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Academics:

I. Qualification:

e PhD in Marketing (IIEST Shibpur, West Bengal, 2009)
e Master of Business Administration (Utkal University, 2001)
e Bachelor of Science (Economics Honours) (University of Calcutta, 1999)

2. Awards:
® Received Best Paper in the “Retailing and Distribution” track in ANZMAC 2019 for the paper “Retailer
Selection Compulsion in the Subsistence Markets”.

® Received Best Paper in SEEDS 2025, Jaipuria Institute of Management,Noida, India, Middlesex
University, Dubai, and Prince of Songkla University, Thailand.

® Received National Merit Scholarship from the West Bengal Board of Secondary Education.

® Awarded Municipal Merit Award for scoring highest marks (Humanities) in Serampore, Hooghly in

Higher Secondary Examination.

Teaching Experience :

I. Years of Teaching:
24 years of total teaching experience in several premier institutions (including the Indian Institute of Technology
Kharagpur, Indian Institute of Management Indore, Indian Institute of Social Welfare and Business Management,
Kolkata, and Indian Institute of Engineering, Science and Technology, Shibpur), out of which 4 years in the

Associate Professor Level.

2. Courses Conducted: Marketing Management-II, Consumer Behavior, Marketing Research, Rural Marketing,
Integrated Marketing Communications, Marketing Breadth-course for B.Tech. Students, Marketing to Bottom
of the Pyramid
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3. NPTEL course taught: Consumer Behavior (10* Re-run)
4. PHD Guidance: Completed:7, Ongoing : 5
5. Achievements in Research and Teaching:

. Achieved Best Paper in the Track for the paper titled "Retailer Selection Compulsion in the Subsistence
Markets" at the Australia and New Zealand Marketing Academy Conference (ANZMAC) 2019 held in
Wellington, New Zealand from 2nd to 4th December 2019. This is a listed best conference in IIT
Kharagpur.

° Achieved best student feedback in Spring 2019, 2018, 2016, 2015 for Marketing Management IT in IIT
Kharagpur.

° Floated a new elective course titled, “Digital Marketing” for MBA students in VGSOM., IIT Kharagpur.

° Floated two new elective courses titled “Marketing to the Bottom of the Pyramid” and “Research on
Marketing to the Subsistence Consumers” for Post Graduate and doctoral programs, respectively, in IIM
Indore in 2011.

6. Editorial Board Member
I. SAGE Handbook of Political Marketing, London: Sage
2. Australasian Marketing Journal (Sage): ABDC A rated journal
3. International Journal of Consumer Studies (Wiley): ABDC A rated journal
4. Tourism Recreation Research (Taylor and Francis): ABDC A rated journal (2017-2022)
7. Invited Faculty/Guest Speaker/ Thesis Evaluation
° Evaluated doctoral thesis for RMIT University, Melbourne, Australia, VIT Vellore, Lovely
Professional University.
e Invited Faculty for Royal University Bhutan, Geadu College of Business Studies, (Course taught:
Consumer Behavior) during May, 2014.
e  Visiting Faculty for Xavier Institute of Management, Bhubaneswar, T.A. Pai Institute of Management
(TAPMI), Manipal, IMI Kolkata etc.
®  Delivered a lecture on “Survey Questionnaire designing” in “Workshop on dimensions of quality of
higher education and allied quantitative techniques”, held from 26th to 28th November, 2015 at the
Department of Statistics, Assam University, Silchar, in collaboration with the Indian Statistical Institute,
Calcutta.
Research Experience:
I. Sponsotred Projects / Consultancies:
S. Role Project / Organization / Funding Duration Key
No. Assignment Collaboration Responsibility
Title
1 Co-Principal | Assam Skill Asian 32,11,69,200 | Aug 1, Marketing
Investigator | University (ASU) | Development 2023 — programs and
(Co-PI) Management and | Bank (ADB) in Aug 31, enhancing
Operating System | association with 2027 community
Development KPMG outreach
(SUAO)
2 Programme | Executive Post- A collaborative Minimum August Designing,

