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About SASMIRA

The Synthetic & Art Silk Mills Research Association (SASMIRA) a Research Association registered
under The Societies Registration Act XXI of 1860 and Bombay Public Trust Act, 1950 and having its
registered office at Sasmira Marg, Worli, Mumbai 400030, Maharashtra, India, linked to the Ministry
of Textile, Government of India established on 12th January 1950 under Registration No. 2505 of
1949-1950. It is a cooperative venture set up by the man-made textile industry of India after
independence as a multi- functional institute to serve its scientific and technological needs. It is the
Premier Research and Development Organization and Centre of Excellence in Agro-tech with
facilities for demonstration, product development, incubation, testing & certification and training in
textiles.

SASMIRA has multifaceted development activities including R & D, Testing and Technical Services,
Skill Development. The major areas of functioning of SASMIRA are:

Research & Development Testing Services

Technical Services and Consultancy Services to Decentralized Sector
Textile Instrument Development Educational Activities
Publication Knowledge Dissemination
About SICS

“Sasmira Institute of Commerce & Science (SICS)” is an Institute located at Worli, Mumbai. It is
affiliated to University of Mumbai and offering the Undergraduate Courses in Management and
Science. It is an initiative of SASMIRA (The Synthetic & Art Silk Mills' Research Association),
started in Year 2016 to impart quality education in the field of Commerce and Science.

SASMIRA as Parent Body Linked to the Ministry of Textile, Govt. of India was established on 12th
January 1950 under Registration No. 2505 of 1949-1950 granted under Societies Act XXI of 1860 and
IS a cooperative venture set up by the Man-Made Textile industry of India after independence as a
multi-functional institute to serve its scientific and technological needs.

About IARA

Indian Academicians and Researchers Association ( IARA ) is an educational and scientific research
organization of Academicians, Research Scholars and practitioners responsible for sharing information
about research activities, projects, conferences to its members. IARA offers an excellent opportunity
for networking with other members and exchange knowledge. It also takes immense pride in its
services offerings to undergraduate and graduate students. Students are provided opportunities to
develop and clarify their research interests and skills as part of their preparation to become faculty
members and researcher. Visit our website www.iaraedu.com for more details.
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Message from the President

Sasmira’s Institute Commerce & Science (SICS) has always aimed at excellence and in their endeavor
to continue with their motto, they are organizing their first International Conference on “Innovation,
Growth & Sustainability”. A better theme could not have been selected because as a Country we are
growing by leaps and bounds this is because of the Youth of the country who are constantly thinking
out of the box and Innovating.

The two day of the Research Conference will see a lot of Research Scholars, Teachers, Students and
Industry professionals who will come together and share their ideas and finding on the theme. This
will be a very good platform for deliberations and further research. | congratulate the Research team
and would like to see many more such intellectual deliberations at SASMIRA.

Shri. Maganlal H. Doshi
President, SASMIRA
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Sasmira’s Institute of Commerce and Science (SICS) is organizing its first International Conference
which is a Research based event on Innovation, Growth & Sustainability. 1 would like to congratulate
the team at SICS for taking this imitative. Research on the above topics is very relevant and required
to today’s business and social world. If we do not innovate, we do not grow; we do not move ahead
and decline in today’s extremely competitive and scientific world.

I wish the two days of Conference leads to a lot of deliberations and throws up intellectually

stimulating body of information, research and learning for the students and the researchers. | wish the
Research Team all the best.

Shri. Mihir R Mehta
Vice-President, SASMIRA



Message from the Executive Director

SASMIRA has always aimed at providing intellectual platforms for the best quality of education and
research encompassing all the sub domains of industry. SICS (Sasmira’s Institute Commerce &
Science ) is organising its first International Conference. The main objective of which is to provide a
platform to research scholars, faculties, students and Industry professionals to ponder over
Innovations, Growth and Sustainability factors in varied fields.

I am sure there will be a great gathering of intellectuals who will meet for the two days and share a
vast body of knowledge which will give rise to several fruitful discussions and further research.

Dr. U.K. Gangopadhyay
Executive Director, SASMIRA



Message from the Principal
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Sasmira’s Institute of Commerce and Science (SICS), affiliated to University of Mumbai, is a young
institute with a vast body of work. Since our inception in 2016, we have tried to excel in all forms of
intellectual activities be it for the students or faculty. Continuing out tradition, we are organizing our
1% International Conference on “Innovation, Growth & Sustainability”.

India is a young country and Innovation stems from the youth, all innovation must lead to growth and
once growth come in the country should be able to sustain the growth for generations to enjoy.

I am sure that there will be high level of deliberation and panel discussions on the theme, and there
will be learning for all who are part of this Conference. We are pleased that several research scholars,
teachers, students and industry professionals have shown interest in our conference and contributed to
the same.

I am thankful to each of them for taking interest in the conference and helping in our mission of
intellectual development

Dr. Ritu Bhattacharyya
Principal, SICS
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RETAILERS USED VISUAL MERCHANDISING AS A SUSTAINABLE PRACTICE IN THE ORGANISED
RETAIL. A CASE STUDY OF FEW SELECTED ORGANISED RETAIL STORES IN PATNA

Dr. James Hussain
NET-MANFJRF, Department of Applied Economics & Commerce, Patna University, Patna

ABSTRACT

In the Dynamic World, the Sustainable Approach has been Increasing in Various Business Areas. In current
Years, Merchandiser are Using Sustainable Development as a Strategy to Meet the Needs of Organisation while
Protecting Natural Resources through Sustainable Visual Merchandising Practices.

The aim of the Study is to ascertain the Attitude of Consumer Buying Behaviour towards Sustainable Visual
Merchandising Practices. Different Hypotheses Formulated during the Period of Study. The Period of Study is
Six months (From April 2018 to Sep 2018). The Deductive Research Approach & Quantitative Research
Approach used for the study. The Primary Data were collected from different Organised Retail Outlets of
Patna. The Survey of 375 respondents of Different Outlets of the Organized Retail Sector through a
Questionnaire. The Samples of the research Collected through the Simple Random Sampling Technique. For the
Describing & Analysing the Result, used Descriptive & Inferential Statistics to Arrive at Conclusion. The Data
were analysed by Linear Regression Analysis, Centre tendency, Pie charts, Frequency, Standard Deviation,
Graph, Cross Tabulation, Percentage, Correlation to Summarize the Data. The Cronbach’s Alpha Statistics
used for Reliability Test to find out the Internal Consistency of Score. Validity Test is used to Analyse the
Assumption Supported by the Finding or not. The Research Exhibits that Sustainable Visual Merchandising
Practices Influence the Consumer Buying Behaviour.

Keywords: Visual Merchandising, Sustainable Practices, Attitude of Consumer

1. INTRODUCTION

During Current years, Sustainability has gained Significantly Importance in Various Field. Retailers are Facing
lots of challenges for Sustainable Behaviour and Considering their key Role as Gatekeeper. Sustainability deals
with an Organisation must Follow such Business Strategies that meets the requirement of an Organisation and
its Investors while Sustaining, Protecting and Increasing Natural Resources and Human Resources. So that
which can be used by Future Generation. In fast Moving World, Retailers can Survive for a long term by
Adapting the Sustainable Store Design, Eco-friendly Fixture, Recyclable Window Display. Shoppers Expected
Retailers to Change Stores into Eco-Friendly Design and used Recyclable Merchandise. as Shoppers are
Becoming more conscious of Eco-Friendly Design. (Martin .M.Pegler, 2012). These days, Shoppers are
preferring to pay for Eco-friendly products and love to shop in Green Stores.

2. REVIEW OF LITERATURE

There is three Bottom Line mode which has been created for adopting sustainability to the business
environment. (Elkington, 1998), classified three dimensions such as the social, environmental and economic
dimensions. Institute explained that it is an activity that fulfills the needs of an organisation and its stakeholders.
It protects the environment, sustaining and elevate the human and natural resources that can be used in the
future. (International Institute for Sustainable Development, 1992, p. 11). Merchandiser facilitates their
customers to behave more sustainably through understanding specific requirements, considering the market
situation and the wants & desire of their customers. (Wiese et al., 2012b) They defined that through the
sustainable visual merchandising practices, the merchandiser can expect enhanced patronage intention from
environmentally sensitive consumers (Baker, Parasuraman, Grewal, & Voss, 2002). He defined that Eco-
friendly design enhances revenue in the long term (Badding, 2011). Ajzen & Fishbein, 1980 explained that
affluent consumers' loyalty to retailers might be predicted via their intention toward sustainable visual
merchandising practices, attitudes which influence behavioural intentions.

3. PROBLEM OF THE STUDY

The Retailers are Facing Cut-Throat Competition After the Globalization of Market. There are so many
Retailers in Dilemma about Sustainability Because they don't know about Consumer Attitude towards
Sustainable Visual Merchandising Practices. As we know that, there is a Huge Amount of Money and Time
Invested by the Retailers to Attract the Attention of the Consumer. The Aim of the Study is to Find out
Consumer Attitude Towards the Sustainable Visual Merchandising Practices.
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4. GAP IN KNOWLEDGE

The Review of Literature Shows that there are Various Research Papers from the Sustainable Visual
Merchandising Practices Sector in the Different States of India but there is no Research Work done yet on
various Organised Retail Stores of Patna to See the Impact of Sustainable Visual Merchandising Practices on
Consumer Buying Behaviour.

5. OBJECTIVE OF THE STUDY
1. To Find the Role of Visual Merchandising as Sustainable Practices on Consumer buying Behaviour.

2. To Ascertain the Effect of Visual Merchandising as Sustainable Practices on Perspectives of Consumer
Buying Behaviour

6. RESEARCH METHODOLOGY

The Research Design is a Descriptive in nature. The Research Methodology is Designed to Investigate the
Influence of Impact of Sustainable Visual Merchandising Practices on the Attitude of Consumer Buying
Behaviour. The Research Approach is Deductive and Quantitative in Nature. The Primary Data used for the
Study.

6.1 Data Collection and Sampling

In order to Investigate the Sustainable Visual Merchandising Practices on the Attitude of the Consumer within
the age group of 15 years to 60 years and above were selected. The Primary Data were Collected from different
Organised Retail Outlets of Patna through a questionnaire. There are 375 Samples of the Study Which Collected
through Various Organised Outlets of Patna.

6.2 Research Hypotheses
Hi: There is a Significant Relationship between Energy Efficient Light Bulbs & Attitude of Consumer Buying
Behaviour.

H»: Eco-Friendly Fixture has a Significant impact on Attitude of Consumer Buying Behaviour.
Ha: Recyclable Mannequin has a Significant Impact on Attitude of Consumer Buying Behaviour.
Ha: Eco-friendly Window Display has a Significant Impact on Attitude of Consumer Buying Behaviour.

6.3 Variable Framewoke of the Study
How Variable of the Sustainable Visual Merchandising Practices Influences the Attitude of Consumers Buying
Behaviour

Figure-1: Variable Framework of the Study
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SELF - GENERATED
Table-1: Frequencies Statistics of Variable of the Study

Energy Efficient | Eco -Friendly Recyclable Eco-friendly Window
Lighting Fixture Mannequin Display

N Valid 375 375 375 375
Missing 0 0 0 0

Mean 2.95 2.82 3.21 3.31

Median 2.00 2.00 4.00 4.00
Mode 2 2 4 4

Std. Deviation 1.539 1.494 1.481 1.412

From the above table, Frequencies Statistics Table shows that Mean, Median, Mode and Standard Deviation of
each Variable of the Study.

7. RELIABILITY ANALYSIS QUESTIONNAIRE
Table-2: Reliability Test of Study

Variable Variance Alpha value
Energy Efficient Lighting 18.140 0.969
Eco -Friendly Fixture 18.586 0.971
Recyclable Mannequin 18.584 0.968
Eco-friendly Window display 19.409 0.975

From the above table, the reliability test for all four variables was carried out using SPSS22.0. The Cronbach’s
Alpha of the reliability test was 0.969 for Energy Efficient lighting, 0.971 for the Eco -Friendly fixture, 0.968
for Recyclable mannequin and 0.975 for Eco-friendly Window display. It means questionnaire is reliable.

8. HYPOTHESES TESTING (INFERENTIAL STATISTICS)

Hypothesis 1

Ho. There is not a Significant relationship between Energy efficient Light Bulbs & Consumer Buying
Behaviour.

Hi: There is a Significant relationship between Energy Efficient Light Bulbs & Consumer Buying Behaviour.

Table-3: Model Summary of Energy Efficient lighting
Model R R Square Adjusted R Square Std. Error of the Estimate
1 9357 874 874 177
a. Predictors: (Constant), Energy Efficient lighting

From the above table, the adjusted R-square (coefficient of determination) value is 0.874 as shown, is close to 1
(its maximum value). It shows that This model is 87% fits for data.

Table 4. Coefficients®of Linear Regression Test of Energy Efficient lighting

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .569 .020 28.755 .000
Energy Efficient | 55 006 035 50.974 000
lighting

a. Dependent Variable: Attitude of Consumer Buying Behaviour

From the above table, The P-value of Energy Efficient lighting is .000 which is less than 0.05. It means that the
variable Energy Efficient lighting is positively contributing towards attitude of consumer buying behaviour (P-
value = 0.000 < a = 0.05, 0.10).So as per the result, Hypothesis HO is rejected and H1 is accepted that attitude
of consumer buying behaviour is significantly influenced by Energy Efficient lighting.

Hypothesis 2
Ho : Eco-Friendly Fixture is not a significant impact on attitude of consumer buying behaviour.

Hi: Eco-Friendly Fixture is a significant impact on attitude of consumer buying behaviour.
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Table-5: Model Summary of Eco-Friendly Fixture
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .916° .840 .839 .200
a. Predictors: (Constant), Eco Friendly Fixture
From the above table, it exhibits that This model is 84% fits for data.

Table-6: Coefficients® of Linear Regression Test of Eco- Friendly Fixture

Standardized

Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .599 .022 27.053 .000
Eco- Friendly Fixture .306 .007 916 44.203 .000

a. Dependent Variable: Attitude of Consumer Behaviour

From the above table, The P-value of Eco-Friendly Fixture is .000 which is less than 0.05. It means that the
variable Eco-Friendly Fixture is positively contributing towards attitude of consumer buying behaviour. (P-
value = 0.000 < @ = 0.05, 0.10).

So as per the result, Hypothesis HO is rejected and H1 is accepted that attitude of consumer buying behaviour is
significantly influenced by Eco Friendly Fixture.

Hypothesis-3
Ho : Recyclable Mannequin is not a significant impact on attitude of consumer buying behaviour.

Hi: Recyclable Mannequin is a significant impact on attitude of consumer buying behaviour.

Table-7: Model Summary of Recyclable Mannequin
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .820° 673 672 .286
a. Predictors: (Constant), Recyclable Mannequin

Based on the above table, the adjusted R-square (coefficient of determination) value is 0.673 It reveals that, this
model is 67% fits for data.

Table-8: Coefficients?® of Linear Regression Test of Recyclable Mannequin.

Standardized
Unstandardized Coefficients | Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 576 .035 16.336 .000
Recyclable Mannequin 277 .010 .820 27.696 .000

a. Dependent Variable: Attitude of Consumer Behaviour

Based on the above table, The P-value of Recyclable Mannequin is .000 which is less than 0.05. It means that
the variable Recyclable Mannequin is positively contributing towards attitude of consumer buying behaviour.
(P-value = 0.000 < a = 0.05, 0.10).

So as per the result, Hypothesis HO is rejected and H1 is accepted that attitude of consumer buying behaviour is
significantly influenced by Recyclable Mannequin.

Hypothesis 4
Ho : Eco Friendly Window Display is not a significant impact on attitude of consumer buying behaviour.

Hi:: Eco Friendly Window Display is a significant impact on attitude of consumer buying behaviour.

Table-9: Model Summary of Eco-Friendly Window Display
Model R R Square Adjusted R Square Std. Error of the Estimate
1 7707 593 592 319
a. Predictors: (Constant), Eco Friendly Window Display

Based on the above table, the adjusted R-square (coefficient of determination) value is 0.593. It exhibits that
this model is 59% fits for data.

4
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Table 10. Coefficients?of Linear Regression Test of Eco-Friendly Window Display
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .563 .042 13.400 .000
Eco Friendly Window Display 272 012 770 23.323 .000
a. Dependent Variable: Attitude of Consumer Behaviour

Based on the above table, The P-value of Eco-Friendly Window Display is .000 which is less than 0.05. It
means that the variable Eco-Friendly Window Display is positively contributing towards attitude of consumer
buying behaviour. So as per the result, Hypothesis HO is rejected and H1 is accepted that attitude of consumer
buying behaviour is significantly influenced by Eco-Friendly Window Display.

8. a SUMMARY OF HYPOTHESES TESTING
Table-11: Summary of Hypotheses Testing

P-value Asymp.
Hypothesis | R Square Sig. P<.05 Result Conclusion
Hi. Energy .000 Accepted Attitude of Consumer Buying
Efficient .874 Behaviour influenced by Energy
Lighting Efficient Lighting
H.. Eco .840 .000 Accepted Attitude of Consumer Buying
Friendly Behaviour influenced by Eco-Friendly
Fixture Fixture
Hs Recyclable .673 .000 Accepted | Recyclable Mannequin influenced the
Mannequin Attitude of Consumer Buying
Behaviour
H4 Eco-Friendly .593 .000 Accepted Eco-Friendly Window display
Window display influenced the Attitude of Consumer
Buying Behaviour

From the above table, the R-square (coefficient of determination) value of Energy Efficient Lighting, Eco
Friendly Fixture, Recyclable Mannequin & Eco-Friendly Window display is 0.874,.840,.673& .593
respectively. It shows that all the model is fits for data. The P-value of all variables are .000 which is less than
0.05. It means that the all Variables are positively Influenced towards attitude of consumer buying behaviour.

9. VALIDITY TEST OF THE STUDY

Table-12: Correlations between Sustainable Visual Merchandising Practices and Attitude of
Consumer Buying Behaviour.
Attitudes of consumer Buying
Sustainable VM Practices Behaviour
VM Pearson Correlation 1 814"
Sig. (2-tailed) .000
N 375 375
sale Pearson Correlation .814™ 1
Sig. (2-tailed) .000
N 375 375
**_Correlation is significant at the 0.01 level (2-tailed).

Based on the above table shows, the significant value is r = 0.814** So, it can be said that if the sustainable
visual merchandising practices level will increase, then the attitudes of consumer buying behaviour will also
increase with 81%. It means when the Sustainable Visual Merchandising will increase, then Attitudes of

Consumer Buying Behaviour will also increase in the shop.
5
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10. DATA ANALYSIS
Table-13: Demographic Profile of Respondents

Particular Category Frequency %
Gender Male 201 53.6%
Female 174 46.4%
Age 15-30 206 55%
31-45 131 35%
46-60 22 6%
60 and above 16 4%
Educational Qualification Non-Matric 20 5.33%
Intermediate 44 11.73%
Graduation 150 40%
Post-Graduation 105 28%
Professionals 53 14.13
Income Upto 2lac 140 37.33%
200001-4 lac 126 33.6%
400001-6 lac 86 22.93%
600001 and above 23 6.13%
Occupation Business Executives 60 16%
Service Officer 90 24%
Students 135 36%
Homemakers 52 13.8%
Other 38 10.13%

Based on the above table summary of respondents’ demographic profile, majority of respondents are male with
significant percentage of 53.6 % compared to the female respondents which only consist of 46.68%.

11.1. IMPACT OF VISUAL MERCHANDISING ON GENDER
Table-14: The percentage of the respondent based on Gender

Gender Category Frequency %
Male 201 53.6
Female 174 46.4
Total 375 100.0

Source-Sample Survey 2018
Graph-1: The percentage of the respondent based on Gender

CATEGORY : GENDER

= pMale = Female

Analysis: Based on the figure above, majority of the survey’s respondent are male with 54.6% while the
remaining with 46.4% is female. The purpose of the study to know the impact sustainable visual merchandising

practices on attitude of Consumer Buying Behaviour.
6
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11.2. Does Energy Efficient Lighting influence the attitude of Consumer Behaviour?

Table-15: The percentage of the Respondents’ Attitude of Consumer Behaviour by energy efficient

lighting
Frequency Percent Valid Percent Cumulative Percent

Valid strongly agree 79 21.1 21.1 21.1
agree 121 32.3 32.3 53.3
neutral 10 2.7 2.7 56.0
disagree 70 18.7 18.7 74.7
strongly disagree 95 25.3 25.3 100.0

Total 375 100.0 100.0

Source-Sample Survey 2018

Graph-2: The percentage of the respondent’s Attitude of Consumer Behaviour by energy efficient

lighting
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Analysis: From the above table, It can be observed that 21.1% of the sample of strongly agree & 37% of
sample agreed with energy efficient lighting. But 18.7% of sample and 25.3% of sample did not agree with
energy efficient lighting.it can be said that more than 53 % consumer believed that attitudes of consumer buying

behaviour is influenced by Energy Efficient Lighting.

11.3 Does Eco-Friendly Fixture influence the attitude of Consumer Behaviour?

Table-16: The Percentage of the Respondents’Attitude of Consumer Behaviour by Eco-Friendly Fixture.
Frequency Percent Valid Percent |Cumulative Percent

Valid strongly agree 90 24.0 24.0 24.0

agree 116 30.9 30.9 54.9

neutral 9 2.4 2.4 57.3

disagree 90 24.0 24.0 81.3

strongly disagree 70 18.7 18.7 100.0

Total 375 100.0 100.0

Source-Sample Survey 2018
Graph-3: The percentage of the respondent’s Attitude of Consumer Behaviour by Eco-Friendly Fixture
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Analysis: From the above table, it can be observed that 24% of the sample of strongly agree & 30.9 % of
sample agreed with Eco-Friendly Fixture. But 24% of sample and 18.7% of sample did not agree with Eco-
Friendly Fixture.it can be said that more than 54 % consumers believed that attitudes of consumer buying
behaviour is influenced by Eco-Friendly Fixture.

11.4 Does Recyclable Mannequin influence the attitude of Consumer Behaviour?

Table-17: The Percentage of the Respondents’Attitude of Consumer Behaviour by Recyclable Mannequin

Frequency Percent Valid Percent | Cumulative Percent
Valid strongly agree 70 18.7 18.7 18.7
agree 80 21.3 21.3 40.0
neutral 16 4.3 4.3 44.3
disagree 120 32.0 32.0 76.3
strongly disagree 89 23.7 23.7 100.0
Total 375 100.0 100.0

Source-Sample Survey 2018

Graph-4: The percentage of the respondent’s Attitude of Consumer Behaviour by Recyclable Mannequin
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Analysis: From the above table, it can be observed that 18.7% of the sample of strongly agree & 21.3 % of
sample agreed with Recyclable Mannequin. But 32% of sample and 23.7% of sample did not agree with
Recyclable Mannequin.It can be concluded that more than 40 % consumers believed that attitudes of consumer
buying behaviour is influenced by Recyclable Mannequin.

11.5 Does Eco-Friendly Window Display influence the attitude of Consumer Behaviour?

Table-18: The Percentage of the Respondents’Attitude of Consumer Behaviour by Eco-Friendly Window

Display

Frequency Percent Valid Percent |Cumulative Percent

Valid strongly agree 60 16.0 16.0 16.0

agree 70 18.7 18.7 34.7

neutral 22 59 5.9 40.5

disagree 140 37.3 37.3 77.9

strongly disagree 83 22.1 22.1 100.0

Total 375 100.0 100.0
Source-Sample Survey 2018

Graph-4: The percentage of the respondent’s Attitude of Consumer Behaviour by Eco-Friendly Window

Display
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Analysis: From the above table, it can be observed that 16% of the sample of strongly agree & 18.7 % of
sample agreed with Eco-Friendly Window Display. But 37.3% of sample and 22.1% of sample did not agree
with Eco-Friendly Window Display.It can be concluded that more than 34 % consumers believed that Attitudes
of Consumer Buying Behaviour is influenced by Eco-Friendly Window Display.

12. FINDINGS
» The Most Impactful Sustainable Visual Merchandising Practices element according to customers are Energy
Efficient lighting, Eco-Friendly Fixture, Recyclable Mannequin and Eco-Friendly Window display.

» There is deeply influence of Sustainable Visual Merchandising Practices on the Attitude of Consumer
Buying Behaviour.

» Most of the Customers visit here (about 47.12%) are having annual income up to 2 lac
» Most of the customer (about 36%) of organised outlets belongs to students.
» Most of the visitors of outlets (about 55. %) are belong to 15-30 age group.

13. CONCLUSION
» The study is conducted to know the attitude of consumer behaviour towards the Sustainable Visual
Merchandising Practices,

» The Study revealed that the attitude of consumer behaviour significantly influenced by Sustainable Visual
Merchandising Practices.

» It shows that if the retailers would use the Energy Efficient Lighting, Eco Friendly Fixture, Recyclable
Mannequin, Eco Friendly Window Display, then Consumer would purchase because Consumers are
Becoming more Conscious about Environment for Future Generation.

» The study showed that Customers will agree to pay for Recyclable Merchandise and want to shop in Green
Stores.

14. RECOMMENDATION
» As per the Result, there is Positive Relationship between Attitude of Consumer Buying Behaviour and
Sustainable Visual Merchandising Practices.

» The Study is Suggested that Retailers should Practice of Sustainable Visual Merchandising because it
influences Buying Attitude of Consumer Behaviour.

» The Study Reveals that the use of Energy Efficient Lighting, Eco-Friendly fixture, Recyclable Mannequin &
Eco-friendly Design, it would not only Minimize the Indirect Cost of the store but also increase the
Profitability of Store.

» The Study is Suggested that Retailers can Survive for long term by adapting Sustainable Visual
Merchandising Practices as Strategies that Meet the Need of Organised Retail and its Stakeholders while
Protecting, Sustaining and Escalating the Human and Natural Resource that can be used by Future
Generation.

15. LIMITATION OF THE STUDY
» Time Frame and Resource for the study was a constraint.

» The Study was Confined in Patna.
» Respondents were Resisting to fill the Questionnaire

» Apart from Visual Merchandising, there is the influence of other mediums like television, newspaper, and
radio used for communicating the Discount and scheme.

16. CONTRIBUTION TO ADVANCEMENT OF EXISTING KNOWLEDGE
» The Research Findings contribute to a better understanding of sustainable visual merchandising practices
and its influence on Attitude of consumer behaviour and sale,

> It breaks the dilemma of Retailers in term of Sustainable Visual Merchandising Practices.

» This Study reveals that the Sustainable Visual Merchandising Practices have huge influences on buying
behaviour and it has stimulated sale in Organised Retail sector.

» The study helps retailers to survive for a long term.
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» It helps to maximize the profit of a firm without harming the environment and its natural resources. It assists
retailers to grab the attention of consumer by offering Eco-friendly Merchandising.

» The study enables retailers to gain competitive advantages by adopting Sustainable Strategy

17. SCOPE FOR FURTHER STUDY

This Study Examined limited factors of Sustainable Visual Merchandising Practices affecting the Attitude of
Consumer Buying Behaviour. Further Research can be done on the impact of other elements of Sustainable
Visual Merchandising Practices such as Eco-Friendly Store Design, Recyclable Merchandise, Eco Friendly
design layout, product display, and Eco-Friendly Paper Bags, Cleanliness etc., Associated with the Attitude of
Consumer Buying Behaviour in the Indian context as well as International Context.

18. REFERENCE
1. Pegler, M. M. (2012). Visual Merchandising & Display. New York, NY: Fairchild Books Thomas .C.
George, Research Methodology & Scientific Writing,ane books Pvt.Ltd

2. Elkington, J. (1998), Cannibals with Forks — The Triple Bottom Line of 21st Century Business, New
Society, Stony Creek, CT

3. International Institute for Sustainable Development (1992), Business Strategy for Sustainable
Development, Leadership and Accountability for the °’90s, International Institute for Sustainable
Development, Winnipeg

4. United Nations Environment Programme (2003), “Shopping for a better world: facts and figures”, Industry
and Environment, Vol. 26 No. 1, pp. 4-6

5. Wiese, A., Kellner, J., Lietke, B., Toporowski, W. and Zielke, S. (2012a), “Sustainability in retailing — a
summative content analysis”, International Journal of Retail & Distribution Management, Vol. 40 No. 4,
pp. 318-335

6. Badding, S. (2011). Sustainable change: knowledge absorption as a factor of absorptive capacity theory
among green industry consultants. (Master’s thesis). Colorado State University, USA.

7. Baker, J., ParasuramanA., Grewal, D., & Voss, G.B. (2002). The influence of multiple store environment
cues on perceived merchandise value and patronage intentions.Journal of Marketing. 66(2), 120-142.

8. Ajzen, ., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior. Englewood
Cliffs, NJ: Prentice-Hall.

9. Extracted from https://www.emeraldinsight.com/doi/full/10.1108/IJRDM-02-2015-0024

10. Extracted from https:/lib.dr.iastate.edu/cgi/viewcontent.cgi?article=1167&context=undergradresearch_
symposium

11. Bezawada, R. and Pauwels, K. (2013), “What is special about marketing organic products? How organic
assortment, price, and promotions drive retailer performance”, Journal of Marketing, Vol. 77 No. 1, pp. 31-
51

12. Chen, S.-M. and Huddleston, P. (2009), “A comparison of four strategies to promote fair trade products”,
International Journal of Retail & Distribution Management, VVol. 37 No. 4, pp. 336-345

13. Connelly, B.L., Ketchen, D.J. and Slater, S.F. (2011), “Toward a ‘theoretical toolbox’ for sustainability
research in marketing”, Journal of the Academy of Marketing Science, Vol. 39 No. 1, pp. 86-100

14. Anne Wiese, Stephan Zielke, Waldemar Toporowski, (2015) "Sustainability in retailing — research streams
and emerging trends", International Journal of Retail & Distribution Management, Vol. 43 Issue:
4/5, https://doi.org/10.1108/IJRDM-02-2015-0024

15. World Commission on Environment and Development (1987), Our Common Future, Oxford University
Press, New York, NY

16. Ytterhus, B.E., Arnestad, P. a

10




International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

INNOVATIVE PRACTICES AND APPLICATION IN ICT - USES IN EDUCATION
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ABSTRACT

ICT is technology that supports activities involving information. Such activities include gathering, processing,
storing and presenting data. Increasingly these activities also involve collaboration and communication. Hence
IT has become ICT: information and communication technology. Here are the some underlying principles
where Technology does not exist in isolation. ICT contributes at various points along a line of activity.

ICT is used in activities — the ICT use depends on the activities
The key outputs of educational activities are context are knowledge, experience and products.
The output should be useful to the users (self and others)

Information and communications technology (ICT) refers to all the technology used to handle
telecommunications, broadcast media, intelligent building management systems, audiovisual processing and
transmission systems, and network-based control and monitoring functions.
Although ICT is often considered an extended synonym for information technology (IT), its scope is more broad.
ICT has more recently been used to describe the convergence of several technologies and the use of common
transmission lines carrying very diverse data and communication types and formats. This paper tries to brings
various uses of ICT in different field. New technology and its concepts that make things easier , flexible,
understandable and comfortable.

Keywords: ICT in education, objectives, change process, virtual labs, remote labs, teleconferencing |,
Innovation, applications, technology, practices

Theme: Innovative Practices and application in ICT — uses in Education

1. INTRODUCTION

Information and Communication Technology is an extensional term for Information Technology that stresses
the role of unified communication an integration of telecommunication and computer , as well as necessary
enterprise software , middleware , storage and audio visual systems , that enable user to access data , store data
and update the data...

ICT is technology that supports activities involving information. Such activities include gathering, processing,
storing and presenting data. Increasingly these activities also involve collaboration and communication. Hence
IT has become ICT: information and communication technology. Some underlying principles Technology
does not exist in isolation ICT contributes at various points along a line of activity. ICT is used in activities —
the ICT use depends on the activities

The key outputs of educational activities are context are knowledge, experience and products
The output should be useful to the users (self and others)

Information and communications technology (ICT) refers to all the technology used to handle
telecommunications, broadcast media, intelligent building management systems, audiovisual processing and
transmission systems, and network-based control and monitoring functions.
Although ICT is often considered an extended synonym for information technology (IT), its scope is more
broad.ICT has more recently been used to describe the convergence of several technologies and the use of
common transmission lines carrying very diverse data and communication types and formats.

A good way to think about ICT is to consider all the uses of digital technology that already exist to help
individuals, businesses and organisations use information. ICT covers any product that will store, retrieve,
manipulate, transmit or receive information electronically in a digital form. For example, personal
computers, digital television, email, robots.

Information and communication technology, or ICT, is defined as the combination of informatics technology
with other, related technologies, specifically communication technology. In this book, these three definitions
have been collapsed into a single, all encompassing, definition of ICT. This definition implies that ICT will be
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used, applied, and integrated in activities of working and learning on the basis of conceptual understanding and
methods of informatics.

The 21 century is already the age of knowledge, the knowledge society and the educational age. The
educational industry will be the industry of the 21% century. It is only natural that new technologies, ICT
(Information and Communication Technology) above all, are in the focus of those who are contemplating the
novelties in education. ICT has brought a range of new terms in the education like: e-learning, distance
education, virtual classrooms, etc. While new terminology is being defined and redefined, hundreds of pioneers
experiment with the usage of ICT in education.

The strategists of education, politicians and decision makers on the national and international level are
prophesying, proposing, planning and talking about major benefits from ICT implementation in education.

2. AIM

An aim on which change agents, implementers and all other players could keep an eye while embarking on this
exciting journey of fundamentally changing the activity which makes humans essentially different from all
other species .This aim could be surprisingly simple. It is to move ICT from labs, experimental institutions and
pilot projects to every days practices in a broad number of activities in majority of schools , colleges, offices .
ICT also include improvement in all aspects in other fields also like arts, science ,commerce, engineering ,fine
arts....

3. THE HOPES

The most important benefit from ICT in education it is hoped for is improved learning outcomes. It would
provide necessary skilled workforce for the knowledge society while boosting cost/benefit ratio. No less
important is hope to speed up learning process making it in average much faster than today. Democracy would
get to its full potential by democratization of learning, lowering all sorts of boundaries between students and
knowledge while bringing knowledge to all students and unlimited number of them. This hope is combined with
already an urban legend that ICT will make learning and teaching much cheaper. Finally, while quality learning
does require substantial effort from students and teachers, the process itself could be much easier and more
pleasant.

