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Foreword 

 

 

It is often said that there can be no academic growth and excellence if there is no research. While the 

world over there is much research and research writing perennially going on, there is a dearth of the same 

in India. Fr. Agnel College, through its Research Publication, ANCHOR, promotes quality research 

activity not only among its staff and students but among others as well. ANCHOR, the peer reviewed, 

ISSN numbered, national level online inter-disciplinary Research Journal, provides the platform, support 

and opportunity to faculty as well as students to publish research oriented papers.  

 

The present edition of ANCHOR assumes great symbolic significance. ANCHOR, containing an array of 

research papers spanning various disciplines and themes, keeping with quality standards that the College 

has been regularly striving for, has become for the first time peer reviewed in nature. 

 

This volume would not have been a reality had it not been for the assistance and cooperation of the entire 

editorial team. My sincere thanks to the entire Editorial Board for all the painstaking work put in. A 

special word of appreciation to Dr. Mario D’Souza for shouldering the initial responsibilities in bringing 

out this volume. On behalf of the entire Editorial Board my thanks and appreciation also to all the 

contributors for their efforts in preparing and submitting their research papers.  

 

Dr. Savio P. Falleiro 

Principal  

Editor–in-Chief 
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STATEHOOD AND THEREAFTER: A FOCUS ON UTTARAKHAND 

 

 Sara Mahima George Rejy  
Department of Political Science, Fr. Agnel College, Pilar 

Abstract 

The state of Uttarakhand came into existence on 9th November, 2000 as the 27th State of the Indian 

Union.  It was carved out of its parent State -Uttar Pradesh, which at that particular time was the 

largest State of the Indian Union.  The creation of the State of Uttarakhand from its parent State 

marked the end of the struggle for a separate state of Uttarakhand, comprising the hill regions of 

Garhwal and Kumaon. The chief basis which culminated in the disgruntlement of the Kumaun-

Garhwal region was their discontent with the fact that the areas comprising the plain areas of this large 

State have flourished at the expense of the neglect of the hill people. After 18 years of its existence, 

there can be no denying of the fact that Uttarakhand has made tremendous progress on various fronts 

post statehood, proving that size of the State plays a crucial role in its progress and development. The 

present paper begins by tracing the historical roots of the struggle for a separate state of Uttarakhand. 

It then moves on to analyze the progress of the state on certain key parameters. Finally, it identifies the 

challenges which have persisted in the State post its creation as a separate State. Overcoming these 

challenges is the key towards achieving the all-round-development and progress of the State. 

Keywords: state, progress, development. 

Introduction 

After India gained independence from its colonial masters, the British, the issue of reorganization of 

states in India gradually began to draw the attention of the central government. In response to the issues 

of states re-organization the Government appointed the States Reorganization Commission (SRC) in the 

year 1953, which submitted its report to the Central Government in 0ctober 1955. In its report, the 

Commission highlighted the crucial factor that due consideration should be given to economic and 

administrative factors while following the linguistic principle in redrawing of state boundaries. The 

Parliament of India accepted and approved the States Reorganisation Act in November 1956 which 

created 14 states and 6 centrally administered territories. Presently, there are 29 states in the Indian Union, 

besides seven Union Territories. The three states of Chhattisgarh, Jharkhand and Uttaranchal (later 

renamed Uttarakhand) were created in 2000 out of the larger states of Madhya Pradesh, Bihar and Uttar 

Pradesh respectively. Telangana, which was carved out of its parent State, Andhra Pradesh in 2014, 

became the 29th State of the Indian Union. Ironically, the first State which was created on linguistic basis 

– Andhra Pradesh was split into two-Andhra Pradesh and Telangana State. This proved that language had 

failed to unite the people of the two regions. TheTelangana region demanded separate statehood 

particularly on the basis of underdevelopment experienced by this region as part of Andhra Pradesh. 

Other regions that are demanding separate statehood include Vidarbha in Maharashtra, Bodoland in 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 2 
 

Assam, Mithila in Bihar, Gorkhaland in West Bengal, Coorg in Karnataka and Harit Pradesh, 

Bundelkhand and Poorvanchal in Uttar Pradesh. Contemporary statehood movements have been 

characterized by a marked shift in focus from the ‘linguistic principle’ to the principle of ‘development’.It 

is in the light of this background that the present research paper on the topic ‘Statehood and thereafter: A 

focus on Uttarakhand’ seeks to understand whether the size of a newly created state plays a crucial role in 

its progress and development. It does so by examining specifically the case of Uttarakhand which was 

created from the larger state of Uttar Pradesh in the year 2000. The study began with the hypothesis that 

‘Creation of a separate state is not the mere prerequisite for progress and development of a new state’. 

There may be other factors also which play a crucial role. Based on the hypothesis that besides separation 

from the parent state, other factors also play a key role in the progress and development of a new state, 

the following objectives of the present research paper were outlined: 

1. To trace the history of the state of Uttarakhand.  

2. To understand the local movement which championed the cause for a separate State of 

Uttarakhand. 

3. To analyse the performance of the State of Uttarakhand on certain crucial social and economic 

parameters.  

4. To identify the challenges which have persisted in Uttarakhand post-statehood. 

This paper has attempted to analyse the progress and development of Uttarakhand post statehood using 

some key social and economic parameters. The crucial parameters which have been utilized to make the 

analysis include education: literacy rate, sex ratio, labour /employment, growth rate of agriculture and 

allied sectors,growth rate of gross state domestic product in industry sector,power/energy,transport, 

communication, tourism, annual growth rate of per capita income ,gross state domestic product and real 

growth rate of gross state domestic product. The paper has adopted a descriptive cum analytical approach 

and has primarily relied on information collected from secondary sources. 

History of the State of Uttarakhand 

Uttarakhand which was known as Uttaranchal at the time of its creation, was earlier part of the United 

Province of Agra and Awadh which came into existence in the year 1902. In 1935, the name of the state 

was shortened and came to be called the United Province. In January 1950, the United Province was 

renamed as Uttar Pradesh and Uttaranchal remained a part of Uttar Pradesh before it was conferred 

separate statehood on 9th November 2000 as the 27th state of the Indian Union. The Garhwal Himalayas 

have manifested remnants of civilization since the beginning of history. The traditional name for Garhwal 

is believed to have been Uttarakhand and excavations have revealed that it was a part of the Mauryan 

empire. Uttarakhand also found mention in the seventh century travel account of Huen Tsang. However, 

it is with Adi Shankaracharya that the name of Garhwal will always be linked. This eighth century 

spiritual reformer visited the remote snow-laden peaks of Garhwal and established the Joshimath and 

some of the most sacred shrines including Badrinath and Kedarnath. 
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The history of Garhwal as one unified region began in the fifteenth century, when king Ajai Pal merged 

the 52 principalities comprising the region. Garhwal remained as a unified kingdom for 300 years with its 

capital at Srinagar. During the Gurkha invasion in the early nineteenth century, the British rendered their 

support to the Garhwalis. In recognition and acceptance of the British help, Pauri and Dehradun were 

handed over to the British.The early medieval history of Kumaon is the history of the Katyuri dynasty. 

The Katyuri kings ruled over Kumaon from the seventh to the eleventh century,wielding control over 

large areas of Kumaon, Garhwal and Western Nepal. After a break of a couple of centuries, the Chands of 

Pithoragarh became the dominant dynasty. In the colonial period, the numerous districts of present 

Uttarakhand were ruled by local hill rulers, who owed allegiance to the British. After independence, the 

two areas were included in Uttar Pradesh despite pleas by their residents that they were culturally and 

geographically different from people in the plains. The demand for separation stayed alive over the 

decades as the region remained backward as compared to the rest of Uttar Pradesh [Bhatt & Bhargava 

2005]. 

Separate Statehood Movement in Uttarakhand 

The idea of a separate hill state of Uttarakhand was first raised by the veteran Communist Party of India 

leader P.C. Joshi in the year 1952. In the year 1959, unrest in Tibet resulted in a suppression by the 

Chinese Communists. The Chinese threat was countered with the militarization of the border and the 

take-over of large areas of Uttarakhand by the military. The Indo-China war in 1962 subsequently 

resulted in increased military development in the Uttarakhand region, leading to dramatic social and 

economic changes. The late 1960s was characterized by the dispossession of the native Pahari inhabitants 

and other Hindi speaking residents by the Punjabi trespassers who apprehended much of the best Terai 

land. Successive governments of Uttar Pradesh were influenced by big landowning interests and legalized 

the land seizures. During this period, the women of the region organized themselves to fight alcoholism in 

the hills, which was a worrying by product of development and the worsening economic situation. In 

1969, P.C. Joshi and other Kumaoni intellectuals shaped the Kumaoni Morcha group to press the demand 

for local autonomy. However, bitter political infighting with the Garhwal-based Uttaranchal group 

weakened the movement. The movement was only lightly and intermittently revived in the following 

decades. However, before the onset of the Uttarakhand movement which reached its peak in 1994-1996, 

the case for a separate hill state was more frequently based on the argument that Uttar Pradesh was too 

large to effectively administer than in any verified claim for, or any argument about the distinctive 

desirability of Uttarakhand. 
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In the 1970s the Chipko Movement spearheaded the demand for forest rights of the Uttarakhandi people. 

This movement was characterized by marches, demonstrations and spontaneous actions in order to defend 

the forests. In 1976, student activists formed the left-oriented Uttarakhand Sangarsh Vahini to combat the 

liquor and timber mafias. In the Assembly elections of Uttar Pradesh in 1977, a regional party called 

Uttarakhand Kranti Dal (UKD) spearheaded the demand for a separate Uttarakhand state. The goal of the 

party was to liberate the illegally occupied central Terai land from outsiders, to oust the outsiders from 

the fruit belt and to impose land ceiling laws to prevent exploitation by large farmers. The 1980s were 

marked by a transformed focus on the anti-alcohol agitation which augmented social tensions between 

men and women in the hills. Deforestation continued and on the other hand mining interests and dam 

projects threatened to damage the Himalayan ecosystem. In 1989, several left-leaning organizations 

assembled to form the Uttarakhand Sanyukta Sangarsh Samiti (USSS) to campaign for autonomy. 

It was in the early 1990s, provoked by the attempts of the then Samajwadi Party government in Uttar 

Pradesh to impose the recommendations of the Mandal Commission in this region, that the demand for a 

separate state acquired its familiar form as a political movement. The incitement was dangerous, not only 

because a quota of 27 per cent reservation for OBCs in a region where they constitute 2 per cent of the 

population seemed disproportionate, but also, because this is a region which had for long borne the 

burden of unemployment, including the serious problem of educated unemployment. The vast 

participation of students and young people in the mobilization that followed was explained by their fear 

that the hills would be flooded with ‘outsiders’ from the plains, leading to a consequent decrease of even 

such dismal educational and employment opportunities that were available. It was also this recognition of 

a common identity that made possible the forging of a united Uttarakhandi identity among Gharwalis and 

Kumaonis who had historically coexisted in a love-hate relationship. These reservations were met with 

violent opposition in Uttarakhand. These measures were seen by the Uttarakhandis as an attempt to 

colonize the hills by people from the plains, as low-caste Hindus make up a minor percentage of the hill 

district’s population. Demonstrations were fired upon leaving scores of people dead. On Gandhi Jayanti, 

buses carrying protestors to the capital were stopped in the town of Muzaffarnagar. Subsequent violence 

included the molestation and rape of dozens of Uttarakhand women by the state police. 

In 1995, further investigation revealed the cover-up of the 1994 incidents. However, the Uttar Pradesh 

Government refused to accept responsibility for the same. The Uttarakhandis held monthly protest rallies 

in remembrance of the movement’s martyrs. Massive forest fires devastated Uttarakhand in May. In early 

1996, the state government apologized to the victims of the 1994 violence and pledged to provide them 

with compensation. In August of the same year, the new government of India announced its recognition 

of a separate state of Uttarakhand.  
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The last phase of the movement for Uttarakhand was unique because of two factors. One, this was the 

first time that the movement passed from political parties to students and youth, from party offices to 

campuses in Kumaun and Garhwal divisions. Second, the focus of the movement for separate statehood 

marked a changed shift from the issue of reservation to other issues. It was not merely the backward 

masses of the village but also the residents of high-profile tourist centres like Mussoorie and Nainital who 

kept their party obligations separate and protested in favour of a separate Uttarakhand state.The main 

reason that provided the impetus for the people of the Kumaun-Garhwal region to demand separate 

statehood for the region was their frustration with the fact that the plain areas of this huge state have 

prospered at the cost of the neglect of the people living in the hilly areas. 

Ultimately, Uttaranchal was formally born on 9th November, 2000 as the 27th State of the Indian Union.  

The creation of Uttarakhand brought to an end the agitation for a separate state for this region as the new 

state was carved out of the hill regions of Garhwal and Kumaon. The main inspiration behind the 

Uttarakhand movement was the desire to give a new direction to nation-building and development by 

strengthening the movement at the local regional level [Joshi 1999]. 

Post-Statehood experience of Uttarakhand: An analysis of crucial indicators 

1) Education: Literacy Rate 

Table 1.1 

STATE 2001 CENSUS 2011 CENSUS 

Uttarakhand 71. 60% 79.63% 

                          Source: Office of the Registrar General and Census Commissioner, India. 

The definition of Literacy Rate or the effective literacy rate followed by the Census of India since 1991 is 

the total percentage of the population of an area at a particular time aged seven years or above who can 

read and write with understanding. Table 1.1 reveals that there has been an improvement in the literacy 

rate of the state pre-and post-statehood. According to the 2001 census, Uttarakhand had a literacy rate of 

71.60% which increased to 79.63% in the 2011 census. The upward trend in the literacy rate shows that 

the state has made progress in the field of education which is the first step in achieving all round progress 

and development. 
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Table 1.2 

Provisional Literacy Rate by Sex (as per 2011 census) 

 

 

 

 

 

 

 

 

 

 

                     Source: Office of the Registrar General and Census Commissioner, India. 

 

Table 1.2 shows the gender breakup of the literacy rate in the state of Uttarakhand. As seen from the 

table, 88.33 % of the total male population is literate while in the case of females, 70.70% are literate. 

Gender disparity in the literacy rate is a matter of concern. The literacy rate in the case of both males and 

females is higher in the urban areas than in the rural areas which means that rural literacy needs a 

renewed focus. 

2) Sex Ratio 

                                                                  Table 2 

STATE 2001 CENSUS 2011 CENSUS 

Uttarakhand 962 963 

                   Source: Office of the Registrar General and Census Commissioner, India. 

The sex ratio can be defined as the number of females per thousand males in the age group of 0-6 years. 

The ideal sex ratio is one in which the number of females is more than the number of males.Table 2 

shows that there has hardly been any difference in the sex-ratio of Uttarakhand pre and post statehood. 

While the 2001 census, recorded 962 females per thousand males, the 2011 census recorded 963 females 

per thousand males. This trend in sex ratio is not a particular feature of Uttarakhand alone. Across India, 

 Persons   Males   Females   

State Total Rural Urban Total Rural Urban Total Rural Urban 

Ukhd 79.63 77.11 85.20 88.33 87.63 89.78 70.70 66.79 80.02 

India 74.04 68.91 84.98 82.14 78.57 89.67 65.46 58.75 79.92 
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states have witnessed this trend with the exception of Kerala and Puducherry1 which have a favorable sex 

ratio. Just like other states in India Uttarakhand needs to work out a clearcut strategy to improve the sex 

ratio. 

3) Labour/Employment: Total Number of Workers 

 

Table 3 

 

 

 

 

                                                     

Source: Central Statistical Organization, Ministry of Labour, Government of India. 

 

Table 3 shows the labour or employment in the state of Uttarakhand measured in terms of total number of 

workers according to the 2001 and 2011 census.As can be seen from Table 3, there has been a marginal 

increase in the number of total workers of Uttarakhand from 3,134,036 persons in the 2001 census to 

3,872,275 persons in the 2011 census. The increase in the number of workers has not been spectacular 

due to the lack of employment opportunities especially in the hilly regions of the state. Even post-

statehood, employment opportunities are concentrated more in the plain areas such as Dehra Dun and 

Haridwar. This imbalance needs to be corrected if development of the state has to be uniform. 

 

4) Growth Rate of Agriculture and Allied Sectors:  2001-2002 to 2012-13 

Table 4 

State 
2001-

02 

2002-

03 

2003-

04 

2004-

05 

2005-

06 

2006-

07 

2007-

08 

2008-

09 

2009-

10 

2010-

11 

2011-

12 

2012-

13 

Ukd -5.44 4.29 4.87 5.96 -3.22 4.66 2.09 -3.66 9.63 4.38 3.36 3.43 

 Source: Central Statistical Organization (CSO), Ministry of Agriculture, Govt. of India (as on 30/9/13) 

Table 4 shows the growth rate of agriculture and allied sectors in the state of Uttarakhand from 2001-02 

to 2012-13. In 2001-02, the growth rate of agriculture and allied sectors was negative at minus 5.44 per 

cent. In 2010-11 the growth rate was 4.8 per cent while in 2012-13 it was 3.43 per cent. There have been 

variations in the growth rate of agriculture and allied sectors over the years which is a matter of concern 

and needs to be rectified by adopting a concrete vision for the growth of agriculture and allied sectors. 

 

                                                      
1According to the Census of India, 2001, the sex ratio of Kerala was 1058 while according to the 2011 census  itwas 1084. In 
the case of Puducherry, the sex ratio according to the 2001 census was 1001 while according to the 2011 census it was 1037. 

STATE 2001 CENSUS  2011 CENSUS  

 
TOTAL 

POPULATION 

TOTAL 

WORKERS 

TOTAL 

POPULATION 

TOTAL 

WORKERS 

Ukhnd 8,489,349 3,134,036 10,086,292 3,872,275 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 8 
 

5) Growth Rate of Gross State Domestic Product in Industry Sector (2000-01 to 2012-13) 

                                                                             Table 5 

  Source: Central Statistical Organization(CSO), Ministry of Agriculture, Govt. of India (as on 30/9/13) 

Table 5 shows the growth rate of gross state domestic product in industry of Uttarakhand from the years 

2000-01 to 2012-13. While the growth rate was 35.24 in 2000-01 it was 9.20 per cent in 2012-13. The 

growth rate of Gross State Domestic Product in Industry Sector has varied over the years. This too is a 

matter of concern and needs to be seriously addressed in order to achieve a constant upward trend of the 

same. 

6) Power:  Energy Available (In GWH, Electricity) 

Table 6 

Year 2002-03 2003-04 2004-05 2005-06 2006-07 2007-08 2008-09 

Ukhnd state  5,340.34 6,887.63 5,503.69 5,460.68 5,930.59 7,360.69 8,136.50 

                    Source: Central Statistical Organization (CSO), Ministry of Power, Govt. of India. 

Table 6 depicts the power scenario in the state of Uttarakhand in terms of the energy available (in GWH, 

Electricity). As can be seen from the Table, the energy available to the state of Uttarakhand has increased 

from 5,340.34 in GWH, electricity to 8,136.50 GWH in 2008-09.This is a positive upward trend which 

means that the electricity generated in the state has increased and is a crucial contributory factor in the 

progress and development of the state. 

7) Transport: Total Road Length in Kms 

                                                             Table 7 

 

 

 

Source: Central Statistical Organization (CSO), Ministry of Surface and Road Transport, Govt. of India. 

Table 7 shows the total road length of the state of Uttarakhand in terms of kilometres during the years 

2001 and 2011. As can be observed from the above table, there has been an increase in the road length in 

kilometres in Uttarakhand. As can be seen from the table, the road length of the state increased from 

1,093 kilometres in 2001   to 49,277 kilometres in 2011. This is a healthy sign as road connectivity is 

essential in ensuring the smooth intra-state and inter-state movement of people and goods. 

8) Communication: Number of Broadband and Internet Subscribers 

State 2000-01 2001-02 2002-03 2000-04 2004-05 2005-06 2006-07 2007-08 2008-09 2009-10 2010-11 2011-12 2012-13 

Ukhd 
State 

35.24 1.18 23.87 17.77 18.22 27.33 20.30 23.08 12.39 19.67 13.76 6.61 9.20 

State 2001 2011 

Uttarakhand 1,093 49,277 
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Table 8 

 

 

             Source: Central Statistical Organization (CSO), Ministry of Communication, Govt. of India. 

Table 8 shows the number of broadband and internet subscribers in the state of Uttarakhand during the 

years 2002 and 2011. From the table it can be seen that the number of broadband and internet subscribers 

in the state of Uttarakhand witnessed an increase from 10,902 subscribers in 2002 to 1,45,79 subscribers 

in 2011.The increase in the number of broadband and internet subscribers during the reference period 

2002-2011 is an appreciable trend as it symbolizes improved internet connectivity between people and 

regions within the state as well as nationally and globally. 

9) Tourism: Number of Tourist Visits to State 

Table 9.1: Number of Foreign Tourist Visits to State 

 

      

Source: Central Statistical Organization (CSO), Ministry of Tourism, Govt. of India. 

Table 9.1 shows that the number of foreign tourists visiting Uttarakhand increased from 95,976 in 2007 to 

1,246,53 in 2011. Increase in the number of foreign tourists implies an increased generation of revenue 

for the state which could be productively utilized for the progress and development of far-flung regions in 

the state, especially the hilly areas. 

 

 

 

 

 

  

State 2002 2011 

Uttarakhand 10,902 1,45,79 

State 2007 2008 2009 2010 2011 

Ukhnd 95,976 99,910 1,064,70 1,272,58 1,246,53 
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Table 9.2: Number of Domestic Tourist Visits to State (2001-2005) 

 

State 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 

Ukhd 9,551,669 10,606,504 10,835,241 11,720,570 16,666,52 16,666,525 19,803,280 20,546,323 21,934,567 30,206,030 25,946,254 

             Source: Central Statistical Organization(CSO), Ministry of Tourism, Govt. of India. 

Table 9.2 reveals that the number of domestic tourists visiting the state of Uttarakhand increased from 

9,551,669 persons in 2001 to 25,946,354 persons in 2011. Increase in the number of domestic tourists 

visiting the state of Uttarakhand is also an appreciable trend as this indicates the popularity of the state as 

a tourist destination among Indian Nationals. 

10) Annual Growth Rate of Per Capita Income at Constant 2004-05 Prices 

                                                                            Table 10 

 

 

 

                      Source: Directorate of Economics and Statistics, Government of Uttarakhand. 

As can be inferred from Table 10, Uttarakhand recorded an annual growth rate of per capita income of 

15.9 per cent in 2007-2008. However, in 2008-09 its growth rate of per capita income dipped to 6.1 per 

cent in 2008-2009 and subsequently increased to 8.8 per cent in 2009-10. The increase in the growth rate 

of per capita income needs to be appreciated. Nevertheless, serious remedies are required to correct the 

fluctuations in the growth rate. 

11) Gross State Domestic Product at Constant 2004-05 Prices (In Rs Crore) 

                                                                       Table 11 

Year 2004-05 2005-06 2006-07 2007-08 2008-09 2009-10 2010-11 2011-12 2012-13 2013-14 

Ukhnd 

State 
24,786 28,340 32,190 38,022 42,832 50,598 55,667 60,870 66,356 72,984 

                      Source: Directorate of Economics and Statistics, Government of Uttarakhand. 

 

 

 2007-2008 2008-2009 2009-2010 

Uttarakhand 15.9 6.1 8.8 

India 8.1 4.8 6.1 
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Table 11 shows theGross State Domestic Product of the state of Uttarakhand at constant 2004-05 Prices 

(In Rs Crore). As can be observed from the table, the Gross State Domestic Product of Uttarakhand 

increased from 24,786 crore rupees in 2004-05 to 72,984 crore rupees in 2013-14. Increase in the Gross 

State Domestic product of a newly created small state is a positive trend and needs to be maintained at a 

similar upward rate for future progress and development of the state. 

12) Real Growth Rate of State GSDP% at Constant Prices (as on 15-9-2013) 

                                                                            Table 12 

State 
2000-

01 

2001-

02 

2002-

03 

2003

-04 

2004-

05 

2005-

06 

2006-

07 

2007-

08 

2008-

09 

2009-

10 

2010-

11 

2011-

12 

2012-

13 

Ukd 12.04 5.53 9.92 7.61 12.99 14.34 13.59 18.12 12.65 18.13 10.02 5.18 7.87 

                     Source: Directorate of Economics and Statistics, Government of Uttarakhand. 

