. Based on the analysis of how the demographic variables and
Organizational Identification Factor arc associated with Employce Engagement, the
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Engagement.

rescarchers have made few recommendations to the textile retail outlet.
Intellectual capital,

Organizational Identification, and Employee

Introduction:

The increasing competition in the market makes
organizations inevitably compete their rivals with
unique capabilities. Intellectual capital is the prime
resource of any organization which cannot be
imitated, copied, adopted, and stolen merely by
someone from outside. Though it is easily seen and
observed by others, it is the human values which
give benefits for organization. This is because of the
unique set of Skills, Knowledge and Attitude of its
human capital. No individuals can have the same set
of these three capabilities. Today, the challenge
faced by every organization is the retention of its
workforce. Simply retaining best talents is alone not
a solution to reinstate the growth lost but, engaging

Published by: The Mauingley Publishing Co., Inc.

that human capital at work brings in more values to
outperform over the competitors in the market.

Employees with the highest levels of engagement
perform 20% better than others and are 87% of them
less likely to leave the organization indicate that
engagement is linked to organizational performance
(Lockwood RN, 2007). Retaining these engaged
workforce enables the firm attain sustainable
competitive advantage and lifts its reputation which
in turn fosters even the loyalty of customers.
Therefore Employee Engagement is a potent
differentiator. Engaged employees do not just see
about their job but they understand how much their
daily actions impact their organization’s business.
They go extra-mile to create value to the business

6277
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1 INTRODUCTION

Celebrity promotion is a specific technique utilized Kotler
(2014) by advertisers to publicize an item from such a stage
through which the customers can connect themselves with the
brand value from the viewpoint of the celebrity’s personality. In
India a celebrity is revered in the mind of the customer so
huge that any activity can be profited by their tremendous fan
base (Erdogan, 1999). Along these lines the tremendous and
binding connection between celebrity advertisement and
customer conduct can't be disregarded or undermined in a
contending business onwronmanl like lndla In the present
situation, the ad g pr dure of most business
firms depends vngormslymmgnatrvo publicizing so as to
promote their items among their prospective customers. A
definitive objective of the present publicizing methodology is in
the influence of clients, who are well educated, modern and at
the same time very selective. Due to this reason, there is a
huge competition in the market. Having a decent item alone
isnt sufficient to contend in business sectors of elevated
requirements. Clearly, the adjustments in business sectors and
purchaser way of life are driving advertisers to concentrate on
increasingly convincing methods for advancing their items.
Because of this, in a day in day out basis, consumers receive
numerous calls besides the advertisements in newspapers
and other media. In the competitive world, various brands are
in the race to attract consumers and exploit their time in the
process of introducing their products.
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Amidst anumber of products in the market, the manufacturers
are forced to use tactics of various kinds to make the
consumer tum towards their products. Celebrity endorser
isone of the tactics use by the companies. In the process of

pass'ngthothnow s of the » era tend to
overiook corr ltogether. Hc the attraction of
thocolobntylsalwayswobomodbywmaaosstho

age. Along these lines, it is understood that celebrity
endorsements in commercials has more prominent effect on
the products and its increasing sales. Organizations use
celebrities to sell their items through such promotions. The
impact and image of the celebrities are coordinated with the
products’ important features. This causes the buyers to pick a
product in the midst of various products in the market.
Notwithstanding its effortlessness, the structure of such
campaigns and the ensuing achievement in accomplishing the
ideal outcome requires a top to bottom comprehension of the
product, the brand objective, choosing a celebrity, connecting
the celebrity with the brand, and a system for estimating the
viability.

2 STATEMENT OF THE PROBLEM

Advertisement plays a crucial role in popularizing a product
among the people who might have the necessity to buy the
product. Whenever there is a new product that is being
launched in the society, the first medium through which the
knowledge about the product reaches the consumer is through
the advertisements. Therefore the advertisements act as a
bridge b 1 the people, the facturer and the y
asaMrologThoroamma\yslralog'osmtmboingusodby
the advertisers in order to attract the consumers. One of the
most popular strategies used today is the involvement of
celebrities in the advertisements. It is also known as celebrity
branding. Celebrity branding has a long history. It is recorded
that as early as the 1760s celebrity branding was used by
companies to advertise and popularize their products. Though,
it was not as popular until the introduction of the modem
media. When the modern media such as newspaper,
television, radio and intemet were introduced, the
advertisements at large and celebrity branding in particular

