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Name of the
Department : Business
Administration

District :Tirunelveli

State : Tamil Nadu

Total Number of Departments in the institution :

19

Sl. No. [Name of the Department Business Administration
1 Year of Establishment 2006
’ Is th.e D'epartment part of a School/ Faculty of the Faculty of Arts
Institution
3 Names of programmes offered BBA
Number of teaching posts Sanctioned/ Filled Sanctioned Filled
2016-17 5 5
2017-18 5 5
4 2018-19 5 5
2019-20 5 5
2020-21 5 5
2021-22 5 5
Number of Research Projects: No. Total Grants Received
2015-16 Nil Nil
2016-17 Nil Nil
2017-18 Nil Nil
3 2018-19 Nil Nil
2019-20 Nil Nil
2020-21 Nil Nil

2021-22




Inter —institutional collaborative projects and Associated

National collaboration

Grant Received

International collaboration Number

Grant Received

grants received Number
2015-16 Nil Nil Nil Nil Nil
2016-17 Nil Nil Nil Nil Nil
6 2017-18 Nil Nil Nil Nil Nil
2018-19
2019-20 Nil Nil Nil Nil Nil
2020-21 Nil Nil Nil Nil Nil
2021-22
Departmental projects funded by DST-FIST,DBT, ICSSR, DST-FIST DBT ICSSR Mention name, if others
etc., : Total grants received
2015-16 Nil Nil Nil Nil Nil
2016-17 Nil Nil Nil Nil Nil
7 2017-18 Nil Nil Nil Nil Nil
2018-19 Nil Nil Nil Nil Nil
2019-20 Nil Nil Nil Nil Nil
TOTAL
Special research laboratories sponsored by/created by industry or corporate bodies:
2015-16 Nil Nil Nil Nil Nil
3 2016-17 Nil Nil Nil Nil Nil
2017-18 Nil Nil Nil Nil Nil
2018-19 Nil Nil Nil Nil Nil
2019-20 Nil Nil Nil Nil Nil
publications: Number of Papers published Number of Books with | Number of Citation Index — | Number of Impact Factor — range Number of h-index
ISBN range / average / average
2016-17 1 NIL NIL NIL NIL
2017-18 1 2 1 NIL NIL
9 2018-19 4 NIL NIL 0.02 2
2019-20 3 1 2 NIL NIL
2020-21 NIL 1 10 NIL NIL
2021-22 5 1 1 7.4
TOTAL 14 5 15
Details of patents and income generated Patent details Income Generated
2015-16 Nil Nil Nil Nil Nil
2016-17 Nil Nil Nil Nil Nil
10 2017-18 Nil Nil Nil Nil Nil
2018-19 Nil Nil Nil Nil Nil
2019-20 Nil Nil Nil Nil Nil
2020-21 1 Application Nil Nil Nil
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Areas of consultancy and income generated Details Income Generated
2016-17 Nil Nil Nil
2017-18 Nil Nil Nil
11 2018-19 Nil Nil Nil
2019-20 Nil Nil Nil
2019-20 Nil Nil Nil
2020-21 Nil Nil Nil
Awards/' Recognitions received at the National and Faculty Doctoral/Post doctoral fellows Students
International level by :
2016-17 Nil Nil Nil Nil Nil
2017-18 Nil Nil Nil 20 Nil
12 2018-19 Nil Nil Nil 16 Nil
2019-20 Nil Nil Nil 1 Nil
2020-21 1 Nil Nil 3 Nil
2021-22 5 Nil Nil Nil Nil
TOTAL 6 Nil Nil 40 Nil
How many students have cleared Civil Services and Defense Services examinations, NET, SET (SLET), GATE and other competitive examinations
Civil Service NET SET (SLET) GATE Other Competitive Exam
2016-17 Nil Nil Nil Nil Nil
2017-18 Nil Nil Nil Nil Nil
13 2018-19 Nil Nil Nil Nil Nil
2019-20 Nil Nil Nil Nil Nil
2020-21 Nil Nil Nil Nil 1 (MAT)+ 11 (TANCET)
2021-22 Nil Nil Nil Nil 21
TOTAL Nil Nil Nil Nil 33
List of doctoral, post-doctoral students and research From the host institution/university From other institutions/universities
associates
2015-16 Nil Nil Nil
14 2016-17 Nil Nil Nil
2017-18 Nil Nil Nil
2018-19 Nil Nil Nil
2019-20 Nil Nil 1
2020-21 1
Number of Research Scholars/ Post Graduate students
getting financial assistance from the University/State/ University tate Central
Central
15 2015-16 Nil Nil Nil Nil Nil
2016-17 Nil Nil Nil Nil Nil
2017-18 Nil Nil Nil Nil Nil
2018-19 Nil Nil Nil Nil Nil
2019-20 Nil Nil Nil Nil Nil

Note: Compile data for the last five years
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Proceedings of the Secretary, Sadakathullah Appa College (Autonomous),
Rahmath Nagar, Tirunelveli - 627011.

e

PRESENT : Alhaj. T.E.S. FATHU RABBANI

Re.No.11786/SAC/UAR2019 Date: 29,04.2019
Sub: Unaided Courses ~Sadakathullah  Appa College-

Appointment for the post of Assistant Profegsor in the
Department of Business Administration ~orders issued.

Read: Interview on 23.04.2019 and Connected records.

Theen
ORDER :
Dr. A. MARIAMMAL, M.Com., M.Phil,, Ph.D,, is tempaorarily appointed as

an Assistant Professor in the Department of Business Administration at a
consolidated salary of Rs.25,000/- (Rupees Twenty Five Thousand only) per month.
This appointment will be governed by the rules and regulations of the
Sadakathullah Appa College. Ifshe wishes to leave the Collegeahe will have to give
three months’ notice or three months® salary (last drawn pay) in lieu thereof. Notice,

if any, should be given before March 31" of the particular year,

A T b
To

Dr. A. MARIAMMAL, M.Com., M.Phil., Ph.D., Wh 0
No.31B, Chellathai Nagar, 24 -

N.G.O. ‘A’ Colony,
Palayamkottai, Tirunelveli - 627 007.

Copy to the H.O.D. of Business Administration
Copy to the Director of Unaided Courses
Copy to the Committee Office

Rahmath Nagar, Tirunelveli 627 011. Ph : 0462-2540763, Fax : 0462-2540033
E-mail : principal@sadakath.ac.in, Website : www.sadakath.ac.in
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Present : Hajee T.E S. Fathu Rabbani
-

ADDOINUTREnD Jrae

Thiru. S. Shahul Hameed, M.B.A. is temporarily appointed as
lecturer in the department of Business Administration (Unaided) with effect
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from'the FN. of 03.09.2009. " 2
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Abstract
Green marketing is a recent concept which has been adopted by consumers, orga.nizations government qiy
over the world to save the natural resources & to protect the environment for the sustainable development of the
resources. The research purpose here is to find the mediation effect of environmental concern attitude of
consumers between companies green marketing mix strategies and its influence on consumer purchase intention
of green products. From literature review three factors were adopted for primary research such as green
marketing mix strategies, co s” envir al concern attitude and purchase intention of green products
mpany were measured using four variables, likewise the factor

The factor of green marketing mix strategies of co
of environmental concern attitude of consumers were measured using our variables and also the factor of

purchase intention of consumers were measured using five variables, The primary research was done using

consumers to accept the environment friendly products
Keywords: Green product, purchase intention, mediator, consumer and environmental concern.