Table 12 shows the real growth rate of Uttarakhand’s Gross State Domestic Product at constant prices. In 

2000-01 on its creation as a separate state,Uttarakhand witnessed a real growth rate. However, the real 

growth of the state’s Gross State Domestic Product dipped to 7.87 per cent in 2012-13. Fluctuations in the 

real growth rate of the State’s GSDP is a matter of concern and needs to be rectified. 

Challenges which have persisted in Uttarakhand Post- Statehood 

1) Regional Disparities 

Uttarakhand is threatened by regional disparities. This has had a tremendous effect on the per capita 

income and social balance in Uttarakhand. There is the geographical divide of hill versus plains, 

concentration of industrialization, services and infrastructure along with education and health facilities in 

certain districts of plains, which is affecting the overall development of the state. Therefore, the 

development strategy of the state needs to concentrate on bridging this gap and tackling the serious issue 

of persisting regional disparity even after achieving separate statehood. 

2) Social Imbalance 

The farmers who cultivate the mountain areas are on the whole marginal (76 per cent) or small (17 per 

cent) land holders. According to official statistics, the average net irrigated area in the districts located in 

the mountains comprise just 10 per cent of the net sown area, as against 83.5 per cent in the districts 

located in the plains. Among the mountain farmers, the condition of the farmers belonging to the 

Scheduled Castes is the worst. The data collected from the 2005-06 Agricultural Census in Uttarakhand, 

demonstrates that the average land holding size of the Scheduled Castes farmers is only 0.51 hectares as 
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compared to the 0.83 hectares of land held by all mountain cultivators. The Scheduled Caste cultivators in 

the plains are only slightly well off holding an average land holding of 0.65 hectares as compared to the 

1.09 hectares for all the plains farmers [Chopra 2014]. 

3) Migration 

On account of the low productivity of mountain soils and poor irrigation facilities, most mountain 

families are limited in their capacity to grow sufficient food grains to meet the yearly requirements of the 

household. This has consequently resulted in numerous farming families abandoning their long-practiced 

occupation of farming around the last quarter of the century. In earlier times, the physically strong men 

from the impoverished families of the mountain regions moved out of their native places to other parts of 

the country in quest for jobs or joined the army. Now, the trend has been increasingly observed that entire 

bunches of families are moving out of mountain villages to the four southern districts and also in some 

cases, to outside the state. Demographic data collected during the decadal census shows that the 

population in Pauri Garhwal and Almora actually declined during the decade 2001-2011 [Chopra 2014]. 

4) Conservation of Forests 

Uttarakhand faces the challenge of infrastructure development due to which the state government has 

attempted to bring increased land for the purpose of development of infrastructure. This has resulted in 

continuous shrinking of forest area for people in the villages coupled with the abandonment of less 

productive land in the state 

5) Environmental Problems 

Pollution has become a very crucial issue in the state of Uttarakhand. In the year 2010, the Uttarakhand 

Environmental Protection and Pollution Control Board (UEPPCB) dispensed notices of closure to 52 

manufacturers for causing pollution in the state [Prashant 2011]. Later it named 374 units of industries 

which were responsible for causing environmental pollution in the state. Paper and pulp industries, sugar 

mills, distilleries and other industries habitually release sewage which causes water pollution 

unswervingly into the vital tributaries of the pristine river Ganga. The widespread growth of tourism and 

commercial bustle in the pilgrimage city of Haridwarhas resulted in chronic air pollution [Joshi and 

Semwal 2011]. The significant growth in the number of tourists to this ecologically beautiful state has led 

to widespread illegal erection of hotels and buildings on river banks. Besides, there has also been an 

increase in riverbed sand mining in order to meet the growing needs of the construction industry 

[Chakravarthy 2013]. 

The other crucial challenges which the state of Uttarakhand faces include the limited quantity of potable 
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water in hilly regions, the lack of medical facilities in rural hilly regions and the uncontrolled sand 

extraction from river-beds for commercial purposes. 

Conclusion 

The demand for a separate State of Uttarakhand was closely linked to the neglect of the mountainous 

regions. However, the Governments of Uttarakhand post statehood, seem to have not paid serious 

attention to the physical characteristics of the state which include mountainous regions and have been 

inclined towards adopting the conventional model of development which is followed in the rest of India. 

The green developmental path which revolved around the local people and which was anticipated by the 

people during the movement for separate statehood has been ignored. The gains of economic 

development even post-statehood have been enjoyed chiefly by the plain areas just as was the case when 

the state was part of Uttar Pradesh. The neglect of Uttarakhand’s mountainous character by policy-makers 

while pursuing the path of development has posed a severe danger to the communities of people 

inhabiting the mountainous areas. The quicker growing economic sectors of the state economy have led to 

some growth in the mountain areas. However, this process has seriously endangered ecological 

sustainability and livelihood security [Chopra 2014]. Although, eighteen years may appear to be a limited 

time-frame for evaluating the progress of a newly-formed state such as Uttarakhand, it appears to be 

sufficient enough to get a fair idea of the overall progress and development of the state. Uttarakhand has 

made sufficient progress in most of the crucial indicators analyzed in this paper. However, a lot still needs 

to be done. Adopting a balanced approach in developing the hilly regions simultaneously along with the 

plains will play a key role in the all-round progress and development of the state. 
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SLAVERY DURING THE PORTUGUESE RULE IN GOA 
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Abstract 

The institution of slavery has existed through times immemorial. In Portuguese Goa too, it 

mushroomed. There were various potential causes leading to slavery. Portugal was one of the 

pioneers in slave trade, with special ships transporting these slaves to the various colonies of 

Portugal. There was the auction of slaves, which was a traumatic experience especially for the female 

slaves. Prices offered for slaves fluctuated, but most often the male slaves were more expensive, than 

their female counterparts. Slaves performed various tasks, some of them even serving as soldiers and 

sailors for the Portuguese army. The exploitation of slaves was rampant and it was heart-rending, 

though there were a few slave owners, who did adopt a more humanitarian approach towards their 

slaves. Each Portuguese family owned a large number of slaves; the number would enhance their 

social status. Several measures were passed to deal with the lawlessness of slaves. The Church also 

played its part with regard to the slaves. It sympathized with the slaves no doubt, though it did not 

condemn this institution. Eventually slavery was abolished by the King of Portugal in the mid-

nineteenth century. 

 

Key words: auction, church, exploitation, Portuguese, slaves 

 

Introduction 

Through times immemorial, the institution of slavery has existed the world over.  Aristotle called slaves 

‘human instruments’, signifying their use as tools. 5th century Anglo-Saxons called their slaves 

‘Welshman’. The word ‘slave’ is adapted from Slav, originating from the time when the Germans 

supplied the slave markets of Europe with captured Slavs. With the growth of cultivation, those defeated 

in warfare, were taken there as slaves. Slave labour produced sugar, cotton and tobacco. The Roman 

Empire sprawled across the entire Mediterranean region and slave trading was a big business. The 

Roman Emperors owned thousands of slaves, to indulge their every whim. Thousands were worked to 

death, mining gold and silver for the empire. European colonists flocked to West Africa, trading liquor, 

tobacco, arms and trinkets for live cargo in the form of slaves. Portuguese Goa was no exception. 

Slavery was a highly commercialized institution- a thriving business here, wherein humans were bought 

by another and treated as living properties of the owners. 
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Objectives 

 To get a glimpse of the various strategies used by the Portuguese in converting people into 

slavery. 

 To highlight the exploitation of the slaves in Goa during the Portuguese rule. 

 To depict the fact that owning slaves was a status symbol. 

 To examine the attitude of the Church towards the slaves. 

Factors leading to Slavery 

There were various criteria which led one to being converted a slave, the usual way being through war. 

Those defeated in a war i.e.war captives, were doomed to become the slaves of the victorious. Further, 

all the dependents of the defeated, were also enslaved. This in fact, was the general norm of a war, and 

this was the best legal way of acquiring a huge number of slaves. Other factors leading to slavery were: 

the inability to repay one’s debts, poor parents selling off their children in times of crisis and calamities. 

Illegal means were also employed to obtain slaves, because of the greed to own slaves, as it would 

increase one’s status and reputation. There were times when local agents were employed to kidnap 

children from reputed families, and then sell them into slavery; such incidences were more frequent in 

China, after which, these children were sold to the Portuguese. 

The Portuguese adopted strategies, where they trapped vulnerable villagers and forced them on board 

the ships, especially so in Bengal, Malabar, Gujarat and other places in India. At times, by virtue of race, 

colour, caste, people were roped into slavery. These were some potential causes leading to slavery .Also, 

the barter smuggling and tribute system were used to obtain slaves. In North Senegal, slaves were 

frequently bartered for horses, at the rate of five or six slaves per horse. At other times, slaves, gold or 

ivory were exchanged for beads or cotton textiles of India. This was compulsory among the Bantu tribes 

(Boxer 1961).There were times when the Portuguese took advantage of certain natural calamities- such 

as famines, droughts, epidemics etc.- to fulfill their need for slaves. So, when such disasters occurred in 

Goa, Coromandel Coast and other places, they would send commodities like rice, coconuts etc., in 

exchange for a ship load of slaves. These slaves were exchanged either for cash or for goods. Because 

slaves were so freely available, they were even gifted to others. 

Portugal active in Slave Trade 

One of the earliest pioneers in this field was Portugal, right from the 15th century. The Portuguese were 

the first to carry away slaves from the East and West Africa to the European and Asian markets. The 

ruler who boosted this trade was Prince Henry, who urged his captains not only to conquer lands, but 

also to get samples of the locals of the lands that they conquered or discovered (Whiteway 1979).So not 

only were Africans subjected to slavery, but people of other nationalities as well, including Indians, then 
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became prized possessions of their merchandise and were sold as slaves. Special slave agents called 

pombeiros were appointed to deliver these pecas (pieces) to the various Portuguese colonies. 

Incidentally, slaves were referred to by such terms. The pombeiros were mulattos(Pinto 1985). 

The slaves were transported by ships called naviostumbeiros (coffin ships). Huge was the demand for 

black slaves; they were purchased by the Portuguese in Goa. Infact, Goa became the centre of slave 

trade at the end of the 16th century, along with horse trade. A single frigate coming to Goa, carried as 

many as 207 black slaves in1683, out of which, some of these black slaves were the possession of the 

crew members of the frigate, who traded in slaves, free of freight charges, while there were some others 

who brought down slaves for sale, paying a duty charge of five xerafins per slave (Souza 1971). 

Price offered for Slaves 

The Portuguese, who heavily depended on slave labour, were ready to pay any amount to own slaves. 

The prices of slaves fluctuated according to the traits, race and availability of slaves. The value of male 

slaves was double that of female slaves, because they were stronger and could undertake hard tasks as 

compared to female slaves. But in general, African slaves popularly known as black ivory did carry a 

heavy price, their price having shot up from twenty to thirty pardaos, in the last quarter of the 17th 

century to eighty to nighty pardaos by mid-17th century. The price increase was accelerated, due to the 

heavy demand for slaves. The slaves of African origin outstood others due to their muscle power, 

besides other qualities which were inborn to them. For instance, the slaves of Sudan were very 

hardworking, robust and intelligent. The Congo and Angolan slaves could be employed as team labour. 

The Senegalese were remarkable for their intelligence and sincerity in domestic work, while the 

Koromantes of the Gold Coast were given household chores, because they too were known for their 

loyalty to their masters. The Bantus on their part also did their best for their owners, having always a 

gleeful adjusting disposition, but they were susceptible to diseases, being a weaker race than the rest of 

the black slaves (Pinto 1985). 

Slaves serving as Soldiers and Sailors 

The slaves of African origin were ever ready and capable of taking up any role that was exacted from 

them, so much so that they were even ready to be recruited as sailors or to serve in the army. As a matter 

of fact, the garrison of the Estado da India included African recruits known for their warlike skills. 

Being aware of their hardy nature, the Governor of Macao too, appealed in1651, for an African slave 

battalion, as a part of his army. 

Report of the Foreign Traveller Careri 

Carreri, a foreigner who visited Goa in 1695, in the second half of the 17th century, reports there were 

sizeable number of African slaves called Kafris, from the Arabic word Kafir. They were usually bought 
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by Arab merchants or by Muslim officials serving the Adil Shah.Besides the African slaves, there were 

slaves from various other nationalities and races such as those from Assam, Bengal, Canara coast, 

Malabar, Malaya, China, Persia etc. The Chinese slaves were well utilized by the Portuguese, not only 

because of their intelligence, hard work, loyalty, but also because of their culinary skills. They were 

employed in Portuguese households as cooks (Pinto 1985).  The slaves of Assam too, had their own 

advantages. They not only had the physical strength, but they could endure the hardships of life. As 

such, they were in great demand with high rates. The Kunbis of Goa were treated as bonded labourers 

and sent to Ceylon to cater to agricultural needs. Female slaves too were well wanted, so much so that 

the number of male and female slaves imported into Goa, was almost equal. The Habshi female slaves 

were regarded as an outstanding commodity, by virtue of their attractive, shapely body. So, there was a 

huge demand for them in the market. Not far were the Chinese slave girls, who were exported from 

Macao through Goa, to the various Portuguese settlements for sale. This was an attractive, profitable and 

adventurous business. Those indulging in such trade including the pilot of the ship, would earn a 

sizeable revenue. Selling two girls would fetch them 3000 xerafins. This motivated them to make more 

such trips (Boxer 1948). 

Auction of Slaves 

The auction, barter or sale of slaves was held in a place called Praca de Leitao, situated on the 

RuaDireita (a straight road from the palace of the Viceroys to the Church of Misericordia), which was 

one of the main commercial streets of the City of Goa. It was known not only for the sale of slaves, but 

also other products that came from Europe and India. It was a bustling street, except on Sundays and 

some public holidays. 

The auctioning of slaves was a traumatic experience for most of the slaves. The seller shouted out aloud 

the quality, strength, skills, of the slaves who were to be sold. The way these slaves, especially the 

female slaves were displayed was agonizing. Very often, she was exhibited stark nude, to attract 

customers and to fetch a high price. Virgin slaves were also an attraction, but they were examined by a 

female expert to prove the same (Penrose 1960). Many of these slaves were highly gifted in music, 

embroidery and cooking skills. Beauty and talent together, was the criterion for her price tag (Fonseca 

1878). 

The way the slaves were scrutinized by potential buyers crossed all limits of sanity. They were 

thoroughly checked head to toe, and their mouths were forcibly opened to count their teeth. They were 

forced to walk or run to check their fitness and slapped on their backs to test their endurance. Thus, 

every aspect was minutely verified for deformities (Pinto 1985). Only then would the buyer negotiate 

the price with the slave seller. 

The prevalence of slave prostitution was characteristic in a society thriving on slaves. Most of these 
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young attractive negro slaves known as Morenas, were used as mistresses for sexual affairs, by the 

Portuguese men who preferred such flitting affairs, rather than a settled married life (Boxer 1975). Many 

Portuguese men including the soldados bought a number of female slaves to have affairs with them, 

rather than lead a married life. They believed it was no sin to have an affair with a slave girl,provided 

she was a spinster or a widow. Some mothers even forced their female slaves to yield to the amorous 

advances of their sons, as they believed this would satisfy the sexual needs of their sons within the four 

walls of the house, rather than public display of affection, which could tarnish their popular image. 

Some female slaves worked as vendors selling fruits, pastries and were engaged in prostitution as well. 

Such a promiscuous society not only destroyed family life, but resulted in the emergence of mixed 

offspring (Boxer 1969). This was rampant in the mid-seventeenth century.The Portuguese settlers in 

Goa owned a large number of slaves, on an average ten per household (Souza 1971). 

Number of Slaves Owned- Status Symbol 

Careri the traveler reports that the Portuguese had at least thirty to forty slaves out of which at least six 

to twelve would be involved in very demeaning work such as carrying their umbrellas, and andora (a 

type of litter). No wages were paid to these slaves, except a dish of rice at noon and another at night. 

The more the slaves they owned, greater was their prestige and social status. A Juiz Ordinario in the 

Camara (Muncipal Chamber) owned more than eighty-five female slaves, while a Disembarqador had 

more than sixty slaves. The Governor and Captain alone had thirty to forty blackslaves, besides servants, 

all of whom were paid by the Government. Even a Portuguese common man owned fifteen to twenty-

nine female slaves. This lavish lifestyle maintained for the sake of social status and prestige, was one of 

the most important features of the Portuguese colonial rule in Asia, Africa and South America (Boxer 

1969).Della Valle, yet another traveler, of the early 17th century, observes that more than a quarter of the 

population i.e. 1,90,000 of the City of Goa, were mulattos. The French traveler Pyrardde Laval seconds 

Della Valle stating that, indeed the number of black slaves in the City of Goa had increased. 

 

Tasks that the Slaves were subjected to 

The slaves were not only used for domestic work, but also as farm-labourers and other manual jobs. 

Further, the nobles lived on the income earned from the labour of slaves. Sturdy male slaves were hired 

out to work for others, or sent as bois (palanquin-carriers). The female slaves were sent to sell farm 

products such as fruits, paddy, vegetables, flowers and fancy home-made food items. Some female 

slaves were decked in such a way, so as to entice young men and please their customers. They served in 

shops, battlefields, fortresses, ships etc.,(Pearson 1981). In the ships, they scrubbed the decks and on the 

arrival of the ship, the cargo was unloaded and the goods carried by the slaves, to their destination. This 

was done in a unique way. A long bamboo stick was shouldered by two or four men and the goods were 
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suspended from the stick. This enabled to lighten the burden.And all along lively songs were sung 

(Fonseca 1878). 

Many slaves were engaged in various crafts such as baking, distillation of liquor, tanning, shoe-making 

etc. Whenever their masters went out, some of the slaves carried their sombreiros (umbrellas), to protect 

the masters from the weather outside.Other slaves marched ahead of their masters,armed with swords, 

daggers and guns to protect their masters. If the fidalgo (nobleman) saddled himself on a horse, two of 

his slaves would march on either side. Some slaves would carry their mistresses in palanquins, to social 

gatherings and market places, carrying the former’s accessories and even holding the long gown to 

maintain it clean, while others would accompany them on foot. Male slaves in Goa, who carried the 

various modes of transport, such as palanquins,andores, for their masters and mistresses, were called 

boyesor bois. All domestic chores were completed by female slaves, which included washing the linen, 

carrying water from Bainguinim, cleaning, cooking, making syrups, pickles, preservatives,sewing, 

embroidery works and even entertaining their masters and mistresses, by singing songs or playing 

musical instruments. Some female slaves were even used as wet and dry nurses. In short, they were like 

the hands and feet of their owners. 

But despite of all this, the life of a slave was governed by his master, he being subjected to cruelty, 

harshness and ill treatment. Flogging and scarring the backs of slaves had become the order of the day. 

Their wounds were washed with vinegar or brine, and at times, they were crippled, maimed or even 

killed. Every slave was branded in order to deter his escape, at the same time constantly being reminded, 

that if he ever tried escaping, the punishment would be extremely severe. Manucci- the traveler had 

witnessed fidalgos even ordering their slaves to fire at passers-by or to plunder at night. 

Exploitation of Slaves 

There were several instances of exploitation of slaves, as reported by Dom Ignacio de Santa Tereza-

Archbishop Primate of Goa. The Portuguese men would exploit the female slaves, while they were 

massaging their bodies. At other times, married women who felt threatened by their husbands eyeing 

female slaves, would flog the girls to death and then bury their corpses in the garden at night (Boxer 

1948).Careri- a seventeenth century traveler corroborates with the Archbishop and states that he was a 

witness to such horrendous atrocities. Truly, their torture was unending (Sen 1949).Yet another Jesuit 

priest of the seventeenth century- Francisco de Souza, regrets the prevalence of sexual promiscuity in 

the Estado da India and the sexual excesses committed by the Portuguese soldiers. Hence the 

Ecclesiastical Councils, passed stringent laws to protect female slaves, laying down that those of them 

under the age of fifty, were not to flaunt their feminine attributes or sell their master’s goods in the 

streets or sleep outside their houses. 

Slaves were sold either individually or in groups, without the least concern for their family bonding- 
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husband being separated from his wife, child being separated from his mother.Further, slaves were 

ferried to various colonies of Portugal in the worse of conditions. They were packed many at a time, in 

dirty, dark compartments like animals, and hence were prone to catching infectious diseases, and very 

often died during the course of their journey. 

 

 

A slave was not allowed to carry weapons, because by chance if he hurt a white man while carrying the 

same, the act was most unpardonable. The punishment called for cutting off the right arm of the slave, 

followed by sending to the galleys for ten years (Boxer 1948).Still more tyrannical was the law passed 

on 9th January1645, by Viceroy Dom Felippe Mascarenhas (1645-1651), which forbid a slave from even 

raising his hand against a white man, the punishment in such cases being capital punishment. 

Lawlessness of Slaves 

Some slaves,tried to escape, but on finding their long-lasting freedom, took up to all sorts of vices. They 

committed crimes including robberies, murders and the like. They targeted their former masters, to 

avenge the humiliation they had faced. Incidences of plunder, stealing and dead soldiers lying on the 

streets had become a common phenomenon during the rule of Viceroy Dom Filippe Mascarenhas. 

To deal with this lawlessness, the Viceroy issued orders that no slave owners would allow their slaves to 

move outdoors beyond eight at night, or else they would be killed. Indeed, 250 slaves were killed one 

night, for having violated this order.Despite such a rigid measure, yet slaves bypassed this order. Hence, 

Viceroy Conde de Alvor passed a regulation in 1681, that if a slave moved out at night, beyond the 

signal bell for retirement, he would be imprisoned for two months, in addition to paying a fine of fifty 

xerafins. Again, no slave was permitted to carry arms, except when he moved with his master, and if he 

did so, the punishment would be severe (Pinto1985). Further, treaties were signed in1628 and 1714 with 

local chiefs, enforcing on them to capture slaves, who had escaped from Goa. 

 

Humanitarian Approach of some Slave Owners to their Slaves 

Despite all this inhuman treatment meted out to slaves, it is interesting to note, that there were quite a few 

slave owners, who considered it a moral obligation, to maintain their slaves well. They would be well fed 

by their masters. Infact, some food items such as manioc, maize, sweet potatoes and citrus fruits, were 

shipped all the way from Portugal, as these were largely consumed by the slaves (Freyre1961). Also, 

money was regularly spent on fish and tobacco, consumed by slaves, as seen from the list of expenses of 

the various colleges and convents.  

Further, they were also provided a cheap alcoholic drink, known as Orraca. Each slave was given two or 

three pieces of cloth to cover himself. The male slaves covered their bodies with a small piece of cloth up 
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to the knee and tied a colorful cloth around their waist. The use of such minimum clothing, was perhaps 

due to the hot, humid climate of Goa. The female slaves on the other hand were fashionable and wore 

ornaments, some of which were valuable, perhaps gifted to them, by their owners. If a slave died, the 

master would perform his last rites. 

But all said and done, however good a master treated his slave, a slave continued a slave all his life. He 

had no choice of occupation, no right to property or marriage. His progeny inherited his status. His 

destiny was manipulated by his master, like a puppet on a string. He was merely a commodity to be 

bought, sold or inherited, and formed the lowest rung of the social ladder. 

The Stand of the Church towards the Slaves 

As regards the attitude of the Church towards the slaves, the clergy was most interested in baptizing 

slaves, in the belief that the latter too, were the sons of God. No sooner was a potential slave caught he 

was first converted, before being sold in the slave market, as evident from the baptismal records, showing 

the conversion of slaves. In the course of the voyage itself, the slaves were indoctrinated with the 

Christian doctrine. 

The clergy worked for the welfare of the slaves and became their best friends. They, especially the Jesuits 

who were well-versed in different vernacular languages, would communicate with the slaves, in 

languages known to the latter, and thereby establish a close rapport with them.The clergy also requested 

the slave owners to be kind to their slaves, not to torment them with cruel punishments, to give them food 

and clothing, and fervently appealed to them to send their slaves for catechism classes, to know more 

about their religion (Pinto 1985). Through Bible studies, the clergy would make the slaves aware of their 

self-dignity. When in trouble, slaves would take recourse to the clergy and seek asylum in their convents. 

