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Stayingintouchwithfriends,familymembersandprofessionalsfromanypartoftheworldhasbecome
possibleunderthedifferentsocialnetworkingsitesthroughinternet.ThesitessuchasFacebook,Twitter,
LinkedInandnumeroussimilarsitesarefacilitatingpeopletoformgroups.Thesegroupsexpressand
exchangetheirviews,tastes,preferencesandexperiencesamongthemselves.Onlinecommunicationof
theabovegroupsistermedassocialmedia.Nowbusinessenterprisesmakeuseofsocialmediachannels
fortheirbusinessactivities.SocialMediahasalsostartedgainingimportanceinbusinessenterprises.
Thischannelismainlybeingusedinthefunctionalareassuchasmarketingandpublicrelationsbysome
businessenterprises.Thisapproachisknownassocialmediamarketing.Theconceptofsocialmedia
marketingbasicallyreferstotheprocessofpromotingbusinessinwebsitesthroughsocialmediachan-
nels.Thisisanextremelyusefultoolforinformation,productsdescription,promotionofproductsor
servicesandallintegratedinthechainofnetworkingworld.Manyorganizationshavestartedadopting
thismethod.Itismainlyconsideredforalowcostpromotionalmethod.

Asocialmediaprogramisrequiredtobedesignedbeforeenterprisesdecidetomakeuseofsocial
mediafortheirbusiness.Implementationofprocessofsocialmediaprograminanenterprisehasfour
stages.Thefirststageistounderstandthepotentialofvarioussocialmediatools.Thesecondstageis
toidentifybusinessactivitieswhichneedsocialmedia.Thethirdstageistochooseandmapvarious
socialmediatoolswiththebusinessactivitiesandalsowiththerelevantcontentstrategies.Finally,an
enterpriseneedstomeasuresocialmediaeffectivenessthroughpredefinedmeasurementmetrics.

Oneofthemostchallengingtasksforsocialmediastrategistisconvincingthemanagementofthe
businessenterprisesontheirreturnofinvestmentfromsocialmediaprograms.Mostoftheactivitiesof
socialmediahavenodirectfinancialimpactonwebsitevisitors,impressions,customercomplaints,posi-
tiveresponses,retweets,YouTubeviews,FaceBookfriends,Socialmention,Blogcomments,visitors
tobrickandmortarstores,deliverede-mailsandotherrelatedactivities.Itisnecessarytoidentifythese
activitiesforthebusinessbenefits.Businessbenefitswillbecomebaselinemetricsbeforethelaunchof
socialmediaprogram.Thisprocesswillalsoprovideaproofthattheconceptofsocialmediaisworking.

Dataandinformationgeneratedfromthecustomersandprospectivecustomersofanenterprisethrough
theirsocialmediachannelsareavailableintheformofstructured,semistructuredandunstructured.Ev-
erybusinessneedsdataandinformationfromitssocialmediasitesforanalysisanddevelopingbusiness
models.Therequireddataandinformationarealreadyavailableinthesocialmediachannelscreatedby
thebusinessenterprises.Manybusinessenterprisesareyettomakeuseofthissourcefortheirbusiness
purposes.Thereisagoodscopefordevelopingbusinessmodelsusingtheconceptsofcollaborative
technologywiththeinputsformsocialmediachannels.Adaptingtonewmethodsisneedednotonlyto
survivebutalsothriveinthenewbusinessenvironment.
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Informationtechnologyprovidesaccesstovastamountofstructured,semistructuredandunstructured
datainBigData.Theusersinenterprisesneedtomasterintegratingthatinformationandthosetechnol-
ogycapabilitiestocreaterelevantcontext.Cloudenvironmentispreferredforprocessingbecauseofthe
natureofdatabeingbig.Theabovetwoconceptsaremoreusefulfordatainsocialmedia.Thereason
isbecauseofvolume,velocityandvariety.Emergingconceptssuchassocialmediaintelligence,social
mediaanalyticsandsocialmediametricscanbeappliedinmakinguseoftheinformationinBigData
forbusinessstrategyanddecisions.