Director Graduate program by Guarantee for | 2026 directing, and

Certificate in AI- | Futurense and T onwards, teaching for this
Powered ITT Kharagpur Kharagpur is | multiple coutse.
Marketing and (through the Z40 Lakh per | batches

Martech, a Continuing iteration

faculty-led online




educational Education Duration:
programme Program). 8 months
per
iteration
4 Project A Study on the ICSSR Z8,00,000 From Mar | Led project on
Director Voting Decision | (IMPRESS 11,2019 voting decision-
Making at the Scheme) (sanction | making at BOP
Base of the date)
Pyramid
5 Principal Triggers of ISIRD-SRIC, IIT | %5,91,000 Jan 15, Investigated
Investigator | Positive Kharagpur 2016 drivers of
Electronic Word (sanction | positive
of Mouth date) electronic word
(eWOM) of mouth
6 Research Assessment of Indian Statistical 2013 — Contributed to a
Team Technical Institute, Calcutta 2014 collaborative
Member Parameters for & Assam higher education
Improvement of | University performance
Higher Education study
Performance of
Provincialized
Colleges of
Assam University
2. PhD. Guidance: Completed: 6, Ongoing: 5 (Single: 4, Joint: I)
3. Publications: (Detailed list enclosed at the end)
Publication Type Total | International | National | ABDC- A | ABDC-B | ABDC- C
Journal Articles 77 55 18 27 16 12
Books 1
Book Chapters 2 2 0
Conference Papers 52 31 21
Best International | 31 31 0
conferences
(ANZMAC, AMA)
Case Studies 3 2 1
Case Analysis 2 2 0

4, Session Chair in Conference and Seminars:

o Session Chair for the Track Maaomarketing & Public Policy in ANZMAC 2015 held in Sydney,
Australia, in November 2015, from November 30 to December 2, 2015.

e Session Chair in the Second International Marketing Conference (MARCON 2014) at IIM Calcutta;
December 19 & 20, 2014.

e Session Chair for a track in LCBR European Marketing Conference in Munich, Germany during 9-10*
August, 2012

e Session Chair in a marketing Track in the CERE conference in IIM Indore during 10-13"* May, 2012

e Track Chair in the 2 International Case Conference organized by IMT Nagpur on Marketing on
November 4, 2011

e Session chair in Consumer Behavior-II (Ref: T103) track in the First International Marketing
Conference (MARCON 2010) at IIM Calcutta; December 27 & 29, 2010.

S. Ad-Hoc Reviewer:




Reviewed papers for Journal of Business Research, European Journal of Marketing, Marketing Intelligence
and Planning, Tourism Recreation Research, Journal of Indian Business Research, International Journal of
Pharmaceutical and Healthcare Marketing, Total Quality Management and Business Excellence; International
Journal of Retail & Distribution Management, International Journal of Business in Emerging Markets,
Emerald Emerging Markets and Case Studies. (Emerald pushing), IIM Kozhikode Society and Management
Review

Reviewed papers for the 2017 Summer AMA Conference to be organized by the American Marketing
Association in San Francisco, California, USA, during 4-6 August, 2017; 2017, 2019, 2020, 2022
ANZMAC Conferences.

Reviewed papers for 4" CERE in IIM Indore during 10-13th May, 2012, and Sth IIMA Conference on
Marketing in Emerging Economies to be organized by IIM Ahmedabad during 9-11* January, 2013.

