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HHOOWW  TTOO  DDEEVVEELLOOPP  WWOOMMEENN  EENNTTRREEPPRREENNEEUURRSS??    
The Indian economy has been witnessing a drastic change since mid -1991, with new policies of 
economic liberalization, globalization and privatization initiated by the Indian government. India has 
great entrepreneurial potential. At present, women involvement in economic activities is marked by a 
low work participation rate, excessive concentration in the unorganized sector and employment in less 
skilled jobs. Right efforts on from all areas are required in the development of women entrepreneurs 
and their greater participation in the entrepreneurial activities. Following efforts can be taken into 
account for effective development of women entrepreneurs.   

¾ Consider women as specific target group for all developmental programmers.  
¾ Better educational facilities and schemes should be extended to women folk from government part.  
¾ Adequate training programme on management skills to be provided to women community.  
¾ Encourage women's participation in decision-making.  
¾ Vocational training to be extended to women community that enables them to understand the 

production process and production management.  
¾ Skill development to be done in women's polytechnics and industrial training institutes. Skills are put 

to work in training-cum-production workshops.  
¾ Training on professional competence and leadership skill to be extended to women entrepreneurs. 

Continuous monitoring and improvement of training programmers.  
¾ Counseling through the aid of committed NGOs, psychologists, managerial experts and technical 

personnel should be provided to existing and emerging women entrepreneurs.  
¾ Activities in which women are trained should focus on their marketability and profitability.  
¾ Making provision of marketing and sales assistance from government part.  
¾ To encourage more passive women entrepreneurs the Women training programme should be 

organized that taught to recognize her own psychological needs and express them.  
¾ State finance corporations and financing institutions should permit by statute to extend purely trade 

related finance to women entrepreneurs.  
¾ The financial institutions should provide more working capital assistance both for small scale 

venture and large scale ventures.  
¾ Making provision of micro credit system and enterprise credit system to the women entrepreneurs 

at local level.  
¾ Repeated gender sensitization programmers should be held to train financiers to treat women with 

dignity and respect as persons in their own right.  
¾ Infrastructure, in the form of industrial plots and sheds, to set up industries is to be provided by state 

run agencies.  
¾ Industrial estates could also provide marketing outlets for the display and sale of products made by 

women.  
¾ A Women Entrepreneur's Guidance Cell set up to handle the various problems of women 

entrepreneurs all over the state. District Industries Centers and Single Window Agencies should 
make use of assisting women in their trade and business guidance.  

¾ Programmers for encouraging entrepreneurship among women are to be extended at local level.  
¾ Training in entrepreneurial attitudes should start at the high school level through well-designed 

courses, which build confidence through behavioral games.  
¾ More governmental schemes to motivate women entrepreneurs to engage in small scale and large-

scale business ventures.  
¾ Involvement of Non Governmental Organizations in women entrepreneurial training programmes 

and counseling.  
 

Conclusion - Entrepreneurship among women, no doubt improves the wealth of the nation in general 
and of the family in particular. Women today are more willing to take up activities that were once 
considered the preserve of men, and have proved that they are second to no one with respect to 
contribution to the growth of the economy. Women entrepreneurship must be moulded properly with 
entrepreneurial traits and skills to meet the changes in trends, challenges global markets and also be 
competent enough to sustain and strive for excellence in the entrepreneurial arena.                      ��� 

Courtesy: Ms. Sanjukta Mishra, Faculty, Global Institute of Management, Bhubaneswar, Orissa 
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“Managing Human Resource: A Key Success Factor 
in Mergers and Acquisition"  

By:  
Mr. Devkant Kala, Sr. Lecturer, Department of Management 

Uttaranchal Institute of Technology, Dehradun 
 

An organization's people strategy is a necessary 
precursor to the successful execution of its business 
strategy – "people must be in place, prepared and 
ready before the business strategy unfolds,"  

INTRODUCTION  
Branding a small or medium sized 
Companies today need to be fast growing, 
efficient, profitable, flexible, adaptable, 
future-ready and have a dominant market 
position. Without these qualities, firms 
believe that it is virtually impossible to be 
competitive in today's global economy. 
Executives have at their disposal a wide 
range of strategic alternatives for inorganic 
growth. They may decide to grow 
incrementally by introducing not only new 
products but also gain entry into new 
markets by investing in research and 
development. However this mode of growth 
will have a long gestation period i.e. long 
time to realize the actual growth. 

