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Abstract

The management institute must have bright and intelligent management
faculties so that the students will be fascinated towards the management
institutes. While selecting the management institute (admissions), students
focus on the faculties of the management institutes. Here in this research
papet, researcher made an attempt to study the Faculties and its impact on
Marketing and Admissions of management Institutes in Maharashtra. It is
found that there is impact of faculties on marketing and admissions of
management institutes in Maharashtra.
Keywords: Management Faculties, Admissions and Management
Institutes.

I. INTRODUCTION
The term marketing concept holds that achieving organizational goals

depend on knowing the needs and wants of target markets and delivering
the desired satisfactions. It proposes that in order to satisfy its
organizational objectives, an organization should anticipate the needs and
wants of consumers and satisfy these more effectively than competitors.
Marketing Mix is a modern concept in modern marketing and involves
practically everything that a marketing company can use to influence
consumer perception favorably towards its products or services so that
consumers and organizational objectives are attained. Marketing mix is a
model of crafting and implementing marketing strategy.
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The Major marketing Mix elements as designed by Prof. E. McCarthy are
as follows: Product, Price, Place and Promotion:

The faculties are the product or service providers of the
management institutes. If good faculties are recruited then definitely the
performance of students will be enhanced. The students always look for
faculties while selecting any management institute in Maharashtra.

Objectives of the study

To study the responsibility of faculties in marketing of management

institutes.

1) To analyze the importance of faculties in the marketing and
admissions of management institutes.

Hypothesis of the Study

Null Hypothesis: Faculties of Management Institutes were not
responsible in marketing of Management Institutes.

Alternative Hypothesis: Faculties of Management Institutes were
responsible in marketing of Management Institutes.

Research Methodology

In this research an interview and questionnaire solicited for survey
were taken in to consideration as a primary source of data. . This research
was based on deductive reasoning i.e. from more general to more specific
(Top-Down approach). The elements of research design are explained as
follows:
Sample Size/ Universe: - 95 respondent institutes (each for 4 students, 4
faculties and 1 director & 1 management) around 25% of 389.
Target Customers: - Aspiring students, existing students, alumni,
faculties and management.
Research Design: - Descriptive, Diagnostic and experimental design.
Sample Design: - Probability random sampling design.
Population: - Heterogeneous population of the respondents.
Sampling Design Method: - Probability stratified random sampling
design.
Measurement and Scaling Techniques: - Nominal scale, ordinal scale,
rating scales and Likert Scale.
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Data Analysis and Interpretation
The study of the responsibility of faculties in marketing of
management institutes and importance of faculties in the marketing and
admissions of management institutes are studied through the following
tables(Where SA denotes Strongly Agree, A denotes Agree, N denotes
Neutral, D denotes Disagree and SD denotes Strongly Disagree)
Table No. 1.1

Respondents | SA A N D SD Total
Students 381

192 161 9 12 7 (100%)
Faculty 383

179 167 14 15 8 (100%)
Director 93

37 43 7 5 1 (100%)
Management 91

31 39 11 6 4 (100%)
Total 948

439 (46.30) | 410 (43.24) | 41 (4.32) | 38 (4.00) | 20 (2.10) | (100%)

Source: Field Survey and Excel output

From the above table, it was observed that 89% Management
Institutes in Maharashtra State agreed or strongly agreed that Faculties of
Management Institutes were also responsible in marketing of Management
Institutes where as remaining 11% Management Institutes in Maharashtra
State disagreed or strongly disagreed or neutralized that Faculties of
Management Institutes were also responsible in marketing of Management
Institutes.
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Table No. 1.2 Cross tabulation

Faculties * Type of Respondents Cross tabulation

Type of Respondents Total
Students | Faculti | Directors | Management
es
Count 192 179 37 31| 439
Strongly | % within Type
Agree of 50.4% | 46.7% 39.8% 34.1% | 46.3%
Respondents
Count 161 167 43 39| 410
Agree % within Type
of 42.3% | 43.6% 46.2% 42.9% | 43.2%
Respondents
Count 9 14 7 11 41
Y 1 1 A
Faculties Neutral /o within Type
of 24% | 3.7% 7.5% 12.1%| 4.3%
Respondents
Count 12 15 5 6 38
Y 1 1 7
Disagree /o within Type
of 31%| 3.9% 5.4% 0.6% | 4.0%
Respondents
Count 7 8 1 4 20
Strongly | % within Type
Disagree | of 1.8% | 21% 1.1% 4.4% | 2.1%
Respondents
Count 381 383 93 91 948
0 1 1 A
Total /o within Type 100.0 100.0
of 100.0% 100.0% 100.0%
% %
Respondents
Source: Field Survey and SPS Soutput
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Type of
Respondents