4. THE VISION

Based on proliferating use of ICT in almost every aspect of modern life, almost universally shared vision is
created. This vision believes that overall human knowledge (already mostly is, but certainly) soon will be fully
digital and available to any student globally for whatever purpose. The world where a student is restricted to
locally available teacher is the past and we see the world in which student and teacher are globally matched and
paired for a specific learning activity based on desired outcome, psychology, timing, cost, and multiple other
factors. It is envisioned that students will learn anytime when their need and ability meet, at the pace that best
suites them. Finally, it is clearly seen that education process will be freed from non-educational activities like:
administration, support, organization, etc. They will be minimized, automated, reprogrammed, asynchronous
and delegated.

5. THE REALITY

While an army of researchers are seeking technical and organizational solutions, while pioneers all over the
world already for more than a decade experiment “in vitro” implementing those solutions and while politicians
talk and beehive as if they single handedly created the vision and bore solutions for it and as if the vision is
already implemented and realized, the reality is quite different.

ICT is still far from the mainstream of education. It is predominantly in hands of pioneers and early adopters,
still on the margins of early majority.

The furthest most “mainstream educators” came is to publish “digital photocopies” of their educational
materials. They simply switched media leaving materials in the form of “paper age”.

Even worse, e-learning is still mostly illegal. Not that someone will be prosecuted for doing it, but in the sense
that only minority of educational institutions recognize e-learning as their regular way of teaching and learning
and even smaller number makes it their strategy and priority.

The whole initiative is operating in an organizational vacuum in most educational institutions, globally. The
expectations form ICT leverage are greatly exaggerated while not being properly planned for and without or
with only symbolic financing. The key problem are missing and unassigned responsibilities in the envisioned
change process.
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Those visions are nothing more than dreams tending to become illusions. So, what can be done to change that
situation? The first thing to look at are the forces to change. Without a change driver there won’t be any change.
The forces in any process come from the customer, internally and from the environment.

The ultimate customer of the educational industry is the one who uses skilled professionals: the industry. The
industry is already demanding well educated highly skilled professionals. There is increased demand for
customized education targeted at specific subset of knowledge or tailored for a specific project [9]. Another
demand from industry is globally standardized certification of knowledge and skills.

Internal change forces are students and teachers. Because of the industry demands, students need customized
education, now and fast and they do not want to waste time on any kind of overhead: administrative,
organizational or any other. Teachers want to reach every student globally available in order to maximize the
gain from their investment in designing educational materials, tools and processes. They too want to reduce
overhead in order to boost their own productivity.

The globalization process creates pressure from the environment creating competition where there wasn’t any
and bringing it from sources unknown till now. For example, globally available virtual labs and remote labs
compete with physical facilities at local school. Competitors are no longer only other local or national schools
not even well established and recognized schools from the world. Competition today comes from countries and
institutions one barely heard of or even from industrial education facilities whose educational certificates are
globally recognized and demanded (Cisco, Microsoft, LPI, ECDL, ...). Finally, the process of decoupling
teaching from certification (ECDL, LPL ...) is a force in itself that will irreversibly change the landscape of
traditional educational institution we all are familiar with.

6. USES AND APPLICATIONS OF ICT

The most important benefit from ICT in education it is hoped for is improved learning outcomes. It would
provide necessary skilled workforce for the knowledge society while boosting cost/benefit ratio. No less
important is hope to speed up learning process making it in average much faster than today. Democracy would
get to its full potential by democratization of learning, lowering all sorts of boundaries between students and
knowledge while bringing knowledge to all students and unlimited number of them. This hope is combined with
already an urban legend that ICT will make learning and teaching much cheaper. Finally, while quality learning
does require substantial effort from students and teachers, the process itself could be much easier and more
pleasant.

7. OBJECTIVES
This paper’s scope is to propose one possible set of objectives that could realize above defined aim. For each
objective a set of applications, change drivers, requirements and possible leaders will be identified.

Education processes differ among themselves because of the subject of learning, required learning outcomes,
previous knowledge, learning styles, culture, industry and many other factors. On the other hand, ICT can be
used in a variety of ways in any traditional or new activity.

These two factors combined derive numerous activities in educational process in which ICT is or can be
implemented. In order to streamline them and to try to identify some common points and shared resources, it is
proposed to group them in three sets of objectives:

Support functions: administrative, technical and supportive functions ,
Learning assistance: assistance and support for learning and teaching,
New learning: new teaching and learning methods, techniques and tools.

Using this aim as an orientation point, a way towards it needs to be designed. The way is a stepwise process to
be followed both globally and in each segment of the way or specific activity. It needs to: define objectives, for
each objective identify: change drivers, players, resources, outcomes, leaders ,set the infrastructure, plan,
publicize.

The first step is to define objectives. Objectives are clearly defined realistic goals to be accomplished. In the
next step, for each objective change drivers, players, available and needed resources as well as measurable
expected outcomes need to be identified. Leaders are those who initiate and sustain the change process.

The third step calls for setting the infrastructure. It encompasses everything that will be used in the change
process or that will support it: strategies, materials, equipment, money, time, people, education, consultants, ...

13




International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

With infrastructure set, a change plan consisting of sets of well documented procedures needs to be designed.

Finally, the players in the change process need to become informed and familiarized with all this through
extensive and continuous process of publicizing.

8. ANALYSIS

Support functions

Support functions are all those administrative, technical and supportive functions that are (considered to be)
necessary in today’s educational processes but which do not increase the knowledge or skills of students by
themselves. In particular they are: enrolment to courses and programs, certification (a formal and administrative
process as opposed to knowledge verification) and payment. They are also: scheduling of classes, exercises and
exams; attendance granting and monitoring; resource allocation and usage monitoring and billing. Surveys,
statistics and reports belong here, too. Supplemental functions are provision and usage of libraries and info
services, counseling and student assistance. Finally, the mere physical presence at the premises of a school is a
support function, as well,

Today, a substantial amount of student’s and teacher’s time is used for those functions. By intensive, extensive
and proper use if ICT all mentioned functions can be reduced, automated, asynchronized or avoided at all.

The goals should be to avoid (the need for) physical presence for all administrative activities and for all those
learning activities where possible. The data which a user (student or teacher) enters into the system should be
available system wide and should never be entered again. Every function that can be described by rules and
programmed should be performed by computers, automatically, not requiring human effort. The communication
among all players in the educational system should be available on-line 24 hours a day 365 days a year using
the variety of communication techniques (phone, Internet ...) preferably asynchronous ones: SMS, IM, e-mail.

This means that administrative information systems, automated information systems and digital libraries should
be built. Teleconferencing should be routinely used. Virtual communities need to be established providing legal
assistance, support groups etc. Finally, virtual and remote labs should be designed.

All the technologies exist, applications have been tested world wide and concepts proved in practice. So, what
needs to be done in order to implement them on the broader scale?

The change drivers fall in two categories: financial pressure and market competition. The need for
administrative cost reduction and efficient resource usage make financial pressure on school administrations.
Market competition in form of increased offer from other educational institutions and new players from the
industry will result in increased demand from both students and teachers to reduce non-educational burden on
their time.

In order for those changes to take place, certain requirements need to be met: educational institutions need to be
(at least partially) cost based instead of fixed budget, students need to be empowered and reputational
framework in place supporting remote work and education in general.

Finally, the leaders of change need to be identified. In this case these are students, their organizations and
leaders and leaders from administration (school, local, or national)

Learning assistance

Learning assistance are all those functions that provide assistance and support for learning and teaching. They
are closely related or bound to learning content and process but do not directly increase student’s knowledge or
skills in the learning domain. They are comprised of resources and systems that make learning and teaching
faster, easier, better focused, broader and deeper thus enhancing the understanding and mastering domain
knowledge and skills. They are also systems that continuously improve teacher’s competences [4] as well as
student’s knowledge and skills outside (but in “neighborhood”) of the learning domain.

The goals within this objective are to provide students with all necessary and desired information and
knowledge and to do so in digital form suitable for any type of processing and manipulation they deem
desirable. A goal is also to further physically and temporally decouple student from any other individual,
resource or process required or desired in learning. Assumed goal is that all necessary resources are available to
a student as well as training and support to efficiently use them. An important resource in learning process are
centers of excellence: points of referral when in doubt or need for clarification and assistance.

These goals can be accomplished by digitizing all existing learning and teaching materials and making them
available on-line, by establishing and opening digital libraries and opening all relevant digital collections and
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libraries world-wide to students while learning. Archives of student’s results from previous generations as well
as their questions and answers to them are invaluable source and aid in learning process. E-mail communication
with teachers and other students, virtual (global) working groups, distance asynchronous teaching, live
streaming and recordings of lectures, exercises and events greatly enhance and simplify learning process.
Computers, communications and SW tools per se but also as means to access and use other resources should be
treated as resources and readily, presently available to students. Training and assistance for their usage are
natural part of those resources.

In order to create described learning assistance, change forces can come from three sources. Students will
demand them as market competition increases and competitors start creating their own market advantage
offering such assistance. Professional educational standards could come from teachers professional associations
and education industry as the changing force. Educational community (such as university) could create “service
level” requirements within themselves thus creating internal change force. Obvious but serious obstacles in this
process area associated cost and huge effort required from all involved in providing education and traditional
inertia of large systems.

In order for these changing forces to succeed there are requirements to be fulfilled. Above all it is necessity to
honestly, substantially recognize the (importance of) teaching quality and achievement. Currently there are only
few instances where a regulation would prevent development of learning by means of ICT, but significant
changes in regulation are a must in order to foster it. Market competition of education providers is single most
important factor that needs to be established in order to “wake up giants”. When all this is set, the infrastructure
that will support e-learning needs to be in place, too. Large financial investment is inevitable in every
educational system.

The final question is: who can lead the change? In part that can be students demanding resources. Majority of
burden still lies on educational authorities and governance. However, teachers and their associations cannot
avoid their responsibility in this change

9. RECOMMENDATION

New learning is a joint name for new methods, techniques and tools in teaching and learning that substantially
change the outcomes, the way and the experience of learning. They do so in the way which would be
impossible, impractical or prohibitively expensive without the use of ICT.

Since this is a very innovative field of ICT leverage it is difficult to set fixed goals, but on the general terms it is
about full adjustment of learning process to needs and abilities of the student. It is focused on understanding and
mastering knowledge modules of sustainable importance. Above all it is about putting full control of learning
process in student’s hands, making learning process as transparent as possible with ample reference points
enabling students to measure their progress, asses acquired skills and knowledge and find their way forward in
every learning situation.

These goals can be accomplished through ICT implementation in several ways. One of most innovative ways is
by means of virtual laboratories in which students can perform endless experiments at no additional cost,
dangerous or unethical (on simulations of human body) experiments, impossible experiments (temperatures
close to absolute zero or no-gravitation environment) or experiments with compressed or elongated time line.
Virtual working groups and faculty staff would add to student’s ability to truly understand and grasp learning
concepts. Self examination tools are those that will provide students with orientation points for their own path
and milestones along it. Self paced integrated adaptive learning materials are the ultimate goal. They are as
close to the real teacher silicone technology will ever get. They will liberate teachers from tedious and routine
work and concentrate their skills and energy to providing teaching, mentoring and coaching only human can.
Simultaneously, students will be able to learn in the way best suits them, aiming to the goals tailored to their
needs, in the process optimized to their abilities while keeping the control in their own hands.

The major driver that will force change in the learning process itself is market competition. Once students
experience new, enhanced learning they will demand it from all educators. Since the major burden of changing
the learning process is on teachers, market competition will result in pressure from educational employers who
will require teachers to improve and develop the learning process. In addition, teacher’s professional
associations may come forward with new set of professional teaching standards which could serve as an
auxiliary change driver.

As with other objectives, market competition should not only be waited for but should be proactively created by
national governments, educational communities, international associations and industry at large. Strong
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recognition of quality (in) teaching is a must for the changes to become sustainable. It has to be understood that
new learning requires more effort on side of teachers and students likewise, plenty of time and a lot of money.
In addition, since teachers and students alike are walking on a completely new path they need strong support. In
such an innovative process it is very difficult to precisely plan for required infrastructure and even more
difficult to optimize its use. Therefore a state-of-the-art, abundant infrastructure needs to be provided to all
players.

Crucial point to understand is that innovative teachers are pioneers in this process, not leaders. Leaders can be
only those who can (inter)connect ideas, pilots and new achievements, obtain resources and start the change
process. In general, those are decision makers at the highest level.

10. CONCLUSION
Proposed set of objectives, goals, drivers, requirements and leaders is not the only one possible but could be
used as an orientation point or guiding principle to design a similar one for the educational change desired.

It is important to identify, define and design all components and put them in operation because they are all
crucial. For example, even ample resources and detailed plan will bear no results if they are missing a change
force or are trying to engage the wrong one. Similarly, without the proper leader there will be no sustainability
and no focus in the process and thus desired results cannot be achieved.

However, if all elements are in place and are applied over the appropriate period of time, they will result in
expected outcomes.

Leading authors on change in educational systems agree that the major changing force are teachers. Students
have very important role, too. All others are “merely” in a support function but their role is therefore not less
important and their responsibility cannot be circumvented. Indeed, support functions in education like decision
makers, regulators and financiers are those with the major responsibility to design the change process properly
and keep it in motion.
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INTRODUCTION

Skill development and entrepreneurship efforts across the country have been highly fragmented so far. As per
the NSSO, 2011-12 (68th round) report on Status of Education and Vocational Training in India, among
persons of age 15-59 years, about 2.2% reported to have received formal vocational training and 8.6% are
reported to have received non-formal vocational training. There is a need for speedy reorganization of the
ecosystem of skill development and entrepreneurship promotion in the country to suit the needs of the industry
and enable decent quality of life to its population.Currently, over 40 skill development Programmes (SDPs) are
being implemented by over 20 Ministries/Departments of the Government of India. However, there are gaps in
the capacity and quality of training infrastructure as well as outputs, insufficient focus on workforce
aspirations, lack of certification and common standards and a pointed lack of focus on the unorganized sector.
Recognizing the need and urgency of quickly coordinating the efforts of all concerned stakeholders in the field
of Skill Development and Entrepreneurship, according to the needs of the industry, the Government of India
notified the formation of the Department of Skill Development and Entrepreneurship on 31st July, 2014. The
department was subsequently upgraded to a full-fledged Ministry of Skill Development and Entrepreneurship
on 9th November, 2014.

Education, vocational training and lifelong learning are central pillars of employability, employment of workers
and sustainable enterprise development”.Skill development is critical for economic growth and social
development. The demographic transition of India makes it imperative to ensure employment opportunities for
more than 12 million youths entering working age annually. It is estimated that during the seven-year period of
2005-2012, only 2.7 million net additional jobs were created in the country. To enable employment ready
workforce in the future, the youth need to be equipped with necessary skills and education. The country
presently faces a dual challenge of severe paucity of highly-trained, quality labour, as well as non-employability
of large sections of the educated workforce that possess little or no job skills. The skill development issue in
India is thus pertinent both at the demand and supply level. To meet the demand side challenge, consistent
efforts are being made towards expansion of economic activities and creation of large employment
opportunities. On the supply side, a simple look at the projected youth population provides a fair reason to
believe that India has the strength to cater to this demand. However, the employability quotient is questionable
and remains a major area of concern. Already huge gaps exist between the industry requirements and the level
of skills of workers due to varied reasons including inadequate training infrastructures, inappropriate mix of
skills and education, outdated curricula, limited industry interfaces, limited standards, etc.

The skill development ecosystem in India is skewed towards a formal education system with limited vocational
training. While the vocational training is in a dismal state both qualitatively and quantitatively, the higher
education system itself is grappling with issues related to scale and quality.Moreover, there is a disconnect
between the formal education system and work requirements, compounding the challenges related to the skill
gap. A concerted action is thus required on the supply side to ensure sustained employability of the Indian
youth. Extensive efforts to skill the workforce are required, both in quantity and quality. Transforming the skill
development ecosystem and making it responsive to needs of both industry and citizensrequires a scalable,
efficient and comprehensive vocational training ecosystem to meet future requirements.There is a need to assess
the traditional approach of skill development delivery in India in light of the successful models and best
practices in other economies. The learning’s can be imbibed and custom adopted to address the skill
development challenges of India. This is one of the key objectives of the study presented.

SKILL DEVELOPMENT ECOSYSTEM IN INDIA

The skill development ecosystem in India is complex, large and diverse, providing varied levels of skills across
an extremely heterogeneous population. Skill development in India can be broadly segmented into Education
and Vocational Training. The exhibit below presents the broad framework of Skill Development in India.
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Figure-1: India’s Education and Skill Development Structure

India’s Education and Skill Development Structure
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Elementary, secondary and higher education is governed by the Ministry of Human Resource Development.
University and Higher Education caters to all college education (Arts, Science, Commerce, etc.), while
engineering education, polytechnics, etc. fall under Technical Education. University Grants Commission (UGC)
is the nodal body governing funds, grants and setting standards for teaching, examination and research in
Universities, and the All India Council for Technical Education (AICTE) is the regulatory body for Technical
Education in India.

Skills in India are acquired through both formal and informal channels. Formal vocational training is imparted
in both public and private sector. Some of the major channels of formal vocation training include the
government-run Industrial Training Institutes (ITIs), privately operated Industrial Training Centres (ITCs),
vocational schools, specialized institutes for technical training, and apprenticeship training by the industry. The
private sector participation has been on a rise lately, but the sector continues to be dominated by the public
sector. Informal training on the other hand refers to experiential skills acquired on the job.At the central level,
the nodal institution for vocational training is the Director General of Employment & Training (DGET) under
the Ministry of Labour and Employment. The DGET is responsible for formulating policies, establishing
standards, granting affiliation, trade testing and certification, and matters connected to vocational training and
providing employment services. The National Skill Development Council (NSDC) - now a part of the newly
created Ministry of Skill Development and Entrepreneurship - was initially set up under the Ministry of Finance
to provide viability gap funding and promote private skill initiatives.

OBJECTIVES

+» Related to Skill Development:

To make quality vocational training aspirational for both youth and employers, focus on an outcome based
approach towards quality skilling, increase the capacity and quality infrastructure, establish an IT base duality
infrastructure for aggregating demand and supply of skilled workforce and promote increased participation of
women in the workforce among others.
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+ Related to Entrepreneurship

To promote entrepreneurship culture and make it aspirational, enhance support for potential entrepreneurs
through mentorship and networks and integrate entrepreneurship education in the formal education system
among others.

+ Policy Framework for Skill Development
The framework outlines the following eleven major paradigms and enablers to achieve the objectives of the

policy.
+ Aspiration and Advocacy

A National Campaign will be launched within three months to create awareness and a positive proskilling
environment.

SKILL DEVELOPMENT AND ENTREPRENEURSHIP

The creation of the first-ever separate Ministry of Skill Development and Entrepreneurship was announced by
Prime Minister in June 2014. It is conceived to encompass all other ministries to work in a unified way, set
common standards, as well as coordinate and streamline the functioning of different organizations working for
skill development. The Ministry of Skill Development and Entrepreneurship is entrusted to make broad policies
for all other ministries’ skill development initiatives and National Skill Development Corporation (NSDC).
Mapping and certifying skills, market research and designing curriculum, encouraging education in
entrepreneurship, make policies for boosting soft skills and computer education to bridge the demand and
supply gaps are among the other goals.

Figure 2: Skill Development Eco-System in India
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The Ministry of Human Resource and Development (MHRD) governs the polytechnic institutions offering
diploma level courses under various disciplines such as engineering and technology, pharmacy, architecture,
applied arts and crafts and hotel management. MHRD is also involved in the scheme of Apprenticeship
Training. Apart from this, MHRD has also introduced vocational education from class 1X onwards, and
provides financial assistance for engaging with industry/SSCs for assessment, certification and training.There
are 21 Ministries under the central government who are also working for the purpose of skill development.
There are two approaches that these Ministries have: one approach is setting up training centres of their own for
specific sectors . The second approach is in the form of Public Private Partnership (as adopted by Ministry of
Rural Development, Ministry of Women and Child Development, etc.).

Break up of Incremental Human Resource Requirement across 24 Sectors
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1 Agriculture 229 215.5 -13.5
2 Building Construction & Real Estate 60.4 91 30.6
3 Retail 45.3 56 10.7
4 | Logistics, Transportation & Warehousing 23 31.2 8.2
5 Textile & Clothing 18.3 25 6.7
6 Education & Skill Development 14.8 18.1 3.3
7 Handloom & Handicraft 14.1 18.8 4.7
8 Auto & Auto Components 12.8 15 2.2
9 | Construction Material & Building Hardware 9.7 12.4 2.7
10 Private Security Services 8.9 12 3.1
11 Food Processing 8.8 11.6 2.8
12 Tourism, Hospitality & Travel 9.7 14.6 4.9
13 Domestic Help 7.8 111 3.3
14 Gems &Jewellery 6.1 9.4 3.3
15 Electronics & IT Hardware 6.2 9.6 3.4
16 Beauty and Wellness 7.4 15.6 8.2
17 Furniture & Furnishing 6.5 12.2 5.7
18 Healthcare 4.6 7.4 2.8
19 Leather & Leather Goods 4.4 7.1 2.7
20 IT &ITeS 3.8 5.3 1.5
21 Banking, Financial Services & Insurance 3.2 4.4 1.2
22 Telecommunication 2.9 5.7 2.8
23 Pharmaceuticals 2.6 4 1.4
24 Media and Entertainment 0.7 1.3 0.6
Total 510.8 614.2 103.4

Source: Environment Scan Report, 2016 (NSDC)

Incremental Human Resource Requirement across States (2013-22
(in lakh)
Incremental HR Requirements

1 Andhra Pradesh 108.71
2 Arunachal Pradesh 1.47

3 Assam 12.34
4 Chhattisgarh 30.43
5 Delhi 63.41
6 Goa 2.27

7 Gujarat 57.57
8 Haryana 34.84
9 Haryana 0.93

10 Himachal Pradesh 12.06
11 Jammu and Kashmir 11.22
12 Jharkhand 44,52
13 Karnataka 84.77
14 Kerala 29.57
15 Madhya Pradesh 78.16
16 Maharashtra 155.22
17 Manipur 2.33

18 Meghalaya 2.49

19 Mizoram 1.40

20 Nagaland 0.97

21 Odisha 33.45
22 Punjab 28.99
23 Rajasthan 42.42
24 Sikkim 147.82
25 Tamil Nadu 135.52
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26 Tripura 2.59
27 Uttar Pradesh 110.11
28 Uttarakhand 20.61
29 West Bengal 93.42
Grand Total 1,203.34

NATIONAL SKILL DEVELOPMENT CORPORATION (NSDC)

NSDC is a one of its kind Public Private Partnership in India that aims to promote skill development by
catalyzing creation of large, quality, for-profit vocational institutions.NSDC is a not-for-profit company set up
by the Ministry of Finance, under Section 25 of the Companies Act, 1956 corresponding to Section 8 of the
Companies Act, 2013. The present equity base of NSDC is Rs.10 crore, of which the Government of India
through the Ministry of Skill Development & Entrepreneurship (MSDE) holds 49%, while the private sector
has the balance 51%.

In its efforts to scale up skill development efforts, the NSDC strives towards the following
++ Develop low cost, high-quality, sustainable business models.

)

K/
0’0

Attract significant private investment.

«» Ensure that its funds are largely re-circulating; i.e., loan or equity rather than grant.

¢ Focus on guality assurance, information systems and high-quality vocational training through partnerships.
+» Create leverage for itself.

To ensure superior decision-making with speed and scale, the NSDC has a structure and governance model that
provides it with autonomy, stature and continuity. Thus, the organization has a tiered decision-making structure
comprising of the Board of Directors, Board Sub Committees, Proposal Approval Committee, Proposal
Evaluation Committee and Restructuring Evaluation Committee. The NSDC has provision for a 15-member
Board of Directors with 6 from the Central Government (including Chairman) and 9 (including the MD &
CEO) from the private sector.

NATIONAL LABOUR MARKET INFORMATION SYSTEM (N-LMIS)

NSDA has developed a single window platform to aggregate supply and demand trends in the Indian
vocational education and training space, referred to as the National Labour Market Information System
(LMIS). The portal was formally launched by President of India on the 15th of July, 2016. It is now known as
Skill Exchange - A Labour Market Information System.LMIS is an integrated set of institutional arrangements,
procedures, mechanisms and data systems designed to produce labour market information as per global
standards and best practices. The system brings together statistical (quantitative) and non-statistical
(qualitative) information concerning labour market actors and their environment and generate key analysis and
reports which can be used for various policy interventions by different government stakeholders, as well as by
the industry at large.The data on the National LMIS is displayed in the form of ten National Repositories
namely Certified Candidates, Trainers, Training Centres, Training Providers, Assessors, Assessment Agencies,
Employers, Courses and Prospective Candidates. Each repository contributes in building a holistic picture of
the skill ecosystem in the country. Data of 82 lakh certified candidates is being reflected on the National LMIS.

S. No. Name of Ministry Name of Scheme
1 Ministry of Skill Development & Skill Development Initiative Scheme (SDIS)
Entrepreneurship (MSDE) Schemes under National Council for Vocational Training

Standard Training Assessment and Reward (STAR)
PradhanMantriKaushalVikasYojana (PMKVY 1.0)

2 Ministry of Micro, Small and Medium MSME-Advanced Training Institutes
MSDE Development Institutes
Enterprises (MSME) MSME-Tool Room
3 Ministry of Minority Affairs SeekhoAurKamao
4 | Ministry of Housing & Urban Affairs | Employment through Skill Training & Placement (ES&TP)
(Earlier known as MoHUPA) under DAY-NULM component.
5 Ministry of Textile Integrated Skill Development Scheme
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NSDA is developing a roadmap for integrating all remaining data sources including States, Central Ministries
and other agencies working in the skill development space. The first step in this direction is to undertake a
scoping study of all skill development MIS systems in the country. Following this study, the NSDA will
develop an action plan for state integration and roll out which will include strengthening of state and
institutional MIS systems in a systematic phase wise approach.The employment linkage on the LMIS has been
facilitated through integration with the National Career Services Portal maintained by the Ministry of Labour
and Employment. Through this integration, candidates trained and certified through Government Schemes and
programs will reflect as potential job seekers on the NCS portal.LMIS is envisioned as a system that provides a
consolidated and unified view of various stakeholders at any given point of time and empowers the
Government and other agencies to take informed decisions by providing intelligent and insightful reports, as
required.Also, stakeholders can access key analytics, and trends, including skilling and employment
opportunities through various channels.The LMIS is an evolving process. In practice it can always be
improved. A snapshot at any particular time can detect areas for improvement. Currently the areas needing
improvement can be summarized under a number of headings.

SKILL REQUIREMENTS BY 2022

The quantitative as well as qualitative skill gaps can further widen going forward if there are no or limited
efforts towards addressing the key supply related issues. As per the skill gap study conducted by the National
Skill Development Cooperation over 2010 - 2014, there is an additional net requirement of 109.73 million
skilled manpower by 2022 across twenty four key sectors.As India strengthens its base as a knowledge
economy, there would be additional requirements to the highly skilled workforce in sectors like financial
services, IT/ITeS, Bio-technology, Healthcare and Pharmaceuticals. Further, with value added industries being
given a policy push under the ‘Make in India’ initiative, highly skilled workforce would also be required in
high-end industries.

Incremental Training Need across 34 Sectors (2017 to 2022)
| (in lakhs)
\ Incremental Human Resource

Sector Requirement and Training Need

1 Agriculture 24.5
2 Animal Husbandry 18

3 Fertiliser 1

4 Textile Handloom and Handicraft 60

5 Automotive, Auto Components & Capital Goods 41*
6 Gems &Jewellery 35

7 Food Processing 33.7
8 Leather 25

9 Pharmaceuticals 14
10 Chemicals & Petrochemicals 12
11 Steel 7.5 (by 2025)
12 Rubber Manufacturing 6.7
13 Road Transport & Highways 62.2**
14 Ports & Maritime 25
15 Aviation & Aerospace 14.2
16 Railways 0.12 (by 2018)
17 Power 15.2
18 Oil & Gas 7.3
19 Renewable Energy 6
20 Coal & Mining 2.6
21 Construction 320**
22 Furniture & Fittings 52.6
23 Paints & Coatings 9
24 Electronics and IT-1TeS 69 #
25 Telecom 38.6
26 Retail 107**
27 Beauty & Wellness 82
28 Media & Entertainment 13
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29 Tourism & Hospitality 49

30 Banking, Financial Services and Insurance (BFSI) 12

31 Logistics 42.9**

32 Healthcare 32 (by 2025)

33 Security 31

34 Media & Entertainment 13
Total 1,282.12

Source: Ministry of Skill Development & Entrepreneurship

AWARENESS, MINDSET AND PERCEPTION ISSUES

Skill development in India is way below the requirements due to a lack of awareness on the type of courses as
well as information on the ensuing career prospects. More importantly, there is limited acceptance of skill
development courses as a viable alternative to formal education. Skilling is often viewed as the last resort meant
for those who have not been able to progress in the formal academic system. This is partly to do with the lack of
integration between the two options and also due to rising aspirations for white collar jobs which necessitate
higher qualifications. Moreover, skill development is often associated with blue collar jobs, which is largely
perceived to be of low dignity and provides low wages/salaries.The perceived 'stigma’ associated with skill
development has resulted in low enrolments in vocational education courses. The aspirational mismatch that
exists in India can be gauged from the example of the construction sector, which has a huge requirement of
workforce with low level skills. For instance, the construction sector in Punjab faces a shortage of workers
locally, and depends on the migrant workforce from Uttar Pradesh, Bihar and Jharkhand.

PROPOSED SCHEME ON ENTREPRENEURSHIP DEVELOPMENT
An entrepreneurship development scheme is currently being developed by Ministry of Skill Development and
Entrepreneurship. The scheme will be designed around the following major elements:

EDUCATE AND EQUIP POTENTIAL AND EARLYST A GEEN ENTREPRENEUR INDIA

In partnership with experts, a world class entrepreneurship education curriculum will be developed. This
curriculum will be delivered to all aspiring entrepreneurs at no cost. Leveraging online learning,
entrepreneurship courses can be taken as and when needed by students and business people alike through
Massively Open Online Courses (MOOCs). In addition, entrepreneurship education will be integrated into the
mainstream curriculum in 3,000 colleges around India. Entrepreneurship education courses will also be
delivered in approximately 325 industrial clusters across the nation. Through 50 nodal Entrepreneurship Hubs
(E-Hubs) set up across all states, existing and potential entrepreneurs will be targeted for entrepreneurship
education modules that suit their need.

CONNECT ENTREPRENEURS TO PEERS, MENTORS, and INCUBATORS

To support young entrepreneurs, a web and mobile based platform connecting the entire entrepreneurial
ecosystem will be established. Platform members will access content online, including information on
government services and special packages offered by service providers. The creation of new incubators will be
encouraged and a national network of incubators and accelerators established to support young entrepreneurs. A
national network of high quality, screened mentors will also be created, leveraging existing networks and
successful local entrepreneurs where possible. Entrepreneurship activities in innovative and cutting edge
technology areas will be aligned with initiatives such as Atal Innovation Mission (AIM) and Self Employment
Talent Utilization (SETU).

SUPPORT ENTREPRENEURS THROUGH ENTREPRENEURSHIP HUBS (E-HUBS)

Support to entrepreneurs, including coordinated delivery of national and state government entrepreneurship
programs and access to enabling resources, a national network of Entrepreneurship Hubs (E-Hubs) will be
established. One national, 30 state, 50 Nodal and 3,000 college based E-Hubs will be set up to deliver support.
These E-Hubs will, collectively, cover the entire nation.

CATALYSEA CULTURE SHIFT TO ENCOURAGE ENTREPRENEURSHIP

To promote entrepreneurship, state and national level interactions with stakeholders will be convened.
International linkages will be established through internship opportunities and exchange trips to global
entrepreneurship hubs such as Silicon Valley and Israel. To build awareness, national brand ambassadors will
be created to champion entrepreneurial culture in India. Awards will be instituted for young achievers and a
National Entrepreneurship Day will be celebrated.
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ENCOURAGE ENTREPRENEURSHIP AMONG UNDER REPRESENTED GROUPS

Special focus will be given to the inclusion of scheduled castes & scheduled tribes, minorities, differently abled,
etc., and regionally under-represented areas including large part of Eastern and North Eastern India in
entrepreneurship programs. Special efforts will also be made to enrol incubators and mentors catering to these
groups will in the national entrepreneurial ecosystem.

PROMOTE ENTREPRENEURSHIP AMONGST WOMEN

Focus will also be placed on encouraging women entrepreneurs through appropriate incentives for women
owned businesses under the public procurement process. It will also be ensured that gender neutral incubation/
accelerator, network of mentors, industry, resource centres and credit institutes are developed to facilitate
Women Entrepreneurs. Priority will be given for mentorship and support system for women entrepreneurs in
existing business centres and incubators. Steps will also be taken to assemble gender disaggregated data.

FOSTERSOCIAL ENTREPRENEURSHIP AND GRASSROOTS INNOVATIONS

Universities and academic institutions will be encouraged to launch a course on ‘Social Entrepreneurship’,
including through online distance education, to actively promote social entrepreneurship in the country.
Additional support, including through fiscal incentives and incubation, will also be considered.To foster grass-
roots innovation, a focus on innovations in hubs, collaborations with organizations such as the National
Innovation Foundation and promotion of Intellectual Property Rights will also be encouraged.

TRAINING PROGRAMMES

Financial Year Programme Participants
1994-95 43 1168
1995-96 47 1523
1996-97 32 782
1997-98 39 857
1998-99 59 1556
1999-00 69 2306
2000-01 79 2297
2001-02 72 2069
2002-03 97 2914
2003-04 120 4019
2004-05 130 4644
2005-06 155 5278
2006-07 225 9111
2007-08 214 7788
2008-09 255 12939
2009-10 297 12024
2010-11 556 16837
2011-12 815 26584
2012-13 1461 44287
2013-14 501 23359
2014-15 822 27629
2015-16 153 5230
2016-17 185 6398
2017-18 133 5426

Total 6353 218879

NATIONAL SKILL DEVELOPMENT FUND

The National Skill Development Fund was set up in 2009 by the Government of India for raising funds from
Government and Non-Government sectors for skill development in the country. The fund is contributed to by
various Government sources, and other donors/contributors to enhance, stimulate and develop the skills of
Indians. A public trust set up by the Government of India is the custodian of the fund. The trust accepts
donation and contribution in cash or kind from contributors for furtherance of objectives of the fund. The fund
is operated and managed by the Board of Trustees. The Chief Executive Officer of the trust is responsible for
day-to-day administration and management of the trust. The fund meets its objectives through the National Skill
Development Corporation (NSDC) which is an industry led not-for-profit company set up for building skill
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development capacity and forging strong linkages with the market. The NSDC acts as a catalyst in skill
development by providing funding to enterprises, companies and organizations that provide skill training. It
also develops appropriate models to enhance, support and coordinate private sector initiatives. Till January,
2018, the NSDF has released over Rs. 5,638 crores to the NSDC towards skill development programmes
including STAR, PMKVY 1.0 & 2.0, and UDAAN Scheme.As on 31st December, 2017, the NSDC with 354
training partners and 6,004 training centres has trained around 1.01 crore persons across India.