Even the cause of the galley slaves was taken up by the Church. Galley slaves were sentenced to work in 

dockyards and were locked up in the bhangasala, which was a store-house, close to where the galleys 

were attached (Pinto 1985).Slaves were fastened to iron chains, attached to the walls of the bhangasala. It 

was used more to arouse a sense of fear, amongst these prisoners, who were kept in isolation here. The 

Jesuit priests would clean up the place once a week, and even fasted on certain days, to save money for 

the galley slaves. 

 

Efforts of the Provincial Councils 

The Provincial Councils-chaired by the Archbishop- held in Goa, requested the King of Portugal and 

Viceroys, to enact laws that would safeguard the slaves from cruel punishments. Hence the King had 

issued a decree on 26th January1599, forbidding the torture and killing of slaves, and if such a death did 

occur, to report it to the secular authorities.The Second Provincial Council also condemned the treatment 

meted out to the galley slaves, and urged the authorities to release them from the bhangasala and then 
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hand them over to their masters. 

Several Religious orders that had their monasteries and convents in Goa came forward to reach out to the 

slaves. They converted these slaves, sheltered them and even trained them in several skills, the 

Dominicans in particular, as reported by Careri. According to their aptitude, they were taught carpentry, 

masonry, bakery, music, while some of the female slave girls were helped to marry and settle down in 

life. (Whiteway 1979).A special confraternity of blacks known as the Confraternity of Our Lady of 

Rosary was set up, in order to engage the services of blacks for religious activities (Pinto 1985). 

The irony of this is that although the Church did sympathize with the slaves, yet it did not really condemn 

this institution. On the contrary, the different Religious Orders, convents, monasteries, hospitals, the Holy 

House of Mercy, all employed them. The Holy House of Mercy had about 200 slaves, the Convent of 

Santa Monica had around 120, while St. Paul’s College had 200. 

The Church allowed a Portuguese man to retain his slave, if the latter belonged to any of the below 

mentioned categories-if the slave was born of slave parents, if he had been captured in a war, if he had 

freely sold himself due to adverse conditions, or was sold by his parents, due to poverty, and if he was 

sentenced to slavery for some crime. The Portuguese considered this slave venture of theirs, as one which 

would fulfill both-their economic and religious needs. It was a very profitable trade, and at the same time, 

by converting slaves, they won souls for Christ (Pearson 1981). 

 

End of Slavery in Goa 

The first statesman in Portugal to take a daring step towards the abolition of slavery in Goa was Marquez 

de Pombal (1750-1777), the Prime Minister of Portugal. His attempt however did not succeed initially, 

though it paid off as late as 1869, when the King of Portugal did abolish slavery in all the Portuguese 

colonies. 

Conclusion 

In conclusion it can be said that the slave trade brought rich dividends to the Portuguese and they carried 

on this trade, without a sense of regret. The Portuguese in the sixteenth century were one of the first to 

engage in the Atlantic slave trade and the last to retire from the scene.Both the Church and the State 

looked at it as a necessary evil and as such continued and nurtured this system, till the nineteenth century. 

It was only in 1815, at the Congress of Vienna that a plan was drawn out to end slavery. But Spain and 

Portugal had opposed the move, as they both made considerable profit from the trade. It took another fifty 

years to end slavery, though it must be admitted that for another decade or two, slavery was clandestinely 

practiced. 
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Abstract 

The rapid developments happening in the technology used in Electric Vehicle (EV) market around the 

world seems to show glimpses of hope towards an emission free futuristic and efficient mode of 

transportation. On the same bandwagon India’s Central government has been in recent years rolling 

out its vision of having maximum electric vehicles on its road, by doing so it will solve its dual 

problem of high dependency on crude oil imports, while increasing the share of renewable in energy 

generation aiming towards Sustainable Development. 

This paper tries to highlight the progress that India has made with respect to its vision on electric 

mobility and the challenges that lie ahead. These come in the form of lack of charging infrastructure, 

lack of policy measures, poor electric connectivity and energy shortages felt across the country due to 

its growing overall demand. India doesn’t necessarily have to become an economy running fully on 

electric vehicles, but a gradual rise in their proportion to vehicular transportation over the coming 

years,will have immense benefits to India’s economic growth and development. 

 

Keywords: Electric Vehicle, Technology, Renewable Energy, Balance of Trade, Sustainable Development. 

 

Introduction 

The Indian government had set out an over ambitious target of having 100 percent Electric Vehicles 

(EV’s) by the year 2030.However, realizing the sheer size of the transformation that will be required,they 

have now brought it down to a more realistic aim of  more than 30 percent Electric Vehicles on 

road.(Shah, 2018). Almost all Indian as well as foreign automaker's operating in the Indian Auto market 

are ready with their EV prototypes, waiting for the EV market to mature and show signs of promise, so 

that they can start their production on an industrial scale, which will decrease their costs because of scale 

economies. But until the general consumers as auto buyers are satisfied with the EV’s as an effective 

alternative to Internal Combustion Engines (ICE’s) with respect to its product pricing, range efficiency, 

charging infrastructure and long term projection of power tariffs for EV charging laid down through a 

policy framework, it will be increasingly difficult to make this shift in choice for ICE buyers whose 

market in India has enormously grown. 

  

Electric Vehicles (E.V’S) 

An electric vehicle is a fully electrically powered vehicle which is powered by electric motor or motors 

that provide motion to the wheels of the vehicle. Generally electric vehicles are charged using a plug-in 

electric cable which provides it driving range. With improvement in technology, research and 
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development the amount of range offered by modern electric vehicles has seen a tremendous 

surge.Charging stations today are commonly categorised into Level 1 charging: which gives 120 V AC, 

requiring approximately 8 hours for a full charge for the EV. Level 2 charging: This gives 240 V AC, in 

3–4 hours and Level 3 charging also called DC fast charging: which provides a full charge in 

approximately 37 minutes(The Indian Express, 2017). 

 

Need for the Study 

“India’s import dependency of crude oil has increased to 83.7 percent for April 2018. The measure stood 

at 77.3 percent in fiscal year 2014 (FY14)”(Live Mint, 2018). “India had imported 213.93 million tons 

(MT) of crude oil 2016-17 for USD 70.196 billion or Rs 4.7 lakh crore. For 2017-18, the imports are 

pegged at 219.15 MT for USD 87.725 billion (Rs 5.65 lakh crore)”(The Economic Times, 2018). These 

figures show the extent to which the country’s crude oil dependency has grown and will continue to grow 

with the robust economic growth the country is continuously expected to go through. 

In recent years the degrading Air Quality Index in the country has also come under public scrutiny, with 

Kolkata standing as the most polluted city when measuring Air Quality with PM 2.5 at 245 on 23rd 

October 2019 overtaking that of Delhi which stands close to 240(Banerjie, 2018).With vehicular tailpipe 

emissions being one of the culprits, the central government has made its intensions very clear on 

implementation of laws on higher emission standards for road motor vehicles. Motor vehicle producers 

are also working towards coming up with engines which were less polluting than the standards 

mentioned,which obviously requires greater R&D expenditure, increasing their overall costs. With EV’s 

this emission problem will be non-existent as they produce zero tailpipe emission. 

 

Objectives of the Study 

1) To highlight the need for introducing EV’s in the Indian Automobile  market. 

2) To find out the challenges India faces in creating the infrastructure required for EV’s to flourish. 

3) To suggest recommendation and suggestions this can help overcome these challenges. 

 

Review of Literature 

Sanjay Gupta and Pintu Saini (2018) in their study look at policy measures taken by countries which have 

emerged as global leaders with a large share of EV market in their automobile sector. A review of India’s 

performance with regard to the encouraging EV ecosystem has been made,they contend that, new 

technology and indigenous manufacturing, charging infrastructure, consumer attitudes play a key role in 

the growth of EV usage in an economy. 
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Ankit Kumar, S K Choudhary and Chethan K N (2018) in their study look at the commercial viability of 

electric vehicles in India, in terms of their running cost on public usage and commercial usage. They find 

that EV’s are cost effective as compared to ICE’s (Internal Combustion Engines) when looking from the 

point of view of the cost of fuel. They suggest measures like developing an app to book charging slots at 

public charging stations so that there is less delay in wait for charging. It is also recommended to increase 

the percentage of renewable in energy generation to reduce emissions of greenhouse gases, and to have 

battery manufacturing plants away from urban areas as they too are polluting in the manufacturing 

process. 

 

Methodology 

The study is based on secondary data ,which has been gathered from various sources including 

government sources, journals,magazines, newspapers,and online sources.  

 

Limitations of the Study 

These limitations are being brought forward such that when any further research  is conducted the 

limitations given below may be taken into consideration. 

● Data has been taken from secondary sources, any limitations in that data may be applicable to the  

             study. 

● Consumer perspectives could be analysed by collecting data with the help  of questionnaires to  

            understand consumer psychology towards EV’s. 

● Less time was available to make it a more detailed study, which can be  conducted in the future.  

Current Status and Government efforts. 

To fulfil the aim of reducing high dependency on crude oil imports by increasing the share of EV’s on 

road, government had taken steps in the past in the form of National Electric Mobility Mission Plan 

launched in 2013 aiming at 6–7 million EVs/hybrid vehicles on road by 2020. As of March 2016, only 

four lakh EVs had been sold across the country which is far less than the target that was set. Further, 

FAME, Phase-I Faster Adoption and Manufacturing of Hybrid & Electric Vehicles was launched in 2015 

with an approved outlay of Rs 795 crore which aimed at subsidizing electric vehicles purchase; it had 

allotted Rs 175 crore in the year 2017-18 for the same. Also, a mere sum of Rupees 10- 20 crores were 

allotted towards installing dedicated charging stations for public buses (The Indian Express, 2017). 

Around 25,000 EV’s were sold in India during FY 2016-17, majority of which around 80 percent were 

two-wheelers, Electric cars contributed to only 8 percent, according to data for December 2017. While 

India’s Electric car stock has grown from 370 cars in 2008 to 4,800 in 2016, its neighbour China sold 6.48 
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lakh electric cars in 2016, from 370 electric cars in 2008,according to an IEA study(Tripathi & 

IndiaSpend, 2018). 

India is also facing a growing concern over air pollution openly visible and attracting public criticism 

much so in its national capital New Delhi. Ministry of Road Transport & Highways through it notification 

has made all automobile manufactures to comply with Bharat Stage IV (BS-IV) emission norms which 

came into force from 1st April, 2017. India has now made it clear that it will be directly jumping to BS-VI 

by 2020, making its stand clear on vehicular emissions while delivering a strong message to automakers 

to keep its pace to higher standards to be met(India CSR Network, 2017).  

With EVs there will be no fear for automakers to comply with these higher standards as they have zero 

tailpipe emissions, but air pollution will still exist if the electricity powering these vehicles is generated 

through pollution sources, like electricity produced at thermal power plants. Therefore, India has 

understood this linkage and has started increasing the proportion of green renewable energy in its power 

generation,however coal powered thermal plants still continue to be the prominent providers of electricity 

in the country.  

 

Few Hurdles Cleared. 

The thrust towards EVs has not been without opposition. There was opposition to e-rickshaws in Delhi 

and a court stay was brought on its use as a commercial vehicle, as the Central Motor Vehicles rules 

didn’t have the necessary provision for its implementation, with no definition of e-rickshaws and e-carts 

in the same. Therefore ‘The government notified the Central Motor Vehicles in its Sixteenth Amendment 

Rules, 2014, which paves the way for plying of "special purpose battery operated vehicles” ’. Following 

the amendment, authorities of Delhi, Gujarat, and Pondicherry came up with procedures to regularize 

these vehicles. This made e-rickshaw a legal entity and a person passing their driving test could acquire 

license for its commercial use(The Times of India, 2014).  

Government of India’s Ministry of Power brought clarifications in power act 2003 to clarify the doubts 

emerging at state levels in terms of getting permission for setting-up of charging station for EV’s. The 

notification clarifies that charging stations can be set-up by non power companies also, as EV charging is 

a service and not transmission, distribution or trading in electricity etc. (Government of India, Ministry of 

Power). 
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Challenges Remaining to be Tackled. 

 There is a complete lack of charging stations in India which are not sufficient to even provide any 

concrete base to the vision of electric mobility that the centre is trying to achieve. Currently there 

are only about 350 public EV charging stations in India as compared to 2,15,000 installed  in 

China by the end of 2016. A mammoth improvement is required on this front to bring an end to 

the problem of range anxiety that the EV buyer faces while travelling relatively longer distances, 

while on the other hand India has 57,000 petrol stations making it an ease for ICE auto owners 

with their presence over close distances(Upadhyay, 2018).  

 Currently India’s Renewable sources contribute 33.30 percent of electricity generated, with coal-

based Thermal power plants contributing the major chunk of the non-renewable energy. The gross 

electricity generated in India in FY 2017-18 stood at 1,486.5 TWh(Wikipedia, n.d.). With the 

estimated projection of growth in demand for EV’s in future “the overall electricity demand from 

electric vehicles in India is projected to be around 79.9 gigawatt hours by 2020 and is expected to 

reach 69.6 terawatt hours by 2030”(Business Standard, 2018). 

 There lies another major bottleneck in policy paralysis where the state government policies are not 

in sync with that of the centre. For example the state of Goa still doesn’t have a policy on 

providing solar panels on subsidy to its consumers. 

 There are also issues pertaining to power connectivity and power generation in rural areas of 

India, which need to be addressed using geographical advantages for renewable energy generation 

along with heavy infrastructure investment in these areas. 

 As we have seen that the standard charging time for an EV is approximately eight hours, this 

would generally be ideal as an overnight charging option for which there needs to be proper 

charging connectivity from ones house or housing colony to the car parking location. In India, 

there are major constraints on this because of no proper planning of house construction with 

parking space in it, even many buildings in India still don’t have parking spaces where they have 

to park at far away distance from the building. This will be a major constraint for EV buyers living 

with such hurdles in their daily usage, as DC quick charging is not advisable on a regular basis, 

which has proven to cause a decrease in the efficiency of the battery powering the EV.   

 For charging EVs from home, it is advisable if the home has more than one phase of electricity 

power input, for DC charging a three phase connection is ideal. But India is a country fighting 

with power shortages, where homes usually have a single phase connection. This is another major 

challenge for the states of this country, with a lot needed to be done on this front. 
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India’s Impressive E-Rickshaw Sales Figures. 

India has more e-rickshaws than China's EV’s fleet. India has 1.5 million battery-powered, three-wheeled 

rickshaws. As many as 11,000 new e-rickshaws hit the streets every month. What makes e-rickshaws so 

popular for commercial usage is it low cost of transportation. Petrol powered rickshaws today cost 

roughly 2.5 to 3 rupees per km in India, whereas an e-rickshaw relatively costs much lesser at just 50 

paise per km(Eluvangal, 2018). The same cost economies apply when comparing an Electric car to an 

ICE car powered by petrol or diesel. Currently most e-rickshaws operating in India are powered by lead 

batteries providing 80-90 km range on a single charge which can be swapped easily to increase 

range.Most of the cars on the other hand are powered by a more efficient Lithium ion battery. 

E-rickshaws have become a popular mode of transportation especially in the national capital, New Delhi. 

These e-rickshaws were banned in the national capital by the state government for a period as they were 

flaunting many traffic related rules,especially the requirement of a driving license/permit for the same. As 

mentioned earlier the Central government has come in support of the e-rickshaw drivers with the 

government notifying the Central Motor Vehicles (Sixteenth Amendment) Rules, 2014, as they provide 

livelihood to nearly 10 lakh drivers. But since driving permit is also a state subject, many states continue 

to object e-rickshaws on grounds of creating problems for parking, safety measures and pressure from 

other auto drivers associations(News 18, 2014). 

 

Suggestions and Recommendations. 

 Bring amendments to Urban and Regional Development plans and making Planning and 

Development authorities to make compulsory provision of EV charging stations and parking, in 

their housing design while taking building permissions. This will systematize the use of EV 

charging and bring in ease to EV users. Workspaces, cinema Halls, shopping malls, etc can use 

their parking infrastructure to provide EV charging points so that they too could generate revenue 

through this starter option. 

 There needs to be a micro-level policy to enable end consumers to generate and meet the demands 

of their energy requirements by generating power on their own,through Renewable sources of 

energy. If the consumer if not fully but at least partially can go off the grid for some of the energy 

requirements, it will create energy surplus for other usage. This can be done individually or 

collectively like putting solar panels on housing roofs or on roofs of housing colonies. There are 

examples where individuals have gone fully off the grid and are providing electricity to the grid 

and are making money out of it. 
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 If the government feels that many people going off the grid will impact the business models of 

power companies, then the government should put regulations in place to incentivise power 

companies for production through renewable sources, and to discourage generation through non-

renewable sources. 

 Urban areas can use solar panels intensively for generating power making efficient use of spacing, 

for example solar roofing; and rural areas which have more space available can use wind energy 

which generates far more power per unit than solar. 

 

Conclusion 

To conclude Indian government’s vision of having maximum electric vehicles on road by 2030 is in line 

with its long-term target of energy security for the country. India’s socio-economic dimensions are very 

positively placed creating a high demand economy and economic growth. The problem lies, where 

consumption of energy grows at the same pace as that of our GDP.Again, India’s high oil dependency on 

foreign import of crude oil works as a constraint on its full potential to grow as India’s Balance of 

Payment in the merchandise segment goes in the deficit.This also hampers the confidence is its currency 

causing depreciation over the years, vis-à-vis the dollar. A move towards EVs is a step in the right 

direction to mitigate some of this. 

Getting 100 percent Electric Vehicles on road is next to impossible by 2030, but even 30 percent EVs 

which too is a sizable challenge will solve this problem of oil dependency to a major extent. We need to 

learn from our neighbour China which is making tremendous progress in the EV market in terms of R&D, 

volume of sales and creation of necessary infrastructure and ecosystem to give EVs an edge over ICE’s in 

the purchase decision. India will continue as a high growth nation with good diplomatic international 

relations, stronger negotiating power, and a more predictable future, and if renewable energy continues to 

increase as a percentage of India’s power generation, we are looking at a more sustained development for 

our nation. 
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Abstract 

The rise in the middle class income and a corresponding growth in the young population have seen a 

tremendous surge in the demand for small passenger cars in India. With increasing spending capacity, 

high levels of product awareness, rapidly evolving expectations and demand for personalised products 

& services, customers are taking the centre stage of the entire automotive ecosystem. This paper 

focuses on the customer’s preference and the important attributes affecting the preference for small 

passenger cars in Tiswadi Taluka of Goa.A Simple Convenience Sampling Technique was adopted in 

the study to select the sample respondents. Data were collected through an Interview Schedule and 

analysed, with 100 valid responses regarding preference of the respondents on purchase of small 

passenger cars. Data Analysis was done using descriptive statistical tools such as Percentage, Mean, 

Median and Standard deviation to describe the profiles of consumers and identify the most preferred 

product attributes through ranking of the variables which indicates that Safety has the highest 

preference among the listed attributes for a small passenger car. Correlation analysis has been used to 

establish the relationship between the factors which influenced the purchase. Factor analysis using 

principal component method is employed to identify the key factors responsible for the consumer’s 

purchase of small passenger cars. The factor analysis draws five major factors influencing the 

preference of the customers.  

Key Words: Automotive Ecosystem, Customer Preference, Small Passenger Cars, Goa. 

 

Introduction  

The rise in the middle class income and a corresponding growth in the young population has seen a 

tremendous surge in the demand for small passenger cars in India. India with is growth trajectory is 

expected to become a leader in shared mobility by the mid-twenty-first century, with the focus shifted to 

more private modes of travel. The rise in investment in the automobile sector has proved to be a stimulus 

which will hold the industry on a fast track growth. This comes from the heavy investment though the 

FDI channel that stood at $19.29 billion between April 2000 & June 2018. Revolutionary reforms in the 

indirect taxes system through GST associate the government’s policy to develop India as a major 

manufacturing hub. 
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In 2018, automobile demand remained robust despite the slowdown overcast in the last three months of 

the year. All segments reported strong double-digit growth in the calendar year ending December 31 

except passenger vehicles which reported a growth of 5 per cent. Three-wheeler sales grew fastest 

followed by commercial vehicles, two-wheelers, and passenger vehicles. The overall automobile sales 

crossed 26.7 million units for the first time. 

With increasing spending capacity, high levels of product awareness, rapidly evolving expectations and 

demand for personalised products & services, customers are taking the centre stage of the entire 

automotive ecosystem. Understanding changing customer needs and having the ability to serve them 

differentially will be a key competitive advantage in the automobile industry. 

Consumer preferences combined with their budget culminates into final purchase, which the automobile 

industry needs to tap. Consumer preference is the foundation of consumer demand. How high the prices 

will be, what will be the reaction of consumer to a change in price, how much the consumers is willing to 

pay, along with other passenger car attributes, decides the demand for a car, which when met with the 

satisfaction of these attributes, can lead to the next purchase. The substantial changes in lifestyle patterns 

of the consumers, resulting from globalization and integration of world economies, have caused 

tremendous changes in the market place for cars. Preferences are characterized by distinctiveness in an 

individual’s expectations, heavy tendency of abandoning brand loyalty, and switching towards competitor 

brands that provide higher perceived value to the consumer. The new generation consumers are difficult 

to classify by conventional demographic factors and unless their thought processes and buying behaviour 

preferences are fully understood, decisions on product designs, product variants, branding and distribution 

channels are likely to be misled.  

The Indian automobile industry has got a tremendous market potential. With the growth of population and 

change in their pattern of life style as a result of urbanization, there has been a rapid increase in demand 

for automobiles in India and the same is in case of the state of Goa. The Indian Automobile Industry has 

flourished like never before in recent years. This extraordinary growth that the Indian automobile industry 

has witnessed is a result of a major factor namely, the improvement in the living standard of the middle 

class and an increase in their disposable incomes. Moreover, the liberalization steps, such as, relaxation of 

the foreign exchange and equity regulations, reduction of tariffs on imports, and refining the banking 

policies initiated by the Government of India, have played an equally important role in bringing the 

Indian Automobile Industry  to great heights. The increased demand for Indian Automobiles has resulted 

in a large number of multinational auto companies, especially from Japan, the U.S.A., and Europe, 

entering the Indian market and working in collaboration with the Indian firms. Also, the 

institutionalization of automobile finance has further paved the way to sustain a long term high growth for 

the industry. The future growth drivers include, higher GDP growth, India’s huge geographic spread – 
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mass transport system, increasing road development, increasing disposable income with the service 

sector, cheaper (declining interest rates) and easier finance schemes, replacement of aging four wheelers, 

graduating from two wheelers to four wheelers, increasing dispensable income of rural agricultural sector, 

and the growing concept of second vehicle ownership among urban households. 

Statement of the Problem 

The surge in economic activity among Indian citizens as a result of the success of the globalization and 

liberalization policies since the 1990’s, has increased demand for automobiles thus resulting in car makers 

focusing their attention in capturing the Indian market, especially the small passenger car segment. An 

automobile was considered as luxury once, now it is a part of our day-to-day life and has become a 

necessity. Customers have now changed their attitude and yesterday’s luxuries are today’s necessities. To 

be a successful marketer it is absolutely essential to study the preferences of the prospective buyers and to 

track the drivers or factors influencing their purchase. 

Literature Review 

(Alfread & Chidambaram, 2007), propose that there are certain factors which influence brand preferences 

of customers. Their study revealed that customers give more importance to fuel efficiency than any other 

factor; and that the brand name informs customers about product quality, utility, and technology. They 

find that customers prefer to purchase passenger cars which offer high fuel efficiency, good quality, 

technology, durability and reasonable price. 

(Raji Reddy & Ravinder, 2016), in their study identified price as the most important factor while choosing 

a car; followed by mileage. They found that personal factors like age, education, qualification, gender, 

occupation and income status have significant influence over the factors influencing brand preference. 