Workshops/ MDPs/ Consultancy/ Continuing Education Programmes Conducted:

Year Programme Role | Client / | Revenue R
Institution Lakhs)
2024 Digital Marketing: Tools & Techniques (Advanced | PI Ministry of | 10
MDP) MSME
2023 HR Management for MSME Co- MSME 10
PI
2023 Marketing Management for MSME Co- MSME 10
PI

Other Executive Education & Professional Contributions
e MBDP Leadership / Coordination:

o Principal Coordinator: Digital Marketing Certification (II'T Kharagpur, 2020)
o Principal Coordinator: Managing Services in Insurance Sector (LIC, 2016)

Training & Workshops:

o Digital Marketing trainings and masterdlasses (AI4ICPS, IIT Kharagpur)
o Corporate training: Tata Metaliks (Consumer Value Proposition)
o ODOP Programme: Training Patachitra artisans (II'T Kharagpur)
o Digital Marketing Workshop (II'T Kharagpur Extension Centre, Kolkata)

Executive Teaching (Multiple Programmes):

o IIM Indore (Brand Management, Marketing Strategy, BOP, Defence programmes )
o Executive programmes for SBI, RBI, Indian Oil, Statistical Service Officers

Public Sector & Social Training:

o AIIH&PH, IISWBM, PGDPHM programmes
o ESI Corporation (CRM training across multiple phases)
o India Post, Science Museums, SHGs, GI branding initiatives

Academic / Industry Service:

o ]udge: ONGC Business Case Competition (2015-2017)

Contribution to Student Activities, Administration, and Institute Services

Student Activities:

I.  Faculty Coordinator —Purvodaya-2016 [the Annual B-School Fest of VGSOM]

2. Guiding summer internship projects and Applied Management Research Projects for the students of

VGSOM.




Administrative Activities:

e Faculty Advisor-PGDBA

e Faculty coordinator-PGDBA projects

e Faculty coordinator- EMBA projects

e Area Chairperson- Marketing (2019-2022, 2025 onward)
e Member- MBA Ex faculty coordinators group

e Ex-Chairperson - MBA Admissions, 2023-25 batch [a jump of student count to 144+4 international
students |

e Ex-Faculty Co- Coordinator- Ranking

e Ex-Faculty advisor- MBA in 2017

e Ex-Faculty Coordinator- Seminars (2015-2018)

e Panelist in MBA and EMBA admissions

e Part of Std. 4 team (AACSB accreditation; Curriculum Revision)

Institute Setvices:
e Ex-Assistant Warden (Sister Nivedita Hall)

e Convocation 2025, sub-committee member

o Performed duties of Institute Representative in GATE/JAM 2016, 2017, JEE (Advanced).

The above statements are true to the best of my knowledge and belief.

Date: 28.11.2022 Srabanti Mukherjee




Complete List of Publications

Books

1. Mukherjee S. (2012); Consumer Behaviour. New Delhi: Cengage. The second edition of the book is in
progress.

Book Chapters

1. Sengupta, S., & Mukherjee, S. (2025). Political marketing at the bottom of the pyramid: Shreds of evidence
from India. In P. Baines, P. Harris, D. Hejlova, & C. Panagopoulos (Eds.), The SAGE Handbook of Political
Marketing (pp. 315-326). London: SAGE.

2. Mukbherjee, S. (2005). SEWA: A role model for community-based health insurance in India. In Insurance
Theory and Practice (1st ed.). New Delhi: Prentice Hall India.

List of publications in refereed journals: 77 (International: 55 of which ABDC A: 26, ABDC B: 16)

ABDC A-rated journals (27)

1. Choudhary, V. & Mukherjee, S. (2026, Accepted). What drives tourists to rural
destinations? Investigating the role of perceived value in building travel intention, Tourism Recreation
Research. https://doi.org/10.1080/02508281.2026.2660278

2. Ranjan, A. & Mukherjee, S. (2026, Accepted). What Explains Continuance in Blended Learning?
Unpacking Cognitive Dissonance and Post-Adoption Mediating Pathways. Journal of Service
Marketing. Vol. ahead-of-print No. ahead-of-print. https://doi.org/10.1108/JSM-06-2025-0423

3. Sutar, J. & Mukherjee, S. (2026). BOP’s dilemma: Is jugaad an innovation or an invisible burden?
Journal of Consumer Marketing. https://doi.org/10.1108/JCM-07-2025-8049

4. Mukherjee, S., & Datta, B. (2025). Counterfeit conundrum: Insights into bottom of the pyramid

consumer behavior in India. Journal of  Retailing and  Consumer  Services, 82,
https://doi.org/10.1016/].jretconser.2024.104114.