Accounts of the trust are subject to CAG audit and are also audited by a Chartered Accountant for every
financial year and in such manner as may be directed by GOI. The trust has engaged SBICAP, a wholly owned
subsidiary and the investment banking arm of the State Bank of India (SBI), the largest commercial bank in
India, for providing micro prudential oversight on the implementing partners and monitoring the interests of the
trust. The National Skill Development Fund has been incentivized by the Government through various tax and
non-tax policies. It is registered under section 80G of the Income Tax Act. This allows the trust to work more
effectively in the skill development sector by allowing tax incentives to donor. Further, NSDF is exempted
from FCRA regulations to accept funds from foreign sources. Secretary, MSDE is the trustee of the NSDF
while JS, MSDE (handling NSDF) is the CEO.

CONCLUSION

There is a need for speedy reorganization of the ecosystem of skill development and entrepreneurship
promotion in the country to suit the needs of the industry and enable decent quality of life to its
population.Currently, over 40 skill development Programmes (SDPs) are being implemented by over 20
Ministries/Departments of the Government of India. However, there are gaps in the capacity and quality of
training infrastructure as well as outputs, insufficient focus on workforce aspirations, lack of certification and
common standards and a pointed lack of focus on the unorganized sector. The skill development ecosystem in
India is skewed towards a formal education system with limited vocational training. While the vocational
training is in a dismal state both qualitatively and quantitatively, the higher education system itself is grappling
with issues related to scale and quality.Moreover, there is a disconnect between the formal education system
and work requirements, compounding the challenges related to the skill gap. A concerted action is thus required
on the supply side to ensure sustained employability of the Indian youth. Extensive efforts to skill the workforce
are required, both in quantity and quality. Transforming the skill development ecosystem and making it
responsive to needs of both industry and citizensrequires a scalable, efficient and comprehensive vocational
training ecosystem to meet future requirements.There is a need to assess the traditional approach of skill
development delivery in India in light of the successful models and best practices in other economies.
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THE POPULARITY OF SMALL - SIZED PACKS OF CONSUMABLE PRODUCTS: AN IMPACT OF
ON-THE-GO LIFESTYLE
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ABSTRACT

Light-weight, smaller bakery and snack packages are more preferred since they are affordable and convenient
for consumers (Euro monitor International), smaller packs are really matching to the consumer needs. In
addition to this characteristic it is found that if the popular products when served in small-sized varieties
specifically in a less than the 100 Gms consumers preferred its consumption to enjoy at moments of solo
consumption. Consumers also found preferring for light-weight snacks that they may easily carry at their work
place and continently consume it during the breaks. This preference for portability, has emerged as a key driver
in the category of snacks and other food items and the buyer responses are regulated as they were for an
impulse category traditionally. Convenience and ease of use are the two significant factors across all the
contemporary packaging design, and it has emerged as one of the prominent motivating focus of the new
product development activities. Consumers prefer and choose the products on the basis of the pragmatic
criteria like, its fitment into the pocket. Sometimes the choice is motivated if the packaging sturdy and reclose
able. So, the ideal on-the-go product and its packaging are not only simple but need to be attractive, easy to
use, and reclose-able, and fitting the personality of the individual consumer.

Keywords: Convenience, on-the-go consumption, life style, flexi-pack, Pack-portability

INTRODUCTION

Life style changes, such as adoption of micro-wave as a major processing routine has created a need for
expecting ‘microwavable’ pack formats. This has forced a new add value packs by using thin-wall plastic
containers suitable for occasions of breakfast cereals. This type of life style driven cumulative effect reflected in
the small pack’s popularity due to the convenience and its contribution through subsequent price saving it offers
to the consumer apart from the convenience.

On the go is a phrase adopted to indicate life style changes for people who are extremely active. If people think
their rolling suitcase containing with necessity and it is a non-separable part of their body, they’re on the go.
When they're on the go, they have a lot of things to do, such as there is a plan to meet people, and places to go.
On the go can also refer to something to do when one is not at home. Simply, the music one listen to on the
plane is music on the go.

Convenience and ease of use are the two significant factors across all the contemporary packaging design, and it
has emerged as one of the prominent motivating focus of the new product development activities. Anything that
leads in making life easier for the consumers, it may be through operationally by easy-open, ease of portability
or portioned food packs or simply adds pack functionality are the key features that contribute to satisfaction of
the modern on-the-go consumers. In the busy life style, the consumers are seeking products that meet the needs
of their busy lifestyles (Gheorghe O. et.al, 2018). Brands are always looking for unique, innovative packs that
offer good on-shelf presentation, deliver fresh appeal may ultimately drive the sales by making the products
stand out in the crowd. Consumers are always looking out for products that suits their being on the move, today,
it leads them to pick up snacks at a kiosk or in the supermarket which may suit their consumption then in
smaller portions on multiple occasions. Besides, a product needs to be designed to stand out at its point of sales
i.e. POS, in addition to it needs to have a perfect and suitable stylish design.

Consumers prefer and choose the products on the basis of the pragmatic criteria like, its fitment into the pocket.
Sometimes the choice is motivated if the packaging sturdy and reclose able. So, the ideal on-the-go product and
its packaging are not only simple but need to be attractive, easy to use, and reclose-able, and fitting the
personality of the individual consumer. Typically, the consumers look feasibility for transporting the food items
for their on-the-go consumption in handbags or backpacks, they throw it into the back of their car or strap it to
their bike’s luggage rack (Zaeema A., 2002).

Ability of re-using due to the introduction of proper closures in a product of small size makes the consumer’s
life easier as this facility allows them to carry the product in their travelling bag; even if the product has been
used before and consumed partially. For instance, within the fairness cream segment the success of both Vicco
and Fair and Lovely with its Rs. 5/- and Rs. 9/- sachet pack is due to its design with twistable thread cap fixed
with the pouch. It has emerged as the fastest growing within small flexible packages. The pouch is set to grow
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further in many categories as a functional packing solution, being perceived as convenient as and safer to carry
than conventional tube and more portable than thin wall plastic containers.

The influence of packaging is seen in all of the product categories. For bakery and shacking products, for
example, flexible packaging has creating a new trend and it would contribute the category to grow as a
dominate on-the-go consumption food category. With this category, for hard shaped products like, biscuits,
however, folding cartons has become a common solution for primary packaging, while as pouches will continue
to be used for bigger quantities in sizes. The packaging in pouch format offers the consumers a format
specifically when it is intended to share with many.

LITERATURE REVIEW

It is found that life style has made peoples’ eating routines less fixed than in it was in the past. Many people opt
to skip breakfast to go to the gym or for a few extra minutes to spend at their bed. This means that, many people
now have their first meal of the day while they are probably when they are on-the-going. They are also
increasingly likely to have their snack between lunch and dinner. The rise of this being at out-of-the home, on-
the-go consumption occasions leads in creating specific demand for packages that are comfortable to hold, have
re-sealable caps, and fit in their handbags and backpacks. So, the industry is forced to translate these needs into
specific and concrete innovations, in the formats which were able to be easily separating ability for several
single portion consumption, easy to open and re closable packaging solutions.

The multi-cavity pack design allows the on-the-go snacking market, offering the option to snap off one of many
individually wrapped cavities or trays as required, while keeping the remaining trays or cavities sealed for later
consumption, it gives the consumers the ability to consume the snack as well as it allows them to exercise
portion control indirectly. The tray also keeps the contents fresher for longer and can help to reduce food waste
also. Products specifically the liquid food producers need to be served in the packages those were easy to use
when opening, handling and pouring, together with its unique ability to be microwaved, attracts consumers
(Malcolm McDonald and lan D., 2010).

The change in life style is forcing consumers to derive smarter ways for maximizing their time. Consumer’s
expectation is reaching a new high called as hyper-convenience. If they found a product or service isn’t easy to
use, it is simply recognized as not worth for the time to investment for its consumption. So, to stay relevant, the
brands must adopt a new way of seamlessly fitting into people’s busy on-the-move lives and assuring them to
provide a fuss-free experience. It brings all together new products with smart channels of distribution, ensuring
that a product is exactly where the consumer is, whenever they want it.

Convenience food are those eatable or edible items which do not require much time (often need less than five
minutes) and efforts for both in its preparation and serving or consumption are convenience foods. Some
convenience foods can be consumed instantly or some after the addition of some water, heating or thawing. The
demand for convenience foods is growing at a faster pace due to changes in social and economic patterns, as
well as socio demographical characteristics such as increase in urbanization, changes in the buying power and
awareness about healthiness of food items (Mahera M, et.al 2015), Some predominant changes in the traditional
meal pattern and food habit and the execution of hedonic motive of desire to taste new products are some of the
dominant drivers cartelizing the demand of the convenience food items in India. They are making these
convenience food items extremely popular especially among the working-class people, teenage children, and
people living in hostels, bachelors, and so on. These items are usually found cheap due to its size, barring some
specific healthy choices are expensive (Kacey Culliney, 2014), The popular examples of such convenience
category of food items include candy, beverages, frozen pizza, cake mixes, microwaveable items, canned soup
or pastas, masala oats, chocolate bars, shrikhand, yogurt, fruits drinks, are some of the nutritious examples of
convenience foods.

CONSUMER CHARACTERISTICS

Some of the peculiar socio demographic characters of the Indian consumers leading in the rise of market of
convenience food items includes their age most of them are belonging to a class category of youngers, more
than 50% Indian consumer base is in the age category of below the age of 30 years. They are high income
earners, there is a change in consumption patterns due to rising of families with dual income sources in a family
unit. Indian economy is expected to triple in the next decade. This resultant income growth would lead to a rise
in middle class customers, as per the BCG report — The New Indian (March 2017). It is expected that the share
of this middle class (strivers and seekers) would increase from 14% in 2017 t046% in 2030 (MOFPI, Report
2017). Their aspirations are up worldly mobile, and they are looking for better standard of living articulated in
measurable characteristics such as quality, variety, choices and convenience. The general awareness has
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advanced in the areas of health and they are becoming hygiene conscious. There is a visible shift in the demand
and consumption for protein rich and organic food items, (Chairman & Managing Director - Nestlé India
Limited — Annual report 2016-17). On the social front this young generation is internet savvy and prefers
shopping online for convenience and monetary discounts are not ignored by them.

MARKET FOR CONVENIENCE FOODS

The size of the foods and beverages sector in India today is nearly Rs 3,350 billion. Of this, the semi-processed
and RTE packaged foods segment constitutes only 2%, however, growing at 20%. Globally, 65% of the
consumers buy ready to eat i.e. RTE meals for their convenience either frequently (20%) or occasionally (45%).
The US is the largest market for convenience foods in the world and the emerging markets of Asia-Pacific,
Middle-East and Latin America would fuel the future growth of the same. The global ready-to-eat food market
is expected to grow at a 21.5% CAGR during the forecast period 2017-2022.

According to Indian census data (2011), more than 70% of families in Indian society today are nuclear and 11%
are single members. Lack of time for food preparation due to shift of their lifestyle from a traditionally being
slow pace into a pre-occupied with many priorities becoming a high pace busy lifestyle. This change in lifestyle
is leading a change in the consumption patterns and ultimately contributing in an increase in the demand for
convenience foods as its result.

In India, the convenience food market is about to reach Rs 1,580 billion by the end of 2017, with a penetration
in 30 million households which accounts for 32% of the industry. Among convenience foods, the market for
ready-to-eat foods is about Rs 2,900 cores in financial year 2016. Three main factors viz. acceptability,
affordability and availability drive such an enormous growth in the convenience food sector. India is supposed
to experience a double-digit growth rate through the 2017-2022 in several categories of convenience foods.

RESEARCH METHODOLOGY

This paper specifically looks into preferences for small pack sizes of eatable items by the Indian consumers and
their demographic characteristics related with respect to their on-the -go life-style. These demographic
characteristics will allow the marketers to estimate the demand for products in small packs. For this study the
sample collected on the basis of a qualification criterion of their being purchased an eatable or drinkable food
item in small size. Small pack preferable 30-60 grams in weight or 60-100 ml in case of liquid product, in the
last seven days.

RESEARCH INSTRUMENT

The consumer responses were collected on 5-Point Likert-type scales. Statistical analyses were conducted using
the SPSS software version 22. Descriptive statistics was used to describe respondent characteristics and their
socioeconomic profiles. Based on the results of the pilot study, 7statementsregarding the perceived benefits and
perceived obstacles were selected to measure the attitude along with the factors influencing the attitudes
towards the small packs eatable or consumable item purchase. The respondents were asked to evaluate each
statement on perceived benefits regarding their own attitudes on a 5-point Likert scale. A score of 1 was
assigned as “I strongly disagree” and 5 for indicating “I strongly agree.”

SAMPLING

Participants were considered eligible if they were 16 years of age or elder than that and were excluded if they
were not willing to participate. A total 1212 number of respondents were collected for this study. The data had
been collected at all major railway stations located on the three main local railway lines such as Central,
Western and Harbor, during March, 2018 to July, 2018. Trained research scholars had collected the data. The
details of the sample and their first choice for buying eatable and consumable items in small packs has as
described in Table No.1 above.

SCOPE OF RESEARCH (DV and 1Vs)
Attitudes towards small packs were evaluated. Attitudes towards the 3 main categories available in small size
formats e.g. 1) Liquid carton with twisted cap 2) Snacks sachet with zip lock, and 3) Spread pack with cap.

The on the go life style characteristics were measured by four demographic characteristics such as, age, gender,
income level, education level, with seven life style indicating statements (independent variables) such as, their
span of time of job, nature of accompanying at living, preferred food preparation method, distance of work
place from residence, mode of travelling, working nature of partner, inclination for wellness.

SAMPLE DETAILS
Table No.1 : Describe the sample collected for this study.
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Demographic Characteristics Frequency | Percent
Up to 25 Years 262 21.6
Age 26-35 Years 385 31.8
36-45Years 401 33.1
46 Plus 164 13.5
Up to High school 358 29.5
Education | College Attended/ Graduate 408 33.7
Graduate 446 36.8
Up to Rs. 30,000 552 455
Income 30,000 to 40,000 84 6.9
40,000 to 50,000 433 35.7
50,000 Above 143 11.8
Gender Male 790 65.2
Female 422 34.8
Pichku 152 12.5
Tropicana Juice 147 12.1
Product _Snacks 239 19.7
Fair & Lovely 277 22.9
Hand wash 232 19.1
Close-up Toothpaste 165 13.6

Source: Primary data

DATA ANALYSIS

The respondents were asked to express, their opinion, about how appropriate they were about the sourcing
regarding the purchase of a product with inbuilt facility of re-usage and easiness of carrying in its design. A
score of 1 was given for “not preferred at all” and 5 for “always preferred.” The research was aimed to associate
life style related specific demographic factor which significantly influences the attitude about the three reusable
facilities in its package. The reliability of the answers on the benefits and disadvantages were estimated, and the
Cronbach’s alpha was determined (benefits alpha=0.76), indicating the reliability values were satisfying. A
discriminant analysis had been conducted to arrive at conclusions.

A linear regression analysis was conducted using a stepwise method to measure the effect of correlating factors
on willingness to purchase medications online.

RESULTS

Table No.1shows the results of tests of equality of group means for preferring the products under study by the
subjects. The results indicated that only one life style indicating reason had established a strong association with
buying of such products. This reason is the working nature of the partner. This parameter has the least ‘F’ test
value i.e. 1.735. The similar values of all lifestyle measures shows the equal spread of data.

Table No-1: Results of Tests of Equality of Group Means

Lifestyle measurement | Wilks' Lambda F dfl df2 Sig.
Span of Job 0.980 4.921 5 1206 0.000
Living Alone 0.989 2.602 5 1206 0.024
Avoid Food Preparation 0.990 2.360 5 1206 0.038
Distance of Job 0.980 4.921 5 1206 0.000
Mode of daily Travelling 0.989 2.602 5 1206 0.024
Working partner 0.993 1.735 5 1206 0.124
Wellness Preference 0.988 2.886 5 1206 0.013

Source: Primary data

These results were further analysed by applying a categorical regression by manipulating subjects’ individual
four demographic variables and the specific lifestyle reason which has established as significant for buying of
such packs, as indicated in table No.1.

Table No.2 described the ANOVA results of the regression model summery. The less than 0.05 significance
level indicated fitment of explanation of variance through the proposed predicative model.
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Table No.2 ANOVA Results

Sum of Squares df Mean Square F Sig.
Regression 82.277 4 20.569 21.976 0.000
Residual 1129.723 1207 0.936
Total 1212.000 1211

Dependent Variable: Working partner
Predictors: Age Group Education Level Income Group Gender
(Source: Primary data)

Table No.3 contains the coefficients of regression, for the purchase of re-usable product by the subjects if their
partners are working. The model also indicated that among the four demographic characteristics income level
and gender remained non influential and remaining two viz. age and education showed a significant influence in
predicting the preference for products served in convenient packing features.

Table No-3: Coefficients
Standardized Coefficients df F Sig.
Beta | Bootstrap Estimate of Std. Error

Age Group -0.040 0.047 1 | 0734 | 0.392
Education Level | 0.021 0.059 1 0.132 | 0.716
Income Group | -0.247 0.034 1 |53.595 | 0.000
Gender -0.078 0.027 1 | 8.458 | 0.004

Dependent Variable: Buying if Working partner

FINDINGS
Only one lifestyle reason had established significant association with buying of products in re-usable packing.
The preference had been insignificant with respect to buyers’ income levels and their gender.

SUGGESTIONS

Marketing practitioners need to design their strategies keeping all income segments and both the male as well as
female in focus. The negative co efficient values for age, income and gender indicate a negative relationship
since gender was coded as male one and female as two less preferred by females than males, this was specificity
with respect to the working nature of their partners.

Further step wise entry and elimination process may be applied to locate the situational impact for designing of
marketing strategies.
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THE INFLUENCE OF CULTURE ON CONSUMER BEHAVIOR
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ABSTRACT

Culture is a complex system of laws, values, beliefs and morals where each of the laws, values, beliefs and
morals are associated with a range of acceptable behaviors. It includes knowledge, belief, art, morale, law,
customs and all other habits acquired by man as a member of society. An accepted concept about culture is that
includes a set of learned beliefs, values, attitudes, habits and forms of behavior that are shared by a society and
are within that society. Culture influences consumers that is why understanding of culture enables marketers to
interpret the reactions of consumers to alternative marketing strategies.

Keywords: consumer behavior, culture, family, subculture

INTRODUCTION

We all are consumer. In our daily life we are buying and consuming variety of goods and services. However, we
all have different tastes, preferences, consumption and buying pattern. These all things plays vital role in the
present highly competitive and consumer- oriented marketing. Consumers behavior is the outcome re result of
various external factors. Such factors include economic, social, cultural, psychological and personal. Of these
cultural factors highly influences on buying behavior of the consumer. Cultural factors include values, beliefs,
faith and traditions accepted willingly by buyers or specific class of buyers. A marketer needs to be aware of
these cultural influences on buyer behavior while promoting, advertising different products.

OBJECTIVES OF THE STUDY
The objectives of this study are
1. To understand the characteristics of culture.

2. To analyze the role of culture in consumer’s decision making process.
3. Todiscuss the sub-cultural influences on individuals

RESEARCH METHODOLOGY
The research is mainly based on the secondary data. The secondary data has been collected from various
reference books, research papers, articles and websites.

CULTURE - MEANING

Culture can be defined as the sum total of learned beliefs, values and customs of a society that is transmitted
from generation to generation. Culture is the uniqueness and knowledge of a particular group of people defined
by everything from language, religion, cuisine, social habits, music and arts. Culture is an external influence
that affects the consumers. Culture teaches an individual about the acceptable norms of society and tell him the
right and wrong. The use of colors, symbols, language and message reflect culture. Thus, culture is a set of
socially acquired values that society accepts and transmits it to members through language and symbols.
Understanding of cultural properties in the analysis of consumer behavior has been an important variable in
marketing especially in market segmentation.

CHARACTERISTICS OF CULTURE
1. Culture is invented - Culture is invented by the society and developed through generation by customs, rites,
rituals, belief, value etc.

2. Culture is learned - Culture is learned through formal and informal and technical learning. The marketing
messages increase informal learning by providing people with a model of behavior to imitate. Many
practices are learned from the environment of which an individual is a by-product.

3. Culture is Shared - Culture is viewed as customs that link together the members of the society. It means
people within a cultural group share common culture. Common religion and languages is most important for
shared culture. Social institutions that transmit culture and share culture are

a) Family - Primary agent for learning your culture

b) Educational Institutions - Imparts learning skills, history, patriotism, citizenship etc.
c) Religious Institutions - Provides spiritual and moral guidance

d) Mass Media - Agent for learning wide range of culture values and different cultures.
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American pop culture is shared by no of other countries through the availability of products like coke,
McDonalds etc.

4. Satisfies Needs - Culture is also associated with what a society’s members consider to be a necessity and
what they view as luxury. In US owing a car may be a necessity but in India it may be a status symbol.

5. Culture is Dynamic - It is never static. Member of a society keep having new experience and the members
are do not remain fixed. New generations are brought in. With mobility of members and younger people
joining the group, cultures expand, dilute subdivide and change. Some cultures are slow to change while
some are receptive to change and they adapt other culture easily. Culture is continuously changing due to
influence of other cultures. Change can only be gradual. In recent times, cultural changes are taking place at
a rapid due to exposure to other cultures through mass media.

6. Every culture has some core values - In the context of consumer behavior core values are determined on
the basis of -how they are accepted by a majority of people in a society, how lasting they are and how they
related to consumption behavior.

7. Culture helps in adaptation -When marketers sell their products, they have to adapt to meet cultural
standards of a society otherwise they cannot succeed in business e.g. McDonald's sells meat burgers all over
the world but in India its Mac Aloo Tikki burger is very popular. Marketer must study the specific culture of
their target market to determine whether their products will be acceptable. Also how they will communicate
the features of their products to persuade the target market to buy.

8. Culture is differential -Culture is not universally uniform. Culture is different in every country and in every
society. Strong differences exists because of the practices followed in different societies. Marketers must
understand these differences if they want to succeed in business. Once they understand these differences,
they can communicate well and sell their products properly

CULTURAL INFLUENCE ON CONSUMER BEHAVIOR

Culture is greatly influence on buying behavior of consumer. It influences the living pattern, consumption
pattern and decision-making process of consumer. Also culture is closely associated with certain nationality or
religious identity of an individual. For example women in some Arab countries are not allowed to show their
faces, in some countries men wear tie and in some other countries men wear turban. Many brands associate their
message with country’s culture. Hence, cultured messages are too obvious in marketing products and services
e.g. Honda a Japanese brand communicates Indianess by using the brand logo in Mehendi (Henna).

Culture directly affects consumption habits e.g. Frenchmen use double the cosmetics as compared to women
and Italian children like to eat a bar of chocolate between slices of bread as a snack.

There are large areas where individuals are conditioned by culture, most important being food and clothing,
media habits. Food habits are conditioned to a large extent by culture. Avoidance of beef by Hindus and Sikhs,
avoidance of pork by Muslims, vegetarian food is a large sub culture in India, sea food is foe subcultures along
the coast. Fast foods like McDonalds are to be modified according to Indian Cultural values and habits.

Clothing is usually conditioned by climate but also depends upon culture and inherited. For example saris by
south Indians and salwar kameez by north Indians, dhoti in the south etc. Cross cultural influences however
have influence on clothing habits of people who are exposed to mass media. For example jeans, branded
designer clothes etc.

In India we find change in consumer behavior as a result of gradual cultural changes. This is largely due to
impact of mass media on consumer attitude and lifestyle. Technological advances that take place globally find
their way into our country very quickly through mass media. Mass media has shrunk the world into a global
village. People are today interested in luxury goods and comfort products. International brands are available
today freely and people are adapting to the brand culture e.g. People have become brand conscious like Nike,
Reebok etc.

Today as more and more women are joining the work force and there is an increasing demand for products that
help lighten and relieve the daily household chores, and make life more convenient. For example washing
machines, microwaves, pressure cookers, mixer-grinders, food processors, frozen food etc.

People in our society would like to improve their career prospects and also they wish to acquire relevant
education and skills. So obviously many professional, career oriented educational centers are started.

Today all are conscious about the good health, physical fitness and smart appearance. Thus, many slimming
centers and beauty parlors are opened in all major cities of the country. Cosmetics products (for both women
and men) are rapidly sold out in the market.
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SUB-CULTURAL INFLUENCES ON INDIVIDUALS

Sub culture is a distinct cultural group that exists as an identifiable segment within a larger, more complex
society e.g. nationality, social class, language etc. Sub - cultural analysis enables the marketers to finalize
market segmentation. In doing so marketers must remember to respect beliefs, values and customs of the sub-
culture. Sub-culture can be identified on the following basis.

A. Social Class: It is a hierarchical division of society with respect to education, status, wealth, values etc.
Consumer behavior and needs change with social class. Three types of social classes are - 1. Upper Class 2.
Middle Class 3. Lower Class

B. Age: It is an important sub culture. A consumer’s buying behaviors lifestyle and consumption pattern
changes with his age. There are main four age trends - Baby, Youth, Middle-aged, Elderly.

C. Gender: The subculture based on male female divide is called gender subculture. The needs and preferences
of men and women are different.

D. Geographical Location: within a country there are various geographical locations, states, regions etc. which
have different climatic conditions. Individuals living in various regions have different lifestyles, because of
differences in climate, culture, and ethnic mix of people. This lead to need for different products. For
example in hilly areas there is need foe sweaters and warm cloths. South Indians prefer Idili, while north
Indians prefer poori Bhaji. People belonging to a region prefer a particular food, have same kind of interests,
wear same type of clothes.

FINDINGS
» Culture has a strong influence in a consumer’s decision making.

» The silent language of gesture, posture, food and drink preference, clothing preference, different taboos,
ritualistic activities etc. all these have a great impact in consumer behavior.

» Culture provides direction and guidance in all phases of human problem solving by offering reliable and
dependable methods to satisfy personal, physiological and social needs.

CONCLUSION

Cultural factors plays an important role in influencing consumer behavior. Culture is important part of society;
it greatly influences an individual’s wants and behavior. So before entering a market, a marketer needs to
carefully study the culture of the country so that he can satisfy the needs of the people. A marketer can’t ignore
the cultural factor as it puts maximum influence on business activities; business depends on society for its
survival, growth and prosperity. So it needs to fulfil the expectation of the society. Proper understanding of
culture enable the marketer to interpret the reaction of consumers to alternative marketing strategies.
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IMPACT OF POINT OF SALE PROMOTION ON CIGARETTE CONSUMPTION
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ABSTRACT

India is a major market for cigarette in the world but per capita consumption of cigarette in India is very low
compare to the global standard. Though the sale of legal cigarette in the country is declining over the period of
time.However cigarette marketers have managed to adopt such activites which ultimately resulted in more
guantity of cigarette being sold and growing number of smokers in the country.Even the number of youth and
females resorting to smoking show a rising trend.The present paper attempts to find out how the marketers have
managed to retain their market and what is the role of point of sale on the consumption of cigarette in the city
of Mumbai.The research is based on primary as well as secondary data.primary data was collected from a
sample of 100 consumers who smoke cigarette.The survey was conducted with the help of a structured
guestionnaire which was convassed among the consumers.The main objective of the research was to find out the
effect of point of sale on consumption of cigarette.Point of sale is one innovative tool used by the marketers to
increase the sale of the products and this has nullified the control measures adopted by the government from
time to time.The government also adopted statutory warnings and pictoral warnings to prevent the consumption
of cigarette but marketers have managed to overcome these restrictions and promote the harmful products more
effectively.The findings of the research revealed that majority of the consumers donot bother about the statutory
warnings and pictoral warnings and consume cigarette as per their needs and requirements.The point of sale
attracts consumer to the purchase of cigarette and smoking as consumer feel that they consume out of choice
and not chance. Thus marketers have succeeded in marketing the harmful products through point of sale and
retaining their customers and the market.Marketers have succeded in selling the products at the strategic
locations through innovative means including the point of sale and encouraging impulsive buying of the
products.

Keywords: Consumption, Advertising, Marketing, Visual display, Point of sale

INTRODUCTION

India is the one of the important country in the world for tobacco production as well as consumption. It is an
important market for cigarette sale. India ranks second in the world in tobacco production (i.e. 800 million kgs.)
after China which ranks first in the world (i.e. 2800 million kgs.). Tobacco consumption in India has increased
over the period of time even though the share of legal cigarette has declined from 21% in 1981-82 to 11% in
2015-16. The per capita consumption of cigarette in India is 96 cigarettes per person per annum.

Cigarette is the only product marketed legally all over the world which Kills six million people every year. The
government all over the world has taken various measures to restrict the advertisement & publicity, display of
tobacco pictorial warning so that consumption of cigarette can be controlled. Despite these restrictions tobacco
manufacturers have managed to promote cigarette consumption using innovative methods of marketing &
promotion. One such method is Point of sale (POS). It is a place in wholesale or retail business where cigarette
products sold. Point of Sale advertising weakens the effectiveness of tobacco control low. It promotes the
consumption of cigarette through higher product visibility and attraction. This has helped cigarette companies to
promote their products & create conditions demand for the product.

In all countries of the world there is common practice of printing warning messages on packet of cigarette. This
will create greater awareness among the people about the dangerous smoking. Australia was the first country in
the world to introduce plain tobacco packages. In most countries of the world there are legal restrictions on the
product display, advertising & promotion of cigarette. Some counties have imposed pictorial warning on
tobacco products. Many countries have adopted maximum percentage of cigarette packets to be used for
pictorial warnings. India comes under the top 10 countries in this respect. Nepal ranks first with 90% space to
be used for pictorial warning. India has 85% space for the same. Thus India is in the top 10 countries of the
world in terms of imposing pictorial warnings whether this has any effect on cigarette consumption is to be
analysed.

REVIEW OF LITERATURE

Different promotional strategies

Patel S. Rendell & others (2013) conducted research on the subject of point of sale with adverting and
promotion of tobacco products in the city of Mumbai. The research concerned 125 establishments using display
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boards for the promotion of cigarettes. It was observed that majority of establishments (85%) violate the
placement of board. The display board was placed above the shop. The display board was oversized and the
advisements were highlighted with backlights. Thus marketers adopt different promotional strategies to attract
consumers. Thus the board were placed on the top of the shop to ensure greater visibility and attraction. In some
cases two boards were placed next to each other with common background. In most of cases the health warnings
were in the same colour as the background brand image, hence marking the effect of warnings. Most of the
shops had visible promotions in the form of stickers & danglers. Promotion in the form of pictures was also
common.

Tools for marketing tobacco & cigarette products

Sinha & others (2014) conducted research on the influence of tobacco industry advertisement & promotions on
tobacco use in the country. The findings of research revealed that sellers adopt different tools for marketing
tobacco & cigarette products such as advertising, point of sale, discounted prices, free coupons, surrogated
adverting etc. This results in higher tobacco consumption among adults. Thus there is direct correlation between
higher direct & indirect exposure of advertisement, promotion and higher consumption of tobacco & cigarette
products.

Sophisticated marketing programmes

Bansal and others (2015) analysed the marketing strategies adopted by cigarette companies in the city of
Mumbai. The findings of the study revealed that cigarette adverting was ubiquitous in the environment, present
in the news & in the films, magazines. However cigarette advertisement was not printed in women magazines &
even women were not show smoking but seen in the advertisement. Thus cigarette companies have developed
sophisticated marketing programmes targeting men, women & children in different socio-economic groups to
promote the sale of cigarettes.

Advertisement about Tobbaco prevention

Sajjan Shetty Malikargun (2014) undertook research to find out the effectiveness of tobacco warning labels in
communicating health risks among bus drivers in Karnataka State Road Transport corporation Mangalore. The
findings revealed that a higher number of respondents who noticed advertisement about the danger of smoking
thought about the risks of smoking and were inclined to think about quitting smoking. Thus continues exposure
of tobacco warning labels helps to educate smoker about health hazards & risks of smoking.

Motivational activities of smoking

Ash fact sheet (2017) analysed the impact of point of sale display on consumption of cigarette. The findings
revealed that it has a direct impact on young smokers in increasing the rate of cigarette consumption. It acts as a
motivator for smoking. Tobacco companies have succeeded in creating point of sale exposure of their products
by developing multiple products and brands of cigarette.

Display of statutory warning and enforcement of smoking

Karibasappa& others (2011) conducted study to assess the awareness and impact of pictorial warnings on
tobacco product among younger people of 15 years & above in Davangre city of Karnataka. The findings of the
study revealed that majority of participants (72%) were aware of the statutory & pictorial warnings but only
50% of the respondents pointed that these warnings influenced them to quit smoking. Further pictorial warnings
were more effective than statutory warnings.

Sales of tobacco and adolescents addiction

Janine Paynter (2009) evaluated the impact of tobacco promotion at the point of sale. The research revealed that
tobacco promotion in any form will have positive impact on smoking especially among adolescents. It is for this
reason that tobacco manufacturer or seller focuses on point of sale promotions. The findings revealed that there
is statistically significance association between exposure to tobacco promotion at the point of sale & cigarette
consumption. Such promotion also leads to impulse purchasing of cigarette & tobacco products. Thus tobacco
companies are using point of sale promotions to encourage children to smoking. Such promotion should also be
banned to control the consumption of cigarette.

Increased sales of tobacco products among adolescents

Lindsay Robertson (2016) conducted research to evaluate the impact of point of sale promotion among children
& adolescent. The findings revealed that point of sale promotion of cigarette will have 1.6 times higher chances
of young & adolescents to smoking as compare to those who are less frequently exposed to point of sale
promotion. Thus there is need to enact some low to ban point of sale promotion of tobacco products.
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Impact of E cigarette on control of smoking

Montey, Pasch & others (2017) analysed the impact of cigarette advertising on smoker behaviour. The findings
revealed that e cigarette adverting will have positive impact on the use of e cigarette& this in turn may reduce
the consumption of other cigarette & tobacco products, e cigarette is more useful in controlling the adverse
effects of normal cigarettes smoking.