Welcome to the world of mergers & 
acquisitions (M&A), which has become the 
most important strategic element driving 
business growth and excellence. They 
have become the dominant mode of growth 
for organizations seeking a competitive 
advantage in an increasingly complex and 
global business economy. Therefore, in an 
era of increasing globalization and 
competitiveness, they are considered as a 
strategic driver for market dominance, 
geographical expansion, leverage in 
resource and capability acquisition, 
competence, adjusting to competition. 

Mergers and acquisitions (M&As) often 
refer to the aspect of corporate strategy, 
and management dealing with the buying, 
selling and combining of another company.  
 
Mergers and acquisitions are often created 
to expand a current organization or 
operation aiming for long term profitability 
and an increase in market power. 

Buoyant Indian Economy, extra cash with 
Indian corporates, Government policies 
and newly found dynamism in Indian 
businessmen have all contributed to this 
new merger & acquisition trend in India. 
Indian companies are now aggressively  

 
looking at American, African and European 
markets to spread their wings and become 
the global players. The Indian IT and ITES 
companies already have a strong presence 
in foreign markets; however, other sectors 
are also now growing rapidly. The increasing 
engagement of the Indian companies in the 
world markets, and particularly in the US, is 
not only an indication of the maturity reached 
by Indian Industry but also the extent of their 
participation in the overall globalization 
process. 

MERGERS AND ACQUISITIONS 
"It is clear that you cannot stay in the top league if you 
only grow internally. You cannot catch up just by 
internal growth. If you want to stay in the top league, 
you must combine." 

Daniel Vasella, Chief Executive Officer, Novartis 

Although they are often uttered in the same 
breath and used as though they were 
synonymous, the terms merger and 
acquisition mean slightly different things. 

When one company takes over another and 
clearly established itself as the new owner, 
the purchase is called an Acquisition. From a 
legal point of view, the target company 
ceases to exist, the buyer "swallows" the 
business and the buyer's stock continues to 
be traded. An acquisition may be friendly or 
hostile. In the former case, the companies 
cooperate in negotiations; in the latter case, 
the takeover target is unwilling to be bought 
or the target's board has no prior knowledge 
of the offer. 

A Merger is a combination of two companies 
into one larger company. In the pure sense 
of the term, a merger happens when two 
firms, often of about the same size, agree to 
go forward as a single new company rather 
than remain separately owned and operated. 
This kind of action is more precisely referred 
to as a "merger of equals." Both companies' 
stocks are surrendered and new company 
stock is issued in its place. A merger may be 
of following types: - 

(i) Horizontal Merger - Two companies 
that are in direct competition and share 
similar product lines and markets. 
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(ii)  Vertical Merger - Vertical mergers 
occur between firms in different 
stages of production operation. In a 
vertical merger two or more 
companies which are complementary 
to each join together. 

(iii) Market-Extension Merger - Two 
companies that sell the same 
products in different markets. 

(iv) Product-Extension Merger - Two 
companies selling different but 
related products in the same market. 

(v)  Conglomeration - Two companies 
that have no common business 
areas. It means their businesses or 
services, are neither horizontally nor 
vertically related to each other. 

(vi)  Concentric Mergers - Two merging 
firms are in the same general 
industry, but they have no mutual 
buyer/customer or supplier 
relationship. 

A purchase deal will be called a merger 
when both CEOs agree that joining 
together is in the best interest of both of 
their companies. But when the deal is 
unfriendly - that is, when the target 
company does not want to be purchased - 
it is always regarded as an acquisition. In 
other words, the real difference lies in how 
the purchase is communicated to and 
received by the target company's board of 
directors, employees and shareholders. 