5. Choudhary, V., Datta, B., & Mukherjee, S. (2025). Emerging Rural Destinations: Multimethod
Approach to Decode What Drives Consumer Behavior. Tourism Analysis, 30(4), 443-470.

6. Choudhary, V., Bag, T., & Mukherjee, S. (2025). Promotion of rural tourism through virtual reality: the
impact of content richness on consumer’s perceived value and behavioral intention. Journal of Travel &
Tourism Marketing, 42(5), 665—-692.

7. Choudhury, V., Datta, B. & Mukherjee, S. (2025). Rural Tourism: A hybrid review and future research
agenda, International Journal of Consumer Studies, 49(1). https://doi.org/10.1111/ijcs.70006

8. Mukherjee, S., Datta, B., & Singh, R. (2023). Voting decision-making of low-income consumers:
Literature review and research agenda. International Journal of Consumer Studies, 47(6), 2245-2269.

9. Srivastava, A., Mukherjee, S., & Jebarajakirthy, C. (2023). Triggers of aspirational consumption at the
base of the pyramid: a qualitative inquiry from Indian context. Journal of Strategic Marketing, 31(1),
154-184.
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15.

16.
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18.

19.

20.

21.

22.

23.

24.

25.

Mukherjee, S., Srivastava, A., Datta, B., & Sengupta, S. (2022). Impact of political marketing strategies
on the BOP voters in India. Marketing Intelligence & Planning, 40(8), 994-1009.

Srivastava, A., Mukherjee, S., Datta, B., & Bag, T. (2025). Conspicuous consumption at the Indian
BOP: a boon or bane? Journal of Consumer Marketing, 42(2), 146-158.

Pandey D., Mukherjee, S., Das, G., & Zhang, J. (2022), Improving Welfare of BOP consumers Using
Mobile Technology Services. Journal of Services Marketing, 36(2), 232-244.

Sreen, N., Mukherjee, S., Jebarajakirthy, C., Kumar, S., & Sharma, H. (2024). Role of personal values
on revisiting green hotels: A hierarchical value map approach. Tourism Recreation Research, 49(4), 854-
874.

Chatterjee, S., Mukherjee, S. and Datta, B. (2021), Influence of prior reviews about a firm and its
alliance partners on reviewers' feedback: evidence from the airline industry, Journal of Service Theory
and Practice, 31(3), 423-449.

Mukherjee, S., & Chatterjee, S. (2021). Webrooming and showrooming: a multi-stage consumer
decision process. Marketing Intelligence & Planning. 39(5), 649-669.

Mukherjee, S., Datta, B., & Paul, J. (2020). The phenomenon of purchasing second-hand products by
the BOP consumers. Journal of  Retailing and Consumer Services, 57(Nov),
https://doi.org/10.1016/j.jretconser.2020.102189.

Roy, G., Datta, B., Mukherjee, S., & Basu, R. (2021). Effect of eWOM stimuli and eWOM response on
perceived service quality and online recommendation. Tourism Recreation Research, 46(4), 457-472.

Vishwakarma, P., Mukherjee, S., & Datta, B. (2020). Travelers’ intention to adopt virtual reality: A
consumer value perspective. Journal of Destination Marketing & Management, 17(September),
https://doi.org/10.1016/j.jdmm.2020.100456.

Srivastava A., Mukherjee, S., & Jebarajakirthy C. (2020); Aspirational consumption at the bottom of
pyramid: A review of literature and future research directions. Journal of Business Research, 110
(March), 246-259.

Mukherjee, S., Jebarajakirthy, C., & Datta, B. (2020). Retailer selection compulsion in the subsistence
markets. Journal of Retailing and Consumer Services, 52 (January),
https://doi.org/10.1016/j.jretconser.2019.101904.