Monshower&Verdumen (2014) conducted research on point of sale of tobacco products in Netherland. The
findings of research revealed that there is multiplicity of sources from where people can buy tobacco products.
The density & proximity of this point of sale influence the smoking behaviour of the people. These people are
less likely to travel far places for the purchase of cigarette. A higher density & proximity of tobacco point of
sale gives higher exposure to the youth. It also results in stiff competition among the seller which results in
lowering of prices to induce more customers.

Further there are large variety of sources from which consumer can buy cigarettes which include grocery,
stores, gas station, newspaper stand, outside the country, KIOS, duty free shops, vending machines, Bar &
Restaurants etc. Majority of the young people in the age group less than 16 years the main source of purchase is
gas station and for other young people of age group 16-19 years the main source is grocery store.

Netherland has 60,000 POS while Norway has 15,000 POS, France 27,000 POS, England has 56,000 POS,
Ireland 13,000 POS, and Hungary has 6,500 POS, and so on. In Netherland 95% of consumers buy cigarette
from 23,000 POS.

Thus higher density of POS may influence the behaviour of smokers by making higher access, higher exposure
to smoking cues, greater acceptability of smoking in the society and higher competition among the outlet.

RESEARCH OBJECTIVE
[1] To study the impact of advertising point of sale on cigarette consumption

[2] To analyse the effect of statutory warnings/ pictorial warnings of on cigarette consumption.

Research Area: At the site of outlet of Pan Shop, Mall, Collage Premises, Railway stations South Mumbai and
Mumbai Suburb

iii] Dependent & Independent Variables

The research design included dependent & Independent Variables were cigarette consumption and independent
Variables which are as below:

Dependent Variable: Cigarette Consumption

Independent Variables: Point of sale Promotion, Statutory warning & Pictorial warnings

[C] Research Methodology: A brief description of research methodology can be seen below.
[i] The nature of research& Research Design

The present research is descriptive as well as exploratory research. It attempts to examine the role of POS
promotion on cigarette consumption. The research design is descriptive research design.

[ii] Sampling methods & Sample size

The method of sampling was mainly Non Random sampling which include convenience sampling method. The
size of sample was 100 Consumers which included male & female smokers from different age group.

[iv] Questionnaire A structured questionnaire was prepared from 100 respondents in a 1 — 5 rating scale using
Likert rating scale

[D] Data Analysis:The following section covers analysis of demographic profile of the respondents and the
impact of point of sale promotion on cigarette consumption.

[i] Sample Size & Distribution: The size of sample was 100 consumers & the distribution can be seen as below.
Statistics tools

The statistical tools used were simple percentage for descriptive statistics and Spearman Rank Correlation for
inferential Statistics
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DATA ANALYSIS & INTERPRETATION

Gender Distribution: The gender distribution of the respondents can be represented as follows:

Inference: Majority of the respondents were male accounting for for 95% of the total female smokers were only

5% of the total.

Table-1: Gender of the respondents

Gender | No. of Respondents | Percentage
Male 95 95

Female 05 05
Total 100 100

[ii] Age Distribution: The age distribution of the respondents can be seen as below.

About 70% of the consumers in the age group less than 30 years & remaining 30% were above the age of 30

years.

[iii] Educational Qualification: The distribution of sample according to education can be seen as below.

Table-2: The age of the respondents.

Age No. of Respondents Percentage
Less than 20 50 50
20 to 30 years 20 20
30 to 40 years 20 20
Above 40 years 10 10
Total 100 100

Table-3: Educational Qualification of the respondents

Qualification No. of Respondents Percentage
SSC/ Non SSC 20 20
Under Graduate 10 10

Graduate 30 30
Post Graduate 20 20
Others 10 10
Total 100 100

Majority of the consumers were graduate& post graduates accounting for the 50% of the total.

[iv] Occupational Distribution: The distribution of sample population according to occupation can be seen as

below.

Table-4: Educational Qualification of the respondents

Occupation No. of Respondents | Percentage
Private Services 60 60
Government Service 20 20
Professionals 10 10
Others 10 10
Total 100 100

Majority of consumers were in private services/jobs accounting for 60% of the total.

[v] Income distribution: The distribution of sample according to income distribution can be seen as below.

Majority of respondents (ie.50%) were in the income bracket less than Rs.5 lakh per annum. Only 10% were

Table-5: Income of the respondents

Income No. of Respondents | Percentage
Less than Rs.2 Lakh 50 50
Less than Rs.2 Lakh — Rs. 4 Lakh 20 20
Less than Rs.4 Lakh —Rs. 6 Lakh 20 20
Above Rs. 6 Lakh 10 10
Total 100 100

above Rs.10 lakh per annum.
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[vi] Marital Status: The distribution of population according to marital status can be seen as below.

Table-6: Marital Status of the respondents

Marital Status | No. of Respondents | Percentage
Single 60 60
Married 40 40
Total 100 100

Majority of respondents were single & only 40% were married.

[vii] Impact of point of sale/ pictorial warnings/ statutory warning- The research had focused on the objective of
the impact of point of sale and pictorial warnings on the cigarette consumption among the selected sample
consumers. Ten questions on the subject were asked to the respondent. The details can be seen as below.

Table-7: Impact of point of sale/ pictorial warnings/ statutory warning

No. Description SA A NA | SNA
1 | Cigarette promotion is not strictly allowed 10 80 10 -
2 | There is no need of promotion for regular smoker 05 90 05 -
3 | Cigarette brands helps in promotion 10 10 70 10
4 | Cigarette packaging is attractive 10 30 50 10
5 | Visual display attract cigarette smokers 20 20 40 20
6 | Visual display can be help in control of cigarette consumption 10 10 60 20
7 | Statutory warning has no effect on cigarette smoking 20 60 10 10
8 Point of sale helps in promotion& sale of cigarette 30 50 10 10
9 Big cigarette brands need no promotion 20 40 20 20
10 | Pictorial warnings are more effective than statutory warning 30 40 20 10

Inference: Majority of the respondents (about 80%) pointed out that cigarette promotion is not strictly allowed.
However most of the consumers feel that there is no need of cigarette promotion (about 90%) for regular
smokers as smoking become a habit not for regular smoker as smoking became a habit not by chance but
choice. Even majority pointed out that even branddo not matter for promotion. On question regarding cigarette
packing majority considered it as attractive(about 60%) & reaming 40% considered not attractive. About 80%
of the respondents considered that statutory warning can be useful in reducing cigarette consumption.Majority
of the consumers feel that point of sale is important strategy of cigarette marketers to promote cigarette sale in
the country. Most of the retailers use visual display to attract consumers. Further cigarette pictorial warnings are
more effective than statutory warnings. .Majority of the consumers feel that cigarette manufacturer have
managed to adopt innovative means to market the product which is harmful to our health.

Spearman Rank Correlation for Point of Sales [POS], Statutory Warnings with Cigarette Consumption

The value rs(rank correlation coefficient) ranges from -1 to +1[-1 indicates negative correlation ,+1 indicates
positive correlation]. If the value of rs is between [0.75 to 1 (it is high association), 0.5 to 0.74(moderate
association), less than 0.5(low association].

Table-8: Spearman Rank Correlation of [POS * Cigarette Consumption]

Variables POS Cigarette Consumption Sig. level N
POS 1 .883 .000 100
Cigarette Consumption .883 1 100

Inference: There is a positive correlation between [POS * Cigarette Consumption] The value of ry(=.883)
indicates that there is a strong association between point of sales and cigarette consumption.

Table-9: Spearman Rank Correlation of [Statutory Warnings * Cigarette Consumption]

Variables Statutory Warnings | Cigarette Consumption | Sig. level N
Statutory Warnings 1 .647 .000 100
Cigarette Consumption .647 1 100

Inference: There is a positive correlation between [Statutory Warnings * Cigarette Consumption] The value of
rs(=.647) indicates that there is a strong association between Statutory Warnings and cigarette consumption.

It can be further inferred that point of sales influence cigarette consumption than statutory warnings.
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SUMMARY & CONCLUSION

1.

India ranking in the world in tobacco production & consumption is next to China and it is an important
market for cigarette.

Per capita consumption of cigarette is very low in India as compare to global standard and the sale of legal
cigarette in the country has declining over the period of time.

Governments all over the world have taken sufficient measures to control the consumption of cigarette &
harmful products by way of pictorial warnings & printing of warning messages on the packet of cigarette.
There are restrictions on advertisement and publicity & sale of cigarette at public places.

Despite these restrictions the cigarette manufacturers have adopted various innovative marketing strategies
to boost the sale of their products. One such tool is the point of sale. It is the place in the wholesale or retail
outlets where cigarettes are sold. Point of sale promotion weakens the restrictions imposed by the
government on cigarette sale.

. The findings of the survey revealed that the majority of the smokers (90%) do not bother about cigarette

promotion as they are smokers by choice & not by chance. Majority feel that point of sale is an important
strategy adopted by cigarette marketers. Further cigarette pictorial warnings are more effective than statutory
warnings. Even cigarette packages are more effective & colourful. There is direct correlation between
cigarette display and cigarette consumption.

The results of the survey revealed that point of sales influence cigarette consumption than statutory warnings
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SUSTAINABLE CONSUMPTION AMONG CHILDREN-THE ROLE OF PARENTS

Dr. Ritu Bhattacharyya
Principal, Sasmira’s Institute of Commerce and Science, Mumbai University, Mumbai

ABSTRACT

Any discussion on Commerce is related with the consumption of goods and services that an economy produces.
For the last couple of decades we as an economy have been consuming goods very mindlessly, this has led to a
lot of destruction to the eco system of the country. Thus the need for sustainable consumption becomes very
important. Few point about Sustainable consumption to ponder are :

o Sustainable consumption does not mean that the consumer does not consume

e Sustainable consumption emphasizes that the quality of goods and services must improve and thus help
improve the quality of life.

¢ Sustainable consumption does not mean reduction in production.

e Sustainable consumption focuses on minimizing use of natural resources and toxic material — production
should support use of bio-degradable and man made material instead of natural resources

o Sustainable Consumption aims at consumption of goods that do not create waste and pollution either at the
time of production or use

o Sustainable consumption stresses that the needs of the future generation should be paramount.

The paper aims to study the role that Parents play in teaching the next generation about sustainable
consumption habits.

Keywords: Consumption patterns; Sustainable consumption; children; role of parents.

INTRODUCTION

Sustainable consumption is the use of products and services that have a minimal impact on the environment so
future generations can meet their needs. To produce goods and services raw material is drawn from the
environment, such as water, timbers and fossil fuels. Therefore, meeting the desires of the consumer for more
goods and services can lead to depletion of resources and increased pollution.

Children are the future of the world and they are also huge influencers in purchase policy of families, at the
same time they are not very savvy regarding the effect of their consumption on the environment. Thus if any
substantial change has to be brought about in the consumption patterns, education and involvement of children
is a must. The consumption patterns of children have changed steadily over the past decade, this is evident
from the bags, water bags, tiffin and other accessories they carry to school a far cry from what children used
even a decade ago, every thing is branded and latest in the market. Every urban child above 10 years of age has
a pocket money, which may remind you of your first salary and they are free to spend it without any supervision
from parents. The demands of some pre-teeners are so absurd that one wonders whether the goods demanded
by them are specific to their age.

The consumption patterns of most kids are defined by what they see at home and the society they move in or at
school. Most schools are very strict in allowing kids to get high end gadgets or high end accessories to school
and thus they do their jobs in controlling peer pressures and undue consumptions at school. The next biggest
influencers are the parents and their immediate social contacts that the child is exposed to. This is where
children actually learn what they must buy, how they must use goods and how much of what they must
consume. The societal structure of our country has changed in the last two decades, young parents are better
educated and skilled than their parents and the growing economy has offered them goods jobs with good pay
packages. Most families have both parents working thus they are able to have a disposable income which they
spend freely. Most of these young parents were bought up in small towns with parents having limited incomes,
thus when they have money to spare they go about buying all the gadgets and other products that they dreamt of
when they were going up, thus setting a bad example to their kids . Another aspect that leads to children buying
a consuming goods that are not necessary is the guilt factor among parents who are unable to devote time to
their kids and feel that they can buy gratification and thus put their children into habits of high consumption.
Excessive use of gadgets not only takes children away from the outer world but also has ill effects on their
health as most of them are not into physical games but only into virtual games. The constant need for up
gradation of gadgets also leads to a lot of e-waste which can create a lot of ill effect to the environment.
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OBECTIVE OF STUDY
The main objective of study is to find how parents influence consumption patterns of children and whether they
can convince children towards sustainable consumption

HYPOTHESIS
H: — Parents at home do not have a significant influence on consumption habits of children.

SAMPLE SELECTION
The aim is to find out how parents influence the consumption patterns of children. For this purpose 200 school
going children in the age bracket of 5 to 19 were studied in the areas of Mumbai; Navi Mumbai and Thane.

RESEARCH METHODOLOGY

A structured questionnaire was administered to respondents. This was done through a personal interview
method. The researcher contacted the respondents personally. The questionnaire was divided into two parts.
Part one is respondents profile and Part two was the main survey. Two different questionnaires were prepared
one for the Parents and other for the children .The sample to which the questionnaire was administered was
based on convenience sampling techniques. The sample distribution was as under:

Table-1
Sr. No. Sample Gender Sample Sample Size
a) Parents Male 84 200 nos.
Female 116
2. Children Male 124 200 nos.
Female 76
Source: Primary Data
Table 2
Age Parents Number in sample | House Income(per month) | Parents
27-30 40 50,000-75,000 20
31-35 30 75,001-100,000 50
36-40 47 100,001-125,000 56
41-45 43 125,000-150,000 40
46-50 30 150,001-200,000 20
>50 20 >200,000 14
Source: Primary Data
Table 3
Age Children Pocket Money- pm Children
5-7 40 00 16
8-10 32 1000-2000 26
11-13 28 2001-4000 62
14-16 56 4001-6000 54
17-19 44 6001-10000 22
>10000 20

Primary Data
Primary data was collected randomly through the structured questionnaire in Mumbai, Navi Mumbai & Thane
District using convenience based random sampling.

Sample Size
The study was limited to those participants who willingly elected to complete the instruments in their entirety.
There were a total of 200 children and 240 parents as respondents.

Sample Design

The researcher relied upon convenience based random sampling technique, considering the research
methodology and research type as per guidelines. A caution was exercised during the study that the respondents
who did not show inclination to be a part of the study were not covered.

Area of Research
Mumbai, Navi Mumbai & Thane District.
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Secondary Data
The secondary information or data was collected from published sources such as journals, magazines,
newspapers, government reports, internet and other sources.

Research Instruments
A summated closed end questionnaire was used with different viewpoints of customers.

Statistical Analysis

Efficient and effective data analysis is the result of effective data preparation. This was found to be very crucial
between the completion of the field work and the statistical processing of the collected data. Data preparation
involved transferring the questionnaire into an electronic format which allowed and facilitated subsequent data
processing. Data sheet was prepared directly at Statistical Program for Social Sciences (SPSS) software for
further analysis. Code was assigned to each response for data entry and data record. Transcribed data sheet was
prepared for data analysis. On the basis of data sheet, tables and graphs were prepared for the analysis.

Limitations
o Time and area are a major constraint in the study.

o This research reflects opinion and responses of individuals only where by findings and suggestion given on
the basis of this research cannot be extrapolated (applied) to the entire population.

o Area of research is also a major constraint.

ANALYSIS:

In order to study the influence that parents have on the consumption habits of children the children were asked
guestions on consumption of electronic and other goods and on food and food habits and the children were also
asked question on spending habits of their parents

CHILDREN’S RESPONSE

Consumption Habits Of Clothes, Accessories And Gadgets

a) Do you feel that your parents are trendy vis. They have the latest clothes, accessories and other
possessions

Children’s Age Yes No
5-7 40 00

8-10 32 00
11-13 20 08
14-16 43 13
17-19 27 17

Source: Primary Data

b) Do you feel proud, among your peers on account of your parents appearance and possessions

Children’s Age Yes No
5-7 40 00

8-10 32 00
11-13 28 00
14-16 45 11
17-19 30 14

The above data proves that children are happy by the possessions that their parents have and it makes them feel
good among their peers.

c) Do you and your parents possess the latest and high end e devices like smart phones, laptops, game
consoles smart TV’s etc

Age Children No
5-7 40 00
8-10 30 02
11-13 20 08
14-16 42 14*
17-19 28 16*

Source: Primary Data

42



International Journal of Advance and Innovative Research
Volume 6, Issue 1 (XXIV): January - March, 2019

ISSN 2394 - 7780

*Most of the time it is seen that the mother, if she is a house wife may not posses the latest device

d) Do your parents give you the latest gadgets and fulfill your demands

Age Yes No Sometimes

5-7 40 00 00
8-10 30 00 02
11-13 21 01 06
14-16 39 05 12
17-19 26 04 14

Source: Primary Data

The data above proves that most of the time parents themselves are giving the children the latest gadgets and
very rarely are they refusing what their children demand.

Food Consumption Habits

a) How often is your demand for junk food or eating out entertained by your parents

Children’s Age | Always Often Sometimes Seldom Never
5-7 30 06 04 00 00
8-10 18 08 06 00 00
11-13 19 06 03 01 00
14-16 31 14 06 03 02
17-19 18 15 06 02 03

Source: Primary Data

b) How often have you been allowed to leave food cooked at home and go out to eat or call for a take
away meal if you don’t like what is cooked?

Children’s Age | Always Often Sometimes Seldom Never
5-7 00 29 08 01 02
8-10 00 19 08 02 03
11-13 00 12 09 04 03
14-16 00 32 18 02 04
17-19 00 18 22 01 03
Source: Primary Data
¢) What happens to the food not consumed?
Children’s Age Consumed later Discarded

5-7 02 38

8-10 04 28

11-13 02 24

14-16 06 50

17-19 04 40

Data proves that children are allowed to consume junk food or leave food if they do not like it and most of the
time the food is discarded this obviously does not teach the child good food habits and there is a lot of wastage.

d) How often do you carry a tiffin box for lunch to school/college

Children’s Age | Always Often Sometimes Seldom Never
5-7 40 00 00 00 00
8-10 18 08 06 00 00
11-13 11 09 05 03 00
14-16 13 22 14 06 01
17-19 05 08 06 12 13

Source: Primary Data
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e) How often is the food that you carry in your tiffin junk (only for those children who carry a tiffin even
occasionally)

Children’s Age | Always Often Sometimes Seldom Never
5-7 03 04 16 12 05
8-10 07 09 06 08 02
11-13 07 15 11 04 01
14-16 15 26 10 04 00
17-19 10 08 08 05 00

Source: Primary Data

Data proves that parents themselves are giving children junk food thus there is no way for the children to learn
good food habits.

Children’s Opinion On Their and Their Parent’s Consumption Habits

a) Do you feel that your parents are right in buying the latest clothes and accessories and gadgets for
themselves and you?

Children’s Age Yes No Don’t Know
5-7 25 00 15
8-10 32 00 00
11-13 20 06 02
14-16 34 12 10
17-19 38 06 00

Source: Primary Data

Most children feel that there is nothing wrong in their parents spending constantly on new gadgets and clothes.
Reuse or use till wareout do not seem to be necessary.

b) Have your parents ever told you that it is wrong to buy new things when the earlier things are still
good

Children’s Age Yes No Sometimes
5-7 04 32 02
8-10 02 26 04
11-13 02 16 12
14-16 06 26 24
17-19 16 12 16

Source: Primary Data

Parents have never told children that they should consume cautiously and therefore they do not feel that their
consumption habits lead to wastage

¢) Who spends more money on gadgets and eating out

Children’s Age Me My Parents
5-7 00 40
8-10 01 31
11-13 03 25
14-16 06 50
17-19 04 40

Source: Primary Data

d) Do you feel your parents are wasteful in their expenditure

Children’s Age | Yes No
5-7 00 40
8-10 00 32
11-13 03 25
14-16 07 49
17-19 06 38

Source: Primary Data
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The above analysis proves that the Hypotheses is rejected because parents have a huge role to play in how
children perceive their consumption habits. If parents replace their gadgets and other possessions quickly even
if they are properly functional then the children also do not feel that it is wrong. Young parents themselves
have very poor consumption habits and thus the children follow them in their though process as well as
consumption.

FINDINGS

The major findings of the study are that children are what their parents make them. Children know how far they
can push their parents for what they want and they will do it. Parents have the biggest role to play in
consumption patterns of the children. They are very important in making the child realize what is essential and
how much is essential. Good habits and owning of responsibility towards themselves, the society, the country
and the world as a whole has to be taught at the family level. Parents have to exhibit healthy consumption and
use habits which can then be imbibed into children. The study shows that most urban parents do not follow and
teach their children smart consumption and disposal habits thus creating very poor consumption habits where
children and parents are consuming more than is good and especially the e-disposal is creating very toxic and
bad environment.

It is very difficult for children to have self-actualization because they are seeing their parent perpetually indulge
in unhealthy consumption of goods and services. In fact schools are trying very hard to teach children
sustainable consumption and many times from their learning in schools children have been able to restrain their
parents from unhealthy consumption. Parents above the age of 45 have been found to be more responsible but
the young parents have been found to be most irresponsible in their consumption habits as well as in fulfilling
the demands of their children for goods and services that need not be used children.
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ABSTRACT

Indian retail is one of the fastest growing markets in the world due to economic growth. India is the world’s
fifth largest global destination in the retail space. Retail market in India is projected to grow from US$ 672
billion in 2017 to US$ 1.1 trillion in 2020 but in spite of that people are facing lots of problems while
purchasing from retails. One of the most important challenges is billing system in retail.

In today’s competitive and fast dynamic world, people prefer to buy things from place where it takes less time.
Billing in Shopping mall takes lot of time. Billing of products from mall is quite difficult because it takes more
time as people have to wait for a long time in a queue for billing.

Looking at the advancement in technology and problems in shopping at departmental stores, the study has been
taken with an innovative idea of “Automated Billing & Vending Machine (ABVM)” where a customer should go
for self billing process in a store. This machine will be a mix functionary machine of Scanner, PoS (Point of
sale) and Payment facility.

The machine has entry and exit windows through which complete process will be done.

A customer will put the products in tray which will take them inside for auto scanning and the list of items with
price will be shown on the monitor on top of the ABVM.

After the process of scanning, the payment will be done through cash/card/e-wallet. For cash payment, a
customer will insert the cash as per the bill amount displaying of the monitor. After auto verification, green
signal shows approval of the payment and then the customer will able to press exist button, from where the
purchased items will come out though Product Dispenser.

For card payment, a customer has to insert the card (credit/debit) and the bill amount automatically shows on
the PoS. After verifying and authorizing the card for payment, the customer will able to press the exit button.
This is applicable for small packed items.

Loose and heavy items (upto 5kg packet) will be processes similarly, but it will be put inside the machine for
auto scanning through Conveyer belt.

The study has been done keeping in mind as an additional facility for auto-billing mechanism in retail market
where a customer with few items do not have to wait in queue and it may help them reducing time. It also helps
in reducing the present manpower cost.

The study has been done in “D-Mart and Big Bazzar”of Navi Mumbai (Seawood location) to analyse the real
problems of the customers in billing at retail stores. Data has been collected from 140 respondents through a
well structured questionnaire.

Keywords: Billing system; Departmental Store; Global Destination; Point of Sale; Retail Market; Vending
Machine.

1. INTRODUCTION

Retail business is getting more exciting with each passing day due to increase in consumption and the changing
attitude to live-it-up. At the same time, the business environment is getting more challenging as every
businessman wants to utilize the opportunity. The results are increasing competition, more products in every
category, volatile pricing environment, changing business processes, lack of consumer loyalty etc. Under these
circumstances, the retail business management tool assumes greater significance as it becomes more strategic to
a business. The choice of good retail business management tool combined with the correct implementation of
the same can result in great business benefits to lower investment, increase sales, lower operating cost resulting
in business growth.

In recent years a deep structural change has occurred, with consequences on economic growth and society,
especially in factors such as territorial occupation, urbanization, openness to global markets, demography,
family structures and cultural and consuming patterns. The grocery industry sector in nowadays extremely
important in worldwide economy, with its recent evolution in technological, political, social and economic
terms making it one of the most convenient and diverse businesses across the globe.
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INDIAN RETAIL INDUSTRY ANALYSIS
» India has occupied a remarkable position in global retail rankings; the country has high market potential, low
economic risk and moderate political risk

e India is expected to become the world's third-largest consumer economy, reaching US$ 400 billion in
consumption by 2025, according to a study by Boston Consulting Group

e India is ranked first in the Global Retail Development Index 2017, backed by rising middle class and rapidly
growing consumer spending

o India’s retail market witnessed investments worth US$800 million by Private Equity (PE) firms and wealth
funds in 2017.

In spite of growth in retail sector, customer are facing problem while billing the products. They have to wait in
queue for long time for their chance. In such situation, automated billing system with scanning facility helps
them to overcome the problems.

2. LITERATURE REVIEW TO FIND THE GAP

Many researchers have been carried out on retails sectors, but not on Automatic Billing system which includes
scanning of the items alongwith the payment facility. The gap exist which can be remove by practicing the
Innovations as found during the study.

Thakur, 2017 highlights on the automated trolley used while purchasing in departmental store. Here a customer
will put the items required for purchasing in trolley which will be will bill the amount through RFID. No
research has been done where automated payment system alogwith payment of the items.

Siras Dr Manmeet kumar, 2012 indicates about the challenges in retails sector. The automated scanning and
payment required to be

“Udita Gangwal, Sanchita Roy, Jyotsna Bapat” proposed a system of smart shopping cart for automated billing
purpose using wireless sensor networks. In this paper authors describing the implementation of a reliable, fair
and cost efficient shopping card using wireless sensor networks.

“Kalyani Dawkar, Shraddha Dhomae, Samruddhi Mahabaleshwarkar” ” proposed a model of electronic
shopping cart for effective shopping based on RFID in which a system consist of smart trolley will have RFID
reader, Icd display. When the person puts a product in trolley it will scan and the cost, name and expiry date of
the product will be displayed.

3. PROBLEM DEFINITIONS
¢ In retail store, sometimes standing in queue for Billing of products is Time Consuming.

e While purchasing, person having few items has to be queue for long time and wait for his chance, if anyone
with more items will be in same queue ahead.

e Being manual operation for billing and scanning at Billing Counter, errors may happen in amount and
double scanning of same product.

4. OBJECTIVES
To study how fully automated physical shopping reduce purchasing time.

To study if self Billing system will reduce manpower cost to the retail shop.

To study if self billing system helps in enhancing cashless markets.
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5. RESEARCH METHODOLOGY

Methods- the study was descriptive and analytical, so a Survey method was used by using wells structured
Questionnaire. Questionnaires were divided into three sections. First two sections consist of Personal and
Demographical details of respondents’ while the third section consists of the research questions.

Data were collected from both Primary and Secondary sources.

Primary data were collected from customers at D-Mart and Big Bazaar (Seawoods location) in Navi Mumbai.
Secondary data were collected from different relevant websites, newspapers, magazines, and research articles.

SAMPLING
a) Universe- Customers of Departmental store D-Mart and Big Bazaar, at Seawood in Navi Mumbai.

b) Sample Distribution
Customers- 140

Gender wise Store Total
D-Mart | Big Bazaar
Gender Male 35 28 63
Female 45 32 77
Total 80 60 140
Table-1: Source-Primary Data
Age wise Store Total
D-Mart | Big Bazaar
Less than 20 years 1 2 3
20-30 years 25 8 33
Age 30-40 years 22 26 48
40-50 years 22 16 38
Above 50 years 10 8 18
Total 80 60 140
Table-2: Source-Primary Data
Annual income wise Store Total
D-Mart | Big Bazaar
Not Sure 1 3
Less than 2 Lakh 3 1
Annual Family Income 2-4 Lakh 15 8 23
4-6 Lakh 37 31 68
Above 6 Lakh 24 17 41
Total 80 60 140

Table-3: Source-Primary Data
Techniques of Selection- Simple Random sampling were used for the study.
Location of Study- Navi Mumbai

Analysis Method- The data collected for study was carefully validated and uploaded on SPSS software for
Analysis. Excel was also used for analysis of the data.

7. ANALYSIS & FINDINGS OF THE STUDY

The Study includes the analysis on Time consumption during payment for the products at the Billing Counter in
Departmental stores, separately on weekdays and weekends during evening time. It has been also reflects on the
preference of customer for selecting mode of payment.
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1) MODE OF PAYMENT
Mode of Payment
® 60%
= 50%
§ 40%
30%
§ 20%
[ 10%
E 0%
& Less than 20-30years | 30-40 years | 40-50years above 50
20 years years
m Cash 5% 25% 24% 27% 18%
= Credit Card 0% 23% 29% 37% 11%
Debit Card 0% 17% 47% 25% 11%
o e-wallet 0% 36% 57% 7% 0%

Graph-1: Source-Primary Data

Refer Graph 1: Graph 1 reflects that 18% of respondents of Age above 50 years prefer to use Cash rather than
credit or debit card for purchasing. They were afraid of being fraud or security means, do not want to disclose
any financial details.

37% of the respondents of age bracket of 40-50 years were using Credit card whereas 47% respondents were
using Debit card for purchasing. During the study it has been found that few of the people using the Debit Card
were pessimist type and believe on own money. It also found that few f the people were not able to get the
credit card because of their low income.

57% of the respondents were found using e-wallet for purchasing: the new payment gateway. Few of the
respondents told that its easy to purchase using single mobile Apps. Also they are able to get lots of offers in
terms of cash back or discounts during purchasing through e-wallet.

Most of the respondents in the age bracket of 20-30 years were not holding the Credit Card being low salary
income, but managing their purchase through smart phone using e-wallets.

I1) TIME CONSUMPTION AT BILLING COUNTER IN DEPARTMENT STORE

Consumption of Time for Billing
50%
45%
P 40%
£ 35%
py 30%
2 25%
g 20%
> 15%
- 10%
5%
0%
Less 1-5 5-10 10-15 More
Than 1 Minutes Minutes Minutes than 15
minute Minutes
m Weekdays 7% 8% 43% 36% 6%
B Weekends 0% 6% 16% 30% 48%

Graph-2: Source-Primary Data

Refer Graph 2: Graph 2 reflects that 43% & 36% of the respondents agreed on the facts the average timing for
billing procedure5-10 minutes and 10-15 minutes respectively on weekdays (Monday to Friday) during evening
time, whereas its more thanl 5 minutes on weekends (Saturday & Sunday) during evening time. Few of the
respondents also agreed that because of the more time consuming on weekends at cash/billing counter, they
prefer to buy few products from local retail shops. They prefer to visit departmental stores once or twice in a
month to buy the grocery for whole month, because of availability of varieties in products at discounted rate.
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111) COMPARISON OF TIME CONSUMPTION AT BILLING COUNTER IN D-MART & BIG BAZAAR

Comparison of Billing Time in D- Mart & Big Bazaar
50%
. 20% —
= 49
@ 30
o 25é
<] 20%
=3 155
& 18§
0% —
Less Than 1-5 5-10 10-15 More
1 minute Minutes Minutes Minutes than 15
Minutes
m D-Mart: weekdays 6% 8% 43% 35% 9%
B D-Mart:weekends 0% 5% 15% 33% 48%
BigBazaar:weekdays 8% 8% 43% 37% 3%
M Big Bazaar:weekends 0% 8% 18% 27% 47%

Graph-3: Source-Primary Data

Refer Graph 3; Graph 3 reflects on the facts that billing time at both D-Mart and Big Bazaar were
approximately the same. 43% of the respondents at D-Mart and Big Bazaar agreed on the facts the consumption
time is approximately 5-10 minutes at billing counters on weekdays, where more than 45% of the respondents
both at D-Mart and Big Bazaar agreed that average billing time is more than 15 minutes on weekends.

8. IMPLICATIONS OF THE STUDY

The Study conclude that the young generations in the age brackets 20-40 years are using credit card or debit
card for purchasing. They also prefer to use e-wallet, because of many offers in getting cash backs or discounts
during shopping. Today in competitive and dynamic world, people are more time conscious and prefer shopping
from the place where they save because of the Infrastructure and facilities of the store.

In such situation, suggest having hybrid methodology by using Scanner, PoS and Payment gateway together in
single Automated Billing Machine. The consumer themselves can operate the machine for billing and payment
procedure. It will save time to the customer and especially to those customers who have small items to
purchase.

It will also help the departmental store to reduce the cost of manpower deputed at the billing counter. It will be
additional facilities may be recommended to use in Departmental Stores to reduce the time at billing counter.

Flow chart of Operations of Automated Billing Machine

« Input Action
=-Enter you moblie number and Press the button to open" the" Insert Window", Input Tray will come out.

= Input Tray
«Put the products to be purchased on Input Tray which will take them insde the machine.

while movinng the products inside

*Reading & Counting of Products-The Products Scanned will display on the monitor fitted
in teh machine which will dispaly the amount and quantity of the products

*Payment of Bill-Press the mode of Payment out of three options.

& *Scanning of the Product-Scanning of the products will be done via Bar Coding process,

Step

e -Option 1-Payment by Credit/Debit card-Insert the card at PoS, aunotmatically amount as per

scanner will be display. Put passsword of card and process for payment

Step = Option 2-Payment by Cash-Insert cash as per the amount shown.

5B

Si- s *Option 3-Paymentby e-Wallet-

| - Confirmation of Payment-After cofrimug the payment, green signal will flash and
Outlet Dispenser will come open through which the acusomer will colect the products.

» End of Process
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Step 1- Customer has to insert his/her mobile number before accessing the machine. After that Input Tray will
come out on which they put the products one by one.

Step 2 to 4-the Tray will go inside and with the help of Bar Coding system, the rate and quantity of the products
will display on the monitor attached to the machine on the top front.

Step 5-Payment System-After getting the bill amount, customer will select any of the payment mode on the
screen of the monitor.

Option |- Cash- The cash amount will put inside the window open after selecting this choice. It will be
conditional basis, restricted to certain denomination of the notes only.

Option 2- Using Credit or Debit Card- Customer has to insert the card on the PoS and verify the auto generated
amount of purchase on it. They put the Password of the card and make the payment.

Option 3- Using e-wallet- Department stores tie-up with various e-wallet service provider companies. E-wallet
will be access by using Purchase Scan Code or OTP which they will get after selecting the payment option.