Introduction
Green marketing has come into effect as a result of environmental degradation caused by the

ndance of natural resources. Even though green marketing is not a completely new
phenomenon, the emergence of 8reen consumerism and socially conscious consumers are strong
indicators of the green movement (Menon, Chowdhury and Jankovich, 1999; Sivadas, 1997).
Likewise, companies are slowly introducing green marketing into their business practices by
reducing the impact of production, manufacture and €nergy usage on the environment (Grant,
2008). Moreover, companies are using green marketing as a means for creating a competitive
advantage (Han, Hsu, and Sheu, 2010).

Green Marketing
Green marketing concept came in Prominence in Jate 19ggg & early 1990s, which incorporates

many activities like product modification, change in production process, change in packaging
advertisement changes, etc. (Polonsky, 1994). According to Soonthonsmai (2007), green marketing
is defined as activities performed by environment concerned firms to deliver the environmentally
sound goods/services to provide satisfaction to consumers, A green marketing strategy for ﬁ".'"s
was proposed by Harrison (1993) to influence the Purchase decisions of consumers by P°Siﬁon“:f
green product benefits in minds of consumers. Greep marketing is a management pmcei: P
identify, anticipate & satisfy the requirements of consumers/ society in more pmﬁtab

sustainable way (Peatitie, 1995; Welford, 2000).
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ABSTRACT

It is a well-known fact that advertisement ploys a major role in increasing the soles of any product
introduced in the market. Particularly advertisement that uses the image of a celebrity has huge impact. 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 reach wider audience has become a trend in the Indian 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 odvertisements on the purchase intention of the consumers. It has included both high
involvement product as well as low involvement product. Mixtures of 450 U.G. students and foculties from 10
colleges which are doffiliated to Manonmaniam Sundaranar University, Tirunelveli have been selected for
analysis. The respondents were chosen using convenience sampling method. the present research has
suggested that in the case of Low Involvement Product sports celebrity advertisements 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 iIntention, 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

Journal for all Subjects : www.lbp.world
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ABSTRACT:
Corporale Sociml Responsibelity is realized by many organizations and they are concerned with
it. This rescarch paper deals with the effect of CSR on employee commitment with the medsating
effect of self factorx. It aums 1o analyze the CSR refationship on employee commatment with
mediating effect of self factoes such as meaningfulness, self-esteem and emotional appeal among
selected home appliances company. The hypothesis is tested usimg Process macro (Hayes 2013)
The findimes revealed that there is direct relationship between CSR and employee commitment.
It is also proved hat there i1s 2 mediating effect of self factors between the CSR and employee

comumitment.
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ABSTRACT:

Leading CSE 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

Volume IX, Issue II, FERBRUARY /2019 Page No: 2454
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A STUDY ON CONSUMER PERCEFTION TOWARDS GREEN ADVERTISEMENT IN
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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 attention towards their products and services and to convey messages
easily. 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 turning towards more on ecological products for the betterment of self as well as
environment. “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 perception towards green advertisement. The sample of this study is
60 respondents in tirunelveli. T-test, independent t-test, one-way anova are used for analysis.

INTRODUCTION
In an era 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 Internet, 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
green.”

Going green used to be as simple as tumning 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 lineup and
often stress low fuel costs for their other cars.Many of the companies should go green movement and
adopt 3R strategyi Reduce, Recycle, Reuse) then only sustain in the market.

Attitude towards green advertisement:

Previous research in to consumer attitude and perception towards green advertisement was very
comprehensive.| Frankel, 1992 ) consumer responses towards green 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

Fage | 2802
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Is Consumer Behaviour Varying Towards Low
And High Involvement Products Even Sports
Celebrity Endorsed?

5.5hahul Hameed, Dr.5 Madhavan, Thangaraja Arumugam

Absiract: The majos ocal poird of the presant ressarch is io recognize the etlect ol sports celsbrity ads on the purchase imention of fie buyess. Bath
high Inwolvamient products and low involsement producls have Included In the reseanch. & combination of 430 undergraduale siudents and feachers has
besn chosen for the investigabion. The respondents were picked ublizing Strabified sampling fechnigue. The information wers dissecied uSizing
Hierarchical Cluster Anaiysis and K-Mean Clusier Analysis. Tha significant finding of the presant ressarch is that on account ol Low involvement
Product. there ks an effect of sporis calebrity ads on the purchase intenbion of the cusiomsars, and fhene is no eflect on acoound of perceivesd risk facios.
Oini thes obher hand, on accourd of High Involvemesnt Product. there s a high affed infhe parcsived sk factor on diminishing fhe purchase inbenSion of e
customers. In this manner, the present ressarch has proposed that on account of Low Involement Product sports oslebrity promotions can be ulilized 1o
expand the purchase inbenSon of the purchasers. Wet. on accound of High Imvalvement Froduct, sports celebrity promofons can ke ullized just while

presenting new products and for Increasing ibs poputarity.

Index Terms: Spors celebnty. Advertisemant. Involeamant Lavel Purchass Infentian, Risk tactor, Product. Popularity.

1 INTRODUCTION

Celebrity promotion is a specific technigque ufilized Kotler
(2014) by advertisers to publicize an item from such a stage
through which the customers can connect themsehes with the
brand value from the viewpoint of the celebrity's personality. In
India a celetrity is revered in the mind of the customer so
huge that any activity can be profited by their tremendous fan
base (Erdegan, 1990). Along these lines the tremendous and
binding connection between celebrty adverdisement and
cusiomer conduct can't be disregarded or undermined in a
contending business emvironment like India. In the present
situation, the advanced marketing procadure of most business
firms depends vigorously on imaginative publicizing so as fo
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 competifion in the market. Having a decent item alone
isn't sufficient to contend in businese seclors 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
numercus calls besides the adverfisements in newspapers
and other media. In the competitive world, vanous brands are
in the race to attract consumers and exploit their time in the
process of introducing their products.

Mr.5.8hahul Hameed, Assisiant Professor,
Administration, Sadakathull ah
Tinunetvel, TamiiMNadw, Indlia.