MERGER & ACQUISITION: MOTIVES 
Why do companies merge or acquirer other 
companies? There seems to be a number 
of reasons given to merge/acquire a 
company, many of which involving the 
market and an extension of the customer 
base. These are: - 

Coordinated Strategies - To create a 
number of new business opportunities and 
to gain competitive advantage 

Scale- Purchasing companies in the same 
space to gain revenues, streamline cost 
structures, and diversify sales channels; 

Geographic reach- Tapping into 
previously inaccessible geographic 
markets; 

Customers- Acquiring companies with 
good customer lists that can be sold more 
products; 

Products- Access to new products which in 
turn can be sold to existing customers or to 
reach a new customer base; 

Segments- Entering new vertical markets; 

Channels- Finding new ways of delivering 
the same products and services; 

Employees- Adding needed engineering, 
sales, or other talent quickly; 

Technology- Adding key technical 
capabilities or acquiring a disruptive 
technology. 

Shared Know-how - in the form of process 
knowledge, market knowledge and talent 

FAILURE OF MERGER & ACQUISITION 

Mergers and Acquisitions (M&As) have 
become the dominant mode of growth for 
organizations seeking a competitive 
advantage in an increasingly complex and 
global business economy. Every merger, 
acquisition, or strategic alliance promises to 
create value from some kind of synergy, yet 
statistics show that the benefits that look so 
good on paper often do not materialize. 
Unfortunately, many mergers and 
acquisitions fail to meet their objectives, 
which are typically to accelerate growth, cut 
costs, increase market share or take 
advantage of other synergies. 

A global A.T.Kearney study suggests that 58 
percent of all mergers, acquisitions, and 
other forms of corporate restructuring fail to 
produce results rather than create value. 
Similarly, a KPMG survey found that "83 
percent of mergers were unsuccessful in 
producing any business benefits regards 
shareholder value. A major McKinsey & 
Company study found that "61 percent of 
acquisition programs were failures because 
the acquisition strategies did not earn a 
sufficient return (cost of capital) on the funds 
invested". Between 55 and 77 percent of all 
mergers fail to deliver on the financial 
promise announced when the merger was 
initiated. Even though most mergers and 
acquisitions are carefully designed, they still 
face major challenges. Nearly two-thirds of 
companies lose market share in the first 
quarter after a merger; by the third quarter, 
the figure is 90 percent. In the first four to 
eight months that follow the deal, productivity 
may be reduced by up to 50 percent. 

The failure rate of acquisitions is 
unacceptable and unnecessary. This 
motivates us to look for other solutions and 
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identify the real causes for the high failure 
rate. Each acquisition is a complex process 
from pre-deal research and planning 
(selecting the target), due diligence and 
integration planning, through to post-
acquisition integration and value extraction. 
Priorities have to be set and rational 
decisions under time pressure have to be 
made for the proper performance. 

HUMAN RESOURCE:  KEY FACTOR 
It is reported that one of the main reasons 
for failure of a merger or acquisition is 
based on Human Resources neglect. 
People issues have been the most 
sensitive but often ignored issues in a 
merger and acquisition. When a decision is 
taken to merge or acquire, a company 
analyses the feasibility on the business, 
financial and legal fronts, but fails to 
recognize the importance attached to the 
human resources of the organizations 
involved. Companies which have failed to 
recognize the importance of human 
resources in their organizations and their 
role in the success of integration have 
failed to reach success. While it is true that 
some of these failures can be largely 
attributed to financial and market factors, 
many studies are pointing to the neglect of 
human resources issues as the main 
reason for M&A failures. 
PricewaterhouseCoopers global study 
concluded that lack of attention to people 
and related organizational aspects 
contribute significantly to disappointing 
post-merger results. Organizations must 
realize that people have the capability to 
make or break the successful union of the 
two organizations involved. 

Cartwright and Cooper (2000) 
acknowledged that the leading roles of 
modern human resources functions are to 
be actively engaged in the organization 
and perform as a business partner and 
advisor on business-related issues. 
Employees do not participate enough in the 
integration process of a merger. If a merger 
is to reach its full success potential, they 
need to be informed and involved more 
actively throughout all the stages of the 
merger process. 