Inthepresentbusinessscenariosuccessisnolongerguaranteedforenterprisesthathavefinancial
resourcesandsizeontheirside.Smallerenterprisesthatareflexiblecanprovideproductsorservices
atafasterpaceandlowercost.Socialmediaarefacilitatingthemtoachievethis.Asboundariesare
shrinkingthelevelofcompetitionisgoingup.Enterprisesneedtoplantheirbusinessinbothdomestic
andinternationalmarkets.Thebetterstrategywillbeintegratingbusinesswiththeknowledgeofdomain
expertsandmakinguseofsoftwareandmanagementtools.Thiswillhelpthemtogaincompetitive
advantageinthepresentglobalmarketscenario.Socialmediafacilitatetoachievetheabovestrategy.

Socialmediaisalsousefulforsocialcause.Whendisasterstrikes,communicationisofteninterrupted.
Inordertogetassistanceandaidfortheaffectedarea,anopenonlineofcommunicationiscriticalin
acrisis.Socialmediaisbeingutilizedmorefrequentlyforthereliefeffort.Friendsandlovedonesof
victimswhofranticallysearchforinformationarenowusingwirelesstechnologyandsocialnetworking
suchastwitter,facebook,flickerandyoutubeforinformationandassistance.Itisinterestingtonote
foresteranalystJererniahOwyanghasusedhisblogtobringattentiontothesituationinChinaduringthe
devastatingearthquakeoccurredinthatcountry.Jereniahusedhisblogasaplatformtoinspirepeople
todonatemoneytotheRedCross.

FOCUS OF THE BOOK

Manynewconceptshavebeenemergingininformationandcommunicationtechnologydiscipline.Close
analysisoftheseconceptsindicatemanyoftheseconceptsaretheextensionoftheexistingconcepts.
Everynewconcepthasanadvantageoverthepreviousconcept.Sometimestwoormoreconceptsor
technologiesarecombinedtoevolveanewconcept.Socialmediaisoneamongthem.Furthersocial
mediaischangingbusinesslandscapeacrossthebordersofcountries.Thisbookmainlytalksabout
transformation and managing business, making use of the concepts such as Big Data, Knowledge
Management,andmetricsunderthesocialmediaenvironment.Thisbookgivesanideaofdeveloping
conceptualbusinessmodelswiththedatafromsocialmediasites.Thisbookstressestheimportanceof
makinguseofsoftwaretoolsinthesocialmediasitesforthepurposeofanalysisandresearch.

BENEFITS FROM SOCIAL MEDIA

Socialmediatoolsempowerallthestakeholdersofbusinessenterprisetointegratemostofthefunctional
areasinthebusinessenterprisesforbusinessprocessesanddecisions.Mainlyresearch,marketing,sales
customerservicesandproductdevelopmentfunctionsinorganizationscanbeincludedwithinthesocial
mediaprograms.Thereisascopeforcarryingoutresearchactivitiesfordevelopingbusinessmodelsfor
manufacturing,education,andgovernmentsectorsundersocialmediaprograms.
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TARGET AUDIENCE

Thisbookofferscomprehensiveviewofsocialmediaforbusinessapplications.Thisbookwouldbeuseful
asreferenceforresearchscholars,researchanddevelopmentdepartmentsinthecorporateandeducation
sectors.Itisalsoacoursesupplementtothestudentspursuingbusinessmanagementandinformation
technologyrelatedsubjects.Thisisalsoagoodresourceforsoftwareprofessionalswhoareinvolved
indevelopingbusinessapplicationmodelsundersocialmediaenvironment.Thiswillbeusefulforthe
corporateexecutiveswhowanttoupdatethemselvesinemergingtrendsinbusiness.

GIST OF CHAPTERS

Thisbookisbroadlydividedunderfivesectionscovering,Businessinsocialmediaenvironment.Big
dataandKnowledgemanagementconceptsinsocialmedia,SocialMediaMetrics,ConceptualBusiness
Modelsundersocialmediaenvironment,andSoftwaretoolsforanalysisandresearchinsocialmediasites.

Thecontributorsofthisbookarefromacademicsandprofessionalswhoareinvolvedinresearch
relatedtotheconceptofsocialmediaanddevelopingbusinessmodelsusingthisconcept.