Step 6-After confirmation of the payment, green light will show and Dispenser Window will open from where
the purchased products will come out. These products will go inside the bag/basket attached from outside.

9. LIMITATIONS OF THE STUDY
i. Area of research is a major constraint. The biggest limitation of the study is that it has been done in two
departmental Stores of Navi Mumbai in Maharashtra only and may not give an overall picture of India.

ii. The study has been taken for 2 months May & June 2018, so it may affects on buying behavior being
vacation and holidays.

iii. It will not be applicable for store of electronic items.
iv. The Innovations as suggested is not applicable for any type of Coupons like Meal Coupons, Sodexo etc.

v. This study reflects the opinion and responses of individuals only where by findings and suggestion given
on the basis of this research cannot be extrapolated (applied) to the entire population.
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ABSTRACT

An economic system well supported by technological advancement via innovation on a regular basis with steady
progress in production and productivity always have more chances of success in short as well as long run as far
as sustainability is concern. Many economies of the world have attained the status of developed economy only
on the basis of technological developments in almost all the segments of their economy. The countries with
either low technological progress or technological backwardness are still underdeveloped or in developing
stages. The economies with lesser technological advancement are paying cost in terms of high cost of
production and underutilization of capacity or resources i.e. using more resources with less output, and this is
raising a big question mark for sustainable development of those economies. This is because especially in case
of non-renewable resources, if the economy will continue with same diseconomies i.e. no increase in
productivity of same non-renewable resource per unit of output, with the use of same resource in more quantity
the output still remains low; it will have huge cost to the nation in many ways via direct and indirect impact.
Further, having look at Indian Economy with reference to crude consumption especially diesel by various
sectors and sub-sectors, it seems that one of the segments of our economy i.e. trucking industry, where
consumption of diesel is maximum and still going to increase in future too. Even in the total cost of trucking
operation in India the cost of diesel is highest for the trucking operators. Therefore, the need of hour is to
reduce the level of consumption of diesel by this segment without deteriorating the performance, productivity
and efficiency of trucking industry in India.

Thus, in this paper an attempt has been made to understand the nature trucking industry in general and level of
technology in particular over period of time to analyse its impact on trucking productivity with reference to
improvement in mileage of trucks. Also, the aim is to look at the impact of change in mileage on import bill with
reference to crude bill and its impact on currency value at international level. This paper also attempts to
understand the consumption pattern/trend of crude for trucking industry with its price.

Keywords: Innovation, Industry, Technology, Resource, Fuel, Transport.

1. INTRODUCTION

Transport in general and road transport in particular plays an important role in sustainable economic growth of
any nation and especially economy like ours. Road transport also supports in growth of trade at national and
international level through activity of movement of goods at various places. The share of transport sector in our
Nation’s GDP is around 6.41%. Gol Report suggests that road transport amongst other modes of transport has
emerged as dominant segment in India with a share of 4.7% in India’s GDP when we compare it with railway
which has a mere 1% share (Gol 2012). Road transport is considered as the most efficient mode for short and
intermediate haul with high as well as low value commodity. Road transport industry has certain inherent
features which provide certain advantageous position to this mode as compare to other modes. The share of road
transport in terms of freight movement has been increased from less than 15% during early 1950s to around
70% in recent times (Parihar M & Sharma R, 2016). Further, according to Transport Vision 2020 (Gol 2002),
given the present GDP growth rate and anticipated 8% - 10% in future, the freight traffic will be 5000 — 7000
BTKM and the model share would be 15% - 20% of Rail and 80% - 85% of Road. It shows that there would be
growth of Rail freight traffic by 3 folds whereas Road freight traffic by 5 folds under the assumptions that there
would be positive impact of NHDP (National Highway Development Program) and PMGSY (Pradhan Mantri
Gram Sadak Yojana) along with other developmental schemes of the government on road freight transport. .
Given below in the Table 1 the growth of truck population in India due to increase in demand for freight
handled by road transport in India:

Table-1: Growth of Trucking Industry in India
Year Truck Population(in Thousand)
2001 2948
2002 2974
2003 3492
2004 3749
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2005 4031
2006 4436
2007 5119
2008 5601
2009 6041
2010 6432
2011 7064
2012 7658
2013 8307
2014 8698
2015 9344
Source: Transport Research Wing, Ministry of Shipping, Road Transport and Highways.

Thus, with the increase in demand for trucking industry, the number of trucks has also increased as shown in
Table 1. However, this ever increasing truck population required more and more fuel in absolute terms. This is
again very important because the data given below in the Table 2 indicates that the addition of number of trucks
in existing trucking population every year is significantly high.

Table-2: Domestic Sales Trends of Commercial Vehicles in India
Year Commercial Vehicles
2012-13 793211
2013-14 632851
2014-15 614948
2015-16 685704
2016-17 714082
2017-18 856453
Source: Society of Indian Automobile Manufacturers (12" January, 2019)

Again, with growth of trucking industry, making available the required fuel to trucking industry and other
segments of our economy is a challenging task especially when most of our demand are being met by import of
such products. Fluctuation in prices and high prices of those products further add to the challenges to our
economy. This challenge become worse especially when our economy is growing in absolute term with
reference to agricultural and industrial segment that has resulted into demand of more trucking services for
freight handling. Given in Table 3 the freight handled by road transport and its growth over period of time.

Table-3: Freight Handled by Road Transport in India (Billion Tonne Kilometer)

Year Freight Handled

2001 515

2004 646

2008 1021.6

2012 1508

2015* 1975

Source: Road Transport Year Book 2015
*ICIEM 2018 (Parihar M. 2018)

Given in Table 3 the freight handled by road transport is higher than even projection of Working Group Report
of 12" Five Year Plan on Road Transport which is given below in Table 4. This simply indicates that there
would be more demand for trucks in future too.

Table-4: Projection of Freight Traffic during 12" 5 Year Plan

Year Projected Freight Traffic (BTKM)
2012-13 1315
2014-15 1553
2016-17 1835

Source: Working Group Report on Road Transport 12" 5 Year Plan.

Further, this growth of trucking population especially with reference to goods movement has also placed the
need for more fuel requirement for Indian economy in general and trucking sector in particular (Parihar M &
Sharma R, 2016). Some of the recent past data given below in Table 5 itself indicates that the crude oil
consumption in India has increased more specially after economic reforms in India.
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Table-5: India’s Crude Oil Consumption (‘000 Barrel Per Day)
Year Consumption
1980 643
1985 894
1990 1168
1995 1654
2000 2147
2005 2550
2010 3115.40
2013 3509

Source: United States Energy Information Administration

2. METHODOLOGY

The methodology includes review of literature to gather insights and secondary data use. The study also
attempted a critical understanding about the trucking industry in India with reference to its growth via number
of trucks, its share in freight movement, fuel consumption and level of technology being used in trucks in terms
of mileage having considered the role played by trucking industry in India in many ways. Again, given the
importance of trucking industry in economic growth of our nation, the significance of our study can be
considered from a future policy framework perspective. This has been sought to be examined with the help of
secondary data and econometric analysis fitting log-log regression model which has provided some basis for the
study.

3. OBJECTIVES
o To understand the kind of technology being used and nature of trucking industry in India.

e To examine the impact of technological advancement in trucking operations on Indian economy in general
and truck operators in particular, especially small operators..

e To suggest policy guidelines and recommendations on the basis of the study.

4. TECHNOLOGY INNOVATION AND TRUCKING INDUSTRY IN INDIA

Transport sector in India with consumption of large volume of total commercial energy of country and nation’s
petroleum product as well, it has become one of the fastest growing energy demand sector in the country.
Moreover, India’s critical cause of concern is that it imports 84% of the crude oil processed in the country and
indicates the gap of almost 4-5 times between production and import (TERI 2014 and I. V. Rao 2013). Thus,
having energy security problem, any resulting bottlenecks in meeting the demand of energy for transport could
be detrimental for the Nation’s growth. Hence, it has been assumed that through technological advancement
especially with reference to trucking industry, fuel efficiency can be improved resulting into substantial saving
of fuel via increase in productivity in terms of mileage which ultimately will have positive impact on nation’s
economy in general and trucking industry in particular.

However, having look at Indian Economy which has witnessed the technological advancements and innovation
over period of time via various policies and plans under five year plan regime, almost in all the sectors, may not
be with uniformity but yes it has taken place in one or the other way. Various governments at different-different
times tried their best to bring and usage of latest technology for increase in production and productivity in
various sectors or sub sectors of our economy. However, despite of various levels of technological
advancements and innovation in various components/sectors of our economy, still there exists certain segments
of our economy (for example transport sector especially road goods transport industry-Trucking industry) which
majorly depends on non-renewable resources like crude oil and so, where technological advancement has not
reached fully (especially with reference to mileage of truck), irrespective of the importance of road freight
transportation industry to our economy. This may have happened because of many reasons. One specific reason
might be the market competition with reference to number of firms in market and their market concentration.
Thus, in order to maintain their monopoly, it might have been possible that they would have influenced the
political willingness to make more money, by not making or framing those kinds of rules and regulations via
legislative or regulatory regimes by government which can be forced or pressurized to adopt new technology
especially in making of trucks and using new kind of technology which can really increase the productivity of
fuel consumption via increase in mileage of trucks, over period of time. Although some marginal improvement
has been taken place but lot more has to be done in this regard.
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Further, it has been observed that for quite some time, given regulatory and legislative regimes in our country,
there were some barriers for new entry in truck manufacturing market. However, in recent some time given
reforms in regulatory and legislative measures to some extent especially for truck manufacturing industries, we
have seen that many new entry i.e. truck manufacturing companies, has been taken place resulting into increase
in supply of trucks in the market with some good modifications (related to carrying capacity via axle load,
comfort to drivers through cabins etc.), but despite of this the changes or improvement is very marginal in
context of mileage of trucks.

Moreover, in case of trucking industry in India despite of some development via technology innovation and its
usage especially with reference to load carrying capacities i.e. axle, the trucks with multi-axle features has
increased but with reference to mileage of trucks per litre of crude oil (i.e. productivity with reference to
operation), it is still struggling at same level or marginally more since last so many years (i.e. 3.5 km/lit to
4km/lit). On the other hand if one can look at passenger car/vehicles, it has changed drastically in last 10-15
years i.e. given better technological innovation, the mileage of passenger cars have reached almost double or
more. Further, the most important thing to be noted here is that due to low productivity (with reference to
mileage) of trucks in India, the demand for crude and its consumption is increasing at an alarming rate with
increase in truck population. As we know that the major proportion of our import bill is of crude and road
transport is one of the major consumers of this crude in terms of direct consumption, it is now necessary and
urgent for our government to look into this matter and take necessary steps before it gets delayed. This is
because any economic disturbances at international level with reference to exchange rate due to high import bill
resulting into weakening of our currency at Global level will have negative impact on our economy internally
too. Again it has been observed that the fuel cost is highest amongst total cost of operation for truck operator
due to low mileage.

Further, having look at kind of technology with reference to engines being used in trucks right from the
beginning in Indian commercial vehicles have completely different story to tell. If one can go back prior to 1965
we can find engines in trucks being used called Dodge, Perkish, Hindustan, Bedford, Chevrolet, Shaktiman, etc.
Whereas, from 1965 onwards engines in trucks being called STAR ENGINE provided by TATA and Mercedes
with the mileage around 3 to 3.5 kilometres per litre. However, after the entry by ASHOK LEYLAND in the
trucking market and started manufacturing trucks Indian economy got another manufacturer resulted into supply
of more trucks in market. But the market was dominated in one or another way by TATA trucks only. Over
period of time TATA especially introduced various truck models with improved functioning with reference to
carrying capacity but nothing much was done with reference to mileage improvement, as taken place in Car
segment. For example, TATA in 1969 introduced truck namely Model 1210 and 1210 LPT, in 1971 Model
1210 DI, in 1975 Model 1210 S and in 1979 Model SE. Currently, TATA is using Cummins-China and
Cummins-German engines but still the mileage is 3.5 to 4 kilometres per litre only. On the other hand, ASHOK
LEYLAND by Hinduja Group also using Cummins engines in their Model No. 2518 and 3118 with carrying
capacity 28000 Kgs. And 35000 Kgs. GVW (Gross Vehicle Weight) respectively.

However, given the development in the number of truck models by different-different truck manufacturers, it is
being observed that no substantial development has been achieved or no substantial efforts being putted for
development of mileage. Even, in latest scenario in India with reference to the number of truck manufacturers in
India which has increased substantially after New Economic Policy of Liberalisation, Privatization and
Globalization since 1991. Toady apart from TATA trucks and ASHOK LEYLAND trucks we can find trucks
from Bharat Benz, Eicher, Mahindra, AMW, etc. on Indian roads. But the story remains the same i.e. despite of
more truck manufacturers in India with all kind of development in truck manufacturing system, no substantial
improvement in mileage of trucks, one can finds that even today also the mileage is around 4 kilometres per
litre only. The situation is again not favourable in case of trailer-truck where mileage is only around 2.5 to 3
kilometres per litre.

Therefore, given the growth in GDP along with increase in production of agricultural and industrial sector in
absolute terms, the demand for trucks will further rise. This simply indicates that there would be more demand
for non-renewable resources like petroleum and crude oil product. This is because the growth of trucks in India
is having positive correlation with growth in GDP and freight handled by surface transport i.e. road transport. It
can be seen with the help of result obtained from econometric analysis fitting log-log regression model to check
the relationship between GDP and Truck Population as well as Freight Handled and Truck Population (2000-
2001 to 2013-2014).

The Model is:
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Yi=Bi+p, Xi+P3X2+U;
Whereas,

Y; = Truck population, Bi------ B3 = parameters to be estimated and X; = GDP Growth and X2 = Freight Handled
by Road Transport.

Thus on the basis of applying the data in given model for estimation to analyse the impact of growth in GDP
and Freight Handled, the hypothesis constructed i.e. the first hypothesis states that there is no significant
relation between truck population growth and GDP growth, and second hypothesis states that there is no
significant relation between truck population growth and Freight Handled. Further, the result in Table 6 shows
that:

(@) As per First Hypothesis: The value of R? (preparation of variances in the dependent variable that can be
explained by the independent variables) is 0.99 which indicates that GDP growth explains 99% of the
variability of the truck population. In other words, there is a strong impact of GDP growth on truck
population. Thus, the result is statistically significant at 5% level of significance. Therefore, the hypothesis
(there is no significant relation between truck population and GDP growth) is rejected.

(b) As per Second Hypothesis: The value of R? (preparation of variances in the dependent variable that can be
explained by the independent variables) is 0.99 which indicates that Freight Handled by Road Transport
growth explains 99% of the variability of the truck population. In other words, there is a strong impact of
Freight Handled growth on truck population. Thus, the result is statistically significant at 5% level of
significance. Therefore, the hypothesis (there is no significant relation between truck population and
Freight Handled growth) is rejected.

Table-6: Truck Population Growth
GDP Growth Freight Handled
Elasticity 1.18 0.86
Intercept -4.10 1.12
R? 0.99 0.99
Standard Error 0.013 0.01
t-stat 42.80 49.21
Source: Our Analysis

Thus, on the basis of given result it is observed that in future the truck population is going to increase and
accordingly the demand for petroleum products and crude oil will also increase drastically which may have
adverse impact on our import bills and exchange rates too.

Further, with reference to trucking industry, the fuel cost is one of the major cost in trucking operation.
Therefore, it is need of hour to take upon a call to improve the mileage component of trucks with technological
advancement favourably. Current study is under opinion that if the mileage will improve from 3 or 4 kilometres
per litre to around 9 or 10 kilometres per litre, the scenario would be completely different and it will have
positive impact in many respects through multiplier impact. This is because the trucking industry not only help
the logistic industry but certainly a backbone for the country’s economy because nearly 70% or more of the
cargo is transported along the roads making trucks a very important part of the economy. Today, Indian trucking
industry has around more than 90 lakhs vehicles (Trucks of all categories) on the road.

5. CONCLUSION

The study conclude that despite of improvements in trucking manufacturing systems in many ways nothing
much have been done from enhancement in mileage component of trucking industry, which still effecting
trucking industry in multiple ways. However, no concrete efforts being putted for bringing kind of technology
on line with Car segment in our economy for trucking industry so the mileage can go upto atleast double given
in development in road network in our economy from quality and quantitative perspective, despite the fact that
trucking industry serves as a backbone of our economy. The study also conclude that positive correlation
between GDP growth and trucking population as well as growth in freight handled and trucking population the
demand for trucking services also increasing and thus, the number of trucks. Further, this will create demand for
more fuel especially non-renewable, which is already limited in availability. However, with improvement in
technology with reference to increase in mileage of trucks, it is going to cost our economy internally as well as
externally in multiple ways. Therefore, the study suggests that Government should intervene as regulator and
provide necessary support to the truck manufacturers and compile them to come up with technological
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innovation which will increases the mileage of trucks. This is necessary because the trucking industry is not
able to get complete gains from improved road infrastructure in our country. Government should motivate and
encourage truck manufacturers through various incentive programme to come forward and undertake research
and development relating to this. However, it is not as simple as it seems because it involve financial
obligations. Thus, in this regard a detailed study is called for.

6.
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ABSTRACT

Entrepreneurship is the process of designing, launching and running a new business, which is often initially a
small business. The people who create these businesses are called entrepreneurs. Entrepreneurship has been
described as the capacity and willingness to develop, organize and manage a business venture along with any
of its risks in order to make a profit. A nation how so ever rich in natural resources, cannot prosper if its
resources are not put to some productive use, for this purpose, enthusiastic entrepreneurs are needed who can
contribute effectively for national prosperity. The only solution is promotion and development of
Entrepreneurship, as entrepreneurship focuses on making an individual a job provider and not a job seeker. So,
this paper examines main challenges of entrepreneurs which entrepreneurs face while starting their business.
The pivotal problems faced by the entrepreneurs are financial problems, labour problems, production and
government related problems.

Keywords: Challenges of Entrepreneurs, Labour problems, Financial problems, Enthusiastic Entrepreneurs.

INTRODUCTION

Entrepreneurship is the practice of forming a new business or commercial enterprise, usually in an industry or
sector of the economy with a large capacity for growth. Entrepreneurship is generally synonymous with
resourcefulness, ingenuity, and the ability to take calculated risks in order to introduce a new, untested product
or service into the marketplace. These traits are often referred to collectively as the “entrepreneurial spirit”.
Entrepreneurship is driven by the entrepreneur, a person who launches and oversees the operations of a new
business venture. The entrepreneur is generally self-employed, self-motivated, and ambitious and is willing to
take chances to meet his or her goals. Unlike the capitalist, a business person who generally limits his or her
role to financing commercial ventures, the entrepreneur is the driving force behind the formation of a new
business and asserts a great deal of control over the key management decisions. Many entrepreneurs also
assume responsibility for hiring and managing employees. Successful entrepreneurs tend to be highly skilled at
organizing and motivating their employees. In some cases, the entrepreneur invents or develops a new product
or service, which then forms the core of his or her new business. In other cases, however, the entrepreneur
simply discovers a new way to market and sell an existing product or service. The risks undertaken by the
entrepreneur are often considerable. Some entrepreneurs invest everything they own into their new enterprise,
with no guarantee that the business will succeed. Other times a successful businessman will risk his reputation
on a new idea, the failure of which could potentially jeopardize his entire career. Because of the high level of
risk involved in entrepreneurial endeavours, the entrepreneur generally hopes to earn a high rate of return in the
venture.

According to many twentieth-century economists, entrepreneurship is an indispensable aspect of capitalism.
Capitalism is an economic system characterized by free markets (situations in which goods and services are
bought and sold, with competition determining the prices), private or corporate ownership of the means of
producing and distributing goods and services, and minimal government regulation of business practices. In a
capitalist economy prosperity is driven by economic growth. Entrepreneurship helps promote such growth by
continually providing the economy with new ideas that ultimately lead to more efficient and profitable business
models.

When Did it Begin

While qualities of entrepreneurship have undoubtedly played an important role in business innovation since the
earliest days of commerce, the concept of entrepreneurship is relatively new. According to economic historian
Fritz Redlich (1892-1978), entrepreneurship first emerged in the sixteenth century, when German military
officers regularly recruited mercenaries for armed expeditions throughout Europe.

The word entrepreneur was first introduced by the Franco-Irish economist Richard Cantillon (1680-1734), who
coined the term in his landmark work Essay on the Nature of Commerce in General. Although Cantillon wrote
the book just before his death in 1734, it was not published until 1755. In the early nineteenth century, French
political economist Jean-Baptiste Say (1767-1832) was among the first to argue that the entrepreneur played an
indispensable role in promoting economic growth.
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REVIEW OF LITERATURE
Druker P.F (1985) :- In his study on “Innovation and Entrepreneurship Practices and Principles” revealed that
the entrepreneur always searches for a change, responds to it and exploits it as a opportunity.

WimVizverberg (1988) :- From a case study undertaken in the rural areas of Cote d’ Ivoire among self-
employed small scale enterprises observed that self-employment is an important mode of activity and a
significant portion of the labour force in rural areas make a living through self-employment. The study reveals
that the motive behind the starting of a majority of such enterprises is not entrepreneurial but because the
market wage offer is low.

Finansdepartemenetet (1997) :- In his study on “Egenforetagande Och Manna Fran Himlen” revealed that
running a small business generates uncertain income, in comparison to employment, irrespective of the
entreprencur’s level of education and working experience

Jacob (1998) :- neither the encouragement from the government policies nor the EDP-training they had received
had been the motivation for setting up enterprises.

S.Swathy’s paper (2014) :- Suggests that government at the state and central level can conduct entrepreneurial
programs, like talk by successful entrepreneurs, their success stories, the challenges faced by them and how
bravely they overcome etc. The problem of finance is faced by many entrepreneurs. Government shall play
active role in providing loan to needy entrepreneurs through nationalized and co-operative banks. Bank loan
procedures shall be less complicated and less time consuming. All the required documentation should be in
regional language. So that, even, illiterate entrepreneurs will feel that it is appropriate and trusted source of
getting finance.

OBJECTIVES OF THE STUDY

+«+ To study the challenges faced by the entrepreneurs

+« To study the problems faced by entrepreneurs while running the enterprise efficiently and profitably
+» To study strength and weakness of entrepreneurs

++ To study the ways to overcome barriers faced by entrepreneurs.

RESEARCH METHODOLOGY

Research methodology is the specific procedures or techniques used to identify, select, process, and analyse
information about a topic. In a research paper, the methodology section allows the reader to critically evaluate a
study’s overall validity and reliability.

The paper consists of both the method i.e. primary as well as secondary

PRIMARY DATA
Raw data, also known as primary data, in this paper primary data has been collected by conducting an online
and physical survey.

SECONDARY DATA
Secondary data, also known as second hand data is a data which is collected by someone who is someone other
than the user. In this Paper Secondary data has been collected through internet and newspaper.

Following were the responses recorded from the survey which was conducted via online survey. We got 86
respondents in total, and their response record is as follows:

1. AGE
AGE GROUP No. of respondents Percentage
20-30 Years 32 37.20%
31-40 Years 24 27.91%
41-50 Years 22 25.59%
51 Years & Above 08 09.30%
Table-1: Source: Primary Data
2. GENDER
GENDER No. of respondents Percentage
MALE 47 54.66%
FEMALE 39 45.34%

Table-2: Source: Primary Data
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3. EDUCATIONAL QUALIFICATION OF ENTREPRENEURS

QUALIFICATION No. of respondents Percentage
ILLITERATE 11 12.80%
HIGH SCHOOL 26 30.23%
UNDER GRADUATE 28 32.56%
POST GRADUATE 21 24.41%
Table-3: Source: Primary Data
4. OWNERSHIP OF BUSINESS
OWNERSHIP No. of respondents Percentage
SELF-OWNED 23 26.75%
PARTNERSHIP 16 18.60%
SHARE HOLDERS 19 22.09%
JOINT VENTURE 28 32.56%
Table-4: Source: Primary Data
5. HOURS SPENT ON BUSINESS
HOURS No. of respondents Percentage
UP TO 4 HOURS 17 19.77%
4 TO 8 HOURS 26 30.23%
8 TO 12 HOURS 32 37.20%
12 HOURS 11 12.80%
Table-5: Source: Primary Data
6. STRENGTH OF THE RESPONDENTS
STRENGTHS No. of respondents Percentage
FAMILY 14 16.27%
PARTNERS 16 18.61%
SELF-CONFIDENCE 29 33.73%
OTHERS 27 31.39%
Table-6: Source: Primary Data
7. WEAKNESS OF THE RESPONDENTS
WEAKNESSES No. of respondents Percentage
LACK OF EDUCATION 11 12.80%
LACK OF ENTREPRENEURIAL SKILLS 14 16.27%
FEAR OF FAILURE 32 37.20%
LACK OF MANAGEMENT SKILLS 29 33.73%
Table-7: Source: Primary Data
8. MOTIVATION FOR STARTING A BUSINESS
MOTIVATING FACTORS No. of respondents Percentage
SELF-CONFIDENCE 29 33.73%
TRADITION 15 17.44%
INTEREST 31 36.04%
OTHERS (e.g. Schemes by Gowt.) 11 12.79%
Table-8: Source: Primary Data
9. INITIAL SOURCE OF FUNDING FOR BUSINESS
SOURCE OF FUND No. of respondents Percentage
LOANS 39 45.34%
SEEKING FINANCIAL HELP FROM 14 16.27%
FRIENDS & RELATIVES
PERSONAL SAVINGS 17 19.78%
OTHERS 16 18.61%

Table-9: Source: Primary Data
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10. INTERNAL FACTORS AFFECTING THE BUSINESS

FACTORS AFFECTING (INTERNAL) No. of respondents Percentage
FINANCE RELATED ISSUES 19 22.09%
LACKING EXCEPTIONAL LEADERSHIP 27 31.39%
QUALITIES
POOR SELF IMAGE 29 33.73%
LACKING MOTIVATION AND 11 12.79%
CONFIDENCE
Table-10: Source: Primary Data
11. EXTERNAL FACTORS AFFECTING THE BUSINESS
FACTORS AFFECTING (EXTERNAL) No. of respondents Percentage
LACKING INFORMATION 29 33.72%
OPPORTUNITIES FOR TRAINING 18 20.93%
LACKING TECHNICAL SKILLS 17 19.77%
INFRASTRUCTURE RELATED ISSUES 22 25.58%
Table-11: Source: Primary Data
12. CHALLENGES RELATED TO BUSINESS
CHALLENGES No. of respondents Percentage
LABOUR PROBLEM 16 18.62%
PRODUCTION PROBLEM 14 16.27%
MARKET CONDITIONS 17 19.77%
LEGAL CONDITIONS 13 15.11%
FINANCE RELATED ISSUES 26 30.23%

Table-12: Source: Primary Data

13. LACKING EDUCATION ADVERSELY AFFECTS ENTREPRENEURSHIP?

RESPONSE No. of respondents Percentage
YES 47 54.66%
NO 39 45.34%
Table-13: Source: Primary Data
14. WAYS TO OVERCOME THE BARRIERS IN ENTREPRENEURSHIP
WAYS No. of respondents Percentage
PRECISE BUSINESS PLAN 27 31.39%
PRACTICAL BASED KNOWLEDGE 31 36.04%
GOOD MANAGEMENT 12 13.96%
PROPER POLICY IMPLEMENTATION 16 18.61%
Table-14: Source: Primary Data
15. QUALITIES NECESSARY TO BE SUCCESSFUL IN AN ENTERPRISE
QUALITIES No. of respondents Percentage
ADAPTABILITY 28 32.56%
INNOVATION 31 36.04%
OPEN MINDED / POSITIVE 13 15.11%
WIDE KNOWLEDGE BASE 14 16.27%

Table-15 Source: Primary Data
DATA INTERPRETATION

¢ There are 37.20% people who belong to the age group that is between 20-30 years as per Table 1.

¢ There are 45.34% Female respondents as per Table 2.
¢ There are 32.56% people who are under graduates as per Table 3.

¢+ There are 26.75% people having self-owned business as per Table 4.
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¢ There are 37.20% people who spent between 8-12 Hours of their time on their business as per Table 5.
¢ There are 33.73% people who have self-confidence as their strength as per Table 6.

+«» There are 37.20% people who have fear of failure as their weakness as per Table 7.

++ There are 36.04% people who have Interest as their motivation to start business as per Table 8.

¢ There are 45.34% people who took loan to satisfy the requirement of initial capital to start with business as
per Table 9.

«» There are 22.09% people who face finance related issues as their internal affecting factors for business as per
Table 10.

«» There are 25.58% people who face Infrastructure related issues as their external affecting factors for business
as per Table 11.

++ There are 18.62% people who face labour problem as their challenges related to business as per Table 12.

¢ There are 54.66% respondents who says “YES” Lacking education adversely affects entrepreneurship as per
Table 13.

«» There are 31.39% people saying that a precise business plan can one of the ways to overcome the barriers in
entrepreneurship as per Table 14.

¢ There are 36.04% people saying that Innovation is one of qualities necessary to be successful in an enterprise
as per Table 15.

ANALYSIS

o Shortage of working capital is the finance related problem such problems are faced by the entrepreneurs who
are starting with their enterprise that too on frequent basis. This problem also comes under the internal
affecting factors of business.

e Government Department are not co-operative, such cases fit under the category of government related
problems, this problem is also bothering many entrepreneurs who are into entrepreneurship.

¢ Respondents also face labour related issues as the problem in production unit

o Many respondents have fear of failing in the line of entrepreneurship i.e. they feel that they may fall prone to
heavy losses and end up losing business related property as well as private property.

e As per the online survey, Interest among the Enthusiastic Entrepreneurs. For entrepreneurship acts as a major
motivating factor to start with an enterprise.

o Practical Knowledge as well as Precise business plan are majorly favoured by the respondents, in order to
overcome the barriers related to entrepreneurship.

SUGGESTIONS

«» Entrepreneurs should be fortified to start their business venture in joint stock companies rather than as a
partnership concern and sole trading concern, so that they can avail the major advantages of large scale
operations.

+«+ Financial issues are faced by many entrepreneurs, some people drop the idea of entrepreneurship just
because they fail to arrange initial finance that they need in order to give a start to their business idea. Here
Government shall play vital role in providing loan to deprived entrepreneurs via nationalized and
cooperative banks. Bank Loan procedures and other related formalities shall be less complicated and less
time consuming. All the required documentation and other paper work should be in regional language, so
that even, illiterate entrepreneurs will feel that it is suitable and totally trustworthy source of getting finance.

«¢ It should be ensured that maximum number of entrepreneurs and aspirants who wish to start their own
enterprise could know about the schemes that are provided by the government, and the procedures and
formalities to avail these benefits should be simplified to the extent possible.

¢ Awareness programs should be conducted so that large humber of population gets idea about the schemes
that are provided by governments.

«» Sufficient amount of data regarding marketing situation should be made available in hand to the
entrepreneurs.
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CONCLUSION

In today’s modern age entrepreneurs are becoming a major need to society in order to grow the economic value
of any country and also to provide jobs to young youth. Entrepreneurs should be positive and enough open
minded as well and even he or she who aspires to be entrepreneur should have adequate amount of knowledge
regarding business. Information related to marketing and technology should be regularly updated, doing this
may help entrepreneurs to be successful enough in their business venture.

People who aspire to be an Entrepreneur usually face various problems while starting an business venture. But
with every problem, there comes a solution too. But knowing solution to every problem doesn’t mean that
entrepreneurs will never face any kind of problems. Finance is the extensive problem faced by many of
entrepreneurs while starting with their business venture. Either by getting loan from bank or by personal
savings, or by getting subsidies from government this problem can be sorted out. There are ‘n’ number of
challenges that an entrepreneur has to face while doing business, so to face them entrepreneur must have
enough strength. Only by this he or she can get the desired level of success in his or her business.

According to this study, it has been concluded that the dominant challenges faced by the entrepreneurs are
financial challenges, labour related issues, marketing challenges etc. The way which they used to overcome the
barriers are through applying practical based knowledge and precise business plan in the business venture. The
main strength of entrepreneurs is self-confidence and main weakness is the fear of failing which they have at the
moment when they start with their business venture. Thus, they have confidence within them and a capacity to
take practical steps so that they can attain their goals and prosper in their enterprise.
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ROLE OF ICT IN IMPROVING QUALITY OF EDUCATION
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ABSTRACT

ICT’s are potentially commanding tool for extending educational opportunities. It is predicted that there will be
many benefits for both the learner and the teacher, including the promotion of collaborative learning and
radical new ways of teaching and learning. ICT will also modify the role of a teacher who will have other skills
and responsibilities other than classroom teaching. The paper mainly focuses on the role of Information
Communication Technology (ICT) in improvement of quality of education.
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INTRODUCTION

Today, 24x7 we are surrounded by the technology. Radio, television, computers, mobiles, android gadgets etc
have become a part and parcel of our daily life. Sometimes we are so much engrossed in these technologies that
we completely forget what is happening in our surroundings. These technologies are nothing but media. All
these media comes under the overall umbrella of what is known as today’s ICT. Knowing and using ICT is
important in today’s fast changing and knowledge oriented globalized society, but we are very often confused
about what these technologies are. Communication Technology and Information technology have thin line
between them but can’t do without each other. When these technologies are used in the field of education, it is
called as ICT in education. In the era of the computer technology the term ICT mainly focuses on the
infrastructure, devices and sources of computer technology.

OBJECTIVES OF THE STUDY
The objectives of this study are
1. To understand the purpose of Education

2. To analyze the relationship between ICT aids and education
3. Todiscuss the role of ICT in improving quality of education

RESEARCH METHODOLOGY
The research is mainly based on the secondary data. The secondary data has been collected from various
reference books, research papers, articles and websites.

WHAT IS EDUCATION?

Education is a broad term that can have many meanings, but it is generally defined as the process of learning
and acquiring information. Formal learning in a school or university is one of the most common types; though
self - teaching and so - called ‘life experience’ can also qualify. Education is a process which draws from
within. Each child has unique identity, qualities, aptitude, different 1Q levels. Education can use their qualities
and developed them self according to their nature in a free and uncontrolled environment. It is a continues
process of growth and development.

INFORMATION AND COMMUNICATION TECHNOLOGY

ICT means all devices, tools, content, resources, forums and services, digital and those that can be converted
into or delivered through digital forms, which can be deployed for realizing the goals of teaching learning and
enhancing access of resources. The concept of ICT is not limited to hardware devices connected to the
computers and software applications but also it covers interactive digital content, internet and other satellite
communication devices like radio and television services and web based content repositories. Now the advance
technology has paved the way for content designing, knowledge management and most important in distance
learning for rural India. This development witnessed various changes in government approach and
understanding.