OirMadhavan, Professor, Manonmaniam Sundaranar  Uniseersity,
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Dr.Thangaraja Arumugam, Assistani Professor, WIT Business School,
Welhone InsWtute of Techrology, Chennal Email-
thangaraja. mbadBgmail.com
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Amidst anumber of products in the market, the manufacturers
are forced to use tactics of various kinde fo make the
consumer turn towards their products. Celebrity endorser
isone of the tachics use by the companies. In the process of
paseing their fime, consumers of the modem era tend fo
overlook commercials altogether. However, the attraction of
the celebrity is always welcomed by consumers across the
age. Along these lines, it is undersiood 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
producis’ important features. This causas the buyers to pick a
product in the midst of various producis im the market.
Motwithstanding its efiortlessness, the struciure of such
campaigns and the ensuing achievement in accomplishing the
ideal outcome requires a fop to bottom comprehension of the
product, the brand objective, choosing a celebrity, connecting
the celebrty with the brand, and a system for estimating the
viability.

2 STATEMENT OF THE PROBLEM

Advertisement plays a crucial role in populanzing 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 adwertisements. Therefore the advertisements act as a
bridge between the people, the manufacturer and the society
as 8 whole. There are many strategies that are being used by
the advertisers in order to atiract the consumers. One of the
maost popular strategies used today is the involvement of
celebrities in the advertisenents. It is also known as celebrity
branding. Celebrity branding has a long history. It is recorded
that as early as the 17605 celebrity branding was used by
companies to advertise and popularize their products. Though,
it was not as popular until the introduction of the modemn
media. When the modemn media such as newspaper,
television, radio and intermet were infroduced, the
advertisements at large and celebrity branding in particular
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Abstract:
The aim of this rescarch is to assess whether there 1s an association between

Organizational Identification and Employee Engagement among the intellectual
capital asscts of a sclected textile retail outlet. In order to find out the intended
rescarch objective, the rescarchers have selected 87 employecs using proportionate
stratified random sampling technique and the data were collected through structured
questionnaire. The questionnaire consists of demographic vanables, ltems of
Organizational Identification Scale and Items of Employee Engagement Scale. The
rescarchers have used the Non-Parametric tools such as Mann-Whitney Test,
Kruskal Wallis test and Spearman's Rho Correlation for the purpose of statistical
analysis. Based on the analysis of how the demographic variables and
Organizational Identification Factor are associated with Employee Engagement. the

Revised: 27 January 2020
Accepted: 24 February 2020

Publication: 18 May 2020
Engagement.

rescarchers have made few recommendations to the textile retail outlet.
Keywords: 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 Mattingley 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 tum 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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Representing Women Entrepreneurs in
Tamil Movies

By Tuavcaraa Ansaaet @ s senn' @ | v Kad™ @ |
S. Ssant Hasmesn' Q. and P. Divaxax’ @

Asstiact. Women's entreprencurship is one of the most evocative terms
used in this century. Women have achieved sustained progress in all
domains. Nourishing a business as an entreprencur is a critical activity,
which means we need to understand the role of women in developing
businesses. Movies about the struggles of female entreprencurs
can help provide that understanding. This anticle discusses women
entrepreneurs in Tamil-speaking regions of India, Three Tamil movies
that center on women's entreprencurship are chosen: 36 Vayadbinile
(2013), KaatrinMozhi (2018), and Miss India (2020), One question
that drives the action in the first of these films is what sets limits on
women's ambitions. Kaatrin Mozbi is about a woman driven by the
desire to work as a radio host while maintaining her family life. In
Miss India, the protagonist aims even higher. She hopes to create a
carporate empire. These three movies portray different dimensions
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Abstract

Purpose - This study aims o dentify the barmiers to building supply dhain resilience and assess the
contextiz! relationsinp between them in the Indizn micro, sl ane mesdium enterprise (MSME) sector for the
past COVIDL1Y era.
Design/methodology/fapproach - Basmers to supply chain resilience were extracted from the extant
Heratare and were evaluated usmg the grey sets and Decsion Making Tral and Evalabton
MEMATEL) approach from strategic, tactical and operational busness perspectives. The responses from
experts on the identified barriers were callected through 2 structured questionnaire. The prommence-net effect
resuks obtained after the DEMATEL application helped identify the most prominent hamiers, their net case
and effect, and their comrelation with each other.
Findings - A total of 16 barriers to resilience, identifted from the literature, were comsidered for analysis The
findimgs of the study revealed that the kack of flexibility is the most critical crusal barrier to building a resibent
supply chain. Lack of planned resource man gement was also formd to be an influential barrier. The study also
Mlﬁd&npﬂrchm@mmdhdwmmmmmlmpbﬂmnmfxmh
the MSME sector to focus oo
Research limitations/implications — The study s limited to assessmp barriers o the supply dain
resilience of MSMEs in India. Mare extensive research mary ¢ be needed to reveal the global trend.
Practical implications - The study is sgmificantly unptttambnh:)&n".s to establsh resihent
supply chames. Managers can use the findmps to identify the weak Inks in the supply chain for strategic and
tactical planming and can take corrective actions.

vivalue - The ints the key betwern bamrers that MSMEs to make thear
memmmmmwgmwewmmﬁmm&mmnﬁm' ies. The work may
be used by practitioners to further thes attemition on the sigmaficant challenges.

Keywords Ressbent supply cham, Risk manapement, Resilience, COVIDL19, Grey DEMATEL MSME
Paper type Research paper

1. Introduction
Business operations, while ing in the global environment, have became more integrated,
makmng themselves vulnerable to disruptions (Blackhurst ef al, 2006)  sonomegiames
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ABSTRACT:

This research focuses on the interaction of "when" and "how,” as well as the impact of unfavourable
information about just a brand that is associated with a social group on customer attitudes and word-
of-mouth behaviour. When there is unfavourable information about an in-group brand. it affects the
social identity of the group members and leads towards derogation of the out-group goods, according
to our findings. It's worth noting that communicating negative information shapes one's mentality and
sends a waming signal to one’s social identity. Out group product derogation, on the other hand, occurs
exclusively when bad information originates from outside the group. Finally, we wrapped up the
proposed procedure by presenting a group statement of the product derogation that we discovered.
KEYWORDS: social identify, brand failure, out group derogation.

INTRODUCTION:

There is unfavourable information about consumer brands in the trade, as a result of a crisis.
Volkswagen, Wells Fargo, and Uber. for example, have all been the subject of unfavourable press.
How did customers become aware of these companies, whether or not they were tied to the social
group, and react to such bad information? How do they talk about other products in common
commerce? Which has nothing to do with their social group. This analysis is about the combination of
"when" and "how." the consumers’ attitude toward product & their word-of-mouth behaviour, as well
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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 attention towards their products and services and to convey messages
easily. 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 turning towards more on ecological products for the betterment of self as well as
environment. “Product promotion based on environment related situations is the central idea of green
advertising”. Green advertising promotional eampaigns 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 perception towards green advertisement. The sample of this study is
60 respondents in tirunelveli. T-test, independent t-test, one-way anova are used for analysis.

INTRODUCTION
In an era 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 Internet, 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
green.”

Going green used to be as simple as tuning 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 lineup and
often stress low fuel costs for their other cars.Many of the companies should go green movement and
adopt 3R strategyi Reduce, Recycle, Reuse) then only sustain in the market.