Human resource professionals are key in 
pre-merger discussions and the strategic 
planning phase of mergers and 
acquisitions early as to allow them assess 
to the corporate cultures of the two 
organizations (Anderson, 1999). Being 

involved in the pre-merger stage allows HR 
to identify areas of divergence which could 
hinder the integration process. They can play 
a vital role in addressing any communication 
issues, employees concerns, compensation 
policies, skill sets, downsizing issues and 
company goals that need to be assessed. 

STRATEGIES FOR MANAGING HUMAN 
RESOURCE IN M&A 
I. Communication 
During mergers and acquisitions, employees 
are often kept in the dark about the sale of 
the corporation. They often hear about the 
acquisition through the press or through the 
corporate grapevine. This can lead to a 
distorted or misrepresented picture of the 
acquisition's ramifications and to 
counterproductive activities by employees, 
who may be anxious about possible job 
losses. Therefore, Communication is of 
utmost importance in every stage of a 
merger or acquisition process, and is the key 
to its success. 

It is very important for management to 
communicate clearly and regularly to all 
employees the implications of the merger, 
including the planned changes to working 
practices and organizational processes. 
Management should share as much 
information as it can with employees before, 
during, and after the acquisition. To be 
effective, the communication process has to 
be carried out in such a way as to avoid 
confusion and mixed messages. The 
communication process should also 
encourage two-way feedback between 
management and employees to make 
employees feel that they are contributing to 
the solution. By involving people at all levels 
of the organization, the merging companies 
are encouraging widespread acceptance of 
the merger process and reducing feelings of 
insecurity. 

II. Retaining Key People 
The retention of a talented workforce, which 
is often a major reason behind the decision 
to merge, should take priority during the 
merger process, and management needs to  
adopt measures to improve the retention rate 
of the best people in the merging companies. 
Truthful and thorough communication with 
employees can play a significant part in 
management's retention strategy. If the 
communication process is performed 
effectively, it can reduce employees' sense 
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of insecurity and give them a better picture 
of what the future holds for them. 

Pay and reward strategies can also play an 
important role in management's retention 
strategy but they need to be addressed 
early on in the merger process and should 
not only focus on senior executive pay, but 
also on the remuneration of employees at 
all levels of the organization. 

III. Try to Establish a Common Culture 
Successfully integrating the two cultures of 
the merging companies is an essential step 
towards achieving a successful 
partnership. Both organizations, the 
acquiring and the acquired, will have 
unique and beneficial cultural elements. 
Rather than imposing one organization's 
cultural elements on the other, 'the best of 
both companies can be integrated into a 
common culture for the new organization' 
(Hunsaker and Coombs 1988, 62). This 
can create a win-win situation for both 
organizations, since it will result in a 
corporate culture with which both sides can 
identify. 

Defining and promoting the new corporate 
culture will enable employees to work 
together toward achieving the business 
goals of the new organization. Conducting 
a cultural audit is a useful way of obtaining 
useful information about the two 
companies' differing cultures and helps to 
evaluate differences and similarities in 
work standards and practices. That 
information can raise awareness of 
potential difficulties and issues in the 
merging process, and allows the merging 
company to take steps to minimise culture 
clashes by building an effective 
communication structure. 

IV. Training and Development 
Training and development should be 
provided to senior and middle management 
and should focus on all aspects of the 
merger process. Training should focus on 
the implications of the merger for the 
company, its effects on employees at all 
levels of the organization and its impact on 
working practices and organizational 
structures. Training should also educate 
managers on what each stage of the 
merger process entails for them and for the 
company as a whole. Such interventions 
will facilitate more effective leadership on 
the part of managers, who will have a 

better understanding of the key issues that 
arise during the course of a merger. 

V. Try to Eliminate the Them-Us 
Syndrome 

Acquiring organizations should try to 
eradicate any arrogance on the part of their 
personnel to ensure that acquired employees 
do not feel inferior and 'conquered.' A post-
acquisition atmosphere fostering mutual 
respect among management groups will 
facilitate a better understanding of the others' 
perspective and make a smoother transition. 