ICT AND EDUCATION

In the education system information and communications technology (ICT) use to support, enhance and
optimize the delivery of information. According to Worldwide research ICT based education can improve
students’ learning process and better teaching methods. Now days the mobile learning arises as a form of e-
learning where the education has outgrown the physical constrains of the classrooms and acquired mobility. In
the ICT based education students can easily get information (whenever and wherever) which they want and
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institutions can also provide such advanced technological terrain. ICT in education can help the students to be a
part of skilled workforce in the global economy. Through massive open online courses (MOOC) we can reach
more students and facilitate social mobility. To promote and improve the digital culture in schools and colleges
the government has given the National Award for innovative use of ICT and it will be motivation for the
teachers as well as students for innovative use of ICT in teaching learning.

ROLE OF ICT IN IMPROVING QUALITY OF EDUCATION

In a developing country like India role of ICT in improving quality of education is very important, especially to
provide the educational facilities to the rural masses. The role ICT in improving quality of education is as
following:

1. Improvement of Education Curricula

Education system had long supported and emphasized upon the importance of content. A curriculum was
centered on text and teachers taught through lectures which were further interspersed with tuitions and learning
activities designed to consolidate and rehearse content. ICT integration has redesigned curricula that promote
performance and competence. It is more concerned about how the information is used instead what the
information is. The proliferation and widespread use of ICTs have removed many restrictions and impediments.
Their availability has made sharable resources accessible both to the students and the teachers.

2. To improve Quality of Distance Education

A large number of distance education universities and programmes use ICT to support the print content that
they deliver to the students. These includes broadcast audios and videos such as radio and television
programmes, audio and video tapes delivered to students as part of a learning kit and in more recent times,
multimedia content such as lessons which are delivered offline, i.e. on CDs/DVDs.

3. Motivates students

ICT based education makes students feel that they can control of what they learn. Teachers publish educational
instructions on classroom blogs or they design research work via email, and this gives a student time to study on
their own and have no fear of making mistakes during the process of learning. To increase interest of students in
education teachers can use different tools during the lectures. For example educational puzzles, PPT, Short
Films, Documentaries etc. it will be helpful for students to understand the topic easily.

4. Improves students Writing and Learning Skills

ICT aids helps many students to write well composed sentences and paragraphs. Students can use computers
word processing applications to take notes in the classroom, these word processing applications have built - in
dictionaries which help students auto-correct spelling errors and also correct their grammar in a sentence.
Teachers can encourage their students to create personal blogs using free blog publishing sites. Students can
used this platform to express themselves and share with friends.

5. Increase students innovation and creativity

Many teachers have discovered that integrating technology in their classroom increase student’s engagement in
the classroom. Teachers can give different tasks to students. They can organize various competitions related to
technology like making smart pens, mobile applications and much more. These technological competitions can
increase the level of creativity and innovation among students.

6. Simplifies Access of Educational Resources

Technology helps students to easily access the open educational resources. These resources are kept under the
public domain and rare freely available to anyone over the world wide web (WWW). These educational
resources include e-books, pod-casts, digital libraries, educational games, educational videos and instructions,
tutorials and much more. Through digital platform like teachers can upload the recorded lectures and it will be
helpful for students those who missed lectures can access them from anywhere.

7. Virtual Learning

It is a platform with the aim of supporting learning and teaching activities across the internet. A VL is an
education system based on web that models the real world education with virtual classes test etc... A virtual
learning environment (VLE) allows online interactions of various kinds to take place between tutors and
learners making use of computer and internet. Typically Web-based, VLEs provide an integrated set of internet
tools, enable easy upload of materials and offer a consistent look and feel that can be customized by the user.

CONCLUSION
ICTs have greatly impacted on educational system. Now days ICT has become a strong agent for change among
many educational practices. The continuous use and development of ICTs within education will have a strong
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impact on learning and teaching. All the ICT based activities are very useful for educational institutions to
improve the quality of education. To ensure the opportunities and the advantages of ICT, it will be important as
it is in every other walk of life to ensure the education research and development is sustained so that education
at large can learn from within and that experiences and activities in different institutions and sectors can inform
and guide others without the continual need for reinvention of the wheel.
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ABSTRACT
The family businesses are Imperative for the Nation’s economy. So, it is interesting to know what are the
contributions made by these family businesses to the world as well as to the big nation like India.
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1. INTRODUCTION

Family business is; one of the oldest form of the business in the world. Their continued existence is critical to
the sustainability of the Nation’s Growth and Development. In spite of facing numerous day-to-day
management concerns and challenges, they are managing many issues that are specific to their status in order to
grow since global economy is constructed around family businesses. In the views of Pearl Initiative & PWC
(2012), many of the largest MNCs began as family businesses, and around 90% of the world’s businesses can
be defined as family managed businesses, both in developed, developing and emerging markets with the
majority are small and medium-sized enterprises (SMEs), but some are very large companies (Sarbah, A. and
Xiao, W.,2015).

2. FAMILY OWNED/MANAGED BUSINESS (FOBs/FMBs)

A family business can be described as a system that encompasses of three independent but coinciding
subsystems which can impact each other. These subsystems are business, ownership and family and are
depicted in the Three-Circle model (Figure 1) of Gersick et al. (1997). The three circles divide the entire figure
in seven segments. Any individual in a FMB has one location in this model, depending on the connection that
person has with the organization. Number 1 refers to the family members who are not involved in the business.
Number 2 are non-family owners of the business. Then number 3 are non-family members working for the
company. Next, number 4 are family members not working in the enterprise but are owner of the firm. Number
5 are non-family owners who work in the business. Number 6 are family members who work in the business but
are not owners and finally number 7 who are family members working in the business and are owners of the
business (Jeroen Verbruggen, 2012).
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Fig-1: Three-Circle Model (Gersick_et a[, 1997)
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2.2 Importance of family businesses to the World Economy

According to Ward (1991), family businesses, over the world, represent a dominant and noticeable form of
enterprise in the economic and social landscape. Some researchers estimate that, today, family-owned
businesses(FOBs/FMBs) comprise over 95% of all business establishments in the worldwide(Litz,1995).
Studies in the developed countries suggest that FMBs account for the majority of the businesses and have a
major influence on the progress of the national economies (Poutziouris et. al., 1997, Sarbah, A. and Xiao,
W.,2015).

According to the Family Firm Institute Inc.,(2019) internationally, family businesses represent:
e 85.4% of China’s private enterprises are family owned (2010)

e 60% of all European companies are family owned (2013)

e 79% of all private sector employment in India is through FMBs (2013)

o 25% of the total United Kingdom GDP is generated through family firms (2012)

o Over 80% of all businesses of businesses in the Middle East are either family-run or controlled (Family Firm
Institute,2019)

According to the Pat Soldano (Family Enterprise USA Board Member-2019) says “Family businesses in
America generate 50% of the jobs, 64% of GDP and account for 61% of all privately owned businesses. While
family businesses are critical to the economic growth of our country, they are not given proper consideration
when new laws, regulations and restrictions are imposed by legislators and other government bodies.”

Family businesses have been an integral part of any country's economy and society. The story is not different in
India. These businesses, whether large conglomerates or medium and small enterprises, have contributed
significantly to nation building, employment generation and overall wealth creation. Family owned businesses
have played a crucial role in the economy of most the countries. Much of the retail trade, the small scale
industry, and the service sector are run by family businesses. Further, family managed businesses employ half
the world’s workforce and generate well over half of the world’s GDP. With time, the contribution of family
businesses has gone beyond simply paying taxes and employing people (Family Firm Institute,2019).

3. CONCLUSION

With the increasing number of family members which are involved in the business, the more complex issues
within the family can arise, which can harm the business. In this case as a society; it is our duty to provide them
enough support and credit backing for their survival and existence.
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BUDDY - AN OFFLINE SMARTPHONE TRACKER

Rohini Desai and Aasha Chavan
Assistant Professor, Vidyalankar School of Information Technology, Mumbai

ABSTRACT

The paper is based on improvement in the current smartphone tracking systems. In this paper we are presenting
a prototype of an android application that will solve the problem of tracking a smartphone’s location without
internet. It works based on GPS and Mobile Tower Location. The current system compromises of Tracking with
GPS which can only be made Online i.e with the help of internet. Many apps have also been develop which use
A-GPS (Assisted GPS ) that actually costs data bandwidth.

The proposed system will make use of advanced technology that will help in making tracking of Smartphones
online as well as offline thereby making the tracking procedure easy and efficient.

- Smartphone models need not be upgraded.

2 By means of Sensors (GPS/A-GPS, GSM/CDMA modem and WiFi modems) and Mobile Network, the
smartphone on receiving a text message regarding being lost or stolen would automatically send the
location co-ordinates as a text message to the numbers specified in the system application. We hope that the
implementation of this concept in the Smartphones in future will add to the security and reliability of the
data which is present on the smartphone.

Keywords: GPS (Global Positioning System), A-GPS (Assisted Global Positioning System), GSM (Global
System for Mobile Communications), CDMA (Code division multiple access), Wi-Fi (Wireless Fidelity).

INTRODUCTION

In Mumbai alone, the number of smartphones active today exceeds the number of people living in the city and
big corporates give their employees smartphones in order to be able to work from anywhere in the world. The
Smartphones carry personal as well as professional data and hence the data present is bound to be very
confidential. So, the security of the smartphone itself becomes a critical issue. Many measures however are
taken in-order to secure the network channels but least amounts of measurements are taken in-order to prevent
or stop stealing a smartphone. Many a times people lose their smartphones in public thereby losing the
confidentiality of the data present in them. Globally 60% of the people own a smartphone. Most of these
smartphones come around 150-400% price bracket. Each smartphone contains personal, professional and
confidential data of its owner. Losing a smartphone results in loss of confidentiality and security of the data
present in the smartphone.

India ranks 3" in the World for Smartphone usage numbers published on the Internet. Around 240 million
people own a smartphone in India. Smartphones essentially make our lives easy with their features and are
always used as a companion device to store personal and professional data onto it. They’re primitive use is to be
a way of communicating to other people throughout the country and to store essential information regarding
them and the user.
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Following is the survey and data collected after observation regarding the penetration of the smartphone
market.:

Smartphone Users and Penetration Worldwide
(2013 - 2018) 25618
Figures in Millions 2380 2
2155

19146

#
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METHODOLOGY

The User would enter 3 safety numbers as trusted contacts within the app and then would save them. A service
would constantly check for messages regarding Keyword messages from any of the safety numbers. As soon as
any Keyword message arrives, the appropriate location service would be started and an SMS along with an
email (if data connectivity is available) would be sent to all the three safety numbers. The Keywords are:

LOCATE_ME: Locates the current position of the user *requires internet* and shows the current location in a
text message or in a Google Map.

LOCATE: Locates the approximate position of the smartphone and sends a message to all 3 safety numbers.
RING: Rings the smartphone to its fullest volume irrespective of the profile set in it.

LOCK: Locks the smartphone with a special pin and sends the pin as an email to the user.

ERASE: Erases everything presents on the phone via Android Device Manager login.

NOTICE: The smartphone won’t be tracked after this has been used and it requires internet.

A. The Parameters calculated by the Message Service

Mn Message number to check if it matches Mc | Message Content to start the appropriate
the safety number service

B. The Parameters calculated by the location Service

| Lt | Latitude co-ordinates | Lg | Longitude Co-ordinates |

EXPECTED OUTCOME

By the means of GPS/A-GPS, WiFi modem and GSM and/or CDMA modem, the smartphone will lock, erase,
locate itself as soon as the keyword message arrives from any of the specified safety number. If Data
Connectivity is available then there will be hardly any delay in terms of response message from the smartphone.
In the case of Offline tracking there may be a delay of 5-7 minutes for the response message.

CONCLUSION

This proposal shows an evolutionary idea of tracking the approximate location of a smartphone device. Using
GPS system, we will be able to build a smart app which would be efficient and safe for the smartphone users. It
will help in providing security to its users even when there is no access to the internet.

APPLICATION

Using this offline tracking app will help in controlling mobile thefts. It will add to more control over the
smartphone even if it is lost or stolen and more also it would add to the security of the smartphone and would
help to locate the device a lot faster than the traditional way.

FUTURE ASPECTS

The project is proposed to design a technology that can track and provide an approximate location of the
smartphone without any access to the internet which would help millions who either don’t have access to high
speed internet or aren’t in a high-speed internet coverage area.
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A STUDY ON DIGITAL MARKET AND ITS IMPACT

Sweta Gupta and Shailu Dubey
Student, Thakur College of Science and Commerce, Mumbai

ABSTRACT

Digital marketing is the marketing of products or services using digital technologies, mainly on the Internet, but
also including mobile phones, display advertising, and any other digital medium. The prime motto of digital
marketing is concerned with consumers and let the customers to intermingle with the product by virtue of digital
media. This paper focuses on the immensity of digital promotion for customers as well as the marketers. The
conclusion for this study is derived on the basis on responses collected from 90 respondents. Primary data
collection method is used along with secondary as well, just to get the clear picture about the current study.

Keywords: Digital Marketing, Digital technologies, Promotion, commune.

INTRODUCTION

We live in a super-connected world these days and as such, advertising and marketing are no longer the same
animals they once were. This is especially true due to the rise of social media, which has changed how
businesses communicate with potential and existing clients. Digital Marketing is the term used for the targeted,
measurable, and interactive marketing of products or services using digital technologies to reach the viewers,
turn them into customers, and retain them. Digital marketing’s development since the 1990’s and 2000’s has
changed the way brands and businesses use technology for marketing. As digital platforms are increasingly
incorporated into marketing plans and everyday life, and as people use digital devices instead of visiting
physical shops, digital marketing campaigns are becoming more prevalent and efficient.

Digital marketing has become so powerful network of advertising, that with the introduction of “Double click”
strategy of Google for internet, the world has become very close linking to each and every place conveniently.
With the help of digital marketing, campaigns for promoting any product through internet has become very cost
effective and convenient.

With the feature digital technology, in digital marketing, the advertiser easily comes to know how many times
and how long the campaign has been showed on internet, also it comes to know how many people have seen
this campaign, how many responses have received, and how many purchases have been made through online
mode.

With this fast-end technology, marketing of any particular products becomes easier, the consumer’s
convenience become possible and the organization makes huge profits, too.

Digital marketing became more sophisticated in the 2000s and the 2010s, when the proliferation of devices'
capable of accessing digital media led to sudden growth. Statistics produced in 2012 and 2013 showed that
digital marketing was still growing. With the development of social media in the 2000s, such as LinkedIn,
Facebook, YouTube and Twitter, consumers became highly dependent on digital electronics in daily lives.
Therefore, they expected a seamless user experience across different channels for searching product's
information. The change of customer behaviour improved the diversification of marketing technology. Digital
marketing is also referred to as 'online marketing', 'internet marketing' or ‘web marketing'. The term digital
marketing has grown in popularity over time. In the USA online marketing is still a popular term. In Italy,
digital marketing is referred to as web marketing. Worldwide digital marketing has become the most common
term, especially after the year 2013.

History of Digital Marketing

The development of digital marketing is inseparable from technology development. One of the key points in the
start of was in 1971, where Ray Tomlinson sent the very first email and his technology set the platform to allow
people to send and receive files through different machines. However, the more recognisable period as being the
start of Digital Marketing is 1990 as this was where the Archie Search engine was created as an index for FTP
sites. In the 1990’s the term Digital Marketing was first coined, with the debut of server/client architecture and
the popularity of personal computers, the Customer Relationship Management (CRM) applications became a
significant part of marketing technology.

REVIEW OF LITERATURE
Fawad Khan: in his paper based on the study of perception and effectiveness of digital marketing amongst the
marketing professionals suggests that “professionals are skeptical about the usage and benefits of digital
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marketing and have been classified as Skeptical. They do consider it as an important tool for promotion but at
the same time concerned about the issues of privacy and misleading of information of digital marketing”

Afrina Yasmin (April 2015): in her study based on “Effectiveness of Digital Marketing in the Challenging Age:
An Empirical Study” says that “Digital channel in marketing has become essential part of strategy of many
companies. Nowadays, even for small business owner there is a very cheap and efficient way to market his/her
products or services”.

Holly Paquette (2013) in his paper based on Social Media as a marketing tool suggests that retailers can
increase awareness of their brand by being creative when engaging customers on social media sites “As more
shoppers are using social media (e.g. Twitter, Facebook, MySpace, and LinkedIn) and rely on them for
marketing shopping decisions, promotion through these media has become important™.

Javier A. Silva (May 2011): in his study based on perception of digital marketing and its Implementation
concluded that SEO is still not fully understood by most companies. However, its relevance is clear. It relays the
importance of content to overall web presence just as Garzotto et al (2010) identified value driven content in
driving the brand experience.

In recent year’s academics have gained more interest in social media as a subject of academic research. Some
concentrate on specific sides of the overall digital media’s impact on businesses and marketing. Webster’s
(2010) study of how social media shapes patterns of consumption is a great example of this.

OBJECTIVE OF STUDY
v To Recognize the level of usefulness of digital marketing in the competitive market.

v To study the impact of digital marketing on consumer purchase.
v" To study the difference between traditional marketing and digital marketing.
Traditional Marketing V/s Digital Marketing:

Table-1: The following table lists a few points that differentiate Digital marketing from Traditional

marketing
Traditional Marketing. Digital Marketing
Communication is unidirectional. Means, a Communication is bidirectional. The customer also can
business communicates about its products or ask queries or make suggestions about the business
services with a group of people. products and services.
Medium of communication is generally phone Medium of communication is mostly through social
calls, letters, and Emails. media websites, chat, and Email.
Campaigning takes more time for designing, There is always a fast way to develop an online
preparing, and launching. campaign and carry out changes along its development.
With digital tools, campaigning is easier.
It is carried out for a specific audience The content is available for general public. It is then
throughout from generating campaign ideas up made to reach the specific audience by employing
to selling a product or a service. search engine techniques.
It is conventional way of marketing; best for It is best for reaching global audience.
reaching local audience.
It is difficult to measure the effectiveness of a It is easier to measure the effectiveness of a campaign
campaign. through analytics.

Table 1, Source: Secondary Data

RESEARCH METHODOLOGY

The methodology is the general research strategy that outlines the way in which research is to be undertaken
and, among other things, identifies the methods to be used in it. These methods, described in the methodology,
defines the means or modes of data collection or, sometimes, how a specific result is to be calculated. In this
paper, primary data collection as well as secondary data collection method has been used.

PRIMARY DATA

Raw data, also known as primary data is the first hand information which is collected by investigator him/her
self. In this paper primary data is gathered through observation and collection of data via questionnaire using
online response collection technique.
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SECONDARY DATA

Secondary data is the data which is collected from journals, books and magazines to develop the theory. In this
paper secondary data is collected via internet and newspaper articles as reference.

SAMPLE SIZE

By sample we understand a group of subject that is selected from the general population and is considered a
representative of the true population for that specific study. In this paper the sample size is determined as 90
respondents opinion from customers who are currently purchasing products with the help of digital marketing.

Table-2: Demographic Details of Online buyers

Title Classification No. of respondents Percentage

Gender Male 46 51.11
Female 44 48.89

Total 90 100
Age Below 20 Years 14 15.56
21-30 Years 27 30.00
31-40 Years 31 34.44
Above 41 Years 18 20.00

Total 90 100
Profession Employee 39 43.33
Business 14 15.56

Students 21 23.33

House Wife 07 07.78

Others 09 10.00

Total 90 100

Monthly Family Below 10,000 13 14.44
Income (in INR) 10,001-20,000 33 36.67
20,001-40,000 26 28.89

Above 40,000 18 20.00

Total 90 100

Table 2, Source: Primary Data

Table-3: Online Shopping Awareness

Particulars No. of respondents | Percentage
People having Knowledge about Online Shopping System 90 100
People Not having Knowledge about Online Shopping System 0 0
Total 90 100

Table 3, Source: Primary Data

Table-4: Availability of the product information on Online site

Particulars No. of respondents Percentage
Excellent 42 46.67
Good 21 23.33
Average 19 21.11
Poor 08 08.89
Total 90 100
Table 4, Source: Primary Data
Table-5: Reason for Opting Online Shopping System
Particulars No. of respondents Percentage
Easy buying process 41 45.56
Numerous Modes of Payment 24 26.67
Lower Prices (In comparison with market) 11 12.22
Wide Variety of Products to make choice 12 13.33
Others 02 02.22
Total 90 100

Table 5, Source: Primary Data
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Table-6: Frequency of Making Purchases via Online Shopping System

Particulars No. of respondents Percentage
Purchasing Once Annually 12 13.33
2-5 Times Annual Purchase 34 37.78
6-10 Times Annual Purchase 28 31.11
11 & above times purchase annually 16 17.78
Total 90 100

Table 6, Source: Primary Data

DATA INTERPRETATION
» There are 51.11% Males from the total sample size which is 90 as per Table 2

» There are 30.00% People who belong to the age group 21-30 Years as per Table 2
» There are 43.33% People who come under the category of employee as their profession as per Table 2
>

There are 20.00% people who belong to the income group of INR40,000 & Above (on monthly basis) as per
Table 2

» There are 100% people of the total sample size being aware about the online shopping system as per Table 3.

» There are 46.67% people who say that availability of the product information on Online site is excellent as
per Table 4.

» There are 45.56% people who say that reason for opting online shopping system is that the process of buying
any product via online marketing sites is quite simple and consumer friendly as well as per Table 5.

» There are 37.78% people who purchase products via online sites that too 2-5 times annually as per Table 6.

FINDINGS
+» Digital marketing have substantial future in the present market

+«» Consumers are satisfied with the current digital marketing purchasing system.

K/
0‘0

People think that buying online products is trustworthy and safe as well.

K/
0‘0

Ratio of Males Customers over Female Customers is very high in online shopping i.e. 51.11%

R/
0’0

Awareness about shopping via online websites is 100% among the respondents.

R/
0’0

Income level of respondents majorly falls in the range of INR10,001-20,000 i.e. 36.67%

+«+ Most No. of respondents i.e. 45.56%, feel that online shopping system is very much sorted as the buying
procedures are very much easy and customer friendly. While others feel that it has numerous modes of
payment, have lower prices in comparison to market prices, they have wide variety of products to choose.

+ Employees of various organizations are purchasing more in comparison to others i.e. 43.33%

SUGGESTIONS
1. Collect the valuable feedback of the existing as well as new customers and try to implement the feedback in
a right way.

2. Awareness about digital marketing should be ensured among the general public.
3. Proper after sales service should be provided by the online vendor.
4. Technical Advancements should be improved in order to do promotion of digital market in effective manner.

CONCLUSION

Digital Marketing, after conducting this study, has turned out to be a crucial part of approach of many
organizations. In current time, Small business proprietor have an inexpensive and competent technique i.e.
using of digital marketing to market their products and services to others i.e. customers. E.g. (GoDaddy.com).
Such medium of marketing products and services has no restrictions. Company can utilize any devices like T.V,
Tablets, Laptop, Media, Social Media and lot other so as to support the company and its products & Services.
Digital Marketing may achieve more and more if it gives consumers desires as a top priority.
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ABSTRACT

Electronic devices that have become a necessity in today’s life, emit a certain amount of radiation. This
radiation many a times goes undetected. Radiation is a slow poison which slowly damages the human body.
Prolonged exposure even to minor amounts of radiation can lead to serious consequences later. Through this
paper we propose an app that helps the user easily detect the level of radiation in the commonly used electronic
devices. It also highlights the harmful effects and suggests ways to reduce usage of devices thereby reducing the
exposure to this radiation. The proposed app is user friendly and detects three types of radiation namely
Electromagnetic, Particle and Acoustic Radiation. It makes use of the inbuilt hardware namely the
Magnetometer, Ambient, Mic sensors present in all latest android mobiles.

1. INTRODUCTION

Exposure to radiation leads to serious consequences like cancer, damage to eardrum, skin rashes etc. We are
exposed to radiation in our regular life through electronic devices like Mobile Phone, Laptop etc. If people
could be alerted to the level of radiation transmitted by a device, then people may limit the use of the device or
come up with alternatives. Through this paper we propose a mobile app called ‘Radiation Detector’ that will
easily detect the radiations emitted by the electronic devices frequently used by us in our daily life and alert the
person using the device. This app will alert when the level of radiation exceeds the normal range. The app will
be supported in Android 4.0 and above.

2. NEED OF STUDY

Radiation is an emission or transmission of energy in the form of waves or particles through space or through a
material medium or Radiation is the emission of energy as electromagnetic waves or as moving subatomic
particles, especially high-energy particles which cause ionization[1]. Exposure to different types of radiation
can lead to serious consequences, resulting in severe damage or diseases. The apps currently available detect
only one type of radiation namely Electromagnetic Radiation. As the diseases caused vary depending on the
type of radiation, there is a need to sense and detect the other types of radiation such as Acoustic and Particle
Radiation.

3. FEASIBILITY STUDY

The proposed app overcomes the limitations of the existing apps. This app will detect three types of radiations
(Electromagnetic Radiation, Particle Radiation and Acoustic Radiation) using in-built Magnetometer Sensor,
Ambient Sensor and Microphones in the latest android mobile phones. The app thus does not need any
additional hardware for implementation. It only makes an efficient and effective use of the existing hardware.

4. OBJECTIVES

The app aims to increase awareness about radiation emission even by regularly used electronic devices. The app
aims to alert the user about above normal levels of radiation from these devices. It also suggests some simple
solutions to overcome the bad effects of the mentioned types of radiation.
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The app requires minimal intervention of the user. The main screen of the app displays four buttons. Figure(3)
shows that the first button provides instructions on how to use the app. The next three buttons help the user
select the type of radiation to be sensed.
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Now a days everyone is talking
about the harmfulness of
radiations most people says that
unplug laptop chargers when not
in use, don't put your phone upto
ear and don't put a laptop on your
lap why? Use Radiation Detector
app and find out!!!

What most people don't seem to
realize, however, is that all of these
electronic devices are known to
emit waves of Electromagnetic
Radiation

Even people who are aware of the
fact often ignore it, but once you
know all of the adverse effects this
type of radiation can have adverse
effect on your health pay more
attention

Below are just some of the harmful
effects of Radiations
Chart_Tarm Haalth Effantc

Figure-3: Instruction Screen

5.1 Sensing the type of radiation
The second button directs the user to the screen where Electromagnetic Radiation is sensed. The third button
directs the user to the screen where Particle Radiation is sensed. The fourth button directs the user to the screen
where Acoustic Radiation is sensed.

10:24 AM Ze .l 4G 7 B>

Instruction

Electromagnetic

Particle

Acoustic

Figure-4: Home Screen

5.2 Detection of Level of Radiation

The level of radiation is detected for the type of radiation chosen. The level is displayed graphically. The app
gives out a beep if the level of radiation exceeds the normal range. Additionally, the user is prompted with a
button which directs him to the screen of Initiatives, that displays information about the harmful effects of the
particular type of radiation as well as suggests ways to minimize the emission of that radiation.
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5.2.1 Detection of Electromagnetic Radiation

. R 4 R

Electromagnetic Electromagnetic
Radiation Selected Radiation Sensed

A J/ . /

Figure-5: Workflow of Electromagnetic Radiation

This type of radiation refers to the electromagnetic field, propagating through space, time carrying
electromagnetic radiant energy[2]. The normal range for electromagnetic radiation is 300GHz to
400THZz[2].The level of radiation detected will be of mu frequency which will be converted to hertz. The
electromagnetic radiation is calculated using the following formula.

X2y 247212

38.71e4 'l uF

No Need to Worry

)

Figure-6: Electromagnetic Radiation Sensed
5.2.2 Detection of Particle Radiation

. ) . )

Particle Radiation Particle Radiation
Selected Sensed

. vy . vy

Figure-7: Workflow of Particle Radiation

This type of radiation is the radiation of energy by means of fast moving subatomic particles[3]. There is no
formula for calculating the level of particle radiation., as it only emits luminance rays. The result of the Particle
Radiation detected will be in luminous unit.
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5.2.3 Detection of Acoustic Radiation
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Figure-9: Workflow of Acoustic Radiation

Acoustic Radiation is the branch of physics that deals with the study of all mechanical waves in gases, liquids
and solids including topics such as vibration, sound, ultrasound and infrasound[4]. There is no formula for
calculating the level of acoustic radiation.,as it only emits decibel waves. The normal range for acoustic
radiation is 20Hz to 20KHz[4]. The level of radiation detected will is in decibel unit which will be converted to

hertz.
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Figure-10: Acoustic Radiation Detected
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5.2.4 Suggestions to minimise Radiation

Suggestions
'\1.‘\'
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Radiation Detected Initatives
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Figure-11: Workflow of Initiatives
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Effects:

Headaches
Tingling or burning sensations
Aches and pains

Cancers — blood, breast and
more

Suggestions:

Increase your distance from
sources

Use wired accessories
Reduce the time of usage

Figure-12: Initiatives Screen

6. APP BASED BUSINESS

The app is innovative as it covers three types of radiation against only one type covered in existing apps. The
app is easily sustainable as it works on mobile phones with Android 4.0 and above, so the app will be
compatible with almost all the current and future mobile phones. Additionally, the app uses all the built-in
sensors in the mobile, hence has no adverse impact on the environment. The app is scalable and can be
enhanced further. The current version of the app will be available free of cost on the play store. The subsequent
versions as mentioned in future scope will be charged.

7. CONCLUSION

This app can be used by the user as well as by the companies to rate the devices used or designed by them. This
will help the user (consumer) choose a device wisely. The app will make the user aware about the harmful
radiation and will provide the initiatives to minimise the radiation caused by the device. We provide some
initiatives like avoiding Bluetooth, Headsets, Overuse of Network Connectivity as a solution when the range
exceeds the limit.

8. FUTURE SCOPE

We can enhance the app by collecting the total value of radiation emitted by a device in a day. In additional we
can give the user the statistics of the radiation they are exposed to. With the help of this statistics we can find
the health of the device and represent it graphically. Which will be useful for the user to decide to change the
device or not. We can even enhance this app to control the opposite device process and minimise the radiation
emitted.
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1. ABSTRACT

A significant number of studies have been conducted on Corporate Social Responsibility (CSR) and its impact
on different business organizations. However, no such study has been witnessed so far that could explain the
nature of the amount involved in the CSR spending. The main purpose of the study is to analyze the viewpoint of
different organizations that how they consider this CSR spending. In a current scenario, organizations have
failed to take responsibility for what they are operating, so it is needed to consider the real cost of their
functioning which brings a focus toward the environmental and social concerns. On the other hand, CSR also
became legitimate spending stipulated in the Indian companies act, 2013. According to the act, every business
organization is a responsible player to build an equitable society and for that CSR should be a part of the DNA
of every organization. Through this paper, we made an attempt to see the nature of CSR adopted by different
organizations, whether it is voluntary or mandatory. We reviewed some survey reports made on CSR before and
after the Indian companies act, 2013. These reports provide a perspective on CSR perceptions of different
business organizations. For empirical analysis, we have analyzed 100 listed companies’ financial reports to
know whether CSR mandate impact their performance or not. Using a difference-in-difference approach, we
found that before the legitimation of CSR the performance found to be better than post CSR legislation. This
paper is also an attempt to present a conceptual analysis of the CSR spending before and after its legitimation
in India which will help us to determine whether it should be treated as an investment opportunity or a forced
liability.

Keywords: Corporate Social Responsibility (CSR), Legitimation, Investment, Expenditure, India.

JEL: M10, M14, O16, L21

2. INTRODUCTION

2.1 Attention towards CSR

In the earlier decades, many organizations found to incorporate social and environmental considerations into
their investment decisions (El Ghoul et al., 2011). The ongoing attention on CSR from organizations perspective
has raised the question of its financial nature; either it should be treated as an investment opportunity or a forced
expenditure. The theoretical point of view says that a good CSR policy may increase the organization's
performance in terms of productivity and return (Waddock and Graves, 1997). Also it implies a good relation
with stakeholders, provides a competitive advantage, increasing innovation ability and also creates value by
developing goodwill (Hart, 1995; Porter and Linde, 1995; Russo and Fouts, 1997).

When the awareness of CSR is increasing to the stakeholders, an organization can make a reputational capital
and enhance their social legitimacy, which can lead to higher revenues and also increase customer’s loyalty
(Saeed & Arshad, 2012). These theoretical views indicate CSR as an investment decision. On the other side,
many leaders have viewed CSR as just another source of pressure or passing fad. As per Windsor (2001), the
relationship between business firms and society are based on corporate interests, not societal interests. As per
these views, this form of CSR favors a reactive approach and not a proactive approach (Matten & Moon, 2008).

Apart from this organizational view, some scholars have also considered the stakeholders and society to place
more importance on CSR (Carroll, 1999; Waddock, 2018; Park, & Ghauri, 2015). As per this view different
executives have started to treat it as a creative opportunity to strengthen their organizations through contributing
to the society. CSR also works as a central approach to the managements’ overall strategies for helping them to
address any key business issue (Keys, Malnight, & Van, 2009). The Indian Companies Act, 2013 contains
different provisions regarding CSR. As per Section 135 of Companies Act, 2013 every company having any of
the three:

a) The net worth of Rs. 500 crore or more.
b) The turnover of Rs. 1,000 crore or more.

C) The net profit of Rs. 5 crore or more.
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It is mandatory to spend at least 2% of its average net profits during the last three financial years on CSR
activities.

Now the question is being raised that after the legitimation whether the CSR is being really observed by the
companies as an opportunity or it is creating any forced liability on them? If CSR spending provides
unpredictable returns in the foreseeable future, then it can be considered as an Investment opportunity. On the
other side if a business organization thinks that it’s better to retain such outgoings in the organization, then they
would consider this spending as a forced liability (Al- Hadi. et al., 2017).

3. HISTORICAL PERSPECTIVE

The concept of CSR is not new in India. It can be seen as a well-established tradition in a number of business
organizations, particularly family based corporations with a strong community ethos (Sundar 2000, Shrivastava
and Venkateswaran 2000). Some earlier studies present evidences that CSR reduces idiosyncratic risk (Bassen
et al., 2006; Boutin-Dufresne and Savaria, 2004; Sharfman and Fernando, 2008; Vanhamme and Grobben,
2009).

