701 E. Chocolate Avenue, Suite 200, Hershey PA 17033-1240, USA
Tel: 717/533-8845; Fax 717/533-8661; URL-http://www.idea-group.com

: | DEA GROUP PUBLISHING 1 TB11200

This chapter appears in the book, Contemporary Research in E-Marketing, Volume 2
edited by Sandeep Krishnamurthy. © 2005, Idea Group Inc.

Chapter I11

Job Search at

Naukri.com:

Case Study of a Successful
Dot-Com Venture in India

Sanjeev Swami, Indian Institute of Technology, Kanpur, India’

Abstract

This chapter presents the case study of a successful dot-com venture in
India, Naukri.com, in the job search market. We begin by providing an
overview of job search methods in both general and the specific Indian
contexts. The advent and growth of the e-recruitment market is also
discussed. We then provide background information for Naukri.com by
focusing on its business model, growth, organizational structure and
human resource management. The product/service offerings of Naukri.com
for recruiters and job-seekers are discussed next. We then provide a
critical analysis of the consumers of the company and its competitors. We
conclude by assessing Naukri.com’s marketing strategy during initial
(1997-2000) and recent (2001-2004) time periods.
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Introduction

Until 1997, job seekers in India would wait the whole week for the weekly
supplements of various newspapers or sundry employment journals and gazettes
to learn about vacancies and job openings in the industry. Then came the Internet
and threatened to push the days of white envelopes to oblivion. In India, a
forerunner in ushering in the change in the way one looks at job hunting today is
a relatively small, but rapidly growing company, Naukri.com. Today, it is
regarded as one of the most resourceful destinations for job seekers, ranging
from a seasoned professional to a recent graduate. According to the CEO of
Naukri.com, the major challenge that the organization currently faces is the
management of growth. The company had steadily grown from Rs. 40 lacs to Rs.
1 crore to a Rs. 20 crore company in the year 2004. The next year’s target is Rs.
45 crores.> Management of such rapid growth in such a short period of time
requires effective strategies not only to attract talent but also to retain it.
Therefore, in the middle of 2004, the challenges facing Naukri.com involved the
issues related to organizing its e-business and the proper management of its
growth.

Job Search Methods and the
Advent of E-Recruitment

Job Search Methods: General Approaches

Several methods have been recognized as the standard methods of job search in
the United States and other parts of the world (www.bls.gov/oco/0c020042.htm).
A representative list of these methods, along with their comparative description,
is provided below:

1. Personal contacts/Networking: In this method, family, friends, and
acquaintances of the job seeker offer one of the most effective ways to find
a job. They may help the candidate directly or put him/her in touch with
someone else who can. Such networking can lead to information about
specific job openings, many of which may not be publicly posted. Network-
ing, or referrals, has emerged as one of the most productive ways to find
ajob in recent years, and has been loosely defined as follows—When you
let others know that you are looking for a job, and they let someone
else know, and so on.

Copyright © 2006, Idea Group Inc. Copying or distributing in print or electronic forms without written
permission of Idea Group Inc. is prohibited.



28 more pages are available in the full version of this document,
which may be purchased using the "Add to Cart" button on the
publisher's webpage: www.igi-global.com/chapter/job-search-naukri-
com/7092

Related Content

Decision Makers' Mindsets in the Jewelry Capital of America

Jovanna Nathalie Cervantes-Guzman (2019). International Journal of Marketing and Sales
Education (pp. 30-42).
www.irma-international.org/article/decision-makers-mindsets-in-the-jewelry-capital-of-america/253528

Social Media and Online Brand Communities

Madina Ansarinand Wilson Ozuem (2015). Computer-Mediated Marketing Strategies: Social
Media and Online Brand Communities (pp. 1-27).
www.irma-international.org/chapter/social-media-and-online-brand-communities/120275

Relationship Between Factors of Online Marketing and Student Enrollment Decisions in
Higher Education: An Analysis Using Structural Modeling Techniques

Sailaja Bohara, Ashulekha Guptaand Diksha Panwar (2022). International Journal of Online
Marketing (pp. 1-18).
www.irma-international.org/article/relationship-between-factors-of-online-marketing-and-student-enroliment-

decisions-in-higher-education/299395

Branding and Brand Management: Case of Amul

Anupam Sharma (2015). Cases on Branding Strategies and Product Development: Successes
and Pitfalls (pp. 47-78).

www.irma-international.org/chapter/branding-and-brand-management/123415

Applying Personalized Recommendation for Social Network Marketing

Leila Esmaeili, Ramin Nasiriand Behrouz Minaei-Bidgoli (2012). International Journal of Online
Marketing (pp. 50-63).
www.irma-international.org/article/applying-personalized-recommendation-social-network/63012



http://www.igi-global.com/chapter/job-search-naukri-com/7092
http://www.igi-global.com/chapter/job-search-naukri-com/7092
http://www.irma-international.org/article/decision-makers-mindsets-in-the-jewelry-capital-of-america/253528
http://www.irma-international.org/chapter/social-media-and-online-brand-communities/120275
http://www.irma-international.org/article/relationship-between-factors-of-online-marketing-and-student-enrollment-decisions-in-higher-education/299395
http://www.irma-international.org/article/relationship-between-factors-of-online-marketing-and-student-enrollment-decisions-in-higher-education/299395
http://www.irma-international.org/chapter/branding-and-brand-management/123415
http://www.irma-international.org/article/applying-personalized-recommendation-social-network/63012

