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Abstract

Self-monitoring helps individuals to move higher up in their careers faster through regulating ones own behavior according to the situations, persons and events. The present study conducted on 103 graduate students is an attempt to understand the relationship between personality Type (Myers Briggs Type indicator) as measured using Jung Typology test (Kerbel and Feivishevsky, 1994), and self -monitoring behavior,       (Snyder, 1974). Results from the data indicate a positive and significant relationship between the personality type extroversion and self-monitoring behavior. The negative correlations inferred from the study were between self-monitoring and the personality types, intuition (N), Introversion (I), and Judgment Type (J). The present article is an attempt to understand the personality dimensions affecting self monitoring behavior which is directed towards the success of an individual in an organization.
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Abstract

The terms Globalization and global business have attracted considerable attention in both academic and non-academic circles worldwide over the past half and one and a half decade. There is a growing realization of many markets becoming global. Free flow of capital, technology and labour and integration of various economies of the world, has overwhelmed all dimensions of work and life the world over. Trade liberalizations have fuelled the opportunities of multiplying the revenues by the firms by selling around the world and reduce their costs by producing in nations where key inputs are cheap. This, however, should not lead us to think that we are living in a purely global economy. Indeed, the vast majority of the multinational enterprises do not have a genuinely global presence, instead focusing primarily on sales within their home region, whether it is the U.S., the European Union (EU), or Japan. They primarily operate in each other’s home markets, giving a regional set of activities, which is commonly confused with the globalization.  Today, the world’s 500 largest multinational enterprises (MNEs) from a total of nearly 35,000 MNEs, account for more than 80 percent of the world’s FDI and over half of its trade.  They are commonly perceived to be the causes of globalization.  Yet a deeper analysis reveals that these MNEs are not really ‘global’.  Instead they operate from the triad-home-bases of the U.S., the European Union (EU), and Japan. In sum these industrially advanced economies have shaped globalization to further their own interests. Political factors and institutional organizations seem to reinforce business at a regional level rather than at the multilateral level required for absolute globalization.
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Abstract

True and effective leadership is that in which the leader’s behavior and the exercise of the leadership influence process are consistent with ethical vision and moral values. This paper focuses on the emerging trends in the global economy in the 21st century. The contributors consider the effect of those trends on businesses and the new requirement for effective leadership. The paper addresses such topics as leadership in a non-linear world, leading human capital and the global economy and managing for creativity. This paper sheds light on some of the important aspects of leadership in the industry that will go a long way in developing a vibrant & healthy industry with quality agent force to rely upon.
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Abstract

Tourism is the world's largest civilian industry whose growth, economic significance and potential are phenomenal across the globe. Online tourism is rapidly becoming a growing topic of research and its importance as future mode of acquiring information and purchase of tourism products and services is growing day by day. The present paper has been written with the extensive research on contemporaneous data, websites and conference proceedings on tourism related aspects. Web survey, focused interviews have been used to elicit specific information for such qualitative analysis.The domain of Internet is increasing day by day. Tourism products, in particular, have yet to realize its complete advantage. Still, Internet has significantly benefited the bottom line of tourism organizations in terms of cost of converting as well as losing customers with pluses and minuses respectively. Keeping this in view, online tourism is all set to reengineer most of the processes supporting travel and tours as a whole. Organizational information systems and the Internet have resulted in new ways and methods of conducting business. Airlines, Travel Intermediaries and Hotel Industry as functional stakeholders in the tourism process are expected to gain in the process. There are certain challenges, reservations and hiccups concerning the access, adoption, growth, and implementation of the online technology in tourism. However, it’s very much in our hands to overcome the weaknesses by making optimum use of the technology. 
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Abstract

This study investigated the relationship between family social environment, self-esteem and attitude toward women's roles of career women. A random sample of 944 career women between the age group of 25 to 50 years was selected for the study. It was hypothesized that younger career women brought up in stimulating family social environment, develop high self- esteem and express more liberal attitude than the adult women. The findings support that greater liberal attitude towards women's roles, indicate women transition to modernity and striving for professional advancement, though less supporting family environment is observed. Living in multi-role world probably makes them move independent than their mothers, who lived in a dual role world.
Key words :  family social environment, self-esteem, professional advancement
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Abstract:

This paper studies the impact of Air-Arabia, the first ‘low-cost-carrier’ in the region. Being the first of its kind in the entire Middle-East & North Africa (MENA) the low-cost-model was on test. The study compares the low-cost-carrier model as developed in the western world with the Air Arabia model. The study also evaluates the plausibility of the low-cost-model as a viable strategy for airlines operation in this region which is growing at a very fast pace. It was difficult to obtain vital information on ‘operational costs’ and actual ‘market share’ of the airline but a few written interviews with airline officials helped in analysing the ‘model’ in the current scenario of growing air travel. In conclusion it is observed that short-haul journeys by air have been significantly impacted upon by the ‘price’ factor in the region which has a large expatriate working class population. 
Key Words: Airline operations, Airline Strategies, Low-cost-No-frills, Regional Travel
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Abstract
The main aim of the research was to critically evaluate the customer satisfaction/dissatisfaction level of providing agents and physicians. There are certain discrepancies currently evident in the industry, such as high price, inadequate promotion & distribution activities and lack of proper regulation. This research work provided an opportunity to the researchers to discover them and put them into right perspective. Deductive Research methodology was used for the current study based on positivistic philosophy. Both quantitative and qualitative research approaches were used with the help of survey questionnaire.  Non-probability sampling method was selected for the study and convenience sampling technique was adopted. Thirty seven respondents were used to analyze the study. Among the respondents 40 percent were providing agents, and 60 percent were physicians. 

The key findings were that overall both players were dissatisfied and there was statistically significant difference between the expected and experienced satisfaction level among these two key players. The two hypotheses were rejected. Recommendations based on the findings have been provided.  The future scope for research and main business implications identified during the research. 
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