In introduction theeditorobserves that informationandcommunication technology is themajor
stimulusforchangeinthevarioussectorsinthebusiness.Rapidadvancesintheinternethavemadethe
conceptofsocialmediapopular.Thisconceptisalsogainingimportanceinbusiness.Socialmediaare
nothingmorethanspecialclassofwebsites.Thesewebsitesareconsideredassecondgenerationweb
sites.Thefirstgenerationwebsitesarethosecreatedbyorganizationsoranauthority.Secondgeneration
websitessuchassocialmediawebsitesbycontrastareplatformsthatprovideusersformakinguseof
toolstocreatetheirownminiwebsitesorwebpages.Socialmediasiteshavethreedistinctivecharac-
teristics.Thefirstcharacteristictalksaboutthecontentbeinggeneratedbytheusersthemselves.The
secondcharacteristicallowsintegratingeasilywithothersites.Thethirdcharacteristicisrelatedtohigh
degreeofparticipationandinteractionamongusers.

Theeditorindicatestheroleofsocialmediainbusinessfunctionsandtheimportanceofimplemen-
tationofsocialmediaprogramsinbusinessorganizations.Furthertheeditortalksaboutthevarious
aspectsinsocialmediafromthebusinessperspective.

R.VenkateshandSudarsanJayasingintheirchapter“TransformationofBusinessthroughSocial
Media”talkaboutthedynamicsofbusinessarechanging.Socialmediamarketingistheresultofchanges
takingplaceintraditionalmarketing.Theauthorsfeelthatsocialmediamarketingisbecomingvery
importantduetothechangesofthebehaviorofcustomers.Customersareadaptingtonewtechnologies
andgettingfamiliarwithworldbusinessenvironment.Theauthorsindicatetheneedforchangeofap-
proachincustomerrelationshipmanagementbyorganizationsinthepresentsocialmediaenvironment.
Furthertheystresshandlingofrisksandmonitoringofbusinessactivitiesinthenewbusinessscenario.
Thisindicatestheimportanceofstrongrelationshipwithcustomersthroughengagementonsocialmedia
platforms.TheyalsoexplainHRpractices,recruitmentapproachandknowledgemanagementinsocial
mediaenvironmentforbusinesspurposes.

KijpokinKasemsap inhischapter“MasteringSocialMedia in theModernBusinessWorld”ex-
plainsthetheoreticalandpracticaloverviewofsocialmedia.Whiletalkingaboutthecommunication
management,heobservesthatsocialmediafacilitatestobuildandmaintainpositiveresponseswiththe
stakeholdersoftheorganizations.Socialmediahasbecomeanessentialtoolinthetourismsectorfor
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accessingvarioussourcesfortouristinformation.Healthcareprofessionalsareabletosharecasestudies
andprofessionalknowledgethroughSocialMediasites.Theauthorfeelsthatsocialmediafacilitateto
innovateonthebasisofusergeneratedideas.Socialmediagiveideasfortheadoptionofnewbusiness
practicesforthebenefitofgoodgovernance.

NeusSolerLabajusandAnaIsabelJimenez-Zarcointhechapter“ProductivityonSocialMediaWeb:
UseofSocialMediaExpectationsResponse”talkabouttheparametersforcalculationofreturnofinvest-
mentinsocialmedia.Theauthorsexplainthevariousvariablesaretobeconsideredfromtheangleof
impactofrelationshipinsocialmediasites.Theymentionaboutreturnonengagementinsocialmedia.
Theyemphasizetheimportanceofkeyperformanceindicatorsforimplementationofsocialmediaplan
inorganizations.Furthertheyrelatetheobjectivesinsocialmediawithkeyperformanceindicatorswith
initiatives.Theyalsomakeamentionaboutpredictionmarketsinsocialmediaenvironment.

S.Matildainherchapter“BigDatainSocialMediaEnvironment:ABusinessPerspective”observes
thattheconceptofBigDataismoreusefulforthedatainsocialmediasites.Theauthortalksaboutthe
significanceofBigDatainthesocialmediaenvironmentforthesectorssuchasbankingandfinance,
healthcare,manufacturing,retailmarketing,government,educationandresearch.Theauthorfeelsthat
bigdataislessaboutthedataitselfandmoreaboutonedoeswiththedata.Whilediscussingaboutthe
typesofbigdataanalytics,theauthorexplainstheimportanceofpredictiveanalyticsandprescriptive
analytics.TheauthormakesamentionofdynamicsandlimitationsofBigDatainsocialmedia.Further
theauthortalksaboutthefutureprospectsofBigDatainsocialmedia.