Attitude towards green advertisement:

Previous research in to consumer attitude and perception towards green advertisement was very
comprehensive.( Frankel, 1992 } consumer responses towards green 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

Traditional & modern marketing concepts are divided into two categories in marketing. Traditional
marketing has evolved into digital marketing in the present market climate. Digital platforms aid in
the design and exploration of marketing mix, as well as meeting the needs of consumers. Unorganized
businesses use digital marketing to engage with customers all around the world. It establishes a new
market trend. It also has an impact on customer preferences for products and services. Simply said,
individuals embrace new technology and like experimenting with new market trends such as online
shopping, e-transactions, and so on. The survey looks at how customers choose to buy products and
whether they prefer traditional or digital marketing. As a result. the study conducted an literature
analysis to show that the most common reason given in studies for customers to choose specific
marketing tactics for shopping is to save money. In the form of a conceptual framewaork, this research
intended to show which factors directly affect customer preference. Finally, we discuss which
marketing concept is most popular among customers.

Key words: Consumer Preference, Online Shopping, Traditional Marketing, Digital Marketing

INTRODUCTION
Marketing is a broad term that refers to a set of social and management activities camried out by an

individual or group of individuals in order to generate profit and riches by exchanging products &
i



JOURNAL OF MANAGEMENT & ENTREPRENEURSHIP
ISSN - 2220.5M4%
UGC Care Growp | Jourmal
ASTUDY ON CONSUMER'S ENVIRONMENT KNOWLEDGE, GREEN
ADVERTISEMENT ANDITS IMPACT ON  BUYING REHAVIOUR

5. YASMIN KATHUA Rescarch Scholar in Commerce Sadakathullsh Appa College (Amtonomous)
Tirunchveli -11 : yasmmkathijaR9& gmail com
Dr. K. SHEIK MYDEEN Assistant Professor & Head Depantment of Commerce (Finance)
Sadakathullzh Appa Collegef Awonomous) Tirenclvel - 11
Dr. A. Hamil Associate Professor & Head PG Research Department of Commerce Sadakativallah
Appa College {Autonomoes) Turunclvedi -11

Abstract:

In an era when mdmwmko&xmdmdmhﬂﬁrchbtm-m nb:m
&Mafﬂfbd:q'mdﬁnuduobdfhkmam“nmx:
what coessmers might wawt and how brands should be portraved through
mM:ﬁM‘smukaq{&mMM abopbusd
as “going green.” Now a days with the dewand of eco- friendly products is increwsed. So many
arparizations oo friemdly products and token imto comsideration of emvironmental
provection safe o consuwers are trming fowards more on ecologioal products for the
betterment of self as well @ evironment. “Product promofion based ow environment  related
situations is the comtral idea of groen advertising ™. The primary objective of this study is to assexs
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study was condwesed i Ti s with a size 120. Percentage analyyis and Mann-whitney U
fext amd spearman ramk correfation, Patk analysis are wsed i this study.
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Introduction:

In an era when major social isswes can be discussed and analyzed frecly by the masses due to
the advancement of the tools of social media and mobile Imternet, advertisers often try 1o predict
what comsumers might want and how brands should be portrayed through these chamncls. An
ancrpgundmlod:vsuutq’lxeblhcnmmo(qumﬂyfncdy also phrased
as “going green.” Now a days with the demand of eco- friendly prodects is increased. So mamy
orgamizaticns produce eco friendly products and taken into consideration of envirommental protection
and safety comsumers are turning towards more on ecological products for the betterment of self 2s
well as environment. “Product promotion based on environment related situations is the central idea
of green advertising™.

Green advertisement: Green advertisement is a specific type of advenisement. and 2 is
focus on environment benefits rather than prodoct benefits. . Green advertising is 2 new way to
attract comsumers with the features of green communication for the sustmnable development or
sastamable communication as this will help in detailing those features which consumers are looking
for and in demand. With the help of green communicition the cogamizations are retain their the
mfmmehugpmoddunemb&ysm

Green advertising is o mew way o attract consumers with the features of geen
communication for the sustamable development or sustainable communication a5 his will help
detailing those features which consumers are looking for and in demand. With the help of green
communication the organszations are retain their the consunsers for the long period of ime in today's
scemanio. So many organizatons adopt “go Green™ strategy is a matural Green
advertisement belp 10 promote $he products and services. this s one of the specific type of
advertisemsent and foces oo the relationship between products and enviromment. It 1s highlights that
the products are ecological products and benefits 1o $e environment. Green advertising help to
satisfy the customers meeds through quality. availability, affordability, and withowt 2ny effect on the
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Introduction

Advertising is the process by which companies can introduce their
products and services in front of the consumer to gain their attention towards
their products and services and to convey messages easily. 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 turning towards more on ecological
products for the betterment of self as well as environment. “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.

Green advertising is done to target those particular groups(green
consumers) they are conscious for themselves along with the environment.
Green advertising is done like labels with green in colour and green schemes
on the products, advertisement with the natural claim and print images of
“natural” on products and advertisements must show environmental claim
both intentionally and subliminally address the green movement which is
generally refer to “green advertising”.

Green Advertising is done generally for those products which are
supposed to be environmentally preferable to others. Green advertising is a
new way to attract consumers with the features of green communication for
the sustainable development or sustainable communication as this will help
in detailing those features which consumers are looking for and in demand.
With the help of green communication, the organizations retain their
consumers for the long period of time in today’s scenario.

So, many organizations adopt “go Green” strategy is a natural
phenomenon. Green advertisement helps to promote the products and
services, this is one of the specific types of advertisement and focus on the
relationship between products and environment. It highlights that the
products are ecological products and benefits to the environment. Green
advertising help to satisfy the customer needs through quality, availability,
affordability, and without any effect on the environment. A communicator
whose commitment to green advertising must focus on two set of consumer
needs that area.
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Introduction:

The study of consumer behaviour enables markets to understand and predict consumer behaviour in
the market place, not only analysis buy the products but also analyse why. when, where, how often
they buy the product It helps to the marketers to adopt some strategy achieving their organization
goals. The corona virus covid-19 pandemic 15 defining the global crisis and great challenge to all
country. The entire world 1= struggling to recover from corona virus. This 15 not only affect health of
humans and also affects the economy. Consumers” attitudes and purchasing behaviour 1s changes post
pandemic. Consumers are 1solated and stay-at-home and they are more connected to digital and more
often they are stressed and socially away from others. So. that wall ereate some psychological and
health problems. At the same time consumers attitudes and purchasing habits 15 also changed.
Industry Also Passing in Greece More Industries Are Close and Stop Produced. Consumer packed
goods 15 more suffered from covid 19. Because consumers are more concentrate essential, health and
hygiene goods while they are avoild non essential goods.