CSR also help the business organizations to generate positive reputation and moral capital among the society
(Godfrey, 2005; Godfrey, Merrill, and Hansen, 2009). Each kind of these firms found to be less vulnerable in
the event of a public crisis (Peloza, 2006). For example, corporations which implement CSR practices are likely
to invest in equipment which enables greater product safety and environmental protection. Organizations which
invest in CSR activities can more easily reconstruct their corporate and social image compared to organizations
without having such policies (Bhattacharya and Sen, 2004).

Earlier studies also make a focus on CSR disclosures, firm’s performance, and the relationship between CSR
and various characteristics of the business firm. In these studies, CSR in India was found to be far below than the
global norms, and there was no significant change in the approach of Indian corporates towards CSR (Cheung et
al. 2009). In starting CSR has been seen as a configuration of principles of responsibilities, and different social
activities. As time passed these activities lead to a reputation for CSR (Peloza and Shang, 2011).

The social and cultural base of India encourages CSR practices that differ from many other nations. In general
terms, research shows that if an organization invests in CSR activities, then this investment provide cushion
against negative events which may affect the reputation of the business. India can be seen as the world’s richest
tradition of CSR (Dhanesh, 2015). Though the term CSR could be new, the concept behind this dates back over
a hundred years. Its legislation history also can be seen back to 11™ five year plan 2007, which committed to
growth as an essential part of country’s development.

Fig. Historical Perspective of CSR Legislation
Source: Author

In 2009, the Ministry of Corporate Affairs, India had issued “Voluntary Guidelines on Corporate Social
Responsibility,” which was the first step towards mainstreaming the concept of corporate responsibilities. These
guidelines were further extended in 2011 as “National Voluntary Guidelines on Social, Environmental and
Economic Responsibilities of Business.” In 2013 the Indian Companies Act mandated every company which
qualifies under section 135 (1), to make a statutory disclosure of CSR in their annual reports.

4. DATA AND METHODOLOGY

We analyze different survey reports which have been organized on CSR before and after its legitimation in
India. We use Indian Institute of Management, Bangalore 2001 survey report to know how organizations
perceived this CSR spending in the earlier period when there was no any legal provision for CSR
(Balasubramanian and Kimber 2005). To analyze the present scenario about CSR spending, we use KPMG CSR
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survey report, 2015 and FICCI CSR survey report, 2016 in which we consider both quantitative attributes as
well as qualitative trends. This paper also presents the evidence on the effect of CSR mandate on firms’
performance. We have analyzed the experiences of 100 listed Indian companies among which 50 companies are
those who never dealt in any CSR activity (control group) and another 50 companies who practiced CSR before
as well as after the law has been enforced (treatment group). Comparisons of return on asset (ROA) for the
control group and treatment group before and after the companies act, 2013 offer a simple method for
evaluating the effects of CSR. In order to empirically test the research model, we used secondary data which has
been extracted from the financial statements of 100 listed Indian companies. The main part of this empirical
analysis is its difference in difference methodology. Earlier studies focusing on CSR and firm’s performance
attempts to identify CSR impact mainly through a single comparison by considering only those companies who
are dealing in CSR. All such studies argues that their single comparison supports the hypothesis that CSR
impact the firm’s performance. However, this single comparison can actually be consistent with either positive
or negative effects. The DID approach is therefore designed to overcome the probable ambiguities of the single
difference approach. It’s not only deal with the problem itself, but it also aims to improve the analysis of earlier
work. This article has four additional sections. Section 5 briefly summarizes some main aspects of [IM
Bangalore CSR Survey report, 2001. Section 6 reviews the output of KPMG CSR survey report, 2016. Section 7
highlights the findings of FMCG survey report, 2017. Section 8 outlines the difference in difference empirical
analysis. Section 9 concludes with a discussion of future research ideas.

5. 1IM, BANGALORE CSR SURVEY

In 2001, the Indian Institute of Management, Bangalore organized a survey that shows results on
778 usable responses. Among which 85% respondent of the survey group was Graduate with major areas like
science, engineering, accounting, and finance discipline. Other different factors were taken as considered in
Table 1.

Table-1: 1IM, Bangalore Survey - Response Factors

Tertiary Educated 96%
Male 86%
Working Personnel 64%
Unmarried 58%
Under 30 year of age 60%
Had no children 5%
Employed in Pvt. Sector 85%
Employed in Industry 60%

Source: Balasubramanian and Kimber 2005

It was the first CSR survey which was based on modern technology as it was designed through a web-based
technique and ran for approximately two months. However, the 1IM, Bangalore CSR survey fails to represent
the majority of employees and leaders (Balasubramanian and Kimber 2005).

As per the survey, 70% respondents believed that Social Responsibility should not only a government initiative
but also should be adopted by corporate one. However, 17% were not agreed with this statement. 80%
respondent agreed on the codes of conduct as a necessary element to encourage accountability and transparency.
46% agreed that responsiveness for society has increased in the last five years. But surprisingly 72% stated that
CSR should be treated as an operational cost and not as an appropriation of profits. It is perhaps heartening as
responses are sensitive regarding social responsibilities.

After IIMB and before current surveys there was some other survey also administered like A CSR survey
organized by Tata Energy Research Institute (Europe) in which it was found that corporate organizations
focused on mainly “employees’ health and their safety, social relations, environmental sustainability and
accountability of stakeholders” (Kumar et al. 2001). In early 2001 a survey was undertaken by The Centre for
Social Marketing (CSM) which based on an email instrument, which sends to a cross-section of Indian industry
to get the answer of the questions like what is the meaning of corporate citizenship in case of modern Indian
businesses? What is the interpretation of this new language for Indian organizations? How are they providing
leadership and how they are responding? (Brown, 2001).

In 2003 National Stock Exchange also administered a questionnaire-based survey of top 50 companies which
were listed in the Nifty index (NSE/NIFTY 2003) The report shows how

CSR is considered and how it is implemented by these organizations (Balasubramanian and Kimber 2005).
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6. KPMG CSR SURVEY
In the year 2015 KPMG India, a leading service organization represents a survey report which was made on top
100 companies. The following details have been captured from the KPMG CSR reporting survey 2015.

Table-2: KPMG Survey — No. of companies surveyed

Documents reviewed Number of companies
CSR policy 95 companies
Financial reports 92 companies
CSR disclosure (as per prescribed format) 87 companies

As of 30" September 2015, KPMG accessed CSR policies of 95 companies and financial reports of 92
companies. Out of 100 companies, eight found to follow a different cycle of the annual report (not 1% April —
31% March) and, thus, were not considered for this survey. Another five companies found not to have the
required information on CSR. Therefore KPMG made an analysis of CSR policies for 95 companies, and CSR
spending for 87 companies.

The main findings of the KPMG survey were
» 90.95% of companies having availability of mission/vision/philosophy in there CSR policy

» 79.83% CSR activities were related to the specific activities which covered in companies CSR policy. And
13.14% activities related to the Schedule VII activities. Rest 3% was not able to found as details were not
given in the companies CSR policy.

» Around 63 companies mentioned that the surplus arising by dealing in CSR activities was not expected.
These companies also stated that the profit arising out of CSR activities would be transfer to the CSR fund.
However, 32 of them was not replied and remained silent.

» 53 companies have agreed to provide details regarding focus areas of CSR involvement in their director’s
report, and 19 have given details regarding outreach/impacted.

» 52 companies provided the detail of CSR spending among which 13 companies failed to spend the
prescribed amount, but they committed to carrying forward the unspent amount into next year.

» Only 32 companies spent 2% or more towards CSR.
(Source: KPMG survey, 2015)

7. FICCI CSR SURVEY
In 2016, FICCI surveyed during January and February 2016. The report has covered Public sector companies,
Private sector companies as well as foreign MNCs. The result was based on about 150 responses.

» 79% of the companies found to have an independent director in their CSR committee.

» 95% respondent stated that their CSR schemes are mainly aligned with the Governments development
programs like- Digital India, Swach Bharat Abhiyan, MGNAREGA, National Health Mission, etc.

» 72% respondent said that the normal duration of a CSR project is less than five year and companies consider
these projects by their investment decisions.

» Companies use the strategic approach to identify the projects. They engaged third-party consultancy firm for
regular community interaction, need assessment survey, etc.

» T77% respondents reported an increase in their CSR budget for the year 2016 as compared to last few years.
While 12% respondents declined and the other 6% cited no change. Remaining 5% reported that they had
made a CSR provision for the first time in their budget.

(Source: FICCI survey, 2016)

8. EMPIRICAL ANALYSIS: DIFFERENCE-IN-DIFFERENCES ESTIMATION

Difference in Differences is a tool for study the impact of pre and post treatment differences in the outcome of a
treatment group relative to the performance of some control group. In this study, we are interested in estimating
the effect of the treatment (legitimation of CSR) on firms’ performance. The control group shows the details
which would have happened to the treatment group in the absence of treatment (legitimation of CSR). Applied
to the concern of mandate CSR effect on firms’ performance, this approach suggests that one compare the
performance pattern among treatment group pre and post (Section 135) with the performance pattern among

88




International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

control group pre and post (Section 135). To develop this empirical approach we have used difference in
difference methodology, following the detailed discussion in Meyer (1995). This suggests

Y= Bo + P1*[time] + B2*[intervention] + Pt TAifs*[time*intervention] +& (1)
Where:

Y = Output for performance

Bo = Baseline average

B1 = Time trend in control group

B2 = Single difference between treated and control groups on the baseline

Belifisin-diffs = Difference in changes over time

€ = Crror

The difference in difference (DID) estimate (Bs"™"*"™) can be understood by graphical figure given below in
figure 2.

Outcome
M
\? treatment after
B diffs-in-diffs
— P3
Y treatment before \7 control after
? control, before
ra
PreIntervention Post Intervention

Time Period

Figure-2: Difference in Differences (Graphical Approach)
Bsdiﬁs-in—diﬁs — ( treat, after_ Ytreat,before) _ ( Ycontrol, after _ Ycontrol,before)

The whole data set from 2012 to 2017 containing information of 100 companies used for building the DID
model. The DiD regression model is proposed as follows:

Y=1.18 + -0.01*[time] + -0.47*[intervention] + -0.07 *[time*intervention] +¢ (2)

In order to deal with the main assumptions related to DiD estimation, we used descriptive statistics for
summarizing and exploring data, visual inspection for parallel trend assumption, and Wooldridge test for
autocorrelation.

Descriptive statistics of key variable (ROA)

The values of descriptive statistics for different variables are provided in Table 4 and Table 5. In these tables, it
is observed that the mean ratio of ROA for treatment group companies before the legitimation of CSR was
0.710 and after legalization, it is 0.631.
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Table-3: Return on Asset (ROA) of treatment group

Year Observation Mean Standard Minimum Median Maximum
Deviation
For time period 1 (2012-2014)
2012 50 0.725 0.526 0.087 0.634 2.044
2013 50 0.710 0.544 0.089 0.573 2.295
2014 50 0.696 0.530 0.092 0.538 2.203
Total 150 0.710 0.530 0.087 0.568 2.295
For time period 2 (2015-2017)
2015 50 0.681 0.539 0.095 0476 2.305
2016 50 0621 0.493 0.094 0471 2272
2017 50 0.592 0.435 0.093 0514 2.198
Total 150 0.631 0.450 0.003 0.495 2.305
Table-4: Return on Asset (ROA) of control group
Number of observations in the Diff-in-Diff : 600
Before Before Total
Control: 150 150 150
Treated: 150 150 150
Total 300 300 300
Outcome Variable ROI1 S. Err. [t] P=t
Before
Control 1.177
Treated 0.710
Diff (T-C) -0.467 0.098 -4.74 0.000***
After
Control 1.168
Treated 0631
Diff (T-C) -0.537 0.098 54 0.00Qp***
Diff-in-Diff -0.071 0.139 0.51 D612
Table-5: Difference-In-Differences Estimation Results
Year Observation Mean Standard Minimum Median Maximum
Deviation
For time period 1 (2012-2014)
2012 a0 1.188 1.131 0.000 0.896 6.111
2013 30 1.175 1.104 0.035 0.905 5727
2014 50 1.168 1.066 0.036 0.952 5.002
Total 150 1.177 1.093 0.000 0.905 6.111
For time period 2 (2015-2017)
2015 a0 1.248 1.172 0.025 1.026 6.013
2016 50 1.166 1.033 0.022 1.010 5435
2017 50 1.091 1.078 0.021 0.850 6.424
Total 150 1.168 1.090 0.021 0.937 0.424

This value is lower than control group companies as their mean ROA before the legitimation of CSR was 1.177
and after legalization, it is 1.168. Starting trends were very similar among companies in both groups, although
the average ROA was significantly higher in control group companies. The average ROA for treatment group
companies found to be decreased by 11 percent following the legitimation of CSR while for control group
companies the average ROA found to be decreased by 0.76 percent only.

**Inference: *** p<0.01; ** p<0.05; * p<0.1

Source (Authors’ Calculations)
Software Used: STATA 13

R-square:

0.08
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Further insight into this change is provided in figure 3, which shows the distributions of change in ROA of
treatment and control group before and after the legislation of CSR. Standard deviation indicates wide variance
among all the selected firms. Such variance can be occurring due to the selection of firms from different sectors
in our sample. But we have chosen the same strata for both the groups (treatment and control) to make our
analysis more appropriate.

Next, we test for parallel trend assumption which normally used to deal with biased estimation of the causal
effect. The parallel trend assumption is the most critical assumption to ensure internal validity of difference in
difference model and is the hardest to fulfill as there is no statistical test for this assumption. Violation of this
assumption will lead to biased estimation of the causal effect. With the help of visual inspection, we confirm
this validity in our model. Firstly on pre-treatment periods, we check the parallel path trends by testing for
difference in the treatment and control group. Equality of pre-treatment trend can be seen in the below figure 3,
which leads to the confidence of having this validity in our model.

14
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1

0.8

Control group

o
2

0.6

0.4

Treatment srovp

0.2

o

2012 2013 2014 2015 2016 2017

Year

Figure-3: Parallel trend pre-treatment

Finally, we obtain the value for Wooldridge test statistics to check for autocorrelation. The computed F value of
Wooldridge test is 13.378, which falls into the serial correlation area. As the Wooldridge test statistics indicate a
significant autocorrelation in our panel model, our analysis leads to possible biases associated with the degree of
serial correlation. Such correlation may exist due to the small sample size as the law has been implemented
from the year 2014 onwards. This can be considered as a limitation of this paper. Although it takes into account
a three-year pre and three-year post data, it is believed that it is important to incorporate a longer time period for
validation of the true relationship between CSR and firms’ performance. Despite such limitations, this study
contributes to the literature in the view of CSR and its implications to investors, corporate managers, and
policymakers.

9. DISCUSSION

After going through the survey reports it seems that before as well as after legitimation of CSR a genuine and
deep integration of csr activities in to the current business world is still not significant. Futhermore, it can be
seen that many companies are following a reactive mode and mainly focused on ‘caring’” model
(Balasubramanian and Kimber, 2005). The importance of legitimation is seen from a number of perspectives.
After legitimation, various reports suggest that csr law is essential to support csr initiatives. Because of csr law,
companies are aware of the concern about social responsibilities in India and ready to respond accordingly.
Mainly all survey indicates csr as an important part of their business plan and if ignore, are likely to suffer.

As per the output of the DID estimation, legislation of CSR shows a negative impact on ROA. The relative loss
(the “difference in difference” of the changes in pre and post analysis) is -0.071, with a “t” statistics of 0.51.
Perhaps most interesting is that before the legitimation of CSR the performance found to be better than post
CSR legislation. We hypothesized that this inconsistency could be due to short time span. However, the present
study also did not control for the possible effects of other variables. Our study examined the relationship
between CSR and accounting based performance measure (ROA), for which earlier studies have generally
found positive results (Bragdon and Marlin, 1972; Bowman and Haire, 1975; Parket and Eibert, 1975). Our
results highlight those arguments which are based on a trade-off between social responsibility and firms’
performance. This view proposes that firms experience costs by making socially responsible actions which
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result into economic disadvantage compare to those firms which are less responsible (Aupperle, Carroll &
Hatfield, 1985; Ullmann, 1985; Vance, 1975). As per results, till now CSR activities are like any other activity
for firms and the firms choose those activities that maximize firm performance.

10. CONCLUSION

As per different survey reports, it seems that before legitimation of CSR companies considered it as an act of
philanthropy or just a business practice towards the society. Earlier they did not consider the actual cost which
incurred by functioning their operations in the social environment. After legitimation of CSR, it is seen that
companies are ready to invest in CSR. However, the results of the empirical analysis report negative outcomes.
This effect is larger than the 2% stipulated requirement, signifying that the relationship between CSR and firms’
performance is complicated. These findings bring new evidence over the consequences of CSR activities.
Earlier studies also found it to be difficult because it was a more complex than a simple linear relationship
(McWilliams and Siegel, 2000; Ullmann, 1985). Opposite to this, there was a significant increase in CSR
spending by treatment firms relative to control firms (Dharmapala, & Khanna, 2016). Future studies can be
made for a better understanding of the consequences revealed in this paper, by employing some other specific
variables like advertisement, firm size, government policies, etc.
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ABSTRACT

Numerous investors are inclined to understand, the quantum of wealth or capital they can lose in a specific time
period, which could be one day or 5 days or 10 days. In this research paper, out of numerous approaches,
variance — covariance approach of VaR is discussed. This method helps in prediction of maximum loss that can
occur for a specific time period and given probability. Here in order to calculate VaR, portfolios are created,
which is followed by identification of returns distribution. Finally VaR of portfolios is calculated. Daily loss is
calculated using data for the period of 01% January 2018 to 31% December 2018 as historical data consisting of
246 days. Companies were selected from Bombay Stock Exchange (BSE). VaR has been computed for both 95%
and 99% confidence intervals for holding period of 1 day and 10 days.

Keywords: Risk & Return, VaR, Maximum Loss, Variance — Covariance approach, Correlation.

1. INTRODUCTION

The key yardsticks or benchmark for any investment happens to be Risk and Return. The primary assumption
w.r.t investors are that they want to maximize their utility and reduce risk. In other words they are risk averse.
From that perspective, risk management has emerged as a vital facet for evaluation and choice of investments.
Numerous organizations and regulatory authorities too attribute tremendous significance to analysis and
measurement of risk in the aftermath of 2008 financial crisis.

A number of methods exist to compute market risk, which primarily consists of exchange rates, interest rates
etc. Value at Risk models (VaR) have been implemented since 1994. The primary disadvantage of VaR models
is that they estimate or predict only those risks that can be quantified. Qualitative risks such as regulatory risk,
operational risk or political risks cannot be measured using this model. VaR model estimates the highest loss for
a portfolio or a stock w.r.t a given holding period and a level of confidence. This gives investors an opportunity
to know, how much they stand to lose in a particular time frame.

Different results are thrown up by different models. VaR models have both advantages as well as disadvantages.
The classification of VaR models can be parametric or non — parametric. Variance — Covariance model (also
known as delta normal) is the most widely used VaR model in finance.

The advantage of using this model is that it is very simple and straight forward to use. This model uses
covariance and correlation matrices to measure standard deviation and variance of a risky asset portfolio. This
model goes with a primary assumption that returns should follow a normal distribution.

RESEARCH OBJECTIVE

The primary objective of this paper is to elaborate on Variance — Covariance VaR method and to measure the
maximum loss that an investor can incur on a portfolio comprising of a variety of stocks. The research paper is
divided into following parts: -

A brief introduction of VaR models in given in Part 2. In Part 3, the approach of VaR — CoVaR is applied to
measure loss value. A number of statistical techniques are applied in this section. Finally the paper is concluded
in section 4.

The aim of this paper is briefly to elaborate on Variance-Covariance method and to compute maximum risk for
portfolios consisting of different stocks. The rest of the paper is organised as follows. In part 2, VaR models are
briefly introduced. In part 3, variance-covariance method is applied to calculate loss value. Many statistical
techniques are used in this section. Finally, part 4 concludes the paper.

2. VARIANCE-COVARIANCE APPROACH OF VAR METHODS

Every investor wants to earn maximum returns at minimum risk. Therefore, prediction and estimation of risk is
a very important parameter in all decisions related to investments. The investor will be willing to invest in any
portfolio or asset only if the expected return is more than its perceived cost. Normally there is a compromising
situation or a trade — off situation experienced by every investor, wherein a good but relatively small investment
in terms of money may result in an opportunity cost, however a substantially large but bad investment may lead
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to enormous losses. Therefore risk management becomes imperative and is inevitable to attain the stated
objective of maximum return at minimum risk. Value at Risk (VaR) is a popular method of risk measurement to
compute the worst case scenario loss at a specific level of confidence over a specific time frame (Johansson,
2013).

VaR was applied for the first time by J.P Morgan in 1994 creating CreditMetrics methodology, RiskMetrics and
RAROC models. This model later on has been applied by numerous other organizations. (Anjunas, 2009)

Even though regulatory groups have been pushing it vigorously for setting regulatory minimum capital
standards, numerous financial companies too have devised their own methods based on VaR as a medium to
manage and monitor market risk (Darbha, 2001). In 1995, Basel Committee of Banking Supervision, USA
Federal Reserve System and USA Stock Committee and in 1996, European Union Capital Requirements
Directive put forward a proposal to implement Value — at — Risk method as one of the tool for market risk
management (Anjunas, 2009).

VaR models have three primary assumptions
1) Static requirement meaning that daily fluctuations of returns are completely independent and unrelated from
previous day’s or future day’s return. It is associated with random walk theory in finance.

2) The second assumption is that of non — negativity. It implies that the financial assets do not have negative
values.

3) VaR model assumes that the historical data w.r.t stock/portfolio returns is normally distributed (Allen, 2004)

VaR approaches can be primarily categorized into two categories.
1) Parametric (Variance — Covariance, also known as delta normal)

2) Non — Parametric (This consists of two simulation methods, which are called as historical simulation and
Monte Carlo simulation). Both methods have their own advantages and disadvantages (Bozkaya, 2013).

In this research paper, preference is accorded to Variance — Covariance approach to compute the portfolio loss.
Ease of application and nimbleness are the two distinct pluses of this method. Also it is not imperative to
assume that distribution of returns is static through time as volatility has been incorporated into estimation of
parameters. (Bohdalova, 2007).

The main disadvantage of this method amongst other disadvantages is that it is tremendously dependent on the
assumption that returns are normally distributed, however evidence suggests that market returns generally have
“fat tails” and do not look like a true normal distribution.

3. RESEARCH METHODOLOGY

3.1. Data and Formulas

In this research paper, historical data has been employed by Variance — Covariance approach to compute
maximum (worst case) loss for a certain given confidence interval over a certain holding time period. Therefore
confidence interval and holding time period are the primary yardsticks of measurement.

In this study, two hypothetical portfolios are created at first. They have same three companies’stocks but
different weights. These three companies trade in Bombay Stock Exchange (BSE). They are operating in
industries as given below.

Table-1: Name and Industry of Companies

Name of the Company Industry
Mahindra & Mahindra Ltd Automobile
Wipro Ltd IT
ICICI Bank Banking

In this research paper, beta of companies and market return are estimated using daily returns (Adjusted price for
INR). They have been borrowed from BSE Database. One year period (246 working days) data is employed.
The period is from ) 01% January 2018 to 31 December 2018. Also BSE SENSEX has been used as market
index.

To calculate for stocks daily return; the formula is applied as follows:
R;

_ Rit—Rjp-g

Rit—1

96



International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

Where “Ri” is a daily return of share i, “Rit” is a closing price of share i in t date and “Rit-1" is a closing price
of shareiint- 1 date

To Calculate the index (BSE SENSEX) daily return, the following formula is applied.

Rese = BSE: — BSE:.1

BSE:.1

Where Rgse is average return of market. BSE; is a market return in t date. BSE.1 is a market return in t-1 date.

In order to calculate variance of stocks daily return and index return, | used the following historical volatility
formula.

B Z (Ri — Raverage)’

Where O is a variance of daily share return. Ri is a daily return of share i. Raverage is the average daily
return. N is a sample size (246) days.

To measure, how stocks vary together, standard formula for covariance can be used.

—Z[ =X -1)]
Cov (X.Y) =

Where the sum of the difference of each value X and Y from the average is then further divided by the total
number of values minus one. The covariance calculation enables us to calculate the correlation coefficient,
shown as:

Cov(X.Y)

. . i T+ . Ty
Correlation Coefficient = -
Where @ is the standard deviation of each asset/stock. However, if there are more than two financial assets in

the portfolio, then correlation and covariance matrices are needed to solve equations. To calculate standard
deviation of portfolio (position) the following formula is used:

i
|J'I

= Z 5)+TLZZ(11 O, W..C.00f)

=l 7=l
Where 9% is a standard deviation of portfolio, "Or js a standard deviation of stocks. Wi is a weight of stocks
in a portfolio and Pij is a correlation coefficient between stocks i and j.

3.2. Analysis and Interpretation
In this study, excel functions and data solver are used for all calculation. The calculation of variance- covariance
model involves the following steps:

Step 1 — Determining period to hold and Confidence Level (table 2)

Step 2 — Determining Portfolio (table 3 and table 4)

Step 3 — Statistical Details of Returns (table 5)

Step 4 — Determining Correlations and Covariance between Assets (table 6 and table 7)
Step 5 - Calculating the Volatility of the Portfolio (table 8)

Step 6 - Calculating the VaR Estimate (table 9)
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Table-2: Main Parameters of Calculations

Parameter Value

Confidence Level 95% and 99%

Time Horizon 1 Day and 10 Days

Size of Historical data 246 Days

Testing Period 01-01-2018t031-12-2018

Closing price (as on 31 — 12 — 2018) of stocks along with weights are given below in Portfolio 1 and Portfolio 2.
They have same stocks but different weights.

Table-3: Portfolio 1

Stocks Closing Price (31 — 12 — 2018) in Rupees Weights
M&M Ltd 803.700 33.3%
WIPRO Ltd 330.25 33.3%
ICICI Bank 360 33.3%
Table-4: Portfolio 2
Stocks Closing Price (31 — 12 — 2018) in Rupees Weights
M&M Ltd 803.700 50%
WIPRO Ltd 330.25 30%
ICICI Bank 360 20%
Table-5: Statistical Details
Stocks BSE SENSEX | M&M Ltd Returns | WIPRO Ltd ICICI Bank
Returns Returns Returns
Minimum -0.02366941 -0.068921185 -0.043191939 -0.061096253
Average 0.00026358 (.000339849 0.000170777 0.00066673
Maximum 0.021312587 0.051512336 0.04766844 0.102770294
Variance 0.00006 0.00028 0.00020 0.00039
%“’“_‘.d"‘.rd 0.007939661 0.016699341 0.014092362 0.019741286
eviation

Variance — Covariance employs matrix calculations in order to compute Value — at — Risk for portfolios
comprising of numerous stocks/assets. As seen from Variance-covariance approach uses matrices giving chance
to measure VaR value for a portfolio consisting of hundreds of assets. As we can see from the formula for
portfolio measurement, standard deviation of portfolio calculation warrants computation of correlations of each
asset and also covariance between them. Also application of variance covariance matrices is a pragmatic
method of computing standard deviation of portfolio. In this research, the objective is to show, how the
parametric methodology utilizes variance and correlation matrices to calculate the variance, and hence standard
deviation, of a portfolio.

Table-6: Correlation Matrix

Correlation Matrix | BSE SENSEX M&M Ltd | WIPRO Ltd | ICICI Bank
BSE SENSEX 1

M&M Ltd 0.59453 1

WIPRO Ltd 0.602216 0.441329 1

ICICI Bank 0.696572 0.392052 0.404383 1

The strength of association between two variables is computed through correlation. This tells us the quantum in
terms of percentage and direction in which the two variables move together. Volatility of a portfolio or the risk
of a portfolio is lower than its individual assets volatility or risks.

Therefore it is imperative to know the relation between variance of a portfolio and variances of assets.
Correlation always has a value between -1 and +1 (Bozkaya, 2013). As we can observe from Table 6,
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correlation between stock returns of Bharti Airtel Ltd and Maruti Suzuki Ltd is higher than correlation between
HDFC Bank Ltd and Maruti Suzuki Ltd and also higher than correlation between HDFC Bank Ltd and Bharti
Airtel Ltd. But all correlations are positive.

The coefficient of correlation may be computed by employing the covariance matrix that measures how mean
returns of two companies vary or move together. Covariance matrix assists decision makers in deciding on the
assets that move in the same direction or in the opposite direction (Bozkaya, 2013).

Table-7: Covariance Matrix

Covariance Matrix | BSE SENSEX M&M Ltd WIPRO Ltd | ICICI BANKLTD
BSE SENSEX 6.27809E-05 7.53537E-05 2.49809E-05 8.62372E-05
M&M Ltd 7.53537E-05 0.00027773 1.89357E-05 0.000102151
WIPRO Ltd 2.49809E-05 1.89357E-05 0.000197784 3.9046E-06
ICICI BANKLTD 8.62372E-05 0.000102151 3.9046E-06 0.000388128

Covariance enables us to compute volatility of portfolios. Covariance values between stocks are multiplied by
each shares weights and then added to find volatility of portfolio.

Table-8: Standard Deviation and Variance of Portfolio 1 and Portfolio 2

Portfolio 1 Portfolio 2
Standard Deviation 0.01101243 0.0113727
Variance 0.000121 0.000129
VaR is calculated as using the following formula:

P*a*o*sqrt(t)

Where “P” is the value of portfolio (or position), “a” is confidence level, “6” is a volatility of portfolio and t is
a holding period. For 95% level of confidence, “a” is 1.65 and for 99% level of confidence “a” is 2.33. VaR
may be calculated for different time periods. In this research both 1 day and 10 day periods have been
considered. If someone needs to determine VaR values for more than 1 day, such as 10 days, they need to
multiply daily volatility returns by sgrt(10). Here if we consider principal value P as 1000000 (10 Lakhs), then
the VaR values are as follows:

Table-9: VaR Values of Portfolio 1 and Portfolio 2

Portfolio 1 Portfolio 2
95% 99% 95% 99%
VaR (One Day) 18170.51 25658.96 18764.9 26498.31
VaR (Ten Days) 57460.2 81140.76 59339.82 83795.02

Market risk of portfolios can be computed through VaR models. As we can see from the above table, at 95%
level of confidence and time period of 1 day, maximum loss that portfolio 1 can incur is Rs 18170.51 and
maximum loss that portfolio 2 can incur is Rs 18764.9. It indicates that there is only 5% probability that loss for
the next day will be greater than Rs 18170.51for portfolio 1 and Rs 18764.9 for portfolio 2. At Confidence level
of 95% and time period of 10 days, maximum loss will not be more than Rs 57460.2 for portfolio 1 and not
more than Rs 59339.82 for portfolio 2.

At 99% level of confidence and time period of 1 day, maximum loss that portfolio 1 can incur is Rs 25658.96
and maximum loss that portfolio 2 can incur is Rs 26498.31. It indicates that there is only 5% probability that
loss for the next day will be greater than Rs 25658.96 for portfolio 1 and Rs 26498.31 for portfolio 2. At
Confidence level of 99% and time period of 10 days, maximum loss will not be more than Rs 81140.76 for
portfolio 1 and not more than Rs 83795.02 for portfolio 2.

CONCLUSION

It is possible for investors to estimate probable loss value of their portfolios for different holding periods and
confidence level. Variance—covariance approach helps us to measure portfolio risk if returns are distributed
normally. In this study, two hypothetical portfolios to calculate potential loss with both 95% and 99%
confidence level as well one day and ten days holding periods are created. As a main conclusion, there is no
huge difference between Portfolio 1 and Portfolio 2 results. It is thought that the portfolio was not diversified
well. There were only three stocks in the portfolio but importantly their correlations were not low enough to
decrease risk adequately. Stocks have equal weights in Portfoliol as 33.3 %. Stocks have different weights in
Portfolio 2. Thus, while risk evaluation of one stock is related with especially volatility characteristics, risk
evaluation of portfolio is related with correlation between risky assets inside the portfolio.
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ABSTRACT
The term Fraud can be defined as an intentional perversion of truth for the purpose of inducing another in
reliance upon it to part with some valuation thing belonging to him or to surrender a legal right.

Corporate Frauds refers to any disclosure that is omitted or improperly reported on any of the four financial
components i.e.;

» Balance Sheet

» Profit and Loss Statement
» Cash Flow Statement, and
» Shareholder’s equity

It also includes any offer document/advertisement which is used as tool to solicit the investment from general
public.

Corporate Fraud is a problem for companies regardless of its size, sector or region where they operate. Fraud
is a serious problem of a modern business. It generally arises out of auditing malpractices of the organisations.
Association of Certified Fraud Examiners (ACFE) every two years publishes a report on Occupational Fraud
and accuse. The recent report states that one-fifth of the cases causes losses bigger than USD 1 million.
Moreover a typical organisation loses on average 5% of its revenues to fraud every year and nearly half of the
victim organisations never recover any perpetrator’s takings.

Fraud committing and fraud detection levels differs from Industry to Industry e.g. fraudulent misreporting will
be concentrated in high growth industries, e.g. Stayam Computers Limited, fraud detected in year 20009.
Another reason is if investors ask/demands/ expects higher return on equity, the Companies comes under
pressure to increase the return, which may result into fudging of financial datas.

On the other hand financial frauds happen due to too much autonomy given to top management, e.g. Punjab
National Bank scam where the external server for international transaction was not connected to the internal
server of the Bank resulting into separate play room for the fraudsters where the internal management took
advantage of it.

Third type of frauds happen when the Fraudsters took advantage of loop holes of laws/grey areas of regulations
e.g. Sahara OFCDs scams or Harshad Mehata Scam. Thus we may say that Fraud is determined by some
Company’s Characteristics, such as high leverage ratios, high performance — based manager’s Compensation,
poor corporate governance, high growth and financial needs.

1- INTRODUCTION
The Association of Certified Fraud Examiners’ (ACFE) “2012 Report to the Nation” is one study that describes
the losses that an entity may experience as a result of Fraud:

» A Typical organisation loses approximately 5 percent of its annual revenue to fraudulent acts (but in India it
is much more).

» The median loss caused by the Frauds in the study was USD 145,000. Additionally, 22% of the cases
involved losses of at least USD 1 Million

It takes time and effort to recover the money stolen by the perpetrators and many organisations are never able to
fully do so .At the time of survey, 58% of the victim organisations had not recovered any of their losses due to
fraud, and only 40% had made full recovery.