(Kaur & Sandhu, 2006), attempted to find out the important features which a customer considers while 

purchasing a new car. The study covers the owners of passenger cars living in the major cities of the State 

of Punjab and the Union Territory of Chandigarh. The respondents perceive that safety and comfort are 

the most important features of the passenger car, followed by luxuriousness. They assert that 

manufacturers must design the product giving maximum weightage to these factors. 

(Kaushik & Kaushik, 2008) in their empirical study conducted in South West Haryana, investigated 

customer‘s preference towards a passenger car brand. Pre-purchase and post-purchase behaviour of the 

customers were evaluated, and factors influencing the customers were determined by perceptual mapping 

obtained from multi-dimensional scaling. Overall results indicated that in South West Haryana region, 

customers are more influenced by friends and relatives than dealers and sales persons. Brand name, fuel 

efficiency and price were found to be primary determinants for buying car in this region. 

(Prasanna Mohan Raj, Sasikumar, & Sriram, 2013), studied the factors influencing customers brand 

preference for the economy segment SUV’s and MUV’s. Data collection was made through direct 
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interaction and customer intercept survey. Their study finds that, the preference of a given brand can be 

explained in terms of six factors namely, product reliability, monetary factor, trendy appeal, frequency of 

non-price promotions offered, trustworthiness and customer feeling or association towards brand. They 

conclude that there is a need for marketers to take these factors into consideration when crafting product 

innovations in the SUV segment.  

(Malke, 2015), studied the buying behaviour of consumers in small car market in Pune. The study dealt 

with various aspects which determine the consumers buying decision towards the small car. The study 

identified price & fuel efficiency as the important factors which influence small car buying. Further, the 

researchers also measured the level of consumer satisfaction. The study revealed that nearly sixty five per 

cent consumers are fully satisfied with their brand, while around twelve per cent of respondents are not 

satisfied with their purchasing decision. The study also revealed that price is one of the most important 

criteria in selection of car, while technology measures in the car is the least preferred criteria. 

(Anandh & Shama Sundar, 2014), in their study identified the factors affecting consumer’s brand 

preference in the small car segment in Chennai. The study showed that majority of consumers’ preferred 

Maruti Suzuki brand of small car. The regression analysis showed that value, comfort, efficiency and 

need, positively influenced the consumer’s overall satisfaction with small cars, at one per cent level of 

significance; while accessibility positively influenced the consumer’s overall satisfaction with small cars, 

at five per cent level of significance. 

(Brown, Light, & Gazda, 1987), analyzed consumers attitude towards European, Japanese and US cars. 

They found that the country of origin plays a significant role in the consumer’s behaviour. The brand 

name, lower price and distributor’s reputation, have a significant impact on the sale of passenger cars.  

(Krishnaveni & Sasikaladevi, 2015), in their research concluded that while selecting a particular brand or 

even model, rural consumers were giving utmost importance to three important aspects - availability of 

the brand or model, comfort in using, and exterior design of the car. The study further reveals that, for 

rural consumers, car is not a status symbol. Least importance is given to factors like safety and after sales 

service. However, the study also indicates an important aspect of the rural consumer behaviour i.e., that 

rural consumers bother more about the resale value of their car. Hence, they give more importance to 

features like mileage, guarantee and interior design etc., which were considered as valuable points of 

consideration when a car comes to the second hand market. 

Even though the above studies have investigated various factors regarding buying behaviour for cars, the 

present study differs from them, in that, the buyer behaviour in Tiswadi Taluka of North Goa is sought to 

be analysed here. The scope, and the area of the study, are unique in nature.  
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Scope  

With an increase in income levels and a strong desire to purchase a small passenger car among every 

household has boosted the demand for small passenger cars across different brands. Hence the scope to 

study the different attributes/factors affecting the purchase of small passenger cars plays a crucial role for 

the marketers to decide the marketing strategy. The study is restricted to Tiswadi Taluka of Goa which is 

a centrally located Taluka that houses the capital of the State. This study tries to analyse the influence of 

certain car attributes on the customers mind and how this information can be used successfully by 

marketers to gain entry into the minds of the consumers.  

Objectives  

The purpose of this research is to study the customer’s preference and the important attributes affecting 

the preference for small passenger cars in Tiswadi Taluka of Goa. 

Hence, the study is aimed at the following objectives. 

1. To identify the most preferred brand among small passenger car owners. 

2. To rank the most preferred attribute of a small passenger car. 

3. To identify and analyse the factors influencing the purchase of  cars. 

Methodology  

This study was conducted among the car owners residing in Tiswadi Taluka of North Goa. A simple 

convenience sampling technique was adopted in the study to select the sample respondents. As the size of 

the universe is restricted, the study has been conducted on the respondents who are the owners of all the 

segments of small passenger cars. A total of 130 Interview schedules were prepared, and out of this, only 

117 interview schedules were filled up and collected. A scrutiny of these schedules led to the rejection of 

17 interview schedules on account of incomplete responses. Thus 100 completed interview schedules 

were used for the present study. Data were collected through an Interview Schedule regarding preference 

of the respondents on purchase of small passenger cars. Data Analysis was done using descriptive 

statistical tools such as Percentage, Mean, Median and Standard deviation to describe the profiles of 

consumers and preferred product attributes. Correlation analysis has been used to establish the 

relationship between the factors which influenced the purchase. Factor analysis using principal 

component method is employed to identify the key factors responsible for the customers’ purchase of 

small passenger cars. 

The secondary data have been collected from the company’s bulletins, annual reports and websites. 

Further, the researchers has used national and international journals in the field of management, as well as 

marketing, business magazines, business dailies, referred text books in marketing management as well as 
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consumer behaviour and academic studies conducted in the related areas for the purpose of building a 

strong conceptual background including the review of literature for the study. 

Data Analysis 

Table 1:  Demographic Profile of Respondents 

Factors Count Column N % Cumulative % 

Gender 
Male 92 92.0% 

100% 
Female 8 8.0% 

Age Group 

18 - 30 years 39 39.0% 

100% 
30 - 40 years 30 30.0% 

40 - 50 years 19 19.0% 

50 - 60 years 12 12.0% 

Education 

SSC 22 22.0% 

100% 

HSSC 40 40.0% 

Graduate 22 22.0% 

Post Graduate 5 5.0% 

Others 11 11.0% 

Annual Income 

Upto Rs. 2,50,000 67 67.0% 

100% Rs. 2,50,000 - Rs 5,00,000 28 28.0% 

Rs 5,00,000 and above 5 5.0% 

No. of Cars 

1st Car 77 77.0% 

100% 
2nd Car 14 14.0% 

3rd Car 4 4.0% 

4th Car 5 5.0% 

Most Preferred 

Car Brand 

Maruti Suzuki 55 55.0% 

- 

Hyundai 10 10.0% 

Honda 4 4.0% 

Renault 2 2.0% 

Tata 9 9.0% 

Mahindra 7 7.0% 

Ford 5 5.0% 

Skoda  0 - 

Volkswagen  3 3.0% 

Other 15 15.0% 

                                        Source: Primary Data 
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Descriptive Statistics 

Descriptive Statistics that was discussed in this work was the frequency and percentages of profiles of 

respondents. Table 1 illustrates the demographic profiles of respondents according to variable gender, age 

group, education, annual income and No. of Cars respectively. According to their gender, 92 percent of 

the respondents are male and 8 percent are female. According to variable age, the respondents’ age range 

between 18 to 60 years old. Most of the respondents belonging to the age group between 18-40 years (69 

percent) indicating a large majority of them in the Younger Age group as compared to between 40-60 

years (31 percent) indicating the age group between middle age to senior age. The educational 

qualification of the respondents show that 22 percent are those who have completed their SSC, 40 percent 

with HSSC, 22 percent with Graduate Degree, 5 percent with Post Graduate and Others accounted for 

11% of the respondents. In the annual income category majority (67 percent) of the respondents lie in the 

range of upto Rs. 2,50,000.  28 percent of the respondents have income in the range of Rs. 2,50,000 - Rs 

5,00,000 while only 5 percent of the respondents have income of Rs 5,00,000 and above. Among the 

respondents 77 percent of the respondents are first car owners, 14 percent second car owners, 4 percent 

third car owners and 5 percent are fifth car owners. Most Preferred Car Brand indicates that Maruti 

Suzuki is the most preferred brand with 55 percent of the respondents opting for the brand followed by 

Hyundai (10 percent), Honda (4 percent), Renault (2 percent), Tata (9 percent), Mahindra (7 percent), 

Ford (5 percent), Volkswagen (3 percent) and Others(15 percent). There were no responses for the brand 

Skoda among the respondents.  

 

Table : 2 Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha Based on 

Standardized Items 

No. of Items 

.876 .885 20 

                                    Source: Primary Data 

 

In this study, the main focus is to look at the factors that affect the customer’s preference for small 

passenger cars. The Cronbach’s alpha reliability test shows whether the measures used can be used to test 

the hypothesis. The score above 0.5 is considered reliable and score above 0.7 is considered good. This 

test result show a Cronbach's Alpha of 0.876 and a Cronbach's Alpha Based on Standardized Items of 

0.885 for 20 items which show that the questionnaire or instrument used in this study had a very high 

reliability value. 
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Table 3 : Average Ratings For The Influencing Factors 

Sr.No. Variable Mean S.D. Median Rank 

1 Safety 4.44 0.880 5 1 

2 Fuel Efficiency 4.30 0.785 4 2 

3 Powerful engine 4.23 0.886 4 3 

4 Insurance facility 4.17 0.853 4 4 

5 Durability 4.17 0.805 4 5 

6 Style / design 4.15 0.978 4 6 

7 Comfort / Luxury 4.09 0.842 4 7 

8 Internal space 4.02 0.943 4 8 

9 Price 3.99 1.133 4 9 

10 Warranty 3.98 0.953 4 10 

11 Innovative 

technology 

3.98 0.899 4 11 

12 Pick up 3.96 1.072 4 12 

13 Brand Image 3.90 1.040 4 13 

14 Colour 3.88 0.998 4 14 

15 Maintenance cost 3.85 0.999 4 15 

16 Re-sale value 3.85 1.077 4 16 

17 After sale service  3.80 1.082 4 17 

18 Models / variants 3.66 0.977 4 18 

19 Financing Schemes 3.55 1.095 4 19 

20 Others 2.88 1.343 3 20 

                                                                             Source: Primary Data 

With regard to factors- safety, fuel efficiency, powerful engine, insurance facility, durability, style/design, 

comfort/luxury, and internal space, most of the respondents have given their response in the category of 

‘extremely important’ for these preference variables in making the choice of a small passenger car. As regards 

the factors - price, warranty, innovative technology, pick up, brand image, colour, maintenance cost, re-

sale value, after sale service, models/variants, financing schemes, the obtained mean values indicate that 

most of them have favoured it as ‘important’ considerations. The obtained mean values of 2.88 for the ‘other 

factors’, which are close to the scale value of being indifferent, indicate that the respondents are ‘indifferent’ 

to them in their purchase decision. 
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A. Factor Analysis: 

Factor analysis using Principal Component Method was used to construct the new factors affecting 

preference of customers for small passenger cars. 

                                                  Table 4: Correlation Matrix 
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Correlation matrix for the attributes from price to other attributes (totally 20 items) was 

analyzed initially for possible inclusion in Factor Analysis. 

 

                      Table 5 : KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.838 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 804.868 

df 190 

Sig. .000 

                                         Source: Primary Data 

 

The Kaiser-Meyer-Olkin (KMO) in Table 5, a measure of sampling adequacy, is an index used to 

examine the appropriateness of factor analysis. Bartlett’s test of sphericity and the Kaiser-Meyer-Olkin 

measure of sampling adequacy are both tests that can be used to determine the factorability of the matrix 

as a whole. The results value of Bartlett’s test of sphericity is significant (p<0.001, p=0.000). In 

addition, the Kaiser-Meyer-Olkin measure is 0.838 which is greater than 0.6. As the results in above 

table indicate sampling adequacy value to be 0.838, factor analysis is appropriate. 
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Table 6: Total Variance Explained 

C
o
m

p
o
n

en
t Initial Eigen Values Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative  

% 

Total % of 

Variance 

Cumulative 

% 

1 6.804 34.018 34.018 6.804 34.018 34.018 3.453 17.263 17.263 

2 1.879 9.396 43.414 1.879 9.396 43.414 3.376 16.878 34.141 

3 1.562 7.811 51.225 1.562 7.811 51.225 2.516 12.579 46.720 

4 1.175 5.877 57.102 1.175 5.877 57.102 1.616 8.079 54.800 

5 1.084 5.418 62.519 1.084 5.418 62.519 1.544 7.719 62.519 

6 .955 4.774 67.293       

7 .840 4.199 71.493       

8 .741 3.705 75.197       

9 .674 3.369 78.567       

10 .656 3.279 81.846       

11 .542 2.710 84.556       

12 .499 2.495 87.050       

13 .453 2.265 89.315       

14 .426 2.131 91.447       

15 .416 2.079 93.525       

16 .329 1.643 95.168       

17 .302 1.508 96.676       

18 .267 1.337 98.013       

19 .209 1.043 99.056       

20 .189 .944 100.000       

Extraction Method: Principal Component Analysis. 

                                                                Source: Primary Data 

 

The above Table 6 provides insights into how many variables can be clubbed together to make a single 

factor. Eigen value represents the amount of variance associated with the factor. Only factors with Eigen 

value greater than 1.0 are retained. Factors with variance less than 1.0 are no better than single variable. 

Five factors were extracted because their Eigen values were greater than 1. The percentage of variance 

indicates the total variance attributed to each factor. The cumulative variance in the above mentioned 

problem is 62.51 per cent, indicating with five factors extracted, 62.519 per cent of the variance would be 

explained. 
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Table 7: Rotated Component Matrixa 

 Component 

1 2 3 4 5 

Preference_Models / Varients .778     

Preference_Comfort / luxury .747     

Preference_Colour .712     

Preference_Style/Design .685     

Preference_After Sales Service .563     

Preference_Brand Image .497     

Preference_Innovative Technology .395     

Preference_Warranty  .790    

Preference_Safety  .717    

Preference_Powerful Engine  .667    

Preference_Internal space  .651    

Preference_Pick Up  .638    

Preference_Fuel efficiency  .509    

Preference_Insurance facility   .802   

Preference_Resale Value   .740   

Preference_Durability   .652   

Preference_Maintenance Cost    .754  

Preference_Financing Schemes     .706 

Preference_Others     .621 

Preference_Price     .411 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 8 iterations. 

                                         Source: Primary Data 

 

Table 7 above shows the rotated factor matrix for the questionnaire. After performing Varimax Rotation 

Method with Kaiser Normalization; the following 7 factors/components are derived. 

Factor 1 comprised of seven items with factor loadings ranging from 0.395 to 0.778. The items in Factor 

1 are Models/Variants, Comfort/Luxury, Colour, Style, After Sales Service, Brand Image and Innovative 

technology. 17.26 per cent of the variance would be explained when the first factor is extracted. These 

can be clubbed as Aesthetic Factors. 
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Factor 2 comprised of five items with factor loadings ranging from 0.509 to 0.790. The items in Factor 2 

are Warranty, Safety, Powerful Engine, Internal Space, Pick Up, Fuel Efficiency. Factor 2 extractions 

explain 16.87 per cent of the Variances that relate to car Efficiency Factors.  

Factor 3 comprised of three items with factor loadings ranging from 0.652 to 0.802. The items in Factor 3 

are Insurance facility, Resale Value, Durability. 12.57 per cent of the variance would be explained when 

the third factor is extracted which can be clubbed as Post Purchase Valuation Factors.  

Factor 4 comprised of one item with factor loading of 0.754. The item in Factor 4 is Maintenance Cost 

which explains 8.07 per cent of the variance from the extracted factor. 

Factor 5 comprised of three items with factor loadings ranging from 0.411 to 0.706. The items in Factor 5 

are Financing Schemes, Other Attributes and Price.7.71 per cent of the variance would be explained when 

the fifth factor is extracted that relate to Pre Purchase Valuation Factors. 

Conclusion 

This research was carried out to identify the most preferred attribute of a small passenger car. Customers 

while making a decision rank Safety as the first most preferred attribute followed by Fuel Efficiency, 

Powerful Engine, Insurance facility, Durability, Style/design, Comfort/Luxury, Internal Space. This 

paper, also assessed brand preference in the small car segment, it was found that Maruti Suzuki is the 

most preferred brand among the customers in Tiswadi Taluka of North Goa. In light of study findings, the 

preference of a given car can be explained in terms of five factors namely Aesthetic Factors, Efficiency 

Factors, Post Purchase Valuation Factors, Maintenance Factor and Pre Purchase Finance Factors. There is 

need for marketers to take these factors into consideration when crafting strategies in the small passenger 

car segment of the automobile market.  
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ABSTRACT 

The Portuguese discovery of the sea route to India in 1498 marked the beginning of the Portuguese 

domination of the eastern trade and trade route. A strong chain of fortresses was erected on all 

strategic points in Asia and on the west coast of India. The challenges and the resistance posed by the 

native potentiate and pirates compelled the Portuguese authorities to heighten the defence and naval 

security in the Indian waters. The cartaza, cafilas and the armadas were the main gadgets instituted, 

not only to ensure safety of the Portuguese trading vessels but also to generate revenue to the state.The 

Portuguese divided their Indian possession into zones and placed them under the armadas. There were 

the Armadas of the North, Armadas of the South, Red Sea Armada and so on. This paper examines 

some aspects of the Portuguese Armadas during the period from 1510 to 1714 in the Indian waters.  

Key words: Armadas, Cafilas, Cartaza, Captain-Major 

 

The Portuguese Armadas in Goa1510 - 1750: A Note 

The voyage of Vasco da Gama in 1498 fulfilled Prince Henry’s wish to reach far lands of India and thus 

obtain for Portugal, a commercial as well as religious dominance in the east. The King of Portugal D. 

Manuel took up the title of “Lord of the conquest, navigation and commerce of Ethiopia, India, Arabia 

and Persia (Boxer 1969,48).  The Portuguese Crown soon realised the potentials of eastern trade and 

embarked on the policy of sending naval fleets every year. The west coast of India became the main focus 

area of the Portuguese as it was a supply hub of spices and other commodities. Therefore, it was not 

surprising that the Portuguese adopted several devices for checking and controlling the movement of the 

commodities in the Arabian Sea. The viceroy Francisco d’ Almeida advocated a vigorous naval policy to 

enforce the Portuguese domination in the eastern seas. What the Portuguese initially wanted was not a 

trading factory but a port in which they could establish themselves. In his letter to King D. Manuel he 

wrote: 

‘The great number of factories you hold, the weaker will be your power…. Let all our forces be on the 

sea, because if we should not be powerful at sea, everything will be at once against us…. As long as you 

are powerful at sea, you will hold India as yours and if you did not possess this power little will you avail 
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a fortress on the shore’(Mathew 1987,121). 

This sea-oriented policy was changed with the coming of Afonso Albuquerque. He advocated the policy 

of building naval installations at all vital points, commercially and strategically.  They built fortresses on 

the Malabar and Konkan coast with the objective of securing the total control of the spice trade and trade 

route. To enforce their might on the sea, the Portuguese declared that henceforth no native vessel will sail 

without the Portuguese cartaza or sailing permit(Shastry 1981,148-53). Every native merchant had to 

obtain cartaza from the nearest Portuguese factory. The sale of the cartaza not only helped the 

Portuguese to keep a check on native trade but also gave Portuguese good revenue. However, the 

clandestine trade deprived the Portuguese crown of the revenue generated through the sale of the cartazes.  

To enforce the cartaza system, to combat the piracy and to check the illicit shipping of pepper to 

unauthorised ports, the Portuguese maintained Armadas, a fleet of warships. Regular patrolling of the 

coasts was carried out by well-equipped Armadas or fleets.  The Portuguese sailing in the Indian waters 

were threatened by the native rulers, pirates and later on by the Dutch. Considerable amount of 

Portuguese inter port trade was carried out through ‘navioschatins’, local merchantmen. These vessels 

came under the attacks of the pirates and other hostile elements of the Portuguese. The profitability of the 

eastern trade depended on the prompt availability of the pepper and the timely departure of ships from 

Goa to Lisbon. Therefore, the safe conduct and sailing of the convoys with cargo of spices from Malabar 

and other parts became the top priority of the Portuguese naval policy in India. Their cartaz-armada-cafila 

system had great impact on the Asian trade(Pearson1976,40). The Portuguese maintained several fleets of 

warships to check cartazes and to combat the piracy. 

The objective of this paper is to examine some vital aspects of these Armadas such as the formation, the 

time and route, economics and the general sailing instructions provided to them for their safe conduct.The 

Portuguese sought to make the Armadas as a lubricant to their policy of eastern naval domination. It is a 

meticulous plan in the form of sailing instructions, where all intricacies of navigation in the waters were 

addressed by the naval experts. Apart from the secondary sources, the Portuguese records available at the 

Goa Historical Archives have been consulted. 

As stated earlier, the Portuguese sought to make the Armadas- well equipped fleets of warships,as a 

lubricant to their policy of eastern naval domination. King D. Manuel instructed the viceroy D.Francisco 

d’ Almeida to have two fleets cruising, one from the Red Sea to Cambay, and one from Cambay to Cape 

Comorim(Ibid.42). After the conquest of Goa in 1510, regular patrols were undertaken to north and south 

of the town, the first going to Chaul or further north to Cambay, and the second to the Kanara and 

Malabar areas, and even across to the Maldives Islands (Ibid.45). The Northern Armada cruised up to the 

mouth of the Red Sea and the Gulf of Cambay and guarded the western coast from Ormuz to Goa The 

Southern Armada cruised the Malabar coast up to Cape Camorin and even up to Maldives island. These 
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armadas guarded the ships trading under the Portuguese suzerainty(Mathew 1987,139). 

Moreover, the Portuguese organized different Armadas from Goa. The main were the Red Sea Armada, 

the Gulf Armada and the Armada of Malacca. Armadas from Goa were sent to reinforce the garrisons of 

the fortresses in the whole of the Estado da India. The Portuguese periodically sent fleets from Goa to 

relive Mombasa before it fell in December 1698, and to cruise in the Persian Gulf against their Omani 

enemies (Boxer 1969,134).In Goa special fleets of warships were maintained by the Portuguese to check 

the violations of the Portuguese shipping regulations, general patrolling of the coast and supporting the 

naval installations in the east. Convoys of several hundred local merchant ships sailed to Goa(Pearson 

1981,76). 

The regimentogeral(general rules) issued by the King to the Viceroy Dom Luis de Ataide in 1568, 

directed him to guard the coast with the help of the armadas, so as to prevent the supply of pepper to any 

port. The Viceroy Matias de Albuquerque decreed that all the ships trading on the coast of India must sail 

in cafila(group of ships).Special armadas were sent to Kanara coast to collect the pepper in case the 

regular cafilas were delayed or obstructed.  At the end of the sixteenth century, the Portuguese were 

obliged to institute a new form of trade control known as, the Cafila, a convoy of small ships guarded by 

Portuguese warships. The cafilas were operated by the natives. The cafilas sailing with cargo for home 

bounds ships was to sail under the cover of the armadas. 

The demand for the armadas for patrolling the coast and guarding the cafilasin the shallow waters 

increased. This was so because the Portuguese ships such as fragatas(frigates)found it difficult to chase 

the pirates in the shallow waters of Malabar. The fleets would use small and light vessel similar to those 

used by the pirates, as the big vessels could not chase them (BFUP 1954, iii447). 

In the beginning of the sixteenth century either two or three of the large coasting fleets known as Cafila 

sailed during each season, each consisting of from 200 to 300 vessels, convoyed by war-frigates 

(Moreland 1988,82). Several convoys of small trading ships sailed from the Gulf of Cambay to Goa. 

Usually two or three such convoys sailed each year. Most of the cargo for the Lisbon bound ships was 

brought by these convoys.   