M Students
B Facutties
O pirectors
B Managemert

200

1507

100

Count

50

Strongly Agree Agree Meutral Disagree Strongly
Disagree

Faculties

Faculties of Management Institutes were also responsible in
marketing of Management Institutes where as remaining 11%
Management Institutes in Maharashtra State disagreed or strongly
disagreed or neutralized that Faculties of Management Institutes were also
responsible in marketing of Management Institutes.

It had been proven with the help of chi square test and Levene statistics.
Table No. 1.2 Levene statistics

Test of Homogeneity of Variances

Faculties
Levene Statistic df1 df2 Sig.
.855 3 944 464
Source: SPSS output

From the above Levene statistic value, as the calculated signi,
value is greater than the standard significance value, hence variances are
unequal, it is suggested to use ANOVA test as follows
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Table No. 1.3 ANOVA

ANOVA
Placements
Sum of Df Mean Square F Sig.
Squares
Between Groups 14.825 3 4.942 7.700 .000
Within Groups 605.804 944 .642
Total 620.629 947

Source: SPSS output

From the above ANOVA table, it is clear that the calculated

sympotic significance value is less than the standard significance value.

Hence the null hypothesis is rejected, accepting the alternative hypothesis

‘Placements given by Management Institutes had played the important role
in marketing’ It is supported with the Pearson Chi Square test as follows

Table No. 1.4 Chi Square Test

Chi-Square Tests

Value | df | Asymp. Sig. (2-sided)
Pearson Chi-Square 29.677+| 12 .003
Likelihood Ratio 25410 12 013
Linear-by-Linear Association 15407 1 .000
N of Valid Cases 948

expected count is 1.92.

a. 6 cells (30.0%) have expected count less than 5. The minimum

Source: SPSS output

From the above Pearson Chi square test, it is clear that the

calculated sympotic significance value is less than the standard significance

value. Hence the null hypothesis is rejected, accepting the alternative

hypothesis ‘Placements given by Management Institutes had played the

important role in marketing’.
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II. CONCLUSIONS
Faculties of Management Institutes were also responsible in
marketing of Management Institutes where as remaining 11%
Management Institutes in Maharashtra State disagreed or strongly
disagreed or neutralized that Faculties of Management Institutes were also
responsible in marketing of Management Institutes. From the above
ANOVA and Pearson Chi square test, it is clear that the calculated
sympotic significance value is less than the standard significance value.
Hence the null hypothesis is rejected, accepting the alternative hypothesis
‘Placements given by Management Institutes had played the important role
in marketing’
III. REFERENCES

1. Berry, L. L and Parasu ram an, A., Marketing Services: Competing
Throngh Quafik Free Press, New York, 1991.

2. Cannon, Tom, Basic Marketing - Principles and Practice, Holt,
Rinehart and Winston, London, 1980.

3. Cravens, David, W., Hills, Gerald, E., and Woodruff, Robert, B.,
Marketing Management, Richard D. Irwin Inc. Homewood,
linois, 1994.

4. Evans, Joel, R., and Berman, Barry; Principles of Marketing,
Prentice Hall, Englewood Cliffs, New Jersey, 1995.

5. Ezepiel, John, A,, Competitive Marketing Strategy, Prentice Hall,
Englewood Cliffs, New Jersey, 1992.

6. Gandhi, J. C., Marketing-A Managerial Introduction, Tata
McGraw Hill Publishing Company Limited, New Delhi, 1991.

7. Kotler, Philip, Marketing Management: Analysis, Planning,
Implementation and Control, Prentice Hall of india, New Delhi,
1990.

8. Kotler, Philip and Bloom, Paul, N., Marketing Professional
Services, Prentice Hall Inc., Englewood Cliffs, New Jersey, 1984.