Vishwakarma, P., & Mukherjee, S. (2019). Forty-three years journey of Tourism Recreation Research:
a bibliometric analysis. Tourism recreation research, 44(4), 403-418.

Vishwakarma, P., Mukherjee, S., & Datta, B. (2020). Antecedents of adoption of virtual reality in
experiencing destination: A study on the Indian consumers. Tourism Recreation Research, 45(1), 42-56.

Vishwakarma, P., Mukherijee, S., & Datta, B. (2020). Impact of cashback usage restriction exemption
on travel booking: a goal-directed approach. Tourism Recreation Research, 45(2), 218-230.

Amed, S., Mukherjee, S., Das, P., & Datta, B. (2019). Triggers of positive eWOM: exploration with
web analytics. Marketing Intelligence & Planning. 37(4),433-450.

Sijoria, C., Mukherjee, S., & Datta, B. (2018). Impact of the antecedents of eWOM on
CBBE. Marketing Intelligence & Planning. 36, (5), 528-542.
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26. Sijoria, C., Mukherjee, S., & Datta, B. (2019). Impact of the Antecedents of Electronic Word of Mouth

on Consumer Based Brand Equity: A Study on Hotel Industry. Journal of Hospitality Marketing and
Management. 28 (1), 1-27.

27. Choudhury, N., Mukherjee, S., & Datta, B. (2019). Constrained purchase decision-making process at

the base of the pyramid. Journal of Consumer Marketing, 36(1), 178-188.

ABDC B-rated journals (16)

28.

29.

30.

31.

32

33.

34.

35.

36.

37.

38.

Vishwakarma, P., Mukherjee, S., & Datta, B. (2026, Accepted). Understanding Value-based Adoption
of Virtual Reality (VR): The Role of Content, Regret, and Task-Technology Fit. Journal of Global
Marketing

Ranjan, A. & Mukherjee, S. (2026, Accepted). Unveiling the Dark Side of Technology Adoption:
Discontinuance Intention Through Negative Expectation and Cognitive Dissonance Theories. Journal of
Marketing Theory and Practice

Choudhary, V., Datta, B., & Mukherjee, S. (2026). Advancing Rural Tourism: A Framework-Based
Review and Empirical Insights. Journal of Quality Assurance in Hospitality & Tourism, 1-49. 1-49.
https://doi.org/10.1080/1528008X.2026.2634768

Ranjan, A. & Mukherjee, S. (2026, Accepted). Exploring the Impact of Cognitive Dissonance on
Consumer Loyalty Towards Online Education Platforms in Emerging Regions. Services Marketing
Quarterly. https://doi.org/10.1080/15332969.2026.2637397

Mukherjee, S., Datta, B., & Baines, P. (2025). Safety in Numbers? Why Indians at the Bottom of the
Pyramid Herd Their Votes and The Policy Implications. Journal of Political Marketing, 1-27.
https://doi.org/10.1080/15377857.2024.2440005

Bose, A., Mukherjee, S., & Roy, R. B. (2025). Understanding Counterfeit Product Choices Among BOP
Consumers: A Dual Analysis Using SEM and fsQCA. Journal of International Consumer Marketing, 1—
18. https://doi.org/10.1080/08961530.2025.2533929

Bose, A., Mukherjee, S., & Roy, R. B. (2025). Counterfeit-induced cognitive dissonance in BOP
consumers: a two-stage SEM-ANN prognostic approach. Journal of Marketing Theory and Practice, 1—
23. https://doi.org/10.1080/10696679.2025.2550680

Pandey, D., & Mukherjee, S. (2026). Can Multi-Sensory Affordance Mitigate the Shortcomings of
Metaverse offerings?. Journal of Marketing Theory and Practice, 34(1), 55-87.

Roy, G., Datta, B., Mukherjee, S., & Paul, I. (2025). Effect of rich electronic word of mouth (eWOM) to
predict online purchase intention in Indian context using the cognitive theory of multimedia learning and
SEM-FSQCA. International Journal of Human—Computer Interaction, 41(5), 3270-3284.