Pyrard de Laval, a French traveller who visited Goa writes: 

‘The viceroy of Goa every year in the month of September used to equip two fleets of a hundred 

galiots(oar ships) along with three or four large galleys.   Half of this fleet they send to the north, as far as 

Diu or Cambay to guard the coast, and hold their power over the sea, and prevent any sailing without 

passport. The other half they send to the south, as far as Cape Camorim for the same purpose.’(De Laval 

2000, ii.117) 

By the late 1560s, it was unsafe for a merchant ship to sail almost anywhere on the western Indian coast, 

even near Goa and in the Gulf of Cambay. The threats of the local rulers, the piracy and the appearance of 
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the Dutch increased the dangers to the Portuguese shipping in the eastern waters. The appearance of the 

Dutch and English in the Indian waters warranted the Portuguese to have two fleets for safe return of the 

cafilas with cargo of spices. The royal letter in 1597, stated that in future no merchant vessels would sail 

except they were convoyed /escorted by the fleets of the Estado da India(Portuguese State of India).In 

1608 12 galleons, 4 galleys and early 100 smaller crafts were assembled to succour Malacca.  

 Strength of the Armadas  

As early as 1512, no less than 50 Portuguese ships were being used to enforce the regulations imposed by 

cartaza.  By 1520 the total figure was about 80. By the end of the 16th century, the northern and southern 

armadas consisted of about 60 vessels including small galeotas(ships) and large galleys rowed by 

convicts and prisoners of war(Mathew1987,117). In 1539, the viceroy, D. Gracia de Noronha, 

commanded an armada of 121 ships of different tonnage and dimension (Pearson MRG 45).The armada 

of the north consisted of 6 sanguices (a small war ships) with 90 soldiers, 6 bombardes(canons) and 250 

sailors(Souza Botelho1930,72).In 1652 a fleet of 8 navios(ships) was assigned to the north (HAG:MR 

30/454). In 1659, it had 15 navios captained by the Captain-Major Dom Francisco de Souza and another 

12 sanguicies of Bernardo Correira(HAG:MR:26/39).In 1616, the viceroy was ordered to build ships of 

55 and 65 candis(a local measuring unit)to guard the paros(country water crafts) and to reinforce the 

existing Armadas (BFU iv802-803).   From seventeenth century onwards, the Portuguese began to recruit 

Goans for the ships of their armadas. They served as soldiers, sailors, artillerymen, cabin boys and also as 

pilots, sarangs, tandels, doctors, carpenters, caulkers and so on. 

During the period of Dutch hostilities efforts were made to increase the number of the ships. Ships of 

different tonnage were added. In 1620, there were 65 ships based in Goa alone. In1659, the northern fleet 

had 15 ships captained by the Captain-Major Dom Francisco de Souza.  In 1670 the strength of the 

northern armada consisted of 100 vessels. In 1690-1691 the total strength of the Kanara fleet was 164 

while that of the north was 141(HAG:MR55B/378).In 1688 the Kanara fleet captained by the Captain 

Major Manuel da Proença, had 9 galeotas and 1 navio(HAG:MR61/288). Ships of higher tonnage and 

dimensions also formed the part of the convoys.In 1727 there was a manchua  ( a ship )with a deck 

(Manchuagrande da Cuberta) which was the part of Kanara fleet and the Southern coast(HAG:MR 

93A/174). 

Time and Route:  

Armadas were fitted out at different stages on different missions. From Goa fleets provided convoy to the 

Cambay cafila. Armadas were sent to Kanara coast, Cochin and Cambay. In the month of January, a fleet 

was sent out with the prime responsibility of checking the activities of the Malabar paraos. The armadas 

were entrusted with the task of maintaining vigil and checking all the ships sailing to Mecca without 

cartaza. On their return voyage to Goa, they would join other ships sailing from China, Malacca, 
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Molucco and Coromandal coast in the month of April. 

 The departure of the armadas depended on the wind currents and therefore almost all the 

regimentos(rules)issued by the authorities emphasized on the brevity of the voyages. The departure was 

usually between the 10th and 24th August, continuing throughout the year, except during the winter. The 

northern fleet sailed from Goa to Chaul, Bassein, Diu, Surat, Cambay and Daman. From north i.e. from 

Chaul, Diu, Cambay and other parts to Goa it sailed from the mid of January till the end of February. In 

north-west India, from Diu a small squadron of oared craft was stationed to enforce the Portuguese 

shipping regulations. Similarly, from Goa to Calicut, Ceylon and throughout the other coast, the 

navigation used to begin from 1st to 15th of August and continuing it throughout the year except in 

monsoon.  From all these parts to Goa, the navigation was throughout the year except in winter, but the 

best time for arrival was from November to January(Botelho 1930, 57). 

 Laval writes: 

“For the space of six months from the month of May or April, sometime earlier, sometime later, until the 

month of November or thereabouts, no ships or barque enter the Cochin river”(Laval,i. 437). 

The fleet sailing up to Diu would sail towards Arabia, wintering in Muscat and returning back to the same 

point by the end of August. However, Gaspar Anderi Coelho, captain of Aguada Fort was of the opinion 

that the ships of northern and southern fleet should avoid wintering at Muscat,as they had to face 

tremendous difficulties and hardships on account of the bad weather conditions and lack of 

manpower.The regimento given to Alvaro de Ataide, the captain-major of the north in 1647 stated, that as 

soon as he reaches Goa, he should sail to Cambay and without any delay he should sail back to Goa, so as 

to winter in north (MR:HAG 6l/287).  Sailing orders given to Henrique de Figueiredo de Alvacão, the 

admiral of the Red Sea to provide escort to the barcos of China and Bengal, noted that the waters from 

the coast of Malabar till the Cape Camorin were infested with the pirates. The barcos of China and 

Bengal could offer little resistance to the pirates (HAG: RI 1421/35v). For the safety of the coast and for 

the convoy, it was resolved to order the fragata, Nossa Senhora da Gloria to provide escort to the barcos 

of China and Bengal. Ships sent to Kanara were required to provide at times escort to the ships sailing 

from China and other parts. In 1613, one of the gales which had sailed to Kanara to provide security to 

the cafilas, bringing provisions to the city had to wait for the fleets from China and Malabar in order to 

prevent any one misappropriating disembarking the cargo.  

Ships sent to Kanara, were required to provide at times escort to the ships sailing from China and other 

parts. In 1613, one of the gales which had sailed to Kanara to provide security to the cafilas, bringing 

provisions to the city had to wait for the fleets from China and Malabar in order to prevent any one 

misappropriating disembarking the cargo(HAG: RI 1429/ 20v). 

The basic function of the armadas was to provide protection to the cafilas against the attacks of the 
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pirates and the Dutch. Two fleets of oars vessels comprising of the galeotas, fustas and sanguices were 

organized for sea vigilance and guarding the cafilas. In 1601 Dom João Mascarenhas and Dom Francisco 

Coutinho with 2 pataxos and 2 galleys, captained by Andre Coelho and Diogo de Souza de Menezes were 

directed to give protection to the ships which were sailing from Cochin with pepper (HAG:MR13/161v). 

In 1750 the Captain –major Francisco da Cunha Araujo in the conserva(convoy)of pataxo São Miguel 

with 7 manchuas, received orders to give convoy to the cafilas of parangues(country vessels) till the 

coast of South(Esparteiro 1954,156). 

 Armadas from Goa were sent to reinforce the garrisons of the Portuguese naval installations.  In 1652, it 

was decided to dispatch 10 ships of the Armada of Kanara under the command of Captain-Major 

Lionardo da Oliveira de Almeida along with the soldiers, mariners and money to the fortress of Kanara. It 

was also decided to send provisions to the armada of Francisco Pereira da Cunha and to some periches 

(ships)which were wintering at Barcelor and Mangalore (Pissurlenkar iii.207).Ships sent to Kanarawere 

required to provide at times escort to the ships sailing from China and other parts.  

Economics of the Armadas 

All the ships of the Armadas were equipped at the expense of the King. Separate budget allocations were 

made to each vessel sailing as an escort or convoy. In 1630 the Captain-Major of the nauof the Northern 

Fleet was paid 9018 xerafins, 3 tangasand 3 reis. Each captain of the navio was given 86 xerafins, 3 

tangas and 40 reis while each soldier was provided with 28 xerafins, 4 tangas and 3 reis(HAG:RI 

1422/257).In 1700, about 18386.022 reis were incurred on the Armada that was sent to the north. It 

covered the cost of all the expenses including the expenses on food provisions. In the same year 88 

xerafins4 tangas and 40 reis were paid to Antonio de Gusmão, the captain of the manchuaof the 

Armada(HAG:MR:74/257).In the same year the factor of the city, JoãoCarvalho de Sampio handed over 

1200 xerafins to the Captain-Major of the Armada of Kanara and South (Ibid.,fl.90).In 1714, Fazenda 

Real spent about 12,750 xerafins, 3 tangas and 40 reis on the captain-majors, masters, pilots, sarangues 

and for provisions(HAG:MR: 91/87).In 1726, 1500 xerafins were paid to the captain-major of the Armada 

of the north for a period of 3 years(HAG: MR, 93A/87).Similarly, Luis de Souza, the  Surgeon-Major  of 

the North Armada was paid 540 xerafins.(Ibid.90)In 1727 Martinho de Souza, a saranguewho sailed in 

the Palla São Inaciowas paid 100 xerafins and 53 reis while Manuel Valente, the captain of war and sea 

was paid 1292 xerafins 3 reis and 20 tangas of the Kanara fleet(HAG:MR 93A/13). In the same year 

about 51229 xerafins,1 tanga,and 21 reis, were spent on the fleet/convoys sailing to Kanara and southern 

fleet(Ibid,179v). 

General Sailing Instructions to the Armadas  

Before leaving the Bar of Goa the Captain- Major of every fleet was ordered to make the alardo(muster-

roll) at the Bar of Goa.They were instructed to be vigilant and defensive. Whenever the ships were at the 
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bar of Goa or Cochin for loading or unloading, they had to be within a distance of 2 or 3 leagues from the 

sea(HAG:PV1184/4).  The Captain –Majors of the Armadas were instructed to check and put down all 

acts of indiscipline on board. In 1636, Henrique de Figueiredo de Alvacão, commander of the fragatas, 

NossaSenohra de Valle and São Antonio de Thana,of the Straits of Ormuz, was asked to   check and put 

down all illicit acts on board among the gente de mar(crew) and the lascarins.Unauthorised 

disembarkations were not allowed during the voyage.  In 1641, Luis de Mello, the Captain –Major of the 

fleet was instructed not to allow any disembarkation during the voyage. If any person on board wanted to 

go ashore for any urgent work, he could do so, only with the written permission from the Captain-Major, 

for a period of one or two days, stating the reasons for disembarkation(HAG:RI 1421/23).Similarly, in 

1707, Manuel de Mello da Silva, Captain –Major of the Armada of Kanara and of the Southern Coast was 

asked not to allow disembarkation of any soldier or gente de mar in any port of Kanara. In case 

disembarkation was required to obtain provisions for the fleet, he shall disembark an officer of his 

confidence who would diligently follow his instructions(HAG:RI1426/43). In 1643, the Captain-Majors 

were instructed not to cause any delay in the departure. Instructions were also given with regard to the 

loading of the ships. The loading in the payol(hold of the ship)of the ships was prohibited. Over loading 

of the ships was to be avoided, as it becomes difficult to manoeuvre the vessel at a time of combat. If any 

soldier wanted to buy or intends to purchase any material/stock for his personnel use, he had to purchase 

the same at his own cost, and pay the customs duties as paid by others (HAG:RI 1421/23).  In 1643 

Captain-Major Luis de Silva Mello was instructed to ensure the security and the safe conduct of all ships 

entering into the Bar of Goa, because any loss of them would result not only in the loss of the 

Cabedal(money)of the royal vessels but also of the naval and military reputation of the Crown(HAG: 

RI1421/22). 

The Captain- Majors had to take adequate number of soldiers on board to deal with any eventuality. The 

captain-majors of the Armadas were also instructed to check military strength of the fortresses. In 1707, 

the captain-major of the Northern Fleet was instructed to visit the fortress of Diu to check the lascarins 

and the ammunition (HAG:RI 1426/45). 

The ships of the Armada had to be equipped with adequate artillery of a good calibre as specified in the 

sailing instructions. From the mast to the vante(prow) it should carry 10 pieces of heavy artillery, 5 on 

each side. From the mastro (mast) to there (stern)it had to carry 8 pieces, 4 on each side till the cabin of 

the captain.The captain –Major of the flagship was instructed to ensure that all sailing vessels anchor at a 

particular point, so that adequate safety cover could be provided to them. The main ship armed with the 

artillery had to be anchored in such a position, that all other vessels accompanying her were given 

protection. All ships had to follow the orders of the flagship (HAG:RI 1428/50-50v). 
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Conclusion 

Major attempt was made by the Portuguese to monopolize the eastern spice trade. Various measures like 

construction of chain fortresses at strategic points, cartaza system and the armada patrolling the coasts 

were adopted(Pius 2010,75). The armada of the south initially was given the mission to check the 

movement of spices; however, it was more involved in protecting the private trade on the eastern coast of 

India (Pius 2001,210).The Portuguese domination was not a lasting phenomenon. The Portuguese union 

with Spain and the appearance of the Dutch in the Indian waters challenged the Portuguese domination. 

The Indian potentiates joined hands with the Dutch to challenge the Portuguese eastern naval policy. It 

was pointed out that there was neither ocean going ships nor sufficient oar vessels with the Portuguese to 

provide for the Armadas. The Portuguese during the later period neglected the Armadas in India as they 

did not have sufficient funds. There were numerous instances wherein the artillery pieces from the 

fortress were taken to equip the Armada ships. By the beginning of the seventeenth century, the 

Portuguese began to show signs of decline.  
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Abstract 

Entrepreneurship plays an important role in the development of a nation. Businesses are increasing due 

to globalization, urbanization, legislations by government and spread of education and awareness. The 

globalization effect is also enjoyed by women and they are making an influence on the domestic and 

international sphere. Women today have the skills and innovative ideas, and are coming forth into the 

business arena with ideas to start small and medium enterprises and also act as role models to other 

women entrepreneurs. This paper focuses on women entrepreneurs, the activities carried out by them, 

and the problems faced by women entrepreneurs. An attempt is also made to suggest measures for 

success of women entrepreneurship. 

Keywords: entrepreneurship, problems, women entrepreneur 

 

Introduction  

India continues to be a land of opportunities offering excellent scope for those who want to turn into 

entrepreneurs. However, despite the initiatives taken by the government, new business registrations in 

India have not kept pace with size of India’s economy and population that has crossed 130 crores. We are 

still behind and ranked much lower in the world’s most innovative and successful entrepreneurial 

ventures. Today women are also making an influence on domestic as well as international sphere. 

(Shikhare 2014), in a paper on problems of women entrepreneurs in India, considers women 

entrepreneurship as an important source of economic growth. In India, women are coming forth into the 

business arena with ideas to start small and medium enterprises and act as role models to other women 

entrepreneurs.  

Goa is a small state situated on the West Coast of India. As per the census 2011 the total population of the 

State of Goa was 14, 58,545, of which males and females were 7, 39, 140, and 7, 19, 405, respectively. 

Goa has a literacy rate of 88.70 percent. Women in Goa are playing a positive role in the development of 

Goa however they face problems when they venture out to carve their own niche in the competitive world 

of the business environment,   
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Need and Significance of the study 

(Fazalbhoy 2014), in a paper on women entrepreneurship as the way forward for economic development, 

states that women entrepreneurs create new jobs for themselves and others and by being different, help 

society by providing solution to problems related to business, management and organization. (Gupta and 

Aggarwal 2015), while studying opportunities and challenges faced by women entrepreneurs in India 

opine that women entrepreneurs still represent a minority of all other entrepreneurs. Thus a market failure 

exists in the economy discriminating against the possibility of a woman becoming an entrepreneur and the 

possibility of becoming a successful entrepreneur. This problem needs to be addressed by the people 

framing policies for the nation so that the potential of this group can also be utilised for the benefit and 

growth of the nation. The present study aims at finding the problems faced by women entrepreneurs 

carrying out entrepreneurial ventures on a small scale in the Tiswadi Taluka of Goa. The suggestions 

provided will help in solving the problems of women entrepreneurs. 

Objectives of the study 

 To understand the concept of women entrepreneurship. 

 To study the nature of work carried out by women entrepreneurs in Tiswadi  

            Taluka of Goa. 

 To find out the problems faced by women entrepreneurs in Tiswadi Taluka of  

            Goa. 

 To suggest remedies for success of women entrepreneurs. 

 

Scope of the study 

The population of the study is confined to 30 women entrepreneurs carrying out small scale businesses in 

Tiswadi Taluka in the State of Goa. The information collected is from entrepreneurs dealing in various 

types of businesses. It covers a brief profile and functioning of the women entrepreneurs with a focus on 

the problems associated with them. 

 

Research Methodology 

Primary sources 

The primary data was collected through questionnaires and in depth interviews of a sample size of 30 

women entrepreneurs. 

Secondary sources 

The secondary data is obtained through the review of existing literature related to the topic. The review is 

made using books, journals and information from various websites. 
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Women Entrepreneurship 
(Shetkar 2015), in the paper a study of issues and challenges of women empowerment in India says that 

women constitute almost 50 percent of world’s population. But in India there has been a disproportionate 

sex ratio where female population has been lower than the males. (Mishra and Kiran 2014), in the paper 

rural women entrepreneurs: concerns and importance is of the opinion that our society is still male 

dominated and many times women are not treated as equal partners. In fact, they are treated as weak and 

dependent. Society feels a woman’s role is confined to the four walls of her home and has nothing got to 

do with the economy. Development of women entrepreneurs in rural areas is very low in India in 

comparison to other countries. But this picture is changing. In recent years, it is observed that there has 

been an increasing trend in the number of women owned enterprises as a result of drastic changes taking 

place in the present world. More and more women are taking up entrepreneurial activities especially in 

medium and small scale enterprises. Women entrepreneurs constitute only one-third of all entrepreneurs. 

However, women-owned businesses are one of the fastest growing segments of our economy. Women 

have been making tremendous progress in various spheres like politics, social work, administration, 

academics, etc. and now have entered the industry also and running their businesses successfully.  

(Ansari 2016), in a paper on women entrepreneurship in India, provides a comparison between work 

participation of women entrepreneurs in India and other countries. Table 1 below shows this comparison. 

The table shows India at the bottom in comparison to the other countries examined. 

Table 1 

Country Work participation of women entrepreneurs 

Percentage (%) 

U.S.A 45 

U.K 43 

Canada 42 

Indonesia 40 

Sri Lanka and Brazil 35 

France 32 

India 31.6 

 

Meaning of Woman Entrepreneur 

Entrepreneurship refers to the act of setting up a new business so as to take advantages from new 

opportunities. Working women are employed both in organised as well as unorganised sector of economy. 

It is in the unorganized sector of rural or urban areas that the over whelming presence and struggle of 

women is manifest. (Sugaraj and Salve 2014), in the paper, a study of women entrepreneurship and their 
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problems in the development in Western Maharashtra has quoted the definition of women entrepreneurs 

given by government of India based on women participation in equity and employment of a business 

enterprise. Accordingly, a women enterprise is defined as “an enterprise owned and controlled by a 

woman having a minimum financial interest of 51% of the capital and giving at least 51% of employment 

generated in the enterprise to women”. 

Women enterprises can be classified as 

a) Owned by women 

b) Managed by women 

c) Employing women 

 

Characteristics of Women Entrepreneurs 

 Women view their businesses as a co-operative network of relationships rather than a profit-

generating entity. This network extends beyond the business into the entrepreneur’s relationships 

with her family and community. 

 Their business goals reflect a concern for the community in which the business operates. 

 They have a strong vision and goal for the business they undertake. 

 They have a very strong self-confidence with an optimistic approach. 

 Women entrepreneurs are capable of taking risks and are firm in decision making. 

 Women have better organizing and managerial skills and have effective leadership skills. 

 

Woman Entrepreneurship Scenario in Goa 

In a traditionally male dominated citadel of business, women in Goa too are writing success stories. With 

their talent and vivid combination of delivering outcomes and personal responsibilities make the most 

powerful impact on all around them. In Goa too, women have made their mark and shine efficiently with 

their much evident successes. Most of the women writing their destinies hail from urban or semi-urban 

areas but many women especially from the rural areas contribute significantly to their family businesses 

in the form of unpaid labour, sadly whose efforts sometimes go unnoticed. Some of the examples of 

women entrepreneurs in Goa include Mrs. Pallavi Salgaonkar, Director, Desserts n More, Mrs. Jennifer 

Lewis e Kamat, Chairperson GCCI Women’s Wing and Director of Kamat Infratech Pvt. Ltd., Sapna 

Sardessai, Proprietor of Printer’s Devil, Gauri Falari, Founder of Shantadurga Concretes, to name a few. 

The Goa government is implementing various schemes, programmes and scholarships for women 

entrepreneurs and adolescent girls. The objectives of the government in implementing these schemes are 

as follows: 
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a. To encourage women empowerment. 

b. To promote development, gender equality and gender justice of women. 

c. To protect women from domestic violence 

Some of the schemes implemented are as follows: 

a)   Grant-in-Aid scheme to provide financial assistance to Mahila Mandals. 

b)   Incentives to Women entrepreneurs schemes 2008. 

c)   Interest subsidy scheme 2008. 

 

Women Entrepreneurs in Tiswadi Taluka of Goa 

Situated on the West Coast of India, the State of Goa consists of 12 talukas. As per census 2011, the 

Tiswadi taluka has a total population of 1,77,219 which consists of 90,136 males and 87,083 females. Of 

the total population, 78.8% live in urban areas whereas 21.2% live in rural areas. The total literacy rate in 

urban areas is 90.8% whereas that of rural areas is 88.7%.   

For the purpose of study 30 women entrepreneurs carrying out small scale businesses were interviewed. 

Most of the respondents have just done their school education and have ventured into entrepreneurial 

activities. A small percentage has no formal education but they have been running their businesses for 

more than 20 years. The small scale entrepreneurial ventures undertaken include beauty parlours, 

handicraft shop, tailoring businesses, fish and vegetable vendors, general stores, stationary stores, etc. 

Women entrepreneurs having only small scale businesses are undertaken for the purpose of the study. 

 

Analysis and Findings 

Figure 1: Type of Business activities undertaken 
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In the above graph we can see that the businesses carried out by women entrepreneurs vary. 20 percent 

women entrepreneurs have tailoring business, followed by general stores, restaurants, beauty parlours, 

fish sellers and stationary stores. The remaining women entrepreneurs carry out other small scale 

businesses like electronics, bangle sellers, horticulture, handicraft item sellers, aquaculture shop and 

vegetable vendors 

 

Figure 2: Age in Years 

 

The graphical representation clearly indicates that 30 percent respondents are in the age group of 25-35 

years whereas 26.6 percent respondents are the age group of 36 to 45 and 46 to 55 years of age. A very 

few are in the age group of below 25 and above 55 years of age. 
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Figure 3: Educational Qualification 

 

During the conduct of the study it was observed that a total of 26.6 percent women entrepreneurs have 

studied upto SSC, 23.3 percent have completed graduation, 20 percent women have done HSSC and 13.3 

percent women have studied upto primary. 16.6 percent women have not obtained any formal education. 

 

Figure 4: Marital Status 

 
From the above analysis it is found that almost 70 percent of women are married, 16.6 percent women are 

widows, and 13.3 percent women are single. 
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Figure 5: How the business was started 

 

 

 

According to the analysis, 73.3 percent women entrepreneurs have started their business on their own 

while 26.7 percent women inherited the business from their family. 

 

Figure 6: Reason for becoming entrepreneur 

 

Out of the total respondents in the survey, 46.6 percent respondents always wanted to start business on 

their own, whereas 33.3 percent respondents became entrepreneurs as they had family businesses, and 20 

percent respondents became entrepreneurs as the financial status of the family was weak. 
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Figure 7: Arrangement of initial capital 

  

From the above graph we can see that 40 percent respondents started their business with their personal 

savings, 36.6 percent of the respondents took loan from banks, 20 percent women borrowed capital from 

family, whereas just 3.3 percent woman entrepreneur arranged the initial capital from other sources. 

 

Figure 8: Awareness of government schemes 

 

The graphical representation indicates that 76.6 percent women entrepreneurs are not aware of the 

government schemes, while 23.3 percent women entrepreneurs are aware of the government schemes. 
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Figure 9: Availing government facilities 

 

As per the analysis a majority of 93.33 percent women entrepreneurs are not availing the benefits of 

government facilities. Only 6.67 percent women entrepreneurs are availing the benefits of these facilities. 