SrinivasanVaidyanathanobservesinhischapter“SocialMediainKnowledgeManagement”thatthe
integrationofsocialmediatoolsintoknowledgemanagementprogramsincorporateisgainingimpor-
tance.Adoptionofsocialmediabybusinessenterpriseshasbeensteadilyincreasingwithitsapplications
extendingtovariouscorporatefunctionsbesidesmarketingandcustomermanagement.Thisapproach
maybeconsideredasacorporatestrategy.Hefeelsthatsocialmediacanbehelpfulfortacitknowledge
sharingthroughinteractionandcollaborativetechnologyinbusinessorganizations.Hediscussesabout
the implementationapproaches,opportunitiesandchallengesofsocialmedia in theglobalbusiness
managementscenario.

TasleemArifandRashidAliintheirchapter“SocialMediaMetricsinanAcademicSetup”saythat
thecomputationalpowerofcomputersandtheirabilitytostorelargeamountsofdatahasprovidedthe
muchneededimpetustotheanalysisandunderstandingoflargescalecomplexsocialnetworks.While
explainingthesocialnetworks,theysayanetworkinsimpletermsisanorganizedcollectionofnodesor
actorsandtheirinterconnectionsorrelationships.Networkscanbeassimpleasbloodrelationsbetween
twoindividualsorascomplexastheWorldWideWeb.Therelationshipsbetweenactorshavesomesort
ofsocialbearing.Theyarecalledassocialnetworks.Theydiscussaboutthelevelsandmetricsofsocial
networkanalysis.Furthertheyhaveexplainedanewmetriccalled“AverageDegreeofCollaboration”
forquantifyingcollaborationswithinacademicinstitutions.

SudarsanamS.K.inhischapter“SocialMediaMetrics”explainsthedifferencebetweentraditional
mediaandsocialmedia.TheauthorgivesanoverviewofAMECsocialmediaframework.Heexplains
AMECsocialmediametricsmodel.HealsogivesanideaofAMECchannelmetricsframework.He
discussestheguidelinesfordefiningthekeyperformanceindicators.Hesaysthatsocialmediametrics
andbenchmarkingofmetricsshouldbebasedonthekeyobjectivesoforganizations.Hegivesalistof
varioussocialmediaanalyticaltoolsforanalyzingdatainthesocialmediasites.Hefeelsthatleverag-
ingthepowerofsocialmediawillhelpbusinessorganizationstobecompetitiveinthepresentbusiness
scenario.
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N.RagavendraRaoinhischapter“SocialMedia:AnEnablerforGovernance”talksaboutaconceptual
businessmodelforgovernance.Thismodelmainlyconcentratestheneedforinteractionwithcitizensin
acountrythroughsocialmediachannelsbygovernments.Hesuggeststhatagovernmentshouldcreate
anexclusivesocialmediachannelforcitizen’sarticulationoftheirinterestsandexplanations.Hefeels
thatitwouldbebetterthatthegovernmentindicatestheirtentativeplansandpoliciespertainingtosuch
asdeforestationofforestspreservingwildanimals,useofpesticides,disposalofwastematerialsand
otherrelatedissuesonthesocialmediachannelscreatedexclusivelyfortheircitizens.Thenonlyitwill
bepossibleforthecitizenstotakethepartinthediscussionandexpresstheirviewsontheproposed
policesofthegovernment.Theirviewswillfacilitatetoframeproperpoliciesbyagovernment.The
authormentionsthediscussionofprofessionalsintheirsocialmediachannelswithregardtotherainand
floodsinChennai(India).Thesediscussionsprovidetheirprofessionalviewsofthedisastermanage-
ment.TheauthornarratesthatseveralhelpgroupsinChennaiusedtheonlinemedia,asitwastheonly
virtualcommunicationroomtogetintouchwithemergencynumbersofambulanceduringthedisaster.
Theconstantstreamofwhatsappforwardsandothersocialmediachannelsextendedhelptothepeople
stuckinthefloodaffectedareas.