9. Kotler, Philip and Armstrong, Gary, Principles of Marketing,
Prentice Hall of India, New Delhi, 1996.

10. Lovelock, C.H., Semwice Marketing, Prentice Hall, Englewood
Cliffs, New Jersey, 1996.

71. Mamoria, C.B.Sur, RK. andMamoria, Satish, Marketing
Management, Kitab Mahal, Allahabad, 2000.

12. Mayakkannan (2019) Customer perception on service quality

towards retail banking in Chennai; retailing: trends in the new

Mayas Publication 13


https://scholar.google.com/scholar?oi=bibs&cluster=2177580429617196373&btnI=1&hl=en&authuser=1
https://scholar.google.com/scholar?oi=bibs&cluster=2177580429617196373&btnI=1&hl=en&authuser=1

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

Emperor International Journal of Management

millennium, 2019; MJP Publisher

Sumathy, KP Vipin (2017) Digital payment systems: Perception and
concerns among urban consumers; International Journal of Applied
Research: volume 3 issue 6 Pp 1118-1122

Mayakkannan (2017) A Study on Employee Perception on Public
Sector Banks in Chennai City; International Journal of Applied

Business and Economic Research; Volume 15 Number 21 (Part 2)
PP 29-40 Serials Publications Pvt. Ltd.

Carmines, E.C. and Mclver, J.P. (1981). ‘Analyzing models with
unobserved variable’, In Bohrnstedt G, W. and Borgatta, E.F (ed).
Social Measurement: Sage, Beverly Hills.

Wheaton. B., Muthen, B; Alwin, D.F and summers, G.F. (1977).
‘Assessing reliability and stability in panel models’, In Heise, D.R.
(ed), pp 84-136, Sociological Methodology, Joessey-Bas, San
Francisco.

Wright, Sewall S. (1921)."Cotrelation and causation". Journal of
Agricultural Research 20: 557-85.

Dr M. Sumathy (2010) Banking Industry Vision-2010, the Indian
banker; Volume2pp33-37

Mayakkannan (2020) A study on performance evaluaton of

selected public and private sector banks through camel model in
India; Purakala; Volume 31 Issue: 25 pp 202-206

American Marketing Association Committee on Definitions, A
Glossary of Marketing Terms, Chicago, 1960.

Assael,H., Consurner Bebaviour and Marketing Action, Kent Publishing
Company, Boston, 1987.

Balachandran, S., Customer - Driven Services Management, Response
Books, A Division of Sage Publications, New Delhi, 1999.

Berry, L. L and Parasu ram an, A., Marketing Services: Competing
Through Quafik Free Press, New York, 1991.

Booms, B.H. and Bitner, M. J., Marketing Strategies and
Organisation Structures for Services Firms, in Donnelly, J.H. and
George, W.R. (Eds.), Marketing of Services, American Marketing
Association, 1982.

Burnett, John, J., Promotion Management, A.1.T.B.S Publishers
and Distributors, Delhi, 1998.

26. Cannon, Tom, Basic Marketing - Principles and Practice, Holt,
Rinehart and Winston, London, 1980.

Mayas Publication 14


https://www.researchgate.net/profile/R-Mayakkannan/publication/329177719_A_study_on_Employee_Perception_on_Public_Sector_Banks_in_Chennai_City/links/5bfaad1f299bf1a02032321f/A-study-on-Employee-Perception-on-Public-Sector-Banks-in-Chennai-City.pdf
https://www.researchgate.net/profile/R-Mayakkannan/publication/329177719_A_study_on_Employee_Perception_on_Public_Sector_Banks_in_Chennai_City/links/5bfaad1f299bf1a02032321f/A-study-on-Employee-Perception-on-Public-Sector-Banks-in-Chennai-City.pdf
http://en.wikipedia.org/wiki/Sewall_Wright
https://scholar.google.com/scholar?oi=bibs&cluster=15742053854923266141&btnI=1&hl=en&authuser=1
https://scholar.google.com/scholar?oi=bibs&cluster=15742053854923266141&btnI=1&hl=en&authuser=1
https://scholar.google.com/scholar?oi=bibs&cluster=15742053854923266141&btnI=1&hl=en&authuser=1