Roy, G., Datta, B., Mukherjee, S., Eckert, A. & Dixit, S (2023). How online travel reviews sources affect
travelers’ behavioral intentions? Analysis with source credibility theory, Tourism Planning and
Development, 21(3), 299-329.

Sengupta, S., Mukherjee, S., Dattab, B., & Srivastava, A. (2023). Winning BOP consumers’ vote using
effective political marketing communications within their social networks. Journal of Marketing
Communications, 29(8), 882-907.
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39.

40.

41.

42.

43.

Guha Roy, D., Bhattacharya, S., & Mukherjee, S. (2023). Medical tourism brand equity in emerging
markets: scale development and empirical validation. International Journal of Emerging Markets, 18(11),
5172-5194.

Roy, G., Datta, B., Mukherjee, S., & Shrivastava, A. K. (2023). Systematic review of eWOM literature
in emerging economy using ACI framework. International Journal of Emerging Markets, 18(11), 5195-
5216.

Sengupta, S., Mukherjee, S., & Jebarajakirthy, C. (2023). Voting decision-making at the bottom of the
pyramid-A phenomenological approach. Journal of Political Marketing, 22(1), 34-66.

Shankar, A., Datta, B., Jebarajakirthy, C., & Mukherjee, S. (2020). Exploring Mobile Banking Service
Quality: A Qualitative Approach. Services Marketing Quarterly, 41(2), 182-204.

Roy, G., Datta, B., & Mukherjee, S. (2019). Role of electronic word-of-mouth content and valence in
influencing online purchase behaviour. Journal of Marketing Communications, 25(6), 661-684.

ABDC-C or equivalent

44. Vishwakarma, P., Mukherjee, S., Datta, B., & Sijoria, C. (2023). Understanding the Adoption of

Traditional (2D) and Virtual Reality (3D) Online Grocery Store in India:An Exploratory Study. Global
Business Review, 0(0).
https://doi.org/10.1177/09721509231202002

45. Roy, D. G., Battacharya, S., & Mukherjee, S. (2018). Qualitative explorations into customer based brand

equity (CBBE) for medical tourism in India. The Qualitative Report, 23(10), 2422-2452.

46. Roy, D. G., Mukherjee, S., & Bhattacharya, S. (2018). Empirical research on CBBE scale for medical

tourism. International Journal of Pharmaceutical and Healthcare Marketing. 12(3), 348-370.

47. Choudhury, N., Mukherjee, S., & Datta, B. (2018). Consumer Decision-making at the Base of the

48.

Pyramid: Synthesis of Literature and an Integrative Framework. The Marketing Review, 18(3), 270-306.

Mukherjee, S., Adhikari, A., & Datta, B. (2018). Quality of tourism destination—-a scale
development. Journal of Indian Business Research. 10(1), 70-100.

49. Adhikari, A., & Mukherjee, S. (2019). The New Amby: The Second Debut. Asian Case Research

Journal, 23 (1), 39-63.

50. Sijoria, C., Mukherjee, S., & Sengupta, S. (2017). What makes eWOM viral?. International Journal of

51.

Internet Marketing and Advertising, 11(4), 287-306.

Koley, S., Datta, B. Mukherjee, S. (2016); Reducing Dwell Time Related to Clearing and Forwarding
of Export and Import Goods at Kolkata Sea and Air Ports. Foreign Trade Review, 51(4). 1-30.

52. Das, P., Mukherjee, S., & Roy, S. D. (2016). Assessment of quality of higher education in hostile

53.

environment: an analysis on provincialised colleges under Assam University Silchar. Quality in HigHer
education, 22(1), 36-48.

Das, P., & Mukherjee, S. (2017). Improvement in higher education quality of the North-East University
of India. Total Quality Management & Business Excellence, 28(7-8), 765-781.
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54.

55.

56.

57.

58.

59.

Das, G., & Mukherjee, S. (2016). A measure of medical tourism destination brand equity. International
Journal of Pharmaceutical and Healthcare Marketing., 10(1), 104-128.