N.RagavendraRaoinhischapter“SocialMedia:AnEnablerinDevelopingBusinessModelsfor
Enterprises”observestheexistingwaysofdoingbusinessareconstantlychanging.Opportunitiesinthe
inthepresentglobalmarketsaretobeexploitedatarapidpace.Everybusinessenterprisehasunique
challengestofaceinitssector.Itishightimebusinessenterprisestakeadvantagesofmakinguseof
socialmediafortheirbusiness.Hefeelsthatdatafromsocialmediafacilitatesenterprisesindeveloping
conceptualbusinessmodelsfortheirproductsandservices.Conceptualbusinessmodelsarenothingbut
identifyingtherelevantconceptsininformationandcommunicationtechnologymakinguseofthemwith
thedatafromsocialmediaindevelopingbusinessmodelsappropriatetotheirbusinessactivities.He
discussesthreecaseillustrationsinthesectorssuchasautomobiles,textilesandmanagementconsultancy
firms.Dataandinformationgeneratedintheirsocialmediachannelsfromtheinteractionswiththeir
customersandprospectivecustomersfacilitatethemtodevelopbusinessmodelsfortheirorganizations.
Theauthorindicatessocialmediachannelscancreateanefficientframeworktoleverageinbusiness.
Furtherheobservesthattechnologydoesnotdrivechangeanditonlyenableschangeinenterprises.

ShalinHai-Jewinthechapter“EmployingtheSentimentAnalysisToolinNVivo11PlusonSocial
MediaData:EightInitialCaseTypes”saysthatsentimentanalysiscanbeusedtoassesspeople’sfeel-
ings,attitudesandbeliefsrangingfrompositivetonegativeonavarietyofphenomenafromthedatain
socialmedia.TheauthorexplainsthatseveralnewautocodingfeaturesinNVivo11plustoolfacilitateto
carryoutsentimentanalysisandextractionofthemesfromthetextdatasets.Theauthortalksaboutthe
researchapproachinusingNVivo11toolforsentimentanalysiswiththesocialmediadata.Theauthor
explainsabouteightscenariosinwhichthesetoolshavebeenappliedtosocialmediadata.

Thesentimentanalysistoolenablesaskingquestionsaboutvarioustypesofsocialmediadata.The
authorexplainsfromtheeighttypesoftargetedsocialmedia.Theyare(1)profilingthepersonalities
ofegosentitiesthroughrelatedsocialmediaaccount,(2)describingthepersonalitiesofgroupswith
interactingmembers(inegoneighborhoods,adhocnetworks,editinggroups,andothers)throughnet-
workanalysisandthensentimentanalysis,(3)exploringmetadata(folksonomicrelatedtagnetworks
andarticlenetworks)tosurfacelatentpublicconceptualizations,(4)examiningtrendingpublicissues
throughsociallyshareddataanddiscoursesets,(5)delvingintopublicconceptsthroughsociallyshared
dataanddiscoursesets,(6)observingpubliceventsthroughsociallyshareddataanddiscoursesets,(7)
analyzingbroadscalebrandreputationthroughsociallyshareddataanddiscoursesets,and(8)inspecting
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variousindividualtextsandtextcorpusesforemergentinsights.Theauthorclearlyexplainstheoutcome
oftheabovetypesoftargetedsocialmediabyusingthetoolNVivo11Plusforthesentimentalanalysis.

ShalinHai-Jewinthechapter“CapturingtheGist(s)ofImageSetsAssociatedwithChineseCities
throughRelatedTagsNetworksonFlickr(R)”talksabouttherelatedtagsnetworkscanbeextractedfrom
Flickr(R)andusedfor‘GIST’andotheranalysis’s.Thesoftwaretoolsusedindataextractionsandcreation
ofvariousgraphsvisualizationareOpenSourceNetworkOverView,DiscoveryandExplorationfor
Excel(NodeXL).TheseareavailableonMicrosoft’sCodePlexplatform.Theauthorintroducedrelated
tagsnetworksandfocusedonaselectlistofcitiesinmodernChinaasseedingterms.Thesenetworks
havebeenextractedfromFlickr(R)atIdegree,1.5degreeand2degrees,usingNodeXL.Thisresearch
workexploresacaseoftheusemetadataforinformationvalue,basedonalimitedusecase.Theauthor
feelstheresearchvalueofexploringrelatednetworksisonlyjustbeginning.Itneedstobeexploredby
furtherresearch.Theauthorfeelsnotmuchresearchisdoneinthisarea.Theauthor’sresearchworkwill
bethebaseforfurtherresearchinthisarea.