 

Figure 10: Who helped you the most in starting the business? 

 

It is observed  from the study that 80 percent of the respondents were helped by their family in starting up 

their business, 7 percent of the women started their business with the help of Banks and other sources, 

whereas 3 percent of women entrepreneurs started business with the help of friends and government 

schemes. 
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Figure 11: Financial Problems 

 

The graphical representation indicates that  

a) 86.67 percent women faced the problem of limited capital during their startup and while 13.3 percent   

     had no problem with capital. 

b) 86.67 percent women were of the opinion that there was no negative attitude from the side of banks,  

     while 13.3 percent said that banks displayed negative attitude towards them. 

c) 43.3 percent of the women entrepreneurs felt that they have poor knowledge of financial management   

     whereas 56.67 percent are of the opinion that they don’t have poor knowledge of financial  

     management. 

d) 53.3 percent women entrepreneurs felt that they are not ignorant about banking procedures and   

    formalities, while a total of 46.67 percent women feel they are ignorant about banking procedures and  

    formalities. 
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Figure 12: Personal Problems 

 

From the previous graph we can find that: 

a) 76.67 percent women entrepreneurs faced the problem of lack of leisure time for themeselves, while   

     only 23.3 percent felt that they did not face this problem. 

b) 70 percent women entrepreneurs feel that they have the self confidence in themselves while 30 percent   

     women entrepreneurs feel that they lack self  confidence. 

c) 73.3 percent women were of the opinion that they can take initiatives on their  own, whereas 26.67  

     percent women were of the opinion that are not able to take  initiative on their own. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0

5

10

15

20

25

Lack of leisue

time

Lack of self-

confidence

Lack of initiative

76.67%

30% 26.67%23.3%

70% 73.3%Yes No



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 69 
 

Figure 13: Marketing Problems 

 

The data reflects the following: 

a) 66.67 percent women faced cut throat competition whereas 33.3 percent women  entrepreneurs did not 

face the problem. 

b) 66.67 percent women felt that there was no delay in collection of bills, while 33.3 percent are of the 

opinion that they faced problem of collection of bills. 

c) 63.3 percent women felt that there was no problem of inadequate advertising and  publicity, while 

36.67 percent women faced the problem. 

d) 73.3 percent women entrepreneurs felt that there was no lack of sufficient stocks, while 26.67 percent 

feel that there is lack of sufficient stocks. 

e) 76.67 percent women are of the opinion that there is no problem of seasonal products while 23.3 

percent women face the problem. 
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Figure 14: Social Problems 

 

According to the study,  

a) 76.7 percent women entrepreneurs faced the problem of dual role in home and  workplace while 23.3  

     percent women did not face the problem. 

b) 83.3 percent women entrepreneurs felt that there is no lack of confidence in  women’s ability, there is  

     no male dominance, no lack of social contacts and no lack of appreciation in family, whereas the  

     remaining 16.67 percent faced these problems. 

Figure 15: Government Support Problems 

 

From the above graph we can see that 

a) 36.67 percent women entrepreneurs faced problems in sanction of subsidy,  incentives, etc. 

b) Only 6.67 percent women were of the opinion that there was non-cooperative  attitude of   

     government employees. 

c) 33.3 percent women entrepreneurs felt that they have poor knowledge of government   

     schemes. 

d) Only 13.3 percent women entrepreneurs were of the opinion that they faced   discrimination  

    with other women entrepreneurs. 
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Conclusion 

Women entrepreneurship is necessary for a large as well as small economy. They face many 

problems be it financial, marketing, personal, health and others. Government has introduced 

many subsidies and schemes for women entrepreneurs. The government must enforce some 

measurable guidelines for women entrepreneurs from time to time.  

Despite all odds, women have proved to be a strong driving force in today’s corporate world. 

They are competent to balance their duties of both motherhood and entrepreneurship.  
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Suggestions and Recommendations 

The government has come up with schemes and is providing support to women entrepreneurs, 

but still they are not coming forward to avail the benefit. These are some suggestions that 

could help the women entrepreneurs to solve the problems faced by them. 
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a) Many women entrepreneurs feel that they do not have sufficient training to survive in the  

     market. Hence, government should conduct training programmes  to improve their skills 

     and make such training compulsory for women entrepreneurs. 

b) Capital is one of the major problems for women entrepreneurs. The government  could    

     provide subsidy and interest free loans to encourage women entrepreneurs. 

c) Women entrepreneurs belonging to scheduled castes, economically backward  communities   

     and weaker sections of the society could be given more priority. 

d) To avail benefits of large scale operation, women should be encouraged to start their firm   

      as joint stock companies and not sole trading concerns and partnership firms. 

e) To solve the problem of marketing the product, co-operative societies comprising of     

     women could procure products produced by the women entrepreneurs and help them in  

    selling it at a reasonable price in the market.  

f) All women should receive compulsorily education as having a strong base of knowledge  

    makes the way for both competence and confidence later in life and with these qualities    

    women are more likely to want to start a business. 

g)  We need to take a look at those industries which women prefer to venture into common   

      lines of business for female entrepreneurs are healthcare, fashion a  housekeeping. This  

      will encourage female entrepreneurship without suffocating men- owned businesses. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 73 
 

 
A study on consumer perceptions towards plastic money with 

reference to Tiswadi Taluka 

 
Eunicia Fernandes 

Department of Commerce ,Fr. Agnel College of Arts & Commerce, Pilar- Goa 

 
 

ABSTRACT 

 
The present examination makes an attempt to know the customer mentality towards utilization of 

plastic cash. Innovation has changed every segment including the monetary area, and the exchanges in 

the keeping-money framework, have likewise experienced an exceptional change. Over the past few 

decades, a small fragment of plastic has revolutionised the way consumers pay. Rise in disposable 

income, introduction of new products and services, increased travel and growth of the entertainment 

sector has had an impact on the use of plastic money. With the recent reforms in the banking domain, 

the marketing of financial products has become quite aggressive, creating a bigger market for plastic 

cards. The present paper makes an attempt to understand the consumer preferences and attitude 

towards the use of plastic money in Tiswadi Taluka, of Goa, India. The paper is an exploratory-cum-

descriptive research that is primarily based on the data collected from 100 respondents including 

undergraduates, government representatives, private association workers and business persons. It 

investigates the acceptability of the cards among the Indian consumers and the factors affecting it. It 

has discovered that a vast majority of the respondents are utilizing plastic cash ordinarily to shop and 

for online buys, and furthermore to buy costly items. It further discovers that customers are 

increasingly leaning toward plastic cash over paper cash, and the real advantage that the card gives to 

the customers is comfort and openness.  

 

Key words: Plastic Money, Credit Cards, Debit Cards, Consumer perception. 

 

 
 

INTRODUCTION 

Money is viewed as a mode of payment and a means for installment purchase. Through the years, money has 

changed its shape from coins to paper money and today it is accessible in the distinct form of electronic cash or 

plastic card. Innovation has definitely changed every segment of the monetary area, including the exchanges in the 

keeping-money framework, resulting in increased usage of plastic money. Plastic cards are an advancements 

through which the clients can make payments easily to buy merchandise, and for almost all transactions. There are 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 74 
 

a huge number of such cards available for use today like, smart cards, debit cards, charge cards, stored value cards, 

Petro cards and so on. The ongoing development in the utilization of plastic cash after 2010 has been mostly in the 

form of credit and debit/ATM cards. Most cards are free, with financial records at a bank or credit association. 

These cards can also be utilized for round the clock withdrawals from the ATMs. Many cards also offer 

remunerations programs for increased usage. Spending pattern through plastic cash has changed radically, however, 

voyaging, feasting and purchase of adornments continue to remain the best purchases through plastic money 

especially, credit cards.  

 

In India, banks are progressively innovating to enhance the nature of client benefits. Innovation has resulted in a 

change from the customary managing of a manual account to an e – savings account. The electronic exchanges 

have become progressively secure, increasingly helpful and have made web-based transactions more secure. Today, 

we thus see an ever-increasing move from paper money to e– payment modes on the one hand, and on the other, 

newer methods of e – payment developing and supplanting existing advancements, especially in a smart phone 

environment. Even so, plastic cash is here to stay and has all but supplanted the conventional idea of paying 

through paper money. Rising disposable incomes, introduction of new products and services, increased travel, and 

the growth of the entertainment sector has further fueled the use of plastic money 

REVIEW OF LITERATURE: 

Most of the research work in this area till now has been only limited to developed countries like United 

States and to some developing countries. But research is still insufficient in the case of India. It was also 

observed that, hardly any extensive study has been carried out in India to examine the perceptions of 

cardholders or of establishments using plastic money. Existing research has featured the benefit of 

growing acceptance as one of the main considerations supporting the utilization of plastic cash over paper 

cash by the populace today. Existing research works also point to the comfort of not carrying cash, and 

simplicity of exchange as affecting components that support the utilization of plastic cash rather than 

paper cash. Ease of usability while paying or shopping by plastic cash, the sparing of time, and the 

compact nature of plastic cash, are other reasons for a conceivable change in the situation of cash 

utilization in the economy (Sharma, Karim, and Jain 2015). Plastic cash is also favored, because paper 

cash is more hazardous than plastic cash as the money, due to loss or theft, almost always cannot be 

recovered. It is also observed that there are frauds in plastic money, some of them get solved and some 

cannot be detected. Purchasers favor these cards for the most part for web-based shopping. Individuals 

also appreciate advantages of the credit period the cards offer.  It is also reasoned that plastic cash has a 

brilliant future in the coming years in light of the expanding pattern of internet business (Lanjewar 2015). 

(Sultana and Hasan 2016), contend that the use of plastic cash is comprehensively influenced by three 

factors, namely, influential factors, beneficial factors, and the problems of using plastic money. They find 

that clients feel that utilizing of plastic cash is convenient and it increases the value of their way of life. 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 75 
 

Besides, it is a safe method to buy some explicit items. Further plastic cash offers better ease of use, and 

installment payment through cards is advantageous over money installment. Yet, there are also few 

hurdles that individuals are confronting while utilizing plastic cash in Bangladesh, including high 

financing cost, non-accessibility and so on, these they opine should be dealt with to get full advantage of 

plastic cash.  

 

SCOPE OF THE STUDY 

The present research deals with the customers' perceptions towards plastic cash – Credit cards/Debit cards 

with reference to Tiswadi Taluka of Goa, India. The study analyses the features, services offered, the 

level of awareness, extent of satisfaction with credit cards and other perceptions of card holders. It 

involves 100 respondents. 

 

OBJECTIVES OF THE STUDY 

1. To examine the awareness of credit/debit cards for daily purpose by the customers in Tiswadi Taluka. 

2. To identify the features/services offered which motivates the customers in Tiswadi Taluka to apply for 

a debit/credit card. 

3. To find out the satisfaction level of the customers using debit/credit cards in Tiswadi Taluka. 

 

RESEARCH METHODOLOGY  

The present study is based on both primary and secondary data. The data was collected from secondary 

sources, which includes research papers, magazines and journals for the analysis of plastic money. The 

primary data was collected through a structured questionnaire from the respondents, to study perceptions 

towards plastic money. The respondents were from parts of Tiswadi Taluka namely, Agassaim, 

Bambolim, Mandur, Goa Velha, Carambolim, Pilar, Panaji and Siridao. The sample included 100 

respondents and convenience sampling method was used.  

 

DATA REPORTING AND ANALYSIS  

 

A total of 100 respondents were finalized for the study. The majority of the respondents were students i.e. 

61 percent and the rest were from the business and professional class.  Further, 51 percent respondents 

were graduates, 33 percent studied up to higher secondary, 10 percent were post graduates, while two 

percent had professional qualification, two percent had only primary education and the remaining two 

percent had other qualification. 
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1. Age Group 

 

                                                        Source: Primary Data 

Figure No.1: Age group  

Interpretation to Fig No. 1 

Figure 1 above shows that the age group below 25 years has 86 percent respondents, age group of 25-35 

years has 13 percent, and balance one percent belongs to 35 – 45 age group. 

 

2. Monthly income  

 

 

                                                      Source: Primary Data 

Figure No.2: Monthly Income  

 

Interpretation to Fig No. 2 

Fig. No. 2 shows the monthly income of the respondents. It can be seen that a majority of 35 percent of 

the respondents fall in the range of less than Rs. 10,000 income, and just two percent have monthly 

income above Rs.1, 00,000. 
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3. Credit Card/Debit Card Ownership  

 

                                                            Source: Primary Data 

Figure No.3: Credit Card/ Debit Card Ownership 

 

Interpretation to Fig No. 3 

Fig. No. 3 shows the ownership of credit/ debit cards. 75 percent of respondents own a debit/ credit card, 

while 25 percent do not own a debit card among the 100 respondents in Tiswadi Taluka. 

 

4. Uses of Credit Card/Debit card 

 

                                                            Source: Primary Data 

Figure No.4: Uses of Credit Card/Debit card 

 

Interpretation to Fig No. 4 

From the Fig.No.4 it can be seen that 83 percent respondents use the cards for shopping, 41 percent use 

them in restaurants, 39 percent use them for travel and payment of utility bills (Electricity, Water and 

Telephone bills etc.), 29 percent use them in hotels, and 17 percent use them in the hospitals. The 

respondents were allowed to choose more than one option. 
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5. Credit/ Debit Card used from different banks 

 

                                                                 Source: Primary Data 

 

Figure No.5: Credit/Debit Card used from different banks  

 

Interpretation to Fig No. 5 

Fig. No. 5 shows the Credit cards purchased from different banks. 47 percent of respondent’s purchased 

from SBI. 16 percent respondent from HDFC Bank, 55 percent respondents preferred other banks like 

Dena Bank, Corporation Bank, Syndicate Bank etc, while no respondent preferred availing from HSBC 

and CITI Bank. 

 

6. Features of Credit /Debit Card 

 

                                                          Source: Primary Data 

 

Figure No.6: Features of Credit/ Debit Cards 

 

47%

16%

8%

0%

0%

55%

0% 10% 20% 30% 40% 50% 60%

SBI

HDFC

ICICI

CITI BANK

HSBC

OTHERS

Credit/Debit Card used from different banks

4%

58%

35%

2%

1%

0% 10% 20% 30% 40% 50% 60% 70%

Highly Attractive

Attractive

Neutral

Inattractive

Highly Inattractive

Features of Credit / Debit Card



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 79 
 

Interpretation to Fig No. 6 

Fig. No 6, shows that 58 percent of respondents find credit/ debit cards attractive, and 4 percent finding 

them highly attractive. 35 percent of respondents have a neutral stance. While only one percent of 

respondents find debit/ credit cards highly unattractive as they feel it is unsafe and risky to use.  

7. Satisfaction level towards the use of Credit/ Debit Card  

 

                                                             Source: Primary Data 

 

Figure No.7: Satisfaction level towards the use of Credit/ Debit Cards 

 

Interpretation to Fig No. 7 

Fig. No 7, shows the satisfaction level of the respondents towards the use of the credit cards. 55 percent of 

the respondents are satisfied using the credit/ debit card and 11 percent are extremely satisfied. 34 percent 

of the respondent have a neutral opinion towards the use of credit / debit card. None of the respondents 

were dissatisfied with its use. 

 

8. Source of awareness in buying Credit/Debit Cards  

 

                                                           Source: Primary Data 

Figure No.8: Source of awareness in buying Credit/ Debit Cards 
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Interpretation to Fig No.  

Fig. No 8, represents the source of awareness in buying a credit/debit card. 40 percent of the respondents 

stated that banks were the main source of awareness for them. 30 percent were influenced by their 

friends, 24 percent were influenced by the internet, 15 percent respondents became aware through T.V, 

and the least respondents were influenced by newspapers and dealers. 

 

9. Plastic money will penetrate in society more in the future 

 

                                                  Source: Primary Data 

Figure No.9: Plastic money will penetrate in society more in the future 

 

Interpretation to Fig No. 9 

Fig.No. 9 shows that 40 percent of the respondents agree that plastic money will penetrate even more in 

society in the future, 36 percent have a neutral opinion, while seven percent of the respondents disagree 

with this proposition.  

 

10. Credit card / Debit card transactions in the country over cash transactions will help to curb black money    

circulation in economy 

 

                                                          Source: Primary Data 

Figure No.10: Credit card / Debit card transactions in the country over cash transactions will help to 

curb black money circulation in economy 
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Interpretation to Fig No. 10 

The study also investigated whether Credit card / Debit card transactions in the country over cash 

transactions will help to curb black money circulation in the economy. Fig. No. 10 shows that 33 percent 

respondents agree with this proposition, 30 percent have a neutral opinion, while 11 percent respondents 

disagree. 

 

SUMMARY OF FINDINGS 

 The following are the main findings to the study: 

1. It was seen that a majority of the respondents were below the age group of 25 years, mostly college students, 

familiar with digital technology, and even though the monthly income of majority of the respondents was below Rs. 

10,000 , 75 % of them own a debit/ credit card.  

2. Most of the respondents prefer using credit / debit cards due to reasons like convenience, reliability, less risk etc. 

3. Many respondents use plastic money for shopping because of the attractive offers that come with using the 

cards, like additional discounts, cash back etc. The other respondents prefer to use credit and debit cards to pay 

various bills as they can save their time and due to the ease of payment. 

4. The study finds that respondents prefer using credit and debit card facilities from the State Bank of India and 

HDFC.  

5. The study finds that a very small percent of respondents do not use plastic money, and that most of the 

respondents were satisfied using debit / credit cards.  

6. There was a mixed reaction amongst the respondents on whether plastic money would help to curb black money 

in the economy, and many respondents felt that plastic money will be the preferred payment mode for transactions 

in the future. 

 

CONCLUSION 

Money is any item or verifiable record that is generally accepted as payment for goods and services and 

repayment of debt. In earlier times barter system was the most common method of exchange. Through the 

years one has seen money change its shape from coins to paper and today one has access to money in the 

form of electronic cash or plastic card for the purpose of carrying out transactions. Consumers prefer 

using plastic cards mostly for shopping online, payment of utility bills, and e-commerce transactions, and 

are generally satisfied by what plastic money has to offer. Technology intensive delivery channels like net 

banking, mobile banking, etc have created a win-win situation by extending greater convenience & 

multiple options for the customer. The changes in technology, and the improvements in the payment 

system, will lead to further development in plastic money. The fast development of advanced mobile 

phones, faster internet access and growing penetration of online business will supplement this further. 

Already, card payment volumes have been growing in excess of 25 per cent. It is reasoned that plastic 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 82 
 

cash will have an even brilliant future in the coming years on account of the expanding pattern of online 

business: increased availability of sophisticated technologies that can greatly multiply cashless 

transactions; and the trust by government for going cashless. Some including the authorities also see 

increase in credit/debit card transaction in the country over cash transaction, as a way to curb black 

money circulation in the economy. Even so, the perceived disadvantages such as the need for high IT 

investment by various service providers; security concerns; lack of technological awareness; and the 

traditional mindset of Indians who prefer to use physical money are areas that will need attention. 
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ABSTRACT 

State Owned Enterprises (SOEs) have always been instrumental in economic growth and social 

development through industrial, agricultural and infrastructural development in the state.But the 

survival of public sector enterprises depends upon performance efficiency and profitability irrespective 

of their social commitments. Past studies have characterized the State owned sector by low 

performance and significant variations in their performance. The present study is an attempt to take 

stock of the performance of the SOEs in the state of Goa by identifying the trend in growth and overall 

performance of SOEs.The data for the study was compiled from the CAG reports of last ten years and 

the analysis was done using simple statistical tools. The findings of the study discloses increase in 

investment especially in infrastructure and finance, major contribution by the state towards grants and 

subsidies along with capital and loan, and improved turnover and profitability of the SOEs.The 

number of profit making SOEs has increased,but at the same time ,a continuous trend of accumulated 

losses  is noticed, arrears of finalization of accounts along with fluctuating and negligible contribution 

made by SOEs to the total revenue of the state, continue to be areas that are worrisome.  

Key words: Economic development ,efficiency, performance, profitability, State owned enterprises,  

 

INTRODUCTION: 

State Owned/ Public Sector Enterprises are a dominant part of the public enterprise system in India acting 

as extended arms of the State Government in the task of promotion of economic and social development. 

These enterprises have always been instrumental in economic growth through their contribution to 

industrial, agricultural and infrastructural development of the state.These enterprises are recognized as 

extended arms of the State Government to stimulate economic and social development collaborating with 

various central schemes for development of the economy. They are conventionally meant to offer direct 

and indirect employment to people, lead to regional development and create wealth for the society. To 
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achieve these objectives ,it is equally important that these enterprises along with welfare objectives also 

generate profits on a sustainable basis.  After independence Public Enterprises in India have made rapid 

strides both in the Central and State sections due to various economic and social compulsions. Till 1980’s 

the performance of the SOEs was admitted to be poor in spite of various efforts made to improve their 

performance.  But since 1991, privatization/disinvestment policy of the government has brought the PSEs 

under the scanner of performance efficiency, profitability and internal resource generation for its survival 

and expansion.The State-owned Enterprises in Goa, formed with the intention of modernizing the state 

and strengthening the economy in the traditional sectors comprise of - State Government Companies and 

Public Corporations. The State government apart from funding essentially all of their capital, viz. long-

term and short-term funds needed for revenue expenses, also enables these enterprises to borrow funds at 

a nominal guarantee fee. The businesses of the enterprise are controlled by the State Government as an 

owner through its administrative departments, and the accounting and utilization of the Government 

investment in these enterprises is monitored by the legislature for which the annual reports and statutory 

auditors report along with comments of CAG in case of Government companies and separate audit report 

in case of statutory corporations, is placed before the legislature.   

 

LITERATURE REVIEW: 

Ahuja & Majumdar (1998) found the performance of Indian State-Owned Enterprises in manufacturing 

sector to be low with significant variations in their performance parameters. According to Seetharam 

(2000) public sector has made substantial record in terms of its contribution to the economy but financial 

standing and profitability of most of the Public sector enterprises are not satisfactory. Nagaraj(2006) 

found that tightening of the budget, and a corresponding managerial autonomy has improved the public 

sector’s performance in the second half of the century.Gandhi (2007) found that the SOEs in Haryana 

were financially unviable due to overdependence on borrowed fund and inappropriate investment in fixed 

assets .Shanbauge (2010) in his study on the Socio-Economic impact of public finances in Goa found 

that the investment in State Public sector undertakings is not yielding any returns. Chittedi(2011) 

analyzing the performance of PSEs against the backdrop of liberalization,noticed that PSEs performed 

better in the post reform period compared to the pre-reform period.Gupta (2012) comments that many of 

the PSUs were not performing as efficiently as those in private sector and were financially in deep red. 

Khanna(2012) states that despite of the policy shift in favour of the private sector, in several sectors of 

the economy, SOEs continue to play a major role driving growth and accumulation. Mukhopadhya & 

Chattopadhyay(2014) state that the contribution of Public sector enterprises to the total revenue of the 

State generated from dividends and profits is an important constituent of the State’s non-tax receipts 

which helps in building up resources for development of the State.George & Roshini Vinod 
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(2016)suggested disinvestment or restructuring of loss making public sector units.Kim &Zulfiqar Ali 

(2017) advocate that most SOEs, especially in developing countries, are not just expected to be 

financially profitable, but are also tasked to provide crucial public goods. 

 

OBJECTIVES OF THE STUDY: 

Most of the studies done on performance of the Public Sector Enterprises in various parts of the India had 

characterized the State owned sector by low performance,with significant variations in their performance. 

The present study aims: 

a)  To understand the position of the State Owned Enterprises in the state of Goa. 

b)  To underscore their growth and overall performance. 

 

RESEARCH METHODOLOGY: 

The present study is mainly of quantitative nature, based on secondary data obtained from CAG reports, 

journals, books & articles. The quantitative data is analysed using simple statistical tools such as 

percentage and graphs. The study is a macro level analysis of all the SOEs in Goa for a period often 

years, based on data compiled from CAG reports from 2007-08 to 2016-17, considering that this period 

will be sufficient enough to focus attention on the financial footprints of the SOEs. 