Review of Literature:

Stanciu ot al.. {2020y When accounting for the main pandemics which have had affected the
humanity. Jarus shows that generalized epidemics have occurred since 5,000 years ago mn China
{epidemic wiped). followed by the Bubonic Plague in Ancient Greece (430 BC) and the Roman
Empire (A 165-180, 250-271, 541-542), Black Death (1346-1353) in Asia and Euwrope, cocolizth
epidermic in Central Amenca (1545-1548), Great Plague of London (1665-1666), Marseille: {1720-
1723}, Russia {1770-1772), Phaladelphia vellow fever (1793). Flu pandemic { 1889-1890)., Amenican
polio epidenic (1916). Spamsh Flu (1918-1920), Asian Flu (1957-1958), AIDS pandemic and
epidemic {1981 -present day), HIN] Swine Flu pandenuc (2009-2010), West Afncan Ebola epidemic
{2014-2016), Zika Virus epidemic {2015-present day) and Swine fever | 2010-present).

According to the study conducted by the Nielsen Company. quoted by Start-up Cafe (2020)
publication. because the pandemic spread. there was a globally mamfested modification in consumer
behaviour. Thus, supported the survey conducted among consumers 1n a hundred countries, a method
as well as six stages within the evolution of consumer behaviour was known, due to corona virus.
This evolution is commen to all or any markets suffering from the pandemic, the businesses requiring
grasping and adapting to those changes. so theyll higher arrange future actions. The correlation of
media releases and government selections concerning COVID-19 with consumers’ payment on things
like health merchandise and groceries reveals vanety of continual patterns.

Wright (2020)why. what and way of consumer buving is changed due to COVID19 outbreak. During
this analysis they notice the buyer pnonties became targeted on the foremost basic wanis, causation
the demand for hvgiene, cleansing and staples merchandise soaring. whereas non- essential classes
slump. The factors that influence complete selections are ever-changing as a “buy local™ trend
accelerates. Digital Commerce has conjoantly seen a lift in new grocery buying on-line patrons.
Dbjectives of the study:

To analyse the changes of consumer behaviour due to covid 19

To discuss about what kind of goods is most preferred by consumers.

To find the relationship between economic fear. Health fear and consumer behaviour

Methodology:

The sample size 1s 120 respondents and the area of the study 1s Tirunelveli district, in Tamilnadu, The
data are primary in nature. In the method Non probability sampling, we used convemence sampling
techmique. The results of the rescarch have been analyzed. graphically examined and interpreted. The
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|NTRODUCT|ON

fintech is short for financial technology. The term fintech includes financial products,
wchnologies, d business models that changing in the financial servicing industry.
This segment refers to all the cashless payments to crowdfunding platforms to the
Robo-advisors to virtual currencies. Fintech companies are disrupting banking and
finance companies by changing the way payments and borrowings are transacted.
Global investment in the fintech industries has added up to 100 billion dollars, since
2010. In 'the year 2017 alone fintech investment surged to 18%. Startups focus on
payments and lending technologies receiving the majority of those funds

One out of every three people at least use two fintech services in the last year. China
and India are leading the way with half of the consumers using financial services
such as money transfers, borrowings, insurance, and financial planning. Fintech is
the Integration of technology. It enables the usage of technology in financial services
companies to provide efficient financial services to customers. There is a wide variety
of technologies like Robotic Process Automation, Artificial Intelligence, big data, and
blockchain,

Table 1: Evolution of FinTech Companies

|L36° The Pantelegraph was invented
866 Transatlantic cable
1918 Electronic fund transfer system was introduced S

[ —

:M“I Venture Capital Investient in Fintech Industry Set Record in 2017, Drivens by
K. Acteutire Anatyses Finds

Surge it India, US ard

(591
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The Patent Office Journal No. 24/2021 Dated 11/06/2021 26186
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CERTIFICATE OF MERIT
2018-2019

This is to certify that ......... 3 OTOQS&D\?\QKDQQ\\\ ...... S/o0 or D/o \1\@\.930&&.. o2
represented ....IWDQ\D .TQ m‘ g&&\w ......... bﬁweny ................

in the Inter Collegiate ........................ mDQ\ MUOLOD). o Tournament / Compe:
held at Qk.mgmws..no\\m%@En&sgn\as. from (2-09-201% to .20~
and secured ..... mlb\k.w\ﬁ.\, ..................... position

a) Time / Distance / Height .......................... (if applicable)

b) Weight Category ............. Snatch ,.....4 T e
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Lf . q//8 | S

M T ‘. R AL e KA AL O
Organising Secretary &.«4 s =& Convener Di wmzmme» W
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EVENT:

PLACE

M. Dauid  AnAND

HanND BOLL. CATEGORY :

MEN [SVOMEN™

- FIRSY / SECOND / 'R
VENUE : ANNA STADIUM, PALAYAMKOTTAL.

DATE : 29-01-2019 & 30- 01- 2019

Q &.&
DISTRICT SPORTS &YOUTH WELFARE OFFICER
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! @) wsns |

\ . : e .

OUNDATION CUP - 2019

Organised By
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Development Committee (ISGDC)
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TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121747

ROBINSON G

23-01-2000

Male

BC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A ZERO SIX POINT SIX THREE SIX

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h‘:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

27-04-2021 09:54 PM
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TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21111085

NIZARUTHEEN. PJ

26-12-1999

Male

BC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A FOUR TWO POINT FIVE FIVE THREE

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h\:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

27-04-2021 09:57 PM

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TA

<
'_
—
I
=]
I
'_
L
]
=z
<
'_
—
o
=]
I3
'_
L
(@]
P
<
'_
—
o
=]
I3
'_
LU
]
P
<
'_
—
o
o
I3
'_
L
]
Z
<
-
—
o
=]
I3
'_
L
@]
P
<
'_
—
o
o
I3
'_
L
]
P
<
'_
—
o
o
~
'_
L
]
P
<
'_
—
o
=]
I3
'_
L
@]
=z
<
'_
—
o
=]
I3
'_
L
]
P
<
'_
—
o
o
~
-
L
]
P
<
'_
—
I
=]
I3
'_
L
]
P
<
'_

—

ANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021T.

>




TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121677

LALITHA VENI T

22-05-2001

Female

L o

MBC/DNC == <
b cH;Ié"L alithavieni

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A FIVE SEVEN POINT ZERO ONE TWO

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h‘:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

25-04-2021 09:12 AM
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TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121544

K VAGULAVENI

25-08-2000

Female

BC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A 3 TWO TWO POINT SIX EIGHT SIX

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h\:"

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

25-04-2021 09:22 AM
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AlIMA

ALL INDIA MANAGEMENT ASSOCIATION

MAT-Score®

Management Aptitude Test

TEST MONTH & YEAR DECEMBER 2020

IR

ROLL NUMBER 2101957172

NAME AHAMAD IRFAN RIAZ DOB 05 MAY 1998

GENDER MALE CATEGORY 0BC (NON CREAMY LAYER)
DEGREE BBA WORK EXPERIENCE NOT WORKING

FATHER's NAME RIAZ HAMID MOTHER's NAME AL ZAINAB FATIMA

SCALED SCORES

Language Mathematical Data Analysis Intelligence & Critical Indian & Global
Comprehension Skills & Sufficiency Reasoning Environment
Scaled Score Percentile Scaled Score Percentile Scaled Score Percentile Scaled Score Percentile | Scaled Score Percentile

Below Below Below Below Below
39.77 17.11 2.95 39.25 2.76 34.81 41.40 2.15
Composite Score Percentile Below \
SCORE VALID UPTO: >
DECEMBER 2021 i
297.50 1.78 DIRECTOR

Note:

* Please refer to the website link : https://resources.aima.in/event-uploaded-file/mat-score-and-its-interpretation.pdf to interpret your score.
* Your score has already been advised to the institutes opted for by you.
* Score card to be downloaded from AIMA website only. Score card will NOT be sent by post or email.
* You must retain this score card for future reference and records.