VI.  Provide Individual Counseling 
Individual counselling on personal 
adjustment and stress coping strategies can 
assist the employees to 'solve the problems 
associated with merger stress; recommend, 
demonstrate and initiate coping with merger 
stress strategies; or improve the employee's 
mastery'. In addition, a counsellor can unveil 
new career paths and job opportunities 
within the newly acquired organization, which 
can provide incentives for employees to 
remain with the organization. 

CONCLUSION 
Mergers & Acquisitions (M&A) has become 
the most important strategic element driving 
business growth and excellence. Mergers 
and acquisitions will continue to be an ever-
present characteristic of the modern 
corporate landscape. Merger and acquisition 
(M&A) bring together different sets of people, 
processes and technologies with the 
common objective of creating a larger, 
unified organization. The organization aims 
to benefit from the synergies of merging 
organisations by consolidation, 
rationalization and integration of the people, 
processes and technologies of both 
organizations. Human Resources (HR) has 
the potential to play an important role during 
all stages of M&A. However, these issues 
are rarely considered until serious difficulties 
arise. The Human Resource dimension of 
M&A should be accorded the same 
emphasis and attention given financial, legal, 
operational and strategic concerns. HR no 
longer plays a dormant role and is emerging 
as a strategic business partner where key 
initiatives undertaken such as 
communication, training, counseling, career 
planning, support workshops, building trust, 
coaching and compensation planning, have 
significant business impact. 

���
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“The Art of Effective Communication Skills for Managers"  
By:  

Prof. M.R. Vanithamani, Asst. Professor, School of Management 
VLB Janakiammal College of Engineering and Technology, Coimbatore  

 

INTRODUCTION  
Man is a social animal. He does not live in a 
vacuum. He lives in an environment. He 
lives in the society. Communication is the 
invisible thread that binds him to society. 
Communication may be written or oral .But 
more than the written communication; it is 
the oral communication that builds human 
relationships. It enables mankind to 
exchange ideas, feelings, emotions, love 
and affection to other human beings. The 
importance of communication can be 
gauged from what we are communicating in 
some form or the other almost every 
moment of our lives. Whether we are 
walking, talking, playing, sitting or even 
sleeping, a message is being formulated 
and transmitted to a person or persons. For 
the listener it is necessary to understand 
the communication and apply or modify it in 
a suitable manner. It is composite of 
symbols, gestures, and illustrations that 
accompany either the spoken or the written 
words. 

ORAL COMMUNICATION AN EFFECTIVE 
MANAGEMENT TOOL 
Oral communication takes the form of a 
speech. Speech may be formal or informal. 
Informal speech is made during the day-to-
day life. For instance, parents speak to 
children and vice versa; friends and 
relatives communicate, businessmen and 
customers communicate, teachers and 
students communicate to each other in the 
learning process. Formal speech, on the 
other hand, is made on occasions. It may 
be a social occasion like festival, political 
occasion like electioneering or business 
meetings. Whatever may be the type, oral 
speech must be delivered effectively. When 
it is ineffective the purpose is lost. The 
entire effort taken by the speaker, to draft 
and deliver the speech becomes a colossal 
waste. A personnel manager has to speak 
to his subordinates to get work done 
through them. A production manager has to 
instruct his workers about executing his 
work. A finance manager has to explain the 
prospects of investment to investors. A 
marketing manager has to speak to his 

customers for promoting his products. A 
general manager has to communicate to 
all employees under various 
circumstances. The  
 
chairman has to address the share 
holders in a general body meeting. The 
importance of speech depends on how 
effectively it is able to achieve the 
objectives. Thus, speech or oral 
communication is a "Management Tool".  

SPEECH MAKES A LEADER 
A powerful speech can stir people to 
mutinies to rebellion; it can also make 
them dispirited or downcast. It converts an 
agitating mob into a peaceful gathering 
.Business and political leaders are 
endowed with the art of good speech; a 
clergyman delivers sermon to devotees 
through good speech; and a labour leader 
binds his fellow workers together to focus 
their demand for collective bargaining. It is 
a fact that all these leaders make their 
speech audience-oriented, interesting and 
inspiring. A good speaker is lively, 
earnest; listener oriented and has a sense 
of responsibility to his audience and his 
subject of speech. Such a good speaker 
becomes a mass leader. 