CONSOLIDATED POSITION OF STATE OWNED ENTERPRISES IN GOA  

Table 1 Sector-wise structure of SOEs as on 31st March 2017 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: CAG Report 2017. 

These enterprises are functionally classified as: Commercial, Commercial-cum-promotional, and 

Promotional enterprises .For administration purpose classification of SLPEs is done into five sectors- 

Name of the 

sector 

Number of PSU’s 

Government 

Companies 

 

Statutory 

Corporations Total 

 
Working 

Non-

working 
Working 

Non-

Working 

Infrastructure 4 0 1 1 6 

Finance 4 0 0 0 4 

Service 3 0 0 0 3 

Agriculture & 

Allied 
3 0 0 0 3 

Misc. 

(manufacturing) 
0 1 0 0 1 

Total 14 1 1 1 17 
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infrastructure, finance, service, agriculture and allied, miscellaneous (manufacturing). As per CAG 

Report 2017, there were 17 State Owned Enterprises consisting of fifteen Government Companies and 

two Statutory Corporation majorities of these are in the infrastructure and finance sector.Out of these 17 

SOEs, 15 are performing and two are non-performing (one non-performing company GAAL in the 

manufacturing sector is under liquidation process,and one non-performing statutory corporation is 

GITDC,which is non-performing since its inception and has not even presented its first final accounts).  

Table 2: Structure of Investment in SOEs as on 31st March 2017 (in crores) 

Source: CAG Report 2017. 

 

Table.3 shows that 60 percent of the total investment made by the state in the government companies is in 

the form of long term loans which creates a burden of cost of capital on the enterprises, whereas the 

statutory corporations are financed only through capital contributed by the state. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

State Owned 

Enterprises 

Government  

Companies  
Statutory Corporation 

Grand 

Total 
Capital 

Long 

term 

loans 

Total Capital 

Long 

term 

loans 

Total 

Working SOEs 307.8 546.32 854.12 47.17 0 47.17 901.29 

Non-working 

SOEs 
5.59 0 5.59 0 0 0 5.59 

Total 313.39 546.32 859.71 47.17 0 47.17 906.88 
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GROWTH AND TREND IN OVERALL PERFORMANCE: 

 

Table 3: Profile of SOEs during the study period 

Year No. of 

working 

SOEs 

No. of Non- 

working 

SOEs 

No. of 

Profit 

making 

SOEs 

No. of 

loss 

making 

SOEs 

No. of SOEs 

not submitted 

the Accounts 

2007-08 17 - 05 10 02 

2008-09 17 - 05 10 02 

2009-10 17 - 04 11 02 

2010-11 17 - 05 10 02 

2011-12 16 01 06 10 00 

2012-13 16 01 09 07 00 

2013-14 14 02 08 07 01 

2014-15 14 02 08 06 00 

2015-16 14 02 10 04 00 

2016-17 15 02 11 03 01 

Source: compiled from CAG Reports 2007-08 to 2017 

 Table 4 shows the trend in the profile of State Owned Enterprises reflecting decrease in the number of 

working SOEs, but at the same time it also reflects an increase in the number of profit making SOEs, 

which is a good sign showing qualitative improvement in their performance. 

 

Table 4: Sector wise growth in Investment in State Owned Enterprises 

Name of the 

sector 

2007-08 

(in 

crores) 

2016-17 

(in 

crores) 

Increase/ 

(Decrease) 

(in crores) 

Percentage 

Increase/(Decrease) 

Infrastructure 182.50 551.76 369.26 202.33 

Finance 133.05 208.72 75.67 56.87 

Service 104.70 131.76 27.06 25.85 

Agriculture & 

Allied 

- 9.55 9.55 100 

Misc. 

(manufacturing) 

41.61 5.59 (36.02) (86.57) 

Total 461.86 906.88 445.02 95.35 

Source: compiled from CAG Reports 2007-08 to 2017 
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Figure 1:  Sector wise growths in Investment in SOEs 

As seen in table 4 there has been overall 95.35 percent increase in the investment in State Owned 

Enterprises in Goa over the last ten years from 2007-08 to 2016-17. The maximum boost in investment is 

seen in Infrastructure and Finance by 202.33 percent whereas the investment in manufacturing sector has 

drastically fallen by 86.57 percent. 

 

Table 5: Budgetary Support from the Government 

Year 

Budgetary Outgo (in 

crores)  
Trend 

percentage 
Capital Loans 

Grants 

and 

Subsidy 

Total 

2007-08 26.04 Nil 86.32 112.36 100 

2008-09 4.45 6.55 128.31 139.31 123.98 

2009-10 11.7 Nil 156.57 168.27 149.76 

2010-11 12.47 Nil 199.57 212.04 188.71 

2011-12 34.43 0.72 203.21 238.36 212.14 

2012-13 40.16 4.39 178.44 222.99 198.46 

2013-14 0 2.58 352.93 355.51 316.40 

2014-15 0.5 1.68 439.78 441.96 393.34 

2015-16 0 1.55 420.49 422.04 375.61 

2016-17 1 1.36 386.93 389.29 346.47 

Source: compiled from CAG Reports 2007-08 to 2017 
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Figure 2: Budgetary Support from the Government 

As seen from the figures in table 5, substantial part of the state’s budgetary outgo towards SOEs is used 

for grants and subsidies especially in the past five years.Only a negligible part of the budgetary outgo was 

diverted towards capital and loans. Subsidization to these units is intended to provide incentives for 

increasing their efficiency which, in the long run, would contribute to the social gains in the form of 

greater employment and local development. The total budgetary outgo towards SOEs shows an increasing 

trend over the period of ten years. 

Table 6:Structure of investment in State Owned Enterprises 

Year 
Investment (in crores) 

Capital Debt Total 

2007-08 245.32 216.54 461.86 

2008-09 267.41 224.73 492.14 

2009-10 284.87 242.69 527.56 

2010-11 295.84 212.48 508.32 

2011-12 315.24 139.27 454.51 

2012-13 356.82 314.07 671.06 

2013-14 350.36 367.15 717.51 

2014-15 346.27 329.45 675.72 

2015-16 333.34 374.17 707.51 

2016-17 360.56 546.32 906.88 

 

Source: Compiled from CAG Reports 2007-08 to 2017 
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Figure 3: Total Investments in SOEs 

As seen in table 6, the total investment in the state owned enterprises over the period of last ten years 

from 2007-08 to 2016-17, indicates that there is increase in investment, especially the debt capital has 

increased, which again is an indicator of financial burden on the SOEs. 

Table 7:Turnoverof State Owned Enterprises and its percentage to state GDP  

Year Turnover State GDP 

Percentage of 

Turnover to 

State GDP 

2007-08 350.86 16,901 2.08 

2008-09 459.33 25,414 1.81 

2009-10 440.04 29,126 1.51 

2010-11 413.72 33,605 1.23 

2011-12 456.48 43,255 1.06 

2012-13 569.35 42,407 1.34 

2013-14 652.18 48,897 1.33 

2014-15 714.08 52,673 1.36 

2015-16 936.28 60,895 1.54 

2016-17 912.75 64,544 1.41 

 

Source: compiled from CAG Reports 2007-08 to 2017 
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Figure 4: Performance of SOEs in terms of Turnover and its percentage to State GDP 

A ratio of SOEs’ turnover to State GDP shows the extent of SOE’s activities in the State economy. Table 

7 shows the performance of the SOEs in terms of turnover and the percentage of turnover to the State 

GDP.  The contribution of the state owned enterprises to the state GDP has been negligible and has been 

always between 1 to 2 percent of GDP which is very low as compared to the CPSEs which contribute on 

an average 6 percent to the GDP of India. But as regards the turnover of the SOEs it shows increase and 

improved position over the years and percentage of turnover to state GDP is gradually increasing in the 

last five years. 

Table 8: Performance of State Owned Enterprises in terms of Profitability (in crores) 

Year 

Accumulated 

Profit/(Loss) 

Return on Capital 

Employed (%) 

2007-08 -171.7 15.23 

2008-09 -82.46 21.64 

2009-10 -34.56 10.01 

2010-11 -36 7.25 

2011-12 -46.15 6.68 

2012-13 -46.22 8.94 

2013-14 -47.24 9.21 

2014-15 -37.99 7.49 

2015-16 -13.38 9.83 

2016-17 -26.86 10.09 

Source: compiled from CAG Reports 2007-08 to 201 

0

10000

20000

30000

40000

50000

60000

70000

Turnover(Crores)

State GDP (Crores)



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 92 
 

 

 

Figure 5: Performance of State Owned enterprises in terms of profitability 

The table 8above showing performance of SOEs in terms of their profitability reflects the poor state of the 

SOEs which have accumulated losses over the years which continues to be worrisome. The rate of return 

on capital employed is also not so attractive. It is true that profitability cannot be the yardstick to measure 

the performance of state owned enterprises, but to be socially profitable, it is necessary for the state 

owned enterprises to be financially profitable as well. 

Table 9:  Employment in SOEs 

Year No. of Employees 

2007-08 3316 

2008-09 3324 

2009-10 3342 

2010-11 3251 

2011-12 3212 

2012-13 3219 

2013-14 3128 

2014-15 3241 

2015-16 3047 

2016-17 3422 

Source: compiled from CAG Reports 2007-08 to 2017 
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One of the roles of the state owned enterprises is employment generation in the state and thereby 

contributing to the economic development. Table 9 shows the figures of employment in the SOEs. In a 

small state Goa with a total population of 15.09 lakhs and workforce of 5.78 lakhs (as per Economic 

Survey 2017-18), in the year 2016-17  merely 0.22 percent of the total population and 0.59 percent of the 

total workforce was employed in the state public sector and the situation over past years was also more or 

less the same. Thus the state government needs to look at creating employment opportunities in the public 

sector. 

 

CONCLUSION: 

The State Owned Enterprises are established to carry out the activities of commercial nature keeping in 

view the welfare of the people. They occupy an important place in the state economy and also act as an 

instrument of social development.The major thrust of investment of Government of Goa was in 

Infrastructure and Finance sectors. The study based on the CAG reports of last ten years discloses 

improved profitability, and an increase in the number of profit making SOEs.At the same time though, it 

also points to a continuous trend of accumulated losses, and the fluctuating and negligible contribution 

made by SOEs to the total revenue of the state.The return on capital employed does not seem to be 

appreciating over the years.Thus, there is an urgent need to improve the performance of the SOEs, as 

financing these units through budgetary support may become a financial burden for the state exchequer. 

The priority should also be towards employment generation. The State Government should formulate a 

dividend policy with regard to payment of reasonable return from the profit earning SOEs on the paid up 

share capital contribution by the State Government.Government should insist on finalization of accounts 

and reporting the same on regular basis, this will help in maintaining accountability and transparency, as 

well as,help in better financial management and control.  In a nutshell, greater degree of professionalism 

is needed to ensure efficient and profitable delivery of products and services under State Owned Sector in 

Goa. 
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ABSTRACT 

In recent years India has witnessed tremendous increase in modes of E- payment due to growing 

importance of internet banking and online shopping. Technological development has resulted in more 

use of electronic payment system and different payment processing devices, As a result we can now 

find more secured modes of payment for transactions and the amount of cash transactions made are 

reduced to some extent. E-payment is an electronic medium wherein we can make payment for goods 

and services thereby reducing the importance of cheque and cash for delivery. 

Hence this research has the following objectives: 

 To know the level of awareness of E-payment modes among customers. 

 To find out the most preferred E-payment options among customers. 

 To know the likely problems associated with E-payments. 

 To know the likely prospects in E-payments in future. 

The methodology used is by way of responses obtained by the customers in a questionnaire given to 

them. Besides this, research also proposes to use relevant published data and research articles. 

Key words: E-payment, Online payment, Payment gateway,Secure payment 

 

 

 

Introduction 

In our every days life we make various transactions and payments, when a person makes payments for the 

goods purchased most people make cash transactions. However now with the emergence of E-payments 

options life is become much simpler and easy.Electronic payment systems are considered to be an 

important part of the electronic commerce and business. 
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 E-Payment system is identified when the transactions for purchase or sale of goods and services is made 

through electronic medium, without involving any kind of cash. Thus there is no involvement of cash, 

cheque or any other instrument. It’s is called asElectronic payment system or online payment system. 

With motive of digital India there is increasing importance of electronic payment system with the increase 

in demand for internet-based banking and shopping. Most of the people are realizing the need of shifting 

to E-payment system as there it facilitates in saving lot of time and involving less travelling. 

 

There have been various improvements and advancements in online payment transactions, making the use 

of such online payments transactions to be safe, secure and easy for the use of the general public. There is 

a sense of security in the minds of the people in undertaking the easy procedure of the E-payments. 

Similarly the amount of cash transactions has drastically reduced.   

 

The main reason for the growth of the electronic payments systems is the difficulty faced in handling the 

cash transactions as compared to the use of E- payments options which can be carried out with high speed 

internet.Apart from online payments there are offline payment options like debit and credit cards, which 

facilitate cashless transactions. 

 

Some of the E-Payments Available options are: 

E-Wallet 

E-Wallet is a prepaid account that allows the customer to store multiple credit cards, debit card and bank 

account numbers in a secure environment. This eliminates the need to key in account information every 

time while making payments.  

 

Net banking 

It is a simple way of paying for online purchases directly from the customer’s bank. Net banking does not 

require the user to have a card for payment purposes but the user needs to register with his/her bank for 

the net banking facility. While completing the purchase the customer just needs to put in their net banking 

id and pin. 

 

Mobile Payment 

Instead of using a credit card or cash, all the customer has to do is send a payment request to his/her 

service provider via text message; the customer’s mobile account or credit card is charged for the 

purchase. To set up the mobile payment system, the customer just has to download a software from 
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his/her service provider’s website and then link the credit card or mobile billing information to the 

software. 

 

Amazon Pay 

Another convenient, secure and quick way to pay for online purchases is through Amazon Pay. Use your 

information which is already stored in your Amazon account credentials to log in and pay at leading 

merchant websites and apps. Your payment information is safely stored with Amazon and accessible on 

thousands of websites and apps where you love to shop. 

 

Paytm 

Paytm is available in 11 Indian languages and offers online use-cases like mobile recharges, utility bill 

payments, travel, movies, and events bookings as well as in-store payments at grocery stores, fruits and 

vegetable shops, restaurants, parking, tolls, pharmacies and education institutions with the Paytm QR 

code. 

 

Literature Review  

Sanghita Roy, Dr. Indrajit Sinha (2014) stated that E- payment system in India, has shown tremendous 

growth, but still lot has to done to increase its usage. Still 90% of the transactions are cash based. 

Technology Acceptance Model used for the purpose of study. They found Innovation, incentive, customer 

convenience and legal framework are the four factors which contribute to strengthen the E- payment 

system.  

 

Rakesh H M & Ramya T J (2014) in their research paper titled “A Study on Factors Influencing 

Consumer Adoption of Internet Banking in India” tried to examine the factors that influence internet 

banking adoption. It is found that internet banking is influenced by its perceived reliability, Perceived 

ease of use and Perceived usefulness. 

 

Rachna And Priyanka Singh in their paper on Issues and Challenges of Electronic Payment Systems. 

Analyses that Electronic payments are financial transactions made without the use of paper documents 

such as cheques. Electronic payments include debit card, credit card, smart card, e-wallet, e-cash, 

electronic cheques etc. E-payment systems have received different acceptance level throughout the world; 

some methods of electronic payments are highly adopted while others are relatively low. This study 

aimed to identify the issues and challenges of electronic payment systems and offer some solutions to 

improve the epayment system quality.  
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Saba Abid in his paper Electronic Payment System: An Evolution in Indian Banking System Has made 

an attempt to study electronic payment system that has changed the traditional payment system in India. 

The time period for study is defined to last five years only, i.e., from 2010- 11 to 2014-15 and is based on 

secondary data sources. The paper talks about different E-payment methods provided by RBI and Indian 

banks and their level of transaction in terms of value and volume. A comparative analysis of different e-

payment namely ECS, NEFT, CBC and RTGS methods are done for the defined time period. 

SINGH SUMANJIT (2009) highlighted that as payment is an integral part of mercantile process, 

electronic payment system is an integral part of ecommerce. The emergence of e-commerce has created 

new financial needs that in many cases cannot be effectively fulfilled by traditional payment systems. 

 

 

 

1. Objectives of the study: 

1. To know the level of awareness of E-payment modes among customers. 

2. To find out the most preferred e-payment options among customers. 

3. To know the likely problems associated with e-payments. 

4. To know the likely prospects in E-payments in future. 

 

2. Primary Methodology: 

Primary data:  

The study is conducted to obtain data on adoption of digital payment system in Goa.  However the study 

is conducted only in Margao city. A sample size of 100 was selected using the convenience sampling 

method.  

Secondary data: 

The internet was also used to obtain information about the various aspects in E-payment. The internet 

sites were selected depending on the information required for the purpose of this research. 

3. Sample and administration: 

An open ended questionnaire was administered personally to the respondents to solicit the answers to the 

questions. In all 100customers using E-payment method of payment were selected. 
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4. Findings and Analysis: 

I. Demographic analysis: 

 

Figure 1:  Age wise distribution of Customers 

 

The above chart depicts that out of 100 respondents interviewed 50% of the respondents belong to the age 

group of 18-25 years.25% of the respondents interviewed belong to the age group of 26-30 years.20% of 

the respondents interviewed belong to the age group of 31-40 years.Only 5% of the respondents 

interviewed belong to the age group of 41-50 years. Thus it shows that majority respondents using E-

payment systems are youth from the age group of 18 to 25 years. 

Figure 2:Gender Composition of the respondents  
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The above pie chart shows the gender composition of the respondents. The study shows that Out of 100 

respondents who were interviewed, 54% respondents were male and the remaining 46% were female 

respondents. From the above pie chart it is concluded that only 46% of the female respondents engage 

themselves for making payments through online mode.  

Figure 3: Mode of Employment 

 

The above pie chart depicts the occupation of the respondents.  Four options were given to the 

respondents asking whether they are from the following category i.e. students, Govt. employee, Private 

employee and Student. Out of 100 respondents, 34% respondents are students, 25% respondents are self-

employed, 11% respondents are Govt. employees and the remaining 30% respondents are working 

asprivate employees. 

 

 

Figure 4: Awareness of E-payments among Customers 
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 The study indicates that 90% respondents are aware about the different E-payment options available 

.whereas a less portion of only 10% are not aware of the latest developments taking place in digital mode 

of payment and find themselves not adequate with the use of cashless transactions. 

Figure 5: Frequency of transactions by using E-payments among Customers. 

 

 

The above pie chart indicates the frequency of transactions by using E-payments. Out of 100 respondents 

38% of respondent use E-payments once in month for their transactions, 36% of respondents use once in 

a week, 17% of the respondents use the E-payments 2-3 times in a week as per their convenience. Only 

9% use the E-payments on daily basis because of its easy functioning. 

Figure 6: Reasons for preferring E-payments among Customers. 

 

The above pie chart depicts the reasons of the customer’s preference towards the use of E-payments. 
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Almost 47% respondents believed that it is the convince that facilities the use of E-payments. 35% 

respondents prefer to use E-payments because of the attractive discounts, cash back rewards offered to the 

customers. 16% respondents responded that E-payment systemmakes it effective mode of keeping an easy 

track on their spending over the transactions and the transactions can be monitored without any hassle. 

and only 2% people find it to be efficient enough to make their transactions. 

Figure7:Most preferred mode of E-payment. 

 

The above chart indicates the % of people who consider the following modes of E-payment.Considering 

the most prefered mode of payment to undertake transactions, out of 100 respondents 33% of respondents 

prefer credit and debit cards as preferable mode of payment.31% of respondent prefer net banking.23% 

are using mobile app.13% of respondent make use of e-wallets. 

 

Figure 8: Satisfaction of using of E-payment. 

 

The above pie chart indicates that out of 100 respondents it is clear that majority of  90% respondents are 
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satisfied with the use and facilities of E-payments systems and only 10% respondents are not satisfied and 

are facing difficulties in using E-payments systems. 

 

Figure9: Problems Faced while making E-payment. 

 

The above pie chart depicts the problems faced by the respondents while making use of E-payment 

system. Out of 100 respondents around 57% respondents are of the opinion that e-payment is easy to use 

but it is the poor internet connectivity that makes the process of E-payment difficult. Around 21% said 

that it is the security that brings hesitation in the minds of the respondents while making E-payments. 

12% respondents said that there is lack of complete technical knowledge which interrupts smooth use of 

making E-payments. And only 10% respondents say that the E-payments are easy to use but just costly as 

additional charges and fees are added to the payment systems. 

Figure 10 :Preference to Mobile payment apps. 
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The above pie chart indicates the respondent’s preference of using the available mobile apps. Out of 100 

respondents it is clear that 29% of the respondents use the mobile app ‘Paytm’ to undertake various 

transactions. Around 20% of the respondents use ‘Google pay’ as a secured mobile app for payments of 

transactions.16% respondents use the mobile app, ‘Amazon pay’. Around 10% respondents use ‘phonepe’ 

as the mobile app. 4%  respondents make use of the mobile app’ state bank buddy’. And only 1% 

respondent responded to the use of the mobile app ‘mobikwik’ Further another 20% respondents were 

such who used some other mobile apps to undertake the transactions. 

Figure 11:Security of Online payment service in comparison to cash payment mode. 

 

The result analysis shows that 65% respondent says that online payment services are secured but 25% 

respondent says that service is not secured. It concludes that online payment service is more secure in 

comparison of cash payment.the Reason behind such responses  it that online payment service save the 

time and provide cash back facility to the customers. 

Conclusion  

The study facilities to study and analyse the use of E-payment system by the people in the vicinity of 

Margao-Goa. The result put together gives us anclear idea of growing importance and use of electronic 

mode of payment systems which can enable the motive to increase cashless payments. The results 

indicate that the customers are having a positive approach towards using the electronic modes of 

payments.  

 

The customers are now feeling safe and secured to use the mobile apps installed on their cell phones as it 

gives convenience to them without any difficulty as compared to the traditional use of payments. The 

motive of cashless India is now slowly increasing as the customers are given the assurance of the safety to 

secure personal data. However there is still a large portion of the society who does not find the E-

payments feasible because of the lack of technical knowledge and assistance.   

 

E-Payments offer us a variety of facilities which are convenient as compared to the physical handling of 
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cash. The use of E-payments has led to offer more privacy, convenience and on the date payments 

without delay in bills and keeps us updated on our financial activities. It avoids stress in handling cash 

and reduces the burden of keeping track of the amount spent over the transactions. With all the 

advantages understood it is high time we move towards e-Payments which would make us smarter 

citizens. 

 

Although E-payment systems have not completely taken over the cash transactions, it is evident that the 

use of e payment systems is significantly growing and being a convenient way of handling transactions in 

daily routine life. Digital payments helped transform commerce. But the commerce experiences of 

tomorrow will revolutionize payments, making payments the invisible, invaluable part of an elegant, 

customer-first commerce experience. 

5. Limitation of the study: 

 The present study is conducted mostly on customers using E-payment from South Goa.   

 The study sample is restricted only 100 customers in this study.  

 A more comprehensive study on a larger sample will be expedient to affirm the results. 
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Abstract 

The Internet has disrupted the way businesses are conducted. Almost all traditional bricks and 

mortar companies are also using Internet for E-commerce. In the last few years different 

modes of E-payment have emerged and are capturing the market over the period of time. E-

wallet is one such mode.  In India, retail stores, small vendors and customers started using E- 

wallet to certain extent but there is tremendous scope for market penetration.                                                             

This study seeks to understand the inertia among shopkeepers and customers in adoption of E-

wallet. A survey was conducted among the shopkeepers and customers. It was found that for 

transactions of high value E-wallet are rarely used, whereas for small transactions these 

vendors and customers have easily adopted E-wallet after demonetisation. Security however 

is still a major concern and few are not using E-wallet as they are not tech savvy. 

Key Words: Adoption, Customers, E-wallet, E-payment,Shopkeepers. 

 

 

Introduction 
The digital wave has impacted every aspect of life. Laptops, mobile phones and tablets have disrupted the 

day to day lives and activities of common man. The history of the internet in India began with an 

educational research network in 1986. As of may 2014, undersea fibres, including SEA-ME-WE 3, Bay 

of Bengal gateway and Europe India Gateway, arriving at 5 different landing points were used to provide 

internet connectivity in India.  