Management Aptitude Test and Test Scores

The Management Aptitude Test (MAT) is designed to measure the aptitude of a candidate for pursuing management
education and should be used only for this purpose.

MAT is administered in five sections-Language Comprehension, Mathematical Skills, Data Analysis & Sufficiency,
Intelligence & Critical Reasoning and Indian & Global Environment-each section testing a different ability relevant for
management education.

All MAT administrations necessarily have different questions. Thus one administration may be slightly more difficult or
less difficult than another. Scaling has been used to take care of these differences.

The scaled scores reported are standardised scores for respective sections. These scores are reported on a scale of 0 to
100. Extreme scores (below 15 or above 85) are rare.

The percentile below column indicates the percentage of candidates in the test who scored below that of the candidate in
the section.

The Composite score is an overall scaled score based on the first four sections of MAT. This is reported on a scale of 199
to 801.

The percentile below for the Composite Score represents the percentage of candidates whose composite scores are
below the candidate's. The composite score has a validity period of one year.

All scores and percentile below figures are reported after rounding of f to the nearest whole number.
Personal data is as reported by the candidate.

©AIMA


https://mat.aima.in/may21/mat-result-login

TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121068

AHAMAD IRFAN RIAZ A Z2

05-05-1998

Male

BCM

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A TWO THREE POINT FOUR FOUR SEVEN

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h\:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

22-04-2021 04:49 PM
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TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121140

SELYAKUMAR R

02-05-1999

Male

MBC/DNC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A TWO ONE POINT EIGHT EIGHT EIGHT

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h\:"

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

27-04-2021 09:46 PM

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TA

<
'_
—
I
=]
I
'_
L
]
=z
<
'_
—
o
=]
I3
'_
L
(@]
P
<
'_
—
o
=]
I3
'_
LU
]
P
<
'_
—
o
o
I3
'_
L
]
Z
<
-
—
o
=]
I3
'_
L
@]
P
<
'_
—
o
o
I3
'_
L
]
P
<
'_
—
o
o
~
'_
L
]
P
<
'_
—
o
=]
I3
'_
L
@]
=z
<
'_
—
o
=]
I3
'_
L
]
P
<
'_
—
o
o
~
-
L
]
P
<
'_
—
I
=]
I3
'_
L
]
P
<
'_

—

ANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021T.

>




10:42 PM 0.0KB/s ..y

TANCET 2021

TAMIL NADU COMMON
ENTRANCE TEST

FRDGATIS TG UGK ONDWLEDCE

ANNA UNIVERSITY, CHENNAI

NEELAKANDAN S [123623]

Reg Number 121488
Cender Mele
Nalwdy Tamil Nada
Dale of Birky 22-03-2000
Carmunly BC
Naloralty Irdian
Eabrance Tes! MBA Only
Sabjed Chaice Noi Appiicadie
Signaiure of e candicale
Sy L -L\-
TANCET 2021
Exam Adusl Score  Percenllie Scare  Nember of candidalies appeared
MCA
MBA 8000 19.489% 19047

ME(ON SUBJECT CHOICT) - ==

ME(OVERALL)

o

o Parceniie Score will be considerad for Marl Ligt

o Scare ceed will acl be serd by port

o Canddaies have 1o 2pphy seperaiely for admissien m College/ Inshistion

o Tor ME/M.Tech, overail percenile score will be considered for Merl List

o For ME/MTach ovarail parcenlile scoes is cakuinled alSer normalkzation

o Percenlie Score is Ihe percenlege of number of candidales scared less Than wour score

» Scare Card will be refeased an Apri 8 2021, and Bal will be awilable ¥ April 22, 2021




TANCET 2021
TAMIL NADU COMMON ENTRANCE TEST

ANNA UNIVERSITY, CHENNAI 600025
SCORE CARD

== e ————————

ANCET2021TANCET2021 TANCET2021TANCET2021 TANCET2021TANCET2021 TANCET2021 TANCET2021 TANCET2021 TANCET2021 TANCET2021TA

21121041

VIGNESHARI B

25-11-2000

Female

BC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A 12.879 ONE TWO POINT EIGHT SEVEN NINE

M.C.A

M.E/M.Tech/M.Arch/M.Plan

D=
T secemavancer

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

25-04-2021 09:14 AM

TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

ANCET2021TANCET2021 TANCET2021TANCET2021 TANCET2021TANCET2021 TANCET2021 TANCET2021 TANCET2021 TANCET2021 TANCET2021T.

b



TANCET 2021
TAMIL NADU COMMON

ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI

MOHAMED THAMEEM S [138780]

Reg Mamber 1 2
Garrler { Misln
Nativity i Tonil Natu
Date of Birth ! 17452001
Community : BCM
Natiomality | Inctan
Eatrance Test t MEAOnly

Subject Chotce  : Not Apphicable

TANCET 2021

Number of candidates
Appearnd

Actual Score  Percentile Score

 Percentide Score wil be congidered for Mertt Lest
o Soate ot wil not be sent by’ pogt

» Cancidates have tu apply dy fer ad 1in Collage! o)

o For MEM Tocty overal percentie uoaie wil ba cotiedered for Mars Lt

» For M.E/M Tach averall parcentile scoce i colouiated atter nornalization

» Paicentile Soaee in the perceantagn of urtse of canchdstes scored lean Than your sodoe
o Soare Card wdl be seleazed on April 8, 2027, and that wik be availnbie 11l April 22, 2021

Copyright © 2021 by Center far Extrance Exsmination, Anne Univeesity. All Rights Ressrved. Desigred and Develaped by Centre for Entrance

Examerations, AL, Chennat




Log out

NIZARUTHEEN PJ [137456]

~

Reg. Number : 21111085
Gender - Male
Nativity - Tamil Nadu
Date of Birth - 26-12-1999
Community 3 BC
Nationality . Indian
Entrance Test : MBAOnly

Subject Choice :  Not Applicable

Signature of the candidate

TANCET 2021
Actual Score Percentile Score R
appeared
MCA - — =
MBA 14,667 42553 19047
ME(ON SUBJECT CHOICE) — —
ME(OVERALL) - = =3

= Percentile Score will be considered for Merit List,

= Score card will not be sent by post,

= Candidates have to apply seperately for admission in College/Institution,

= For M.E/M Tech, overall percentile score will be considered for Merit List

= For M.E/M.Tech overall percentile score is calculated after normalization,

» Percentile Score is the percentage of number of candidates scored less than your score.
» Score Card wlill be released on April 8, 2021, and that will be available till April 22, 2021.

