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ABSTRACTS 
 
 
1402 Use of the Internet by Indian Travellers in the Travel Cycle (TC) from Dreaming to Sharing 

Bijal Mehta, Ahmadabad University, Bijal.mehta@ahduni.edu.in  
Indians are becoming increasingly technology savvy. 42% of online buyers are under the age of 34 and 43% of them spend 
approximately 21 hours a week browsing the web. 85% of offline buyers are over the age of 34.  Different level of online and 
Offline activities are conducted as the traveller goes through the TC. This paper studies the use of the internet by Indian travellers 
in the TC from Dreaming, Researching, Booking, Experiencing and Sharing. Recommendations are given to Travel Service 
Providers on measures to take at various stages of the Travel Cycle to cater to traveller information needs. 
 
 
1409 Influences of Employer Brand Image on Applicant Attraction in Recruitment Process 

Ridhi Sharma, University of Jammu, ridhisharma@yahoo.com  
Employer Branding has been considered as one of the hottest strategies in the recruitment process.  It acts as one of the 
communication tools for acquiring and retainingtalent. A strong employer brand is characterized by the unique attributes that the 
employer offers to prospective and current employees. This exploratory study attempts to provide a holistic perspective on 
employer branding and also seeks to determine the influences of employer brand image on attracting the talent pool. The study 
explored the underlying structure of employer brand by identifying its dimensions from the perspective of prospective applicants. 
Participants of the study were 100 management or engineering final year students studying in the University of Jammu. 
Dimensions of brand image were measured by using 21 item scales consisting of 7 items assessing perception of job itself, five 
items assessing perception of compensation/job security at the organization, while nine items assessed perception of 
work/company. All items have been adapted from measures applied in Harris and Fink’s 1987 study. Applicant’s attraction is 
measured by 5 item scale assessing their intention to pursue a job with the organization. All items were adapted from Highhouse 
et al’s 2003 study. 
 
 
1413 Outsourcing: A Non-Competent Area of Organization or an Internal Strategy? 

RohitRajpal, Jindal Global Business School, 12jgbs-rrajpal@jgu.edu.in 
Saroj Koul, Jindal Global Business School, skoul@jgu.edu.in 

Companies around the world, while have sufficient resources to maintain in-housing facilities also rely upon outsourcing due to 
reasons including initial costs, timely supply or ability to manage risks. This paper aims to reflect the reasons for outsourcing and 
will try to find the strategies behind. This paper uses a qualitative research which includes structured interviews among different 
SMEs of different industry. This paper tries to discuss the key reasons for outsourcing, how company size and industry factor 
plays an important role in the decision-making process of outsourcing. Also, it argues why in-house facility management holds 
good for SMEs. 
 
 
1415 Central Counterparties: How do they Mitigate Counterparty Risk? 

T. V. Venkatarathna, Polaris Financial Technology Ltd., Hyderabad, venkat.tv@polarisFT.com 
Around 90% of global derivative trades happen in over-the-counter markets. The financial crisis of 2007-09 exposed inefficiencies 
over large bilateral positions between the counter parties, and the associated lack of transparency. Insufficient collateral intensified 
these problems and considerably reduced the market liquidity. Consequently, regulators pushed legislation for clearing of OTC 
trades through approved clearinghouses that offer Central Counterparty Services. This article elucidates how central counterparties 
provide practical solutions to mitigate the counter party risk, and thereby delivers operational and financial efficiencies to market 
participants by offering a guaranteed settlement.  
 
 
1418 Effects of Leadership Style on Organizational Performance: a Study of Selected Brick Klins in Jammu Region  

Neha Gupta, University of Jammu, neha28gupta2000@gmail.com  
This study has investigated the effects of leadership style on organizational performance in Brick Kilns in Jammu region. 
Transformational and transactional leadership styles were considered in this study. Transformational leadership behaviors and 
performance/outcome considered relevant in the study were charisma, inspirational motivation and intellectual 
stimulation/individual consideration; and effectiveness, extra effort and satisfaction, respectively. Transactional leadership 
behaviors and performance/outcome variables were constructive/contingent reward and corrective/management by exception; and 
effort, productivity and loyalty/commitment, respectively. Analysis was based on primary data generated through a structured 
Multifactor Leadership Questionnaire (MLQ) administered on respondents. The result showed that while transactional leadership 
style had significant positive effect on performance, transformational leadership style had positive but insignificant effect on 
performance. The study concluded that transactional leadership style was more appropriate in inducing performance in Brick 
Kilns than transformational leadership style and, therefore, recommended transactional leadership style for the Brick Kilns with 
inbuilt strategies for transition to transformational leadership style as the enterprises developed, grew and matured. 
 



ABSENTIA PAPERS 
1431 Impact of WOM on Urban Women – An Indian Context  

S. Rajamohan,  Alagappa University 
Chandrika Srinivas, B S Abdur Rahman University, chandrika@bsauniv.ac.in  

There are innumerable factors influencing buying decisions of consumers, especially women consumers.  However today 
consumers are more susceptible to their friends, peers etc.  and their personalized, oral recommendation –the ‘WOM’ (word of 
mouth) is the most influencing of all. This study analyses the impact of WOM on women consumers of various demographics 
(such as age group, marital status, educational qualification and occupation).  It is concluded that WOM still has a great impact on 
purchase decision of women in the city and thus continues to be a powerful influencing  tool and strategy in marketing, especially 
on the youths of today. 
 