As on 31st Dec, 2018. , India has a population of 130cr. people (1.3 billion), mobile phone users 121 cr. 

people (1.21 billion), smart phone users 44.6 cr. (4460 million) and internet users 560 million which 

was 481 million (35% of the country) as of Dec 2017. i 

According to TRAI(Telecom Regulatory Authority of India) world’s average growth rate of internet users 

is 19% and in India it is 90%. If this trend continues then by 2022, 82% of Indian population would be 

using internet. 
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Owing to the rapid evolution in internet and internet based technologies and development in E-commerce, 

the demand for electronic gadgets is witnessing exponential growth. This transformation has opened up 

several opportunities for creating innovative online payment solutions. 

E-commerce is an emerging concept that describes the process of buying and selling or exchanging of 

products, services and information via computer network and internet. Any business conducted 

electronically is Electronic commerce. E-Commerce is simply the creating, managing and extending of 

commercial relationships online.ii There are various electronic payment modes available today. After 

demonetization e payments have taken a jump, which is evident from the following graph.   

 

 

 

 

 

Chart 1 

 

Digital payment Trends in Indiaiii 

 

 

Internet Banking has also become very common among the urban population. People readily use internet 

banking to make online transfers. Since the internet banking services are provided directly by the Banks 
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to their account holders, some people consider it safer as a means of online transactions. E-wallets are 

also being used for transactions.  

E-wallet is a type of electronic card which is used for transactions made online through a computer or 

asmartphone. Its utility is same as a credit or debit card. An E-wallet needs to be linked with the 

individual’s bank account to make payments.iv 

 

Chart 2 

 

               Growth of different payments method between 2014–2016 (Source: RBI)v 

 

 

 

Chart 3 

 

Number of transactions (in millions)(Source: RBI)vi 
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Types of E-wallet 

Figure 1 

 

Types of E-wallets allowed by RBIvii 

 

Chart 4 

 

Top E-wallets in India and their consumptionviii 

 

Current scenario of E-wallet in India 

 RBI issues consumer protection rules for E-wallets as if any unauthorized transaction takes place 

from the customers E-wallets due to the negligence of PPI issuer, in that case the customers’ liability will 

be zero. (5th Jan 2019)ix 
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 RBI has made E-wallet safer for us in following 5 ways: 

1) Cap on customer liability for frauds. 

2) Onus of proof to lie with the issuer. 

3) Time bound reversal of detection. 

4) Mandatory registration for transaction alerts. 

5) Easier reporting of dubious transactions. (15th Jan 2019)x 

 

 E-wallet transactions declined in November2018: RBI- 347.32 million E-wallet transactions worth 

16,108 crore took place in November, 2018 against 368.45 million transactions amounting to 18,786 

crore in October, 2018. RBI data shows (8thJan, 2019)xi 

 

 In Bengaluru E-wallet companies in India have received briefing from major card networks on the 

integration process for inter operability, according to people aware of the development, moving a step 

closer to offering customers the facility of card payments through E-wallets.(03rd Jan 2019)xii 

 

Literature Review 

1. Sardar, Ramesh(2016). Preference Towards Mobile-Wallets Among Urban Population Of Jalgaon 

CityDecember 16 . Jalgaon Maharashtraxiii 

2. Singh, Shailendra Rana(2017). A Study Of Preference Towards The Mobile-Wallets Among The 

University Students In Lucknow City November 2017, Lucknow Uttar Pardeshxiv 

3. DesaiMehul( 2018). A Study On Preference Of Consumers Towards E-Wallet In Surat City  

January 18. Surat Gujratxv 

 

 

Significance of the study:  

One of the main objectives of demonetization is to pave the way for a cashless economy. This study 

therefore assumes great significance. The findings can be very insightful and would help in making 

recommendations for the promotion of use of E-wallet for transactions. 

 

This research was conducted to know why the adoption of E-wallet as a means of online transactions has 

been sluggish. It was important to undertake this study so as to identify the hurdles in the use ofE-wallet 
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mode of payment and suggest an appropriate measure/s to overcome them. This study will be useful to 

organizations and policy makers in India. 

 

Research Objective: 

 

 To study the preference for the use of  E-wallet among retailers, vegetable vendors and customers 

in a small locality of Andheri(East), Mumbai. 

 To find out the usage and volume of transactions through E-wallet. 

 To examine the factors influencing the adoption of E-wallet in last few years. 

 To examine the factors that deter the usage of E-wallets. 

 

Research Methodology:   

This is an exploratory study undertaken to understand the adoption of E-wallet among Retailers, 

Vegetables Vendors and Customers. 

 

Secondary data  

Statistical data on internet subscribers etc, literature of past related research etc. have been taken from 

authentic secondary sources including research papers, books, journals, news papers and online sources. 

Instrument used 

An interview schedule consisting of eleven questions, out of which ten are close ended and one is open 

ended.  

 

Primary data 

Sampling method: Convenience sampling was used. The sample of retailers and vegetable vendors were 

selected from Andheri (East), Sher-E-Punjab, Mahakali caves road as the College is situated in the area. 

Sample size:  

Total Sample size: 

 Retailers and vegetable vendors: 38 retailers as in Mom & Pop stores and 12 vegetable vendors as 

in street side hawkers were interviewed.  

 Customers: The sample of customers included 58 females and 54 males. The sample is income 

and age agnostic. 
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Research Hypothesis: 

1) Female Customers are using E-wallet for low value transactions. 

2) E-wallet is adopted by retailers, vegetables vendors and customers easily after demonetization. 

Sampling technique: ANOVA 

Hypothesis: 

 

Research Hypothesis: There is a significant variance between customers’ gender and the value of 

transactions using E-wallet. 

 

Null Hypothesis: There is no significant variance between customers’ gender and value of 

transactions using E-wallet. 

 

SUMMARY 

      Groups Count Sum Average Variance 

  Male 54 98 1.814815 1.965059 

  Female 58 52 0.896552 1.322444 

  

       

       ANOVA 

      Source of Variation SS Df MS F P-value F crit 

Between Groups 23.57968 1 23.57968 14.44774 0.000237 3.927394 

Within Groups 179.5275 110 1.632068 

   Total 203.1071 111 

     

The above table reveals that Null hypothesis is rejected because (F- 14.44 > F-crit 3.927). We have 

statistical significant evidence at alpha (level of significance) =0.05 to show that there is significant 

variance between respondent’s gender and lower value transaction using E-wallet. 

 

2) Research Hypothesis:There is significant variance in the number of Retailers and Vegetable 

vendors using E-wallets before and after demonetization. 

Null Hypothesis:There is no significant variance in the number of Retailers and Vegetable vendors using 

E-wallets before and after demonetization. 
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ANOVA: Single 

Factor 

      

       SUMMARY 

      Groups Count Sum Average Variance 

  Vegetable 12 5 0.416667 0.265152 

  Retailer 38 36 0.947368 0.537696 

  

       

       ANOVA 

      Source of 

Variation SS Df MS F P-value F crit 

Between Groups 2.568596 1 2.568596 5.404868 0.024357 4.042652 

Within Groups 22.8114 48 0.475238 

   Total 25.38 49         

 

The above table reveals that Null Hypothesis is rejectedbecause (F- 5.404 > F crit- 4.042). We have 

statistical evidence at alpha(level of significance) =0.05to show that there is a significantvariance in the 

number of Retailers and Vegetables vendors using E-wallets before and after demonetization. 

 

Findings: 

 

 Majority of the respondents are using different online payment modes such as E-wallet(64%) and 

card, both debit and credit cards (46.91%). 
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                                                                Chart 5 

 

 Different payment modes used by different respondent. 

 

 Among the respondents who are using E-wallet, 82.52% are using ‘Paytm’ followed by 

‘Phonepe’, 29.12% and ‘Mobikwik’, 4.85%. 

 

  Chart 6 

 

 

 

 68.93% of the respondentsusing E-wallet said that it is user friendly. 

 80.58% of respondents using E-walletare using for transactions below the value of Rs. 5000 and 

only 19.42% are using for transactions  above the value of Rs. 5000. 

 One of the significant findings is: 42.71% respondents believe that transaction through E-wallet is 

secure. 

 9 out of 103 (insert percentage) respondents have been victims of E-wallet frauds. 
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                                                  Chart 7 

 

                  Respondent who have not adopted E-wallet for various reasons: 

 

Limitations 

 

 This study was undertaken in a limited geographic area, so it may not be appropriate to draw 

statistical inferences based on the study. 

 The sample size for the survey was restricted to retailers, vegetable vendors and customers. 

 The study was restricted to gender variable. 

 The study is only based on adoption of E-wallet. 

 

Conclusions: 

 

 E-wallets have been the alternative to cash after demonetization but Cash is still a very integral 

part of day to day transactions in India. There is a have long way to go for achieving the objective 

of a cashless economy.  

 

 In the survey, it was observed that those respondents who are using E-wallet are using it for very 

limited purposes including low value transactions or when there is no other option because just 

after demonetization, respondents did not have cash in hand. Factors which have actually 

encouraged the adoption of E-wallet for retailers and vegetables vendors are ‘user friendliness’, 

some attractive offers such as cash back and customers’ demand. Customers are using E-wallet as 
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per their convenience but some major concerns are security and internet related issues.Also it is 

observed among vegetables vendors that they do not prefer E-wallet as they are not tech savvy.  

 

Future scope: 

 The geographical area for the survey can be diversified.     

 The scope of the survey can be conducted among wholesalers. 

 The scope of the survey can be extended to variables such as age and income which can impact 

adoption of E-wallet. 

 There are many other e payment modes which can be covered for further study 

 

Suggestions:- 

 

 E-wallet should be secured enough which must prevent from revealing the personal information. 

 Law against the fraud related to the transaction of E- wallets should be very strong  

 Troubleshooting should be simplified to reach the non educated/ill informed users. 

 Other E-wallet application must promote them to increase competition in market. 

 Password or pin can be replaced by fingerprints or iris detections. 

 E-wallet application should innovate/collaborate with voice recognition technology to make it 

more user-friendly and acceptable in the market. 
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Exploring Students’ Preferences and Risk Perception towards Online 

Shopping: A Quantitative Study from Goa 

 

Cheryl Sara Pinto 
Department of  Commerce,Fr. Agnel College of Arts & Commerce, Pilar – Goa 

 

 

ABSTRACT 

Online shopping has progressed in leaps and bounds in the Goan trade scenario. As a significant number 

of consumers are millennials, this study aims to understand the preferences and risk perceptions of 

students towards online shopping within the state of Goa. The study has been undertaken among 200 

students of undergraduate level from Goa through a structured questionnaire using convenience 

sampling. The data has been analysed using statistical tools of percentage analysis to compare the 

results among the students. The results have revealed the various factors which influence the students' 

preferences for online shopping and the strong resentment on certain factors on the students’ perception 

of risk involved in online shopping. 

Key Words: Goa, Online Shopping, Preference, Risk, Students  

 

INTRODUCTION: 

Online shopping is one kind of e-commerce that enables customers to browse and buy goods and services 

from various sellers over the internet. This can be done through the use of web browsers or through 

mobile apps. It has helped provide businesses and other organisations an incredible opportunity to 

increase their sales and also maintain a direct relationship with its customers. 

Online shopping is on the rise and shows a remarkable growth potential especially among the youth who 

are extremely tech savvy. Since online shopping is very convenient and provides a wide variety of goods 

and services with high amounts of discounts, the youth is highly attracted towards this modern method of 

shopping.   

OBJECTIVES OF THE STUDY: 

 To study the students' preferences towards online shopping in Goa. 

 To examine the students' risk perception towards online shopping in Goa. 

RESEARCH METHODOLOGY 

Research Methodology is the systematic and theoretical analysis of the methods applied to a field study. 
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It includes the process used to collect information and data for the purpose of making decisions. The 

preferences and risk perception towards online shopping in Goa has been analysed among undergraduate 

level students.  

Primary Data: The primary data was collected from students through a structured questionnaire. 

Secondary Data: The secondary data was collected from journals and websites. 

Sampling Design: Since the population of the study is a large number, convenience sampling method 

was used. The data was collected through a structured questionnaire from 200 undergraduate level 

students in Goa during the period September 2018 – October 2018. 

 

REVIEW OF LITERATURE 

 Zia Ul Haq (2015), ‘Perception Towards Online Shopping: An Empirical Study of Indian Consumers’. 

The result of the study shows that the perception of online shoppers is not dependent of their age and 

gender but dependent of their qualification & gender and income & gender. The analytical results of the 

study further indicate relationships between consumers’ perceptions of the factors that influence their 

intention to buy online. More specifically, consumers’ perceptions of the customer service, commitment 

and web security of online purchasing exhibit significant relationships with their online buying intention. 

 

 Dr. R. Shanthi et al (2015), ‘Consumers’ Perception on Online Shopping’. This study has found that most 

of students of University of Madras and Madras Christians College are very much aware of online 

shopping and 90% of them have made online purchases which indicate the increasing popularity of online 

shopping among the youth. A revolution in the trends of shopping is taking place because of the shifting 

lifestyle of the consumers in India as well as the expansion in online activity. Some of the key benefits of 

online shopping are the ease of finding products and the discounts available for various products. 

Understanding the young online shoppers allow the e-retailers to develop suitable marketing strategies in 

order to attract and convert potential customer into active customers.        

 

 Vidya Shree DV et al, (2015), ‘A Comparative Study on Consumer Preferences Towards Online Retail 

Marketers - with special reference to Flipkart, Jabong, Amazon, Snapdeal, Myntra and Fashion and You’. 

The result of the study shows that online shopping won’t ever completely eliminate its physical 

counterpart. There are still many benefits available when one goes into a shop and select items. However, 

there is no going back, and online shopping will become an even more central part of our lives, growing 

more sophisticated with each passing year. 



Vol.II   Number 1                                                                                                                                                             Anchor 

                                                                                                                                                                           
 

pg. 121 
 

                                                                                                                                                                                          

 

 Vyas and Srinivas (2002), in their paper titled ‘Online Buying Fact or Fiction’ stated that most of the 

internet users were having positive attitude towards online buying of products/services. There is a need 

for developing awareness about consumers’ rights and cyber laws. They also emphasized on better 

distribution systems for online products. 

DATA ANALYSIS, INTERPRETATIONS AND RECOMMENDATIONS 

                  Analysis for Exploring Students’ Preferences towards Online Shopping: 

 Percentage of Respondents 

Strongly 

Agree 

(1) 

Agree 

(2) 

Neither 

Agree nor 

Disagree 

(3) 

Disagree 

(4) 

Strongly  

Disagree 

(5) 

Convenience 31% 60% 9% 1% 0% 

Ease of finding products 28% 59% 13% 1% 0% 

Inclination towards trying 

something new 
17% 53% 27% 4% 0% 

Ease of comparison 20% 52% 21% 6% 3% 

Discounted prices/ Offers 31% 52% 14% 2% 2% 

Can find products that are not  

available in Brick and Mortar 

store 

26% 48% 22% 5% 1% 

No need to deal with salesperson 28% 42% 19% 10% 2% 

Availability of products from 

famous  brands 
24% 40% 24% 10% 3% 

Assurance of on-time delivery 20% 40% 26% 11% 3% 

Ease of product return and refund 

of money 
23% 39% 22% 9% 8% 

Interpretations and recommendations with respect to Students’ 

Preferences towards Online Shopping 

 Convenience: Majority of the respondents (60%) agreed to the factor, so online sellers can 

use this to their benefit and offer a variety of products. 
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 Ease of finding products: Majority of the respondents (59%) agreed to the factor, as every 

website offered options to filter and sort the items being browsed through; this motivates 

companies to offer a wider range of products online. 

 Inclination towards trying something new: Majority of the respondents (53%) agreed to 

the factor, as the marketers advertised their products effectively with detailed product descriptions 

and photos, at times even with short videos, hence they should continue doing the same. 

 Ease of comparison: Majority of the respondents (52%) agreed to the factor, as they could 

compare the same product on different websites offering it and accordingly make the decision of 

buying the product or not. Online sellers should also do the same while setting the price for their 

products and offer the best price to gain prospective customers. 

 Discounted prices/ Offers: Majority of the respondents (52%) agreed to the factor, as it 

induces purchases and occasionally even impulsive purchases. Online sellers should continue to 

offer such discounts. 

 Can find products that are not available in Brick and Mortar store: Majority of the 

respondents (48%) agreed to the factor, as they had access to products not available in the brick 

and mortar stores. This encourages online sellers/companies to continue offering such products 

and give the respondents access to a larger variety of products that are exclusively offered online. 

 No need to deal with salesperson: Majority of the respondents (42%) agreed to the factor, 

as it gives them the liberty to take their own time in making decisions while purchasing the 

product without having to listen to someone else’s views about the product. However, having a 

24x7 respondent to queries of prospective customers should be available in order to convert it into 

a purchase. 

 Availability of products from famous  brands: Majority of the respondents (40%) agreed 

to the factor; which encouraged them to venture online to make the purchases. Online sellers can 

offer a larger variety of products not otherwise available in the brick and mortar stores. 

 Assurance of on-time delivery: Majority of the respondents (40%) agreed to the factor, as 

online sellers give date wise details of where the product has reached and the due date of delivery. 

Online sellers should keep this in mind and see that the respondents do not lose this assurance. 

 Ease of product return and refund of money: Majority of the respondents (39%) agreed to 

the factor; this also persuades others to venture into online shopping. Online sellers should see that 

there are no delays in the refund processes in the future. 
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                       Analysis for Exploring Students’ Risk Perceptions towards Online Shopping: 

 

What is your perception about 

risk in internet shopping? 

Percentage of Respondents 

Strongly 

Agree 

(1) 

Agree 

(2) 

Neither 

Agree nor 

Disagree 

(3) 

Disagree 

(4) 

Strongly  

Disagree 

(5) 

No possibility for 'touch, feel or 

see' actual product to assess 

quality 

48% 36% 13% 3% 0% 

Suffering from backache 

problem due to long online 

shopping hours 

22% 28% 32% 19% 0% 

Risk of misuse of debit/ credit 

card 
31% 38% 23% 8% 0% 

Risk of social isolation and 

losing social contacts 
21% 32% 35% 13% 0% 

Risk of delayed delivery after 

making online payment 
27% 37% 23% 13% 0% 

Risk about the under 

performance of the product 
33% 40% 20% 7% 0% 

Risk of experiencing 

unnecessary tension due to 

shopping online 

20% 28% 34% 18% 0% 

Risk of personal information 

being sold or rented without 

consent 

27% 34% 28% 11% 0% 

Risk of choosing poor product/ 

service 
29% 39% 22% 10% 0% 

Uncomfortable feeling on 

thought of purchasing online 
21% 21% 36% 22% 0% 
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Interpretations and recommendations with respect to Students’ Risk 

Perceptions towards Online Shopping 

 No possibility for 'touch, feel or see' actual product to assess quality: Majority of the 

respondents (48%) strongly agreed to the factor, which emphasises the need for online retailers to 

introduce innovative ways to allow prospective customers to ‘try’ or physically see the product 

before being charged for the purchase. 

 Suffering from backache problem due to long online shopping hours: Majority of the 

respondents (32%) were neutral to the factor; however in order to reduce the time spent while 

shopping online, they should first know what product they are looking out for and accordingly use 

the filter and sort options which are already made available. 

 Risk of misuse of debit/ credit card: Majority of the respondents (38%) agreed to the 

factor; especially as youngsters they have no much experience using debit/credit cards, probably 

their parents also haven't used the same which may bring in even more fear. Online shopping sites 

should make it a point to let the respondents know about the safety measures undertaken by them 

with regards to online transactions, to reduce or eliminate the risk of a payment fraud. 

 Risk of social isolation and losing social contacts: Majority of the respondents (35%) were 

neutral to the factor; socializing is not the main motive but shopping/purchasing products and 

services. Online sellers need not worry about this factor as it won’t harm the shopping experience 

in any way. 

 Risk of delayed delivery after making online payment: Majority of the respondents (37%) 

agreed to the factor; online shopping sites should guarantee the delivery of the products, they can 

also encourage other customers to write reviews about their experiences regarding it to help 

remove the fear from the respondents. 

 Risk about the under performance of the product: Majority of the respondents (40%) 

agreed to the factor; any differences in the description and the actual product performance can 

lead to loss of prospective customers. Online sellers should see that the product description and 

specification should actually match with the products performance. 

 Risk of experiencing unnecessary tension due to shopping online: Majority of the 

respondents (34%) were neutral to the factor; shopping in fact relieves stress in most people as 

every respondents can leisurely shop.  Online sellers do a great job in attracting prospective 

customers by sending notifications as and when there is a sale/offer. 
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 Risk of personal information being sold or rented without consent: Majority of the 

respondents (34%) agreed to the factor; personal information along with history of purchases gets 

saved on each individual’s account login. Online shopping sites should ensure that no personal 

information is misused and should assure the customer of their compliance with the relevant data 

privacy laws, and should do their best to avoid data breaches. 

 Risk of choosing poor product/ service: Majority of the respondents (39%) agreed to the 

factor; they should look for the ratings of products and customer reviews in order to eradicate the 

fear of choosing a poor product/service. 

 Uncomfortable feeling on thought of purchasing online: Majority of the respondents (36%) 

were neutral to the factor; as shopping online is fairly common these days and Millennials are 

confident internet users, they are not particularly uncomfortable with making purchases online. 

 

CONCLUSIONS AND SUGGESTIONS 

The major findings of this study with regards to students’ preferences towards online shopping in Goa 

were: Most of the respondents agreed (60%) that they prefer online shopping because it is convenient; 

59% agreed that it was very easy to find products, 53% agreed that they were inclined to buy new 

products, 52% agreed that there were offers and discounts available online and comparison of products 

was easy. 48% of the respondents agreed that they could find products that were not available in the Brick 

and Mortar store, 42% agreed and were happy they did not have to deal with salespersons, 40% agreed 

that products from famous brands were available, 40% agreed on the assurance of on-time delivery and 

39% agreed to the ease of product return and refund of money. This comes as no surprise, since 

youngsters today are habituated to various forms of instant gratification. These include on-demand media 

streaming, quick communication through apps, and online shopping which enables products to be 

delivered to one’s doorstep without the hassle of spending hours visiting brick and mortar stores. 

 

The major findings of this study with regards to students’ risk perceptions towards online shopping in 

Goa were: 48% strongly agreed about not being able to touch, feel or see the product to assess the quality 

of the product, 32% were neutral about the risk of backache problems due to long hours of shopping 

online, 38% agreed about the risk of misuse of debit/credit cards, 35% were neutral with respect to the 

risk of social isolation and losing social contacts, 37% agreed to the risk of delayed delivery after making 

online payment, 40% agreed about the risk of the underperformance of a product, 34% were neutral about 

facing unnecessary tension while shopping online, 34% agreed about the risk of personal information 
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being sold or rented without consent, 39% agreed to the risk of choosing a poor product or service and 

36% were neutral and were not uncomfortable with respect to purchasing online. 

 

Clearly, for the newly emerging generation of shoppers, the convenience of swiping through products in 

the digital world is a more preferable option than trudging through items in the physical world, yet they 

would like to examine a product physically to make an informed choice. Online retailers can win 

customer trust and resolve this concern by offering innovative alternatives where customers can try a 

product before purchasing it online. 

 

Based on the findings of this study, the other areas online vendors need to tackle is to ensure on-time 

delivery of the purchased products, ensuring the customer’s personal and payment information remains 

secure online and also regulating the quality and integrity of products being sold. While online shopping 

is growing in volume and popularity, retailers can beat the cut-throat competition by working to address 

the concerns raised by the young consumers in this study. 

 

LIMITATIONS OF THE STUDY AND SCOPE FOR FURTHER RESEARCH  

This study is subjected to some limitations and hence renders itself for some further studies. The study 

took a sample size of 200 respondents; thus for a better depiction of students’ preferences and risk 

perception, the sample size should be increased to reinforce the results. Secondly, the research presents a 

general view towards online shopping and different online shopping portals have not been discussed 

which paves the way for future research to be conducted.  
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