SPEECH IN THIRUKKURAL 
Modern management gurus emphasize 
the use of oral communication as an 
effective management tool. However this 
emphasis has been laid in ancient Tamil 
literature. One such literature is 
"Thirukkural", composed by the sage poet 
Thiruvalluvar, 2000 years ago. 
Thiruvalluvar belongs to the 'Tamil 
sangam' era patronized by the Tamil Kings 
of Pandiyas. Thiruvalluvar had 
emphasized the importance of managerial 
concepts like forecasting, planning, 
organizing and speech making through his 
poems. His contribution to the 
management philosophy is very clear and 
brought out in various forms through many 
of   his Kurals. There are adequate 
evidences in his Kural, to prove that he 
was a super poet, manager, statesman, 
economist and counselor. As a manager, 
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he advocates effective speech as a tool for 
successful management of human beings. 
All these management concepts are 
relevant even today in modern management 
practices. In his 65th chapter of Thirukkural, 
Thiruvalluvar speaks volumes about the 
quality and need for good speech. This is 
evident from the following equivalent 
meaning of the ten 'kurals' or 'Couplets'. 

According to Thiruvalluvar, the following are 
the characteristics of good speech: 

¾ Good speech is like valuable asset or 
wealth which can not be matched with 
any other wealth. 

¾ Use of soft words in speech will earn 
fame whereas harsh words will bring 
misery both to the speaker and listener. 

¾ An effective speech is attractive to 
listeners; it is capable of attracting the 
attention of uninterested people also. 

¾ A speaker should weigh the pros and 
corns of using some words and use the 
appropriate words, so as to bind the 
audience. 

¾ Care should be taken to select the most 
appropriate words for use in a speech 
with a view to win over the people, only 
such words will earn the desired virtues 
and values. 

¾ It is the duty of the speaker to impress 
the listener with meaningful words. In 
other words he should make the speech 
understandable. 

¾ A powerful speech empowers the 
audience with strong ideas even to 
defeat their competitors easily. 

¾ The use of sweet and cogent words in 
speech will help motivating the listeners 
to do what the speaker wants. 

¾ A speaker who fails to use flawless and 
clear words does not achieve his goals. 

¾ It is essential that a speech should 
disseminate knowledge to the audience; 
otherwise it will be like a bunch of 
flowers without fragrance. 

TEN COMMANDMENTS TO THE 
SPEAKER 
In brief, Thiruvalluvar’s ideas can be 
summarized and called as his ten 
commandments for making effective 
speech. 

They are as follows: 
1.  Ensure good quality of speech. 

2.  Use soft and sweet words in speech. 

3.  Incorporate attractive messages in the 
speech. 

4.  Adopt powerful words that can bind the 
audience. 

5.  Select words that can win over the 
minds of people. 

6.  Make your speech impressive to 
listeners. 

7.  Enlighten the audience with correct 
and flawless message. 

8. Make the speech sweet, cogent and 
interesting. 

9.  Deliver the speech with clarity of 
thought and without any flaw. 

10. Ensure your speech disseminates 
knowledge and wisdom. 

Communication starts from and ends with 
the sender. The sender has to get a feed 
back about his communication. The 
feedback is what the receiver understands 
and reacts to the message. It is a two way 
process. The process gets ended only 
when the receiver understands the 
information sent by the sender in the same 
way, as he perceived it, so whoever the 
sender may be, and for whatever the 
purpose of communication it may be, if the 
speaker follows the "Ten Commandments 
of Thiruvalluvar", it would lead him to 
success. 

CONCLUSION 
On the basis of the above study, it can be 
concluded that every manager should 
possess the above Ten Commandments 
for the successful running of any 
organizations. Modern management calls 
for more than developing a product or 
service, pricing it attractively, and making 
it accessible to all customers. Companies 
must also communicate with present and 
potential stakeholders, and with the 
general public. To fulfill this process oral 
communication can be grabbed as an 
exact tool, with could be sharpened by the 
commandments of thiruvalluvar. 

777 
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