ShalinHai-Jewin thechapter“RealTimeSentimentAnalysisofMicroBlogMessageswith the
Maltego‘TweetAnalyzer’Machine”saystwitterisoneoftheforemostmicrobloggingsites.Theauthor
alsoindicatestwitterhasbeenafavoritewiththedataminingresearchersandgeneralpublic.Twitterhas
enabledtohaveaccessofhistoricaldata,realtimedataanddynamicdatawithitsapplicationprogram-
minginterfacesinthemicrobloggingsites.TheauthorobservesthatMaltegoisanopenaccesstool
withacommunityversion.Thereisaproprietarycommercialversionavailablebysubscription.Thistool
ismoreusefulinmicrobloggingsitesenvironment.Theauthortalksaboutengagingpublicopinionof
eventsandsocioculturalphenomenathroughdynamictweetextractionsandsentimentanalysis.Further
theauthorexplainsMaltegotweetanalyzerfacilitatestheprocessofextractionandanalysis.Theauthor
hasdoneanextensiveresearchonthedatainmicrobloggingsitesbyusingtheabovetool.Theauthor
observesthetoolMaltegoChlorineTweetAnalyzerprovidessomeprettycapabilities.

ShalinHai-Jewinthechapter“ExploringPublicPerceptionsofNativeBornAmericanEmigration
AbroadandRenunciationofAmericanCitizenship throughSocialMedia” talksabout the issuesof
AmericanemigrationandtherenunciationofUScitizenship.Theauthorusedthesoftwaretoolssuch
asNetworkOverview,DiscoveryandExplorationforExcel(NodeXL),NVivoandMaltegoCarbonon
thesocialmediasitesforunderstandingthepublicmindsetsaboutthissocialphenomenon.Thesocial
mediaplatformsselectedforusingtheabovetoolsareWikipedia,YouTube,Twitter,andFlickr.

Theauthorexplores the relativelyuncommonphenomenaofAmericanexpatriationand the rare
extremecasesofcitizenshiprenunciation.Theauthorhasconsideredthesamplingfromanopenand
crowdsourcedencyclopedia.Thesourcesforsamplingarefrommassivecollectionofvideosonvideo
contentsharingsites,microbloggingsitesanddigitalimagesandvideosharingsites.Thetypesofdata
extractionsarearticlenetworksonWikipedia,videonetworksonyoutube,#hashtaggedconversations
ontwitter.Theauthorobservesthattheapplicationofarangeoftechniquesthatcouldbeappliedto
socialmediadataforexploringsomethingofthepublicmind(thebroadconscious,subconscious,and
unconsciousmind)onatopicbasedoncollectiveelectronicspaces.Theauthorfeelstheseapproaches
arequiterudimentary.Furthertheauthorindicatesthatthepotentialforresearchinthisareaisenormous.

ShalinHai-Jewinthechapter“FindingAutomated(Bot,Sensor)orSemi-Automated(Cyborg)So-
cialMediaAccountsUsingNetworkAnalysisandNodeXL”observesthatonanumberofsocialmedia
platformstoday,thereareaccountsthataremasksforalgorithmicactors.Theyarerobotsandsensors,
aswellascyborgs.Cyborgsrepresenthumanassistedrobotsorrobotassistedhumans.Theauthorcon-
sidersthreehypothesesfortheresearch.Firsthypothesisisinrespectofpurelyautomatedsocialmedia
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accountsthatwillhavealotoflessdiversityandheterophilyintheirnetworksthannon-automated(hu-
man)networks.Thesecondhypothesisisthedegreeofthenodesinautomatedsocialmediaaccount’s
networkthathasonedominantaccountandalotofotherfolloweraccounts.Thethirdhypothesisis
cyborginsocialmediaplatformsarepopularlyreferredtoasbotassistedhumansorhumansassisted
bots.Theauthorexplainstheresultsoftheresearchinrespectofthethreehypothesesmentionedabove.

IMPACT OF THIS BOOK

SocialMediaisgrowingatrapidpace.Nowithasbecomeanecessityforenterprisesneedtoincorporate
theconceptofsocialmediaintheirfunctionalareasoftheirbusiness.Thisbookmainlyfocusesonthe
variousaspectssocialmediaforbusinessapplications.Furtherthisbookhighlightstheimportanceof
datainsocialmediasitesforbusinessandresearchwork.

N. Raghavendra Rao 
FINAIT Consultancy Services, India
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