Qz ENGLISH  TAMIL

X



TANCET 2021

TAMIL NADU COMMON
ENTRANCE TEST

ANNA UNIVERSITY, CHENNAI

Log out

DAVID ANAND M [107070]

Reg. Number 3 21121113
Gender c Male
Nativity : Tamil Nadu
Date of Birth : 19-03-2001
Community - MBC/DNC
Nationality 3 Indian
Entrance Test : MBAOnly
Subject Choice :  Not Applicable

Signature of the candidate

M. j\\ﬁ\r\"’ A” ”’4/

TANCET 2021
Actual Score Percentile Score N"“b:‘ midutee
MCA - o
MBA 24333 74279 10047
ME(ON SUBJECT CHOICE) - .
ME(OVERALL) N

A

= Percentile Score will be considered for Merit List

= Score card will not be sent by post.

= Candidates have to apply seperately for admission in Coliege/Institution

= For M.E/M.Tech, overall percentile score will be considered for Merit List

= For M.E/M.Tech percentile score is calculated after normalization

= Percentile Score is the percentage of number of candidates scored less than your score
= Score Card will be released on April 8, 2021, and that will be available till April 22, 2021

Print Score Card




TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121188

DURGA SRINITHI.A

23-09-2000

Female

ocC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A TWO SEVEN POINT SIX SIX EIGHT

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h‘:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

25-04-2021 10:39 AM
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TANCET 2021

TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021 TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TANCET2021TA

21121068

AHAMAD IRFAN RIAZ A Z2

05-05-1998

Male

BCM

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A TWO THREE POINT FOUR FOUR SEVEN

M.C.A

M.E/M.Tech/M.Arch/M.Plan

\\-h\:’
T soRemay e

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2021-2022.

22-04-2021 04:49 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number |21121681

Name of the Candidate| SUBASH ANAND K

Date of Birth 03-11-2001

Gender Male

Community oc

Nativity Tamil Nadu

Nationality Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Four Seven Point Five Three Two

M.CA

M.E/M.Tech/M.Arch/M.Plan

B

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

16-06-2022 10:06 PM
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TANCET 2022
TAMIL NADU COMMON

ENTRANCE TEST

SIS ANNA UNIVERSITY, CHENNAI

PEER MOHAMMED AZAD. J [120518]

Reg. Namber g 20127600
Gender 3 Male
Nativity H Tamil Nadu
Datw of Firth 1310-2000
Community 3 ECM
Nationality 2 iy
Entrance Test MBA Orly
Subject Choice Not Applicatile
Sighatare of the candidate
%)
x49k)

TANCET 2022

Actuai Soore Percentile Score e Of candidates

ME[ON SUBJECT CHOICE) = - -

MEOVERALL) — - -

» Pareantie Score wil be conbidecsd for Marit List
« Scare card wil not be sent by post.

o Candidates have 1 apply sepe
o For ME/M Tech. ovenll pesosntile scote wit he cansidered for Merit List

o For ME/M Tooh overnl parcentie scome Is caloulated alter normalization

« Percentile Score |a the percentage of number of candidates scored less than your scome:
o St cart wil be relessed on June 10, 2022 ard that wil be eeailatile 1l June 30, 2022

by 10 admisson in College/Institian

Copyright © 2022 by Center for Entrance Examsnation, Anra University. All Rights Reserved. Designed and Develaped by Centre for Entrance

Examinations, AL, Chennai




TANCET 2022
TAMIL NADU COMMON

ENTRANCE TEST

ANNA UNIVERSITY, CHENNAI

MANIKANDAN P [130614]

Heg. Number S 1N285111§
Gender 3 Male
Nativity 3 Tamil Nadu
Dute of Birth 252002
Commumnity 3 MBC/ONC
Nastionality 4 ncdoan
Entrance Test MEBA Only
Subject Cheice Not Applicatie

Sighature of the candidate

TANCET 2022

A Pu e Score Numter of csndidates

MiA 12333 45447 19614

ME(ON SUBJECT CHOICE) -

MEOVERALL) - - -

o Perzentile Score wit be conuidensd for Mesit List

» Soare card wil not be sent by past.

» Candidates have 10 apply sepenitely for sdimisson n College/Inatinaion

o For M E/M Tech. overall pescentile score wil be considered for Marit List

o For ME/M Teoh oversd percentie soone |s calolsted after normalization

« Percentie Score s the percentage of number of canddates scored less than yoor scare.
» Score onrd wil e tminsead o0 June 10, 2022 and Tt wil be sxallabile ti June 30, 3022

Copyright © 2022 by Center for Entrance Examnation, Anma University. All Rights Reserved. Designed and Developed by Centre for Entrance

Exnmémations, AL, Chennai




TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

-]

ANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022T.

»

Registration Number |21111268

Name of the Candidate| SALMAN K M

Date of Birth 20-07-2000

Gender Male

Community BCM

Nativity Tamil Nadu

Nationality Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A One Four Point Two Nine Six

M.C.A

M.E/M.Tech/M.Arch/M.Plan

pre\

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 11:06 AM

TANCET2022TANCET2022TANCET2022TANCET2022TANCET 2022 TANCE T2022TANCE T2022TANCET2022TANCET2022TANC ET2022TANCE T2022TA
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ANNA UNIVERSITY, CHENNAI

TANCET 2022

TAMIL NADU COMMON ENTRANCE
TEST

"’4
iy e

KRISHNA [119715]
Reg. Number z 21121784
Gender : Male
Nativity z Tamil Nadu
Date of Birth : 02-12-2001
Community 3 oc
Nationality g Indian
Entrance Test :  MBA Only
Subject Choice ¢ Not Applicable

Signature of the candidate

S
TANCET 2022
Actual Score Percentile Score o Ko
appeared
MCA - - =
MBA 8.667 31.579 19614
ME(ON SUBJECT CHOICE) = - 2,
ME(OVERALL) - - 2

Percentile Score will be considered for Merit List.

Score card will not be sent by post

Candidates have to apply seperately for admission in College/Institution

For M E/M.Tech, overall parcentile score will be considered for Merit List

For M.E/M Tech overall percentile scare is calculated after normalization.

Percentile Score is the percentage of number of cendidates scored less than your score.
Score card will be released on June 10, 2022 and that will be available ull June 30,2022,




IJAYA RAGAVAN M [105346]

Reg. Number 3 21121073
Gender $ Male
Nativity - Tamil Nadu
Date of Birth : 04-12-2001
Community : MBC/DNC
Nationality - Indian
Entrance Test : MBA Only
Subject Choice  :  Not Applicable

Signature of the candidate

. s Padavas

TANCET 2022
Actual Score Percentile Score fidmbes O{ con: ioates
appeared
MBA 1.333 06.128 19614
ME{ON SUBJECT CHOICE) — - =
ME{OVERALL) - - -
‘ N

= Percentile Score will be considered for Merit List

= Score card will not be sent by post

= Candidates have to apply seperately for admission in College/Institution

= For M.E/M Tech, overall percentile score will be considered for Merit List

= For M.E/M Tech overall percentile score is calculated after normalization.