Das, P., & Mukherjee, S. (2017). Designing a fuzzy approach for modelling the performance evaluation
of education service providers. International Journal of Services and Operations Management, 26(1),
49-67.

Datta, B., & Mukherjee, S. (2017). Ethical dimension of customer-based brand equity. International
Journal of Business Excellence, 13(1), 91-111.

Mukherjee, S., & Pal, D. (2014). Implications of transaction cost on the consumer choice heuristics: a
grounded theory analysis at the Indian bottom of the pyramid. International Journal of Business and
Emerging Markets, 6(4), 298-315.

Mukherjee, S., & Das, P. (2014). Criteria for customer agglomeration for a new footwear retail: a case
study of a regional footwear brand in India. International Journal of Business Excellence, 7(5), 626-645.

Mukherjee, S. (2010). A study on effectiveness of NRHM in terms of reach and social marketing
initiatives in rural India. European Journal of Scientific Research, 42(4), 573-593.

National Publications

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

Koley, S., Datta, B., & Mukherjee, S. (2016). Reducing dwell time related to clearing and forwarding
of export and import goods at Kolkata sea and air ports. Foreign Trade Review, 51(4), 1-30.

Mukherjee, S., & Sharma, A. (2011). Boosting market share of DTH in North Bengal: A case study of
Global Sky Limited. Journal of Emerging Technologies and Business Management, 2(1), 13-25.

Mukherjee, S., & Purkayastha, P. (2011). A planned model for a sustainable self-help group: An
analytical hierarchical process approach. Vilakshan: The XIMB Journal of Management, 8(1), 1-15.

Mukherjee, S. (2010). Initial marketing design to enter in the pickle business: A case study on an
aspiring women group in Hooghly district. The ICFAI Journal of Management Research, 9(1), 64-77.

Mukherjee, S., Bandopadhyay, N. R., & Bhattacharya, B. K. (2007). Reasons for non-utilization of
institutional healthcare services in rural West Bengal: A perspective. Decision, 34(2), 1-20.

Mukherjee, S. (2007). Targeting the kids through advertising: A chat in the office bus. PR
Communication Age, 10(5), 1-6.

Mukherjee, S. (2007). Women’s access to healthcare in rural West Bengal: A study on the below poverty
line segment. Vision: The Journal of Management and Allied Sciences, 3(2), 1-15.

Mukherjee, S., & Chakraborty, K. (2006). Community-based hospital: An alternative healthcare
arrangement for the rural poor in West Bengal. The ICFAI Journal of Public Administration, 2(2), 1-18.

Mukherjee, S. (2006). Media culture and branding in Japan. PR Communication Age, 9(1), 1-6.

Mukherjee, S. (2006). Health insurance distribution for the poor in West Bengal: Existing challenges
and possible solutions. The ICFAI Journal of Management Research, 5(9), 1-15.

Mukherjee, S. (2006). A study on agribusiness supply chains and the intervention of e-commerce in
Indian agribusiness. The ICFAI Journal of Supply Chain Management, 5(9), 1-14.

Mukherjee, S. (2005). Impediments of marketing financial products in rural India. Vision: The Journal
of Management and Allied Sciences, 1(1), 1-12.




72. Mukherjee, S. (2005). Health for all through Panchayat in West Bengal: A perspective. Insurance
Chronicle, 5(6), 1-10.

73. Mukherjee, S. (2005). Reasons for low penetration of health insurance in India: With special reference
to Kolkata. Insurance Chronicle, 5(7), 1-12.

74. Mukherjee, S. (2005). Role of advertising in consumer decision-making process: With special reference
to FMCGs. Vision: The Journal of Management and Allied Sciences, 1(3), 1-15.

75. Mukherjee, S. (2004). SEWA: A pathfinder in community-based health insurance in India. PR
Communication Age, 7(9), 1-8.

76. Mukherjee, S. (2004). The changing profile of rural consumers in India. PR Communication Age, 7(8),
1-8.
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