According to the Association of Certified Fraud Examiner’s “Report to the Nations 2016 India ranks second
in terms of victim organisations reporting the cases. The study shows the imperative need for the regulators,
business as well as the investment community to asses the risks emanating in the business. Today, in an
increasingly interconnected world, digitisation enables business to be conducted in the wink of an eye. Thus, it
is time for organisations to examine the role of corporate governance, particularly of those involved in
preventing and detecting frauds.
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2- FINANCIAL AND CORPORATE FRAUDS;
Corporate Fraud can be classified in three broad areas;

(@)

(b)

(©)

(d)

3-

Financial fraud or Accounting fraud consist of falsifying financial information by fudging the books
thereby misleading the investors for example- capitalising the expenses, swap transactions,
accelerated/inflated revenues and deferred expenses. This is usually perpetuated by the top management.

Self dealing by corporate insiders is mostly related to misappropriation of corporate assets by top
management/senior executive such as loans granted to senior management are written off over a period of
time, failure to disclose their business relationship, reimbursement of personal expenses, kickbacks from
vendors/suppliers.

Obstructive conduct is falsifying testimony to regulators, erasing the data from system, shredding
documents, creating or altering documents to support illegal conducts.

Tax evasion and money laundering is a criminal offence aimed at presenting wealth of illicit origin or the
portion of wealth that has been illegally acquired or concealed from the purview of tax and other
authorities, as legitimate, through the use of methods that hide the identity of the ultimate beneficiary and
the source of the ill-gotten profits.

PAST INCIDENCE THAT HIGHLIGHTS THE EXTENT OF LOSS FROM FINANCIAL FRAUDS

A majority of the scandals are perpetrated on investors of the organisation in question. Investors were often
mislead/misguided and are forced to believe that organisations financial situation is sound. However this was

not true.
Sr. No. | Organisations Loss Modus Operandi
1 Toshiba Profits were overstated by | Toshiba understated its costs on long-term
(2014) more than US$ 1 bn projects. Toshiba CEOs put intense pressure on
subordinates to meet sales targets, which pushed
certain employees to postpone losses or push
forward sales on accounting
2 Olympus US$1.7 bn accounting | Olympus created a Tobashi scheme to shift losses
(2011) fraud- speculative | off the Olympus balance sheet. Companies
investment losses located in Cayman Islands were purchased via
exorbitant M&A fees.
3 Satyam (2009) | Falsely boosted revenue | Falsified revenues, margins and cash balance to
by US$ 1.5 bn the tune US$ 1.5 bn.
4 Lehman Hid over US$ 50 bn in | Allegedly sold toxic assets to Cayman Island
Brothers loans disguised as sales banks with the understanding that they would be
(2008) bought back eventually. Created the impression
Lehman had US$ 50 bn more cash and US$ 50 bn
less in toxic assets than it really did.
5 Bernie Madoff | Tricked investors out of | investors were paid returns out of their own
(2008) US$ 64.8 bn through the | money or that of other investors rather than from
largest ponzi scheme in | profits
history
6 WorldCom Inflated assets by as much | Inflated assets by as much as US$ 11 bn, leading
(2002) as US$ 11 bn, leading to | to 30,000 lost jobs and US$ 180 bn in losses for
30,000 lost jobs and US$ | investors
180 bn in losses for
investors
7 Enron (2001) | Shareholders lost US$ 74 | Kept huge debts off balance sheets
bn, thousands of
employees and investors
lost their  retirement
accounts, and  many
employees lost their jobs
8 Saradha Chit | Deposits were taken from | Chit fund collapsed leading to defaults after a
Fund (2013) | public amounting to USD | crackdown by SEBI an RBI
600 min
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4- HOW THE FRAUD HAS IMPACT ON THE ORGANISATIONS

Fraud has the potential to disrupt the activity of any business, be it small or big. However, smaller or a mid size
companies/organisations are usually hit harder when employees or management engage in fraudulent behaviour.
In some extreme cases, fraud can threaten the survival of the business itself by limiting the confidence partners
and clients have in it or by promoting mistrust inside the workplace. A company dealing with fraud is usually
painted in black for investors and other business associates. Bad news usually reaches the clients faster than
anything else does.

The detected/undetected fraud can have disastrous and far-reaching consequences for an organisation, some of
them are;

¢ Financial Loses
This is most obvious consequences of detected/undetected fraud is a financial loss. Corporate books might not
balance correctly as a result of this financial loss.

e Lost Inventory
Whether it is a service industry or a manufacturing industry, lost tangible goods can be a huge problem. Some
employees commit fraud by lifting merchandise and re-selling it or by faking burglaries.

e Lost Productivity
When any employee/executive/top executive is involved in fraudulent activities he/she losses his/her
concentration on work resulting into loss of productivity

e Legal issues
Frauds whenever get detected put the Company/organisation in a situation to face for lawsuits, legal cases etc.

e Loss of Goodwill

Whenever a case of Fraud is reported in media, it directly affects the Goodwill of the company. For a listed
Company’s like Satyam the Companies’ market cap drastically got eroded in a single trading session and
second day it was about 1/20™ of the previous day high.

e Sustainability question

Sustainability become a big question for the companies named in Frauds e.g. after OFCDs scam of Shahara
India, the entire group is in trouble, similarly Satyam Computers. Recent case of PNB also put the company
into big trouble.

5- CHANGING REGULATORY ENVIRONMENT IN INDIA

Some of the recent incidents have resulted in the increased focus of the regulators. Regulators are proposing
companies to develop standards for fighting frauds and create framework to address fraud prevention, detection
and response.

The new Companies Act 2013 is a step towards the evolution of India’s regulatory environment. The Act
includes specific provisions to address the risk of fraud, alongside prescribing greater responsibility and increased
accountability for independent directors and auditors. It goes beyond professional liability for fraud and extends
to personal liability, prescribing penalties for directors, key management personnel, auditors and employees.

The establishment of a vigil mechanism for listed companies, and a greater degree of accountability placed on the
Board of Directors are the most effective provisions of the law.

Recently the Listing regulations have also been changed since 2015 and further amended in year 2018. The objective
of these changes are to bring more transparency on the part of Management so that Investment can be able to
understand and have catch hold of the transaction being taken place on quarterly basis e.g. disclosure of key ratios,
payment of NCDs its interest payment etc. has to be informed to the exchange on half yearly basis . In the recent
amendments, Secretarial Audit has become mandatory for the unlisted material subsidiary of the Listed entity.
Similarly there is mandatory appointment of Independent Director of Holdco. to the Board of Subsidiary Company.

5- PREVENTION AND CONTROL

In order to better manage these risk, and reduce impact of fraud and corruption on their organisation all
companies should ensure they have the following as a minimum as part of the fraud and corruption control
frame work.

1. Policies- relevant, up to the date and tailored for the organisation and the industry in which it operates.

2. Procedures- well documented, audited for complaints and actually followed by management and staff with
sanctions for failure to follow those procedures.
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3. Culture- top down and bottom up, promotes transparency and rewards those that identify fraud and
corruption and protects those who come forward from adverse action.

4. Fraud and corruption control plan- which sets out the frame work for the effective management of fraud
and corruption, assigns responsibility, and outlines the obligations of key stake holders including management,
staff, internal audit, external audit and third parties.

5. Whistle blower hotline- 24/7 service which is extremely hosted and supported by a protected disclosure
policy.

6. Employment screening- robust and risk based and consistent with the principles.

7. Due diligence programmes- that covers vendors, suppliers, agents and contractors and is risk based.

8. Training- tailored and relevant and delivered not only at time of induction but on an ongoing basis. Special
training for finance professionals and top executives of the Companies.

9. Ethical Codes- The ethics code of the Company should be developed keeping in mind the size of the
organisations, the mix of employees, the number of employees, and the key risk areas.

6- CONCLUSION

Organisations will never be able to stamp out fraud and corruption, but by implementing the aforesaid controls,
they have a better chance of reducing the impact that of fraud or corruption event has on their organisation
through

o The early detection of fraud, thereby limiting the size of the financial loss;

o Being able to demonstrate to the regulators that they had risk based fraud and corruption control frame work
which was based on accepted best practise and

e Having the ability to demonstrate the efforts the organisation took to prevent these types of incidents
occurring to key stake holders, including the media, investors and shareholders.
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PERCEPTION OF INTERNATIONAL TOURISTS ON INDIA AS A TOURIST DESTINATION

Prof. Priya Ramesh Yeole
Assistant Professor, JES College of Commerce, Science & Information Technology, Mumbai

ABSTRACT

The adjudge the perception of foreign tourist about India as a tourist destination is the purpose of the study.
Many studies show that India is ranked highly for its rich art forms and culture heritage. Tourism industry is
one of those industries which are tremendously growing larger and faster day by day. Its contribution is
remarkable to increase the global GDP and employment. The performance and progress of Indian tourism
industry has a very influencing impact among the service sector of India. Tourism in India contributes to
various sectors like to generate an employment, creates a noteworthy source of foreign exchange for the
country and it also helps to improve economic activity which has direct positive impact on the life of local and
host communities. Rise in income level of citizens and their changing lifestyles, development in multiple tourism
offerings, administrative support by the government are performing a significant role in mounding the tourism
sector in India. The Indian tourism consists of many different tourism such as rural tourism, eco-tourism,
adventure tourism, cultural tourism, agro tourism, religious tourism, medical tourism and cruise tourism, etc.
However, the sector is facing many difficulties such as inadequacy ofgood quality tourism infrastructure, global
concerns regarding health and safety of tourists, and shortfall of trained and skilled manpower. For the
sustainable development and maintenance of the tourism sector of India, government, private sectors and the
community are taking great efforts collectively.

Keywords: GDP, companions, tourist destination, eco-tourism, sustainable development.

INTRODUCTION

Travel and tourism is reflector to each other in our developing world. Tourism sector is spirited and motivating
in the economic, social and environmental shifts of the times. There is reliablegrowth in the arrivals of
international tourists. In 1950 the numbers of international tourist were 25 million which has responsibly grown
up to 1.1 billion in 2014. According to the report of the WTTC Travel & TourismEconomic Impact 2015, 1 in
every 11 people worldwide is employed by the tourism sector, with the industrygenerating US$ 7.6 trillion or
10% of the global GDP in 2014.Now a days the middle class of large emerging economies arerapidly attracting
towards the international tours and vacations, its becoming a way of life. At a global scale, the sturdy economic
growth has given rise to millions of new tourist which are looking for great travel experience, it may bebusiness
or leisure, domestically, nationally , regionally or internationally and this trend is expected to continue with the
sustained momentum ,outpacing global economic growth.Over the past two decades the large urban middle
class has became the main stay of India’s tourism sector because of transformation of India economically
demographic and psycho graphically .

The planning commission of India stated in its 12" Five Year Plan that “the tourism sector has played a major
role to promote a faster, sustainable and more inclusive economic growth; it has better prospects for promoting
pro poor growth that many other sectors.”

Climate change is an occurrence that affects the tourism sector and certain destination, in particular mountain
ranges and coastal destinations which is not a remote event for the tourism sector. Climate is a crucial factor
that affects tourism especially for the beach nature and winter sport tourist segment. Change in climate and
weather patterns affects direct negatively on tourist comforts and their travel decisions. There is now urgent
need for the tourism industry and national governments and international organizations to find the different
advance techniques which will help to face the climatic difficulties and take strong and powerful actions to
prevent them from future effects and mitigate the environmental impacts of tourism contribution to climatic
change.

OBJECTIVES OF THE STUDY
1. The study the impact of tourist perceptions, destination image.

2. To analysis the attributes of the tourist perception and destination image.
3. To examine the attributes of tourist satisfaction

4. To highlights the government plans and policies for the development of tourism in India.
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HYPOTHESES OF THE STUDY
The following are the hypotheses of the study
e Ho— India is not ranked highly for its rich art forms and culture heritage.

e Hj- India is ranked highly for its rich art forms and culture heritage.
e Ho— Travel and tourism is not a reflector to each other in our developing world.
e Hj- Travel and tourism is reflector to each other in our developing world.

METHODOLOGY

The study was based on extensive literature survey consists of secondary sources of information. It included the
books, research papers, working notes, related web sites and articles published in the leading newspaper and
information covered through various journals.

STRENGTH OF INDIA FOR TOURISM
o Country of rich heritage and traditions having a vast and varied history.

o Places of ancient civilization and settlements dating back to several centuries present in India.
e Unity in Diversity i.e. multicultural people staying together in the same country.
o One of the fastest growing economies of the world.

¢ India has been maintaining good and cordial relationship with different countries which helps the people of
those countries to get the visas easily to visit India.

INITIATIVES TAKEN BY GOVERNMENT TO PROMOTE TOURISM INDUSTRY
In the year 2002, the Government of India announced a New Tourism Policy. The policy is built around the 7-S
Mantra of —

e SWAAGAT (WELCOME)

e SOOCHANAA (INFORMATION)

e SUVIDHAA (FACILITATION)

e SURAKSHAA (SECURITY)

e SAHYOG (COOPERATION)

e SANRACHNAA (INFRASTRUCTURE)
e SAFAAI (CLEANLINESS).

TOURIST ATTRACTION

India is one of the greatest civilizations in the world, and is home to four great religions. It is a rich tapestry of
varied product and experience offerings across the nation’s innate strengths of culture, heritage, nature, beaches,
mountains, wild life, wellness, cuisine and other unique assets spread across different landscapes, communities
and climatic zones.

The important tourist attractions are discussed below

o Heritage and Culture: India is blessed with a rich history and a vibrant heritage and culture. India has an
array of 32 cultural and natural sites inscribed on the World Heritage list of UNESCO. There are Museums
which are rich repositories of the country’s culture with explicit examples as proof of the development of the
country’s culture and heritage over a period of time. Tourism is one of the most effective instruments to give
a new lease of life to such priceless heirlooms inherited and celebrated by us.

e Spirituality: India has from time immemorial been a destination that has drawn and welcomed seekers from
afar in search of enlightenment. Tourism in India has traditionally thrived upon Travellers visiting places of
spiritual interest. As the birthplace of four great religions, Hinduism, Buddhism, Jainism and Sikhism, India
can attract significant number of visitors.

e Yoga: As a science that seeks to keep the body, mind and soul in concert, Yoga is India’s gift to the world
which holds the promise of self-realization. Yoga has drawn followers from all over the world over the
years. Properly marketed, Yoga has the potential to draw in significant number of long stay Travellers. India
has the potential to establish itself as the land of Yoga, leveraging this growing global interest.
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e Ayurveda / Holistic Health Systems / Wellness: The ancient science of Ayurveda seeks to maintain a
balance amongst the different elements in the body to maintain good health. Entirely holistic in its approach,
it has emerged as the answer to lifestyle issues that ail modern living through its detoxification and
maintenance regimens. With increasing consumer demand for wellness services and products, the global
wellness market is now worth US$3.4 trillion (Source: The 2014 Global Spa & Wellness Economy
Monitor).

e Medical Tourism: India has a large medical tourism sector which is expected to grow at an estimated rate of
30% annually, to become a US$ 2 billion industry in 2015. India is placed among the top three medical
tourism destinations in Asia (with Thailand and Singapore), mainly due to the low cost of treatment, quality
healthcare infrastructure and availability of highly skilled doctors (Source: FICCI-KPMG Report on Medical
Value Travel in India).

e Cruises: The Cruise sector is a fast growing component of the leisure industry, worldwide. Experience in the
Caribbean, Latin American and South-East Asian countries indicate that a huge amount of foreign exchange
can be earned and sizeable direct & indirect employment can be generated onshore by providing the right
policy environment and infrastructure for the growth of cruise shipping.

e Adventure: With its diverse geographical zones India has immense potential for adventure activities
throughout the year. 73% of the Himalayas are situated in India and along with the other mountain ranges
can host a variety of activities like skiing, trekking, rock climbing, Para-gliding etc. Caravan parks and
caravan tourism can add yet another facet to the tourism product.

e Wild Life/ Eco Tourism: India has ecological hotspots, which are rich in flora and fauna. While
uncontrolled tourism can harm these areas, a calibrated and meaningful approach can help in preserving
these areas with the visitors acting as a check against illegal activities.

o Cuisine: Getting a taste of local cuisine has become an essential part of the travelling experience, and as
such gastronomy presents a vital opportunity to enrich the tourism offer and stimulate economic
development. India’s strongest calling card to the world is its cuisine. Indian restaurants are now running in
many parts of the world to great popularity.

o Destination Weddings: India is known for its vibrant and colorful weddings and its spectacular palaces and
rituals can form an attractive proposition for destination weddings. The opportunity exists to elevate this
niche, linking together various locations and experience creators (i.e. wedding planners, tour operators, and
hoteliers etc.) to create attractive offerings, expanding our ability to tap into this unique, lucrative market.

RECOGNIZABILITY

Trust is the cornerstone on which all businesses are built. Buyers need to be reassured that what they buy is
what they get. All stakeholders within the tourism industry, whether product of service providers, need to view
themselves as part of India’s delivery of:

o The Incredible India Brand promise
o Exceptional traveller experience.

PROPAGANDA OF TOURISM INDUSTRY :-

The Incredible India campaign is one of the most successful projectsthat placed India on the world tourism map.
It is imperative that we build on its strength by keeping it fresh to productively engage with the audience. This
is also an excellent vehicle to project our soft power and create a positive perception about India.

There is a strong case for achieving coordination with the States while planning our publicity campaign to
achieve synergy and greater efficiencies. A consultation and co-ordination mechanism is envisaged. Our
campaigns address two kinds of audience, the international and the domestic. It is important to focus on key
markets to engage with established markets along with a few key identified emerging markets that can push our
growth and insulate us from market risks.

CONCLUSION

At the global scale the tourism industry has emerged as one of the largest and fastest growing economic sectors
globally. It has contributed to the GDP and employment generation remarkable. The tourism industry has
influence the other sectors significantly. It also helped to create employment. However, the sector is facing
challenges such as lack of good quality tourism infrastructure, global concerns regarding health and safety of
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tourists, disparate passenger/road tax structures across various states and shortfall of adequately trained and
skilled manpower.

There are many initiatives taken by the government to promote the tourism industry like swagat, soochanaa, etc.
There are many things which attracts the tourist are heritage and culture, spirituality, yoga, Ayurveda, medical
tourism, cruises etc.With increasing tourist inflows over the past few years, it is a significant contributor to
Indian economy as well.

Concerted efforts by all stakeholders such as the central and state governments, private sector and the
community at large are pertinent for sustainable development and maintenance of the travel and tourism sector
in the country.
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INNOVATION, GROWTH AND SUSTAINABILITY

Prof. Sabir N. Mujawar and Prof. Swantika Kaushik
Assistant Professor, Chetana H. S. College of Commerce & Economics, Bandra

ABSTRACT

The development of any country’s economy depends on the performances and growth of banking sector. The
growth of banking sector depends on satisfaction of customer’s w.r.t the services provided to them. According
to the Changing perspective of the customers and their expectations, upcoming business models, growing
competition etc. all these factors are creating a pressure on the current banking system (Traditional) to initiate
new methods and new technology in their processes. Current banking system has seen huge number of changes
right from the independence till now. Majority of the banks have moved towards creating and providing more
value added services such as ATM facilities, RTGS (real time gross settlement) and NEFT (National Electronic
Funds Transfer), E-banking, Mobile banking and other facilities like travelers cheques etc. which is helping
them to create more valued customers. Inspite of these facilities there are few more innovations and techniques
which are used by the non-banking institutions and some of the foreign banks. Adapting these new innovations
and techniques may help the Indian banks to perform their day to day activities more effectively and efficiently.
So, this paper discusses the a new innovations available for banking sector

Keywords: Banking Sector, Services offered & Innovations

OBJECTIVE OF THE PAPER
e To study the new innovative techniques available for the current banking sector.

e To study the impact of new services offered by banks to the society is beneficial or not
e Research Methodology

e Auvailable secondary data was extensively used for the study. Various Books, articles and websites were
referred.

1. BANKING SECTOR IN INDIA

The development of the banking industry took place majorly after the nationalization of Schedule banks (14
banks) in 1960’s and 80’s. In Late 90’s, the banking sector in India placed higher weightage on technology and
modernization. Current banking system is adequately capitalized and well managed by the Central bank of
India. There are almost 27 public sector banks, 21 private sector banks, 49 foreign banks, 56 regional rural
banks, 1,562 urban cooperative banks and 94,384 rural cooperative banks, in addition to cooperative banks. The
growth of Indian banking sectors appears not only more stimulating but also transmuting. Banking sector of
India could be ranked as 5" largest banking sector in the world by 2020 and 3™ largest by 2025. In coming
year’s technological engagement with Indian banking sector will make banks more versatile to develop the
services offered by them. Indian banking sector is providing technology based solutions to raise Income,
improve customer experience, improving operating & functional activities and also to mitigate risk. However,
the technology execution competencies varied across different competitors of the banking sector.

2. INNOVATION IN BANKING

There has been a constant change seen in terms of innovation in the Banking sector in recent decade as banks have
understood the necessity of digital technologies such as mobile banking, e-banking and telepresence to cope up with the
fast-changing expectations and preferences from customers. The below mentioned are some of the innovations initiated
in banking sector

2.1 Collaboration with E-wallets

Most of the leading banks have taken the initiative for startups, which has led in collaboration with the e-wallets service
providers such as Paytm, Phonepe, and Gpay, AmazonPay etc to make transactions easier, convenient and efficient.
Some of the leading banks like HDFC has come in association with PayZapp which has led the customers in smooth
functioning of the transaction at day to day basis. Many of the other leading banks and companies have collaborated
with these e-wallets service providers to make customers more reliable and dependable on these digital technology
rather than focusing on traditional banking system. Such collaborations helps banks to adapt these new innovative
technologies which provides easy access to the database.

2.2 Biometric system technology
Biometric technology is a unique identity by which a person can be identified by assessing one or more different
biological personalities. Biometric verification comprises of Fingerprints; DNA, Face, Eyes (retina) and ear features.
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The benefit of biometric systems helps in reducing the problems of forgetting password and Pin Code. This system is
also supporting the initiative of One touch payment to make the transaction safer, secure and reliable

2.3 In-car apps

Some of the international bank have created a mobile banking app that can be accessed while driving using voice
control function. The benefits of these technology is that drivers can make bank balance enquires and bank transaction
(transfer of funds), the drivers can easily locate ATM branches with the help of android device.

2.4 Satellite Banking

It is one of the forthcoming innovative technology for the Indian banking system, this technology would benefit the
banks in solving the problem of weak global communication associations in many parts of the country. This technology
uses Satellites for forming connectivity between different branches which will help urban banks to expand the reach to
rural as well hilly areas in a healthier way, and offer enhanced facilities with respect to transfer of funds electronically.
The overall setup of this technology involves high cost.

2.5 SmartWatches:
Now a days banking transactions are usually done on smartwatches like Android wear, Apple watch or Samsung gear.
Same like some Global financial institutions and foreign banks Indian banks like HDFC (WatchBanking), ICICI bank
(iWear) have introduced smart watches app which helps them to use facilities like viewing information of the bank
account, recharging mobile & DTH connections, Requesting for A/C statement & Cheque book, Hotlisting of
debit/credit cards etc.

2.6 Educating Rural population

It is observed that there is a need of converting the traditional banking system and turning the cities in to cashless cities
across India, banks are imitating many different activities by associating with the Schemes like Pradhan Mantri Jan
Dhan Yojana which encourages the customers to open account with ZERO Deposit at the time of opening account i.e.
Zero balance account. Bank of Baroda and some others banks are taking initiative of conducting activities which will
help the rural areas to easily access technology. Dhasai, in Murbad taluka, Thane District became the first “cashless
Village” in Maharashtra with the help of Bank of baroda in collaboration with NGO Veer Savarkar Pratishthan.
These banks have taken the initiative of training the villagers in using digital techniques of transactions.

2.7 Smarter way of providing services for faster growth.

One of the best way to pull more customers through innovation has been the introduction of services that reduces the
time consumed in processing any request of the customer.  After demonetization, the government is searching new
ways to push inexpensive digital transitions medium. Yes, banks have started the new initiative “SIMsePAY”—which
allows a consumer to transfer money, make payments of bills and some selective banking services without accessing
Internet. State bank BUDDY app eliminates the need of visiting banks. This app can be easily downloaded from Google
play store, which helps in easily opening accounts for customers.

2.8 Cryptocurrencies

It is a new medium of exchange like any other currencies which is intended for the purpose of exchanging digital
information. It is a type of digital currency which is generated through encryption methods. Some of the foreign banks
is open to cryptocurrencies and block chain, and some of other banks are also opening to cryptocurrencies.

2.9 Expansion of Open Banking

Many regulatory bodies Local as well as Globally are necessitating banks to allow customers to share their data securely
with the Third parties like PayTM, Gpay, Amazon Pay etc. which will helps to power new financial services. This
services helps by making account and payment data available through secure application programming interfaces
(APIs), customers and consumers have full freedom and control on how they interact with their financial service
providers. Expanding Open banking APIs speed up innovation and association which leads to expansion of banking
networks that could help not only by providing financial services but also helps in making consumers lifestyle easier and
better.

2.10 Cheque Truncation

It is the technique of conversion of physical cheque into electronic form for transmission to the bank making payment. It
replaces the traditional method of Cheque clearance system (physical movement, time and cost of processing the
cheque). Some of the foreign banks allow payment information to be deposited digitally using mobile

Some of the Examples of the apps launched by some Indian banks to promote going cashless
a. Axis Bank: Airtel Money, Kisan Card
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b. HDFC bank: Chillar, WatchBanking
c. Saraswat Co-op bank: GoMo banking

2.11 Some of the other trends in Banking
a) Automatic Teller Machine (ATM)

b) Electronic Payment Services
c) Real Time Gross Settlement (RTGS)
d) Electronic Funds Transfer
e) Tele Banking
f) Electronic Data Interchange (EDI)
g) Customer management
- CRM to customer experience
- Use of alternative channels
- Effective cross and upsell
3. DIGITISATION TO MOTIVATE BANK GROWTH
Fig-3.1
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Source: BCG (Boston Consultancy Group)

Observation

As per the report presented by BCG —Banking system can be enhanced through digitization. It is observed (Fig.

3.1) that there is continuous growth in terms of digital banking through Smartphones.

CONCLUSION

The Indian banking system has become rigid in term of development, expansion and growth in terms of
economic and in terms of increasing the number of customers in the financial sector. The next generation plays
an important role in further solidification of the banking sector. To conclude, banks have to understand that
survival in the current digital world and e-economy depends on conveying all of their services on the internet
with the help of technology. From the above discussions it is observed that most of the foreign banks have
implemented the latest technology very earlier as compare to Indian banks. In the Indian banking system
majority of the private banks are also taking the initiative in terms of innovating banking system. The high-tech
progression in the banking sector can be made effective only when it is simple and user friendly in nature and
linked method is implemented in Indian banking system. So to meet the demands of the growing customers,
banks will need to upgrade their technology and follow digitization with greater enthusiasm and eagerness.
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TO STUDY ON THE CONCEPT OF GREEN MARKETING

Saurabh Ashok Patil
Royal College of Science and Commerce

ABSTRACT

The term Green Marketing came into prominence in the late 1980s and early 1990s. The proceedings of this
workshop resulted in one of the first books on green marketing entitled "Ecological Marketing”. Green,
environmental and eco-marketing are part of the new marketing approaches which do not just refocus, adjust or
enhance existing marketing thinking and practice, but seek to challenge those approaches and provide a
substantially different perspective. In more detail green, environmental and eco-marketing belong to the group
of approaches which seek to address the lack of fit between marketing as it is currently practiced and the
ecological and social realities of the wider marketing environment. The legal implications of marketing
claims call for caution or overstated claims can lead to regulatory or civil challenges. In the United States, the
[Federal Trade Commission] provides some guidance on environmental marketing claims.This Commission is
expected to do an overall review of this guidance, and the legal standards it contains, in 2011.

Keywords: 4 p’s — Green Product, Green price, Green place and Green promotion.

INTRODUCTION

The Corporate Social Responsibility (CSR) Reports started with the ice cream seller Ben & Jerry's where the
financial report was supplemented by a greater view on the company's environmental impact. In 1987 a
document prepared by the World Commission on Environment and Development defined sustainable
development as meeting “the needs of the present without compromising the ability of future generations to
meet their own need”, this became known as the Brundtland Report and was another step towards widespread
thinking on sustainability in everyday activity. Two tangible milestones for wave 1 of green marketing came in
the form of published books, both of which were called Green Marketing. They were by Ken Peattie (1992) in
the United Kingdom and by Jacquelyn Ottman (1993) in the United States of America.

According to Jacquelyn Ottman, (author of "The New Rules of Green Marketing: Strategies, Tools, and
Inspiration for Sustainable Branding" (Greenleaf Publishing and Berrett-Koehler Publishers, February 2011))
from an organizational standpoint, environmental considerations should be integrated into all aspects
of marketing — new product development and communications and all points in between. The holistic nature of
green also suggests that besides suppliers and retailers new stakeholders be enlisted, including educators,
members of the community, regulators, and NGOs. Environmental issues should be balanced with primary
customer needs.

DEFINITION

Green marketing is the marketing of environmentally friendly products and services. It is becoming more
popular as more people become concerned with environmental issues and decide that they want to spend their
money in a way that is kinder to the planet.

OBJECTIVES
1) To study the 4 p’s Of Green Marketing Mix.

2) Advantages and Disadvantages of Green Marketing.

1) To study the 4 p’s of Green Marketing Mix.

A. GREEN PRODUCT

The products have to be developed depending on the needs of the customers who prefer environment friendly
products. Products can be made from recycled materials or from used goods. Efficient products not only save
water, energy and money, but also reduce harmful effects on the environment. Green chemistry forms the
growing focus of product development. The marketer's role in product management includes providing product
designers with market-driven trends and customer requests for green product attributes such as energy saving,
organic, green chemicals, local sourcing, etc., For example, Nike is the first among the shoe companies to
market itself as green. It is marketing its Air Jordan shoes as environment-friendly, as it has significantly
reduced the usage of harmful glue adhesives. It has designed this variety of shoes to emphasize that it has
reduced wastage and used environment-friendly materials.

B. GREEN PRICE
Green pricing takes into consideration the people, planet and profit in a way that takes care of the health of
employees and communities and ensures efficient productivity. Value can be added to it by changing its
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appearance, functionality and through customization, etc. Wal Mart unveiled its first recyclable cloth shopping
bag. IKEA started charging consumers when they opted for plastic bags and encouraged people to shop using its
"Big Blue Bag".

C. GREEN PLACE

Green place is about managing logistics to cut down on transportation emissions, thereby in effect aiming at
reducing the carbon footprint. For example, instead of marketing an imported mango juice in India it can be
licensed for local production. This avoids shipping of the product from far away, thus reducing shipping cost
and more importantly, the consequent carbon emission by the ships and other modes of transport.

D. GREEN PROMOTION

Green promotion involves configuring the tools of promotion, such as advertising, marketing materials, signage,
white papers, web sites, videos and presentations by keeping people, planet and profits in mind. British
petroleum (BP) displays gas station which its sunflower motif and boasts of putting money into solar power.
Indian Tobacco Company has introduced environmental-friendly papers and boards, which are free of elemental
chlorine. Toyota is trying to push gas/electric hybrid technology into much of its product line. It is also making
the single largest R&D investment in the every-elusive hydrogen car and promoting itself as the first eco-
friendly car company. International business machines Corporation (IBM) has revealed a portfolio of green
retail store technologies and services to help retailers improve energy efficiency in their IT operations. The
center piece of this portfolio is the IBM SurePOS 700, a point-of-sale system that, according to IBM, reduces
power consumption by 36% or more. We even see the names of retail outlets like "Reliance Fresh",
Fresh@Namdhari Fresh and Desi, which while selling fresh vegetables and fruits, transmit an innate
communication of green marketing.

2) Advantages of Green Marketing

1. A company can enter new markets when it brings attention to positive environmental impact
When a business shines light on the positive impacts their product or service brings about they have the
possibility of piercing new target markets. For example, residents that never considered the idea of using solar
power might switch to solar panels if the information is clear, concise and targets their needs.

Green marketing advantages can also include highlighting sustainable manufacturing practices, the use of eco-
friendly and organic products within the work office, composting and recycling at work, and carpooling to go to
work.

2. Gain more profit from green marketing.

Sustainability is a key concern for the millennial generation. They are willing to pay more for products and
services seen as sustainable or with a positive social impact. Customers are reassured when their products are
chemical-free and made with recyclable materials that do not harm the environment.

Green marketing and awareness campaigns help customers to make informed choices potentially contributing to
environmental causes. This is a major asset, as conscious customers pay attention to the products they purchase
and use, and therefore will become more active in voicing your product, leading to an increase in sales.

3. Green marketing brings a competitive advantage
When you choose green marketing, you become seen as a conscious or responsible leader in your industry. This
is true even for customers that do not prioritize environmental issues.

It also creates a wider choice of marketing points that you can promote and discuss with your customers, which
go beyond traditional strategies such as having the lowest price, durability and style. Focus on your product’s
environmental and social benefits instead of solely marketing the price and value.

4. Raise awareness on important environmental or social issues
If a company supports any causes, partnering with fellow environmental leaders can be part of its green
marketing strategy. This can bring huge momentum to a campaign, an event, a training workshop and more.

For example, Patagonia donates a portion of their sales to environmental charities and is seen as one of the most
respectable outdoor clothing lines in the world. In fact, they have an entire section on their website dedicated to
environmental and social responsibility. Whole Foods supports sustainable agriculture with its suppliers and
even created its own Eco-Scale for cleaning products sold.

These might be large-scale companies, but when it comes to green marketing advantages, the same possibilities
apply to even the smallest companies.

For example, small businesses such as consulting firms can participate in any local environmental event such
as Earth Day, which takes place on April 22. These events bring great awareness and usually have their own
113



https://www.credit-suisse.com/microsites/next/en/entrepreneurism/articles/millennials-drive-sustainability.html
http://eu.patagonia.com/be/en/environmentalism.html
http://www.wholefoodsmarket.com/eco-scale-our-commitment
http://www.earthday.org/

International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

activities, competitions and promotions in place. You can contact your local organizers to see if your team can
participate in any way.

DISADVANTAGES OF GREEN MARKETING

1. Change leads to costs

Changing your marketing tactics takes time and the development of a new strategy, which typically translates
into increased costs. While your sustainable efforts and practices are designed to save money, when a company
puts effort into changing their brand to be more environmentally friendly, those changes can have expensive
upfront costs.

2. Costly Green Certifications

To commercialize your products as “green”, depending on your industry you might have to go through a long
and pricey process to obtain the environmental certifications. These certifications, which the governments,
industry associations