4848
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ABSTARCT
In Incia, management institutions have mushroomed and as a result there is mismatch between demang

and supply of MBA graduates. These do not provide job g ”“""’"Wmvmm...,
victims because even after investment of Ks. 3 1o 4 lakhs for MBA course, there is no ’wﬂmm.
getting expected job opportunity. The specializations. svllabus, project work, skills developed and overall Syatem
is not in une with the changing times \BA graduates lacks in required skills and practical knowledge Asa
result most of the degrees holders are remain unemployed The present study is based on both primary ang
secondary data The primary data has been collected from 122 MBA pass out students. It has underiaken g
understand the student s opinion about the institutional efforts taken by their institutions. competency of their
teachers and current status of their carecr achiovements In this paper the contributing factors in career Wwccery
of students are studied with the help of model

INTRODUCTION

Over the past decade, there 1s lot of changes in the hagher eds Its perfi 15 NOt Up 1o the
expectation There 1s a noed for the develoy of the ed 'salotlomlhmedo(lh_“
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di system prody praduates that are ployable because there are skill shortages Enh 1

knowledge, providing exposure, enhancing employability skills are the necessary sctivities Wh;'hw o
conduct
There are significant gaps between Indian umversities and those outside the world n terms of quality |
standards A major shortfall in this direction is the mabiliny of our institutes o attract and retamn the mﬂ‘
trained faculty. Packages offered by the corporate sector are extremely attractive Vis-a-vis those offered by our
mstitutions of higher learming It results ito brilliant and talented youth opt for corporate sector and the
didates who are rey d by the corporate secior enter into teaching carrier Th:-huu.eofq-hﬁddi
skilled teachers itsell become a major hurdle in realization of owr dream of making India & major hub of rescarch
and development and knowledge super power I 2030 The Mushroomed MBA colleges, less number of
teachers, lecturers on small amount of salary. lack of experienced h lack of with
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Abstract

Advertising is the process by which companies can introduce their products and services in front of
the consumer to gain their ion ds their products and services and to convey messages
casily. Now a days with the demand of eco- friendly products is increased. So many organizations
produce eco friendly products and taken into consideration of environmental protection and safety
consumers are tuming towards more on ecological products for the betterment of self as well as
cavironment. “Product promotion based on environment related situations is the central idea of green
advertising”. Green advertising promotional campaigns are associated with the eco friendly products.
Companies claims of using green/eco friendly products constitute a form of green advertising. In this
paper should focus on consumer pereeption towards groen advertisement. The sample of this study is
60 respondents in tirunclveli. T-test, independent t-test, one-way anova are used for analysis.

INTRODUCTION
In an cra when major social issues can be discussed and analyzed freely by the masses due to the
advancement of the tools of social media and mobile Intemet, advertisers often try to predict what
consumers might want and how brands should be portrayed through these channels. An emerging
trend in today’s marketplace is the notion of being environmentally friendly, also phrased as “going
Going groen used to be as simple as tuming off the lights after leaving a room to save energy.
It has now grown into a whole market ranging from environmentally-friendly cars to energy efficient
appliances. Major automobile manufacturers have at least one low-emission vehicle in their lincup and
often stress low fuel costs for their other cars.Many of the companies should go green movement and

adopt 3R strategy(Reduce, Recycle, Reuse) then only sustain in the market.

Attitude towards green advertisement:

Previous rescarch in to consumer attitude and perception towards green advertisement was very
comprehensive.( Frankel, 1992 ) consumer responses towards groen advertisement and products &
services in terms of loyalty. (Phillips 1999, Schlossberg 1992) consumer are willing to pay high prices
for green advertisement products.(Davis 1994, Wheeler 1992) Consumer perception towards green
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ABSTRACT:

In the ¢ra, many of the social issues are occurred, and it can discussed and analysed
by the people in their social media, mobile and network. In today’s marketplace concept is
being cavironmentally friendly and also called going green. Green advertisement s
developed in recent days, it is specific type of adventisement and focus on environmental
benefits rather than product benefits. This study aims to find green sdvertisement and its
influence on customer’s purchase imtention in Twunclveli. The data were collected from
223 respondents in Tirunclveli.

Key words- Attitude towards green advertising, Purchase Intention
INTRODUCTION

In the recent year many of the social issucs can be discuss and analyzed by the
poopk in their social media, mobile and internct. Most of the adventisers arc assess 1o what
consumers might want and how brands should be portrayed through these channels. In
recent trend in today”s marketplace concept is being enavironmentally fricndly, also phrased
as “going green.”

Going green used to be as simple as turning off the lights after leaving a room to
save encrgy. It has now develop into o whole market ranging from environmentally- friendly
cars 1o encrgy efficient appliances. Major amtomobile manuficturers have at keast one low-
cmission vehicle in their lincup and ofien stress low fuel costs for their other cars.

Most of the productscomes to being environmentally friendly and “going green™
The marketers are very struggle 1o find the effective way to promote their product. ;
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