= Percentile Score is the percentage of number of candidates scored less than your score.
= Score card will be released on June 10, 2022 and that will be available till June 30, 2022




TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

-

ANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022T

b

Registration Number |21111310

Name of the Candidate| NAFEEL AHAMED K S

T
g

Date of Birth 19-10-2001

Male

ET203,

N
%

4“‘."
’4 M

BCM

o
03

P
¥

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Two Nine Point Zero Eight Six

M.CA -

M.E/M.Tech/M.Arch/M.Plan

Asdrs

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 11:16 AM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA
<

Registration Number |21121494

Name of the Candidate| MHOHAMED ABUSHALI

Date of Birth 19-02-2002

Gender Male

Commun BCM _— < ‘
o - owined Mool

Nativity Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Five Two Point Five Five Four

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

18-06-2022 03:09 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025
SCORE CARD

e ————

FROCFESS THA00H INRLTEE

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022T.
<

>

Registration Number |21111227

Name of the Candidate| P. ESAKKI KATHICK

Date of Birth 27-12-2001

SN

Gender Male

ET 203, ’

~
2

ek

5 S
{ Py . )
[ el

4‘_‘,44 - Ta
Tan

Community BC

,\
C
5

-
Rrsn

Nativity Tamil Nadu

. Signature of the
Nationality Indian e

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Four Eight Point Three Four Three

M.C.A s

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 11:06 AM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA
<

Registration Number 21121439

Name of the Candidate| SRINIVASAN R

Date of Birth 18-09-2001

Gender Male

BC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Four Two Point Six Seven Nine

MCA

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

<
-
~
o~
=
b
o
z
<«
-
o~
o
=
~
I
w
<«
v
N
o~
=]
~
-
W
(%)
z
AR
-
o~
o
=
b
(&)
4
<«
-
~
o~
e
~
[
IS
o
z
<«
[
o™
o~
=
~
[
w
o
z
<
-
o
o
&
w
(%)
4
<«
-
~
o
=
~
-
w
(8]
r4
<
-
o~
o
-
b
(€]
z
<
-
o~
o
=
~
-
w
o
4
«
-
o~
o
-
~
-
w
O
z

02-07-2022 03:53 PM

; TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCE T2022TANCET2022TANCET2022T.
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TANCET 2022
TAMIL NADU COMMON

ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI

PROGRESS THROUGH KNOWLEDGE

Log out

ERSHATH GANI. F [119358]

Reg. Number 3 21121593
Gender 2 Male
Nativity 5 Tamil Nadu
Date of Birth s 15-10-2001
Community 3 BCM
Nationality 3 Indian
Entrance Test :  MBAOnly

Subject Choice ¢ Not Applicable

Print Score Card

Signature of the candidate

EatPadians

TANCET 2022
Actual Score Percentile Score B o
appeared
MCA - = a
MBA 2.667 04.221 19614
ME(ON SUBJECT CHOICE) — - e
ME(OVERALL) -

» Percentile Score will be considered for Menit List

= Score card will not be sent by post

« Candidates are advised to look for separate advertisement for admission/counselling

= For M.E/M Tech, averall percentile score will be considered for Merit List

= For M E/M Tech overall percentile score is calculated after normalization

= Percentile Score is the percentage of number of candidates scored less than your score.
» Score card will be released on June 10, 2022 and that will be available till June 30, 2022




(3 A cetannaunivedu & (@

USMAN N [135675]

.
Reg. Number 2 21111085
Gender 3 Male
Nativity 3 Tamil Nadu
Date of Birth 3 26-06-2002
Community 3 BCM
Nationality 3 Indian
Entrance Test ¢ MBAOnly
Subject Choice  :  Not Applicable

Signature of the candidate
N JSMAWV

TANCET 2022
Actual Score Percentile Score N CHon D
appeared
MCA — = —
MBA 1.333 11.273 19614
ME(ON SUBJECT CHOICE) - — 2
ME(OVERALL) — = —

Percentile Score will be considered for Merit List
Score card will not be sent by post.
Candidates have to apply seperately for admission in College/Institution.
For M.E/M.Tech, overall percentile score will be considered for Merit List.
For M.E/M.Tech overall percentile score is calculated after normalization.
Percentile Score is the percentage of number of candidates scored less than your score.
Score card will be released on June 10, 2022 and that will be available till June 30, 2022.

P2 by Center for Entrance Examination, Anna University. All Rights Reserved. Designed and Developed by Centre for Entrance
, Chennal.



TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025
SCORE CAR
e —

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022 TANCET2022TANCET 2022 TANCET2022 TANCET2022TA
< <

21111306

HASANAMUTHU. P

06-02-2001

Male

MBC/DNC

Tamil Nadu

Indian

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Six Five Point Three Six One

MC.A -

M.E/M.Tech/M.Arch/M.Plan

Yo dbe

SECRETARY, TANCET

IMPORTANT NOTE

P! adverti will be by the authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

15-06-2022 01:58 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number [21121699

Name of the Candidate| MOHAMED ATHAM ASHIK H

Date of Birth 24-05-2002

Gender Male

Community BCM

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Five Seven Point One One Two

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 11:29 AM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number [21111329

Name of the Candidate| MOHAMED USAMA A

Date of Birth 18-04-2001

Gender Male

Community BCM

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.:A Eight Two Point Seven Five Two

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

15-06-2022 09:19 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number [21121428

Name of the Candidate| MUNEESHARAN - G

Date of Birth 12:04-2001

Gender Male

Community BC

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.:A Zero Eight Point Four Six Three

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 04:22 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number |21111197

Name of the Candidate| AHAMED ANISH A

Date of Birth 26-09-2002

Gender Male

Community BCM

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Six Two Point Seven Three Six

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 01:11 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number [21121455

Name of the Candidate| N. ASLAM KHAN

Date of Birth 02-01-2001

Gender Male

Community BCM

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A One One Point Two' Seven Three

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

02-07-2022 01:41 PM
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TAMIL NADU COMMON ENTRANCE TEST
ANNA UNIVERSITY, CHENNAI 600025

SCORE CARD

TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TANCET2022TA

Registration Number [21121393

Name of the Candidate| PARUK ABDULLA. S

Date of Birth 05-04-2002

Gender Male

Community BC

Nativity Tamil Nadu

Signature of the

Nationality Indian candidate

PERCENTILE SCORE
PROGRAMME IN FIGURES IN WORDS

M.B.A Zero One Point One Three Two

M.C.A

M.E/M.Tech/M.Arch/M.Plan

SECRETARY, TANCET

IMPORTANT NOTE

Seperate advertisements will be released by the admitting authorities for admission.
Hall Ticket should be produced with this Score Card during admission.
This Score Card is valid only for the Academic Year 2022-2023.

15-06-2022 01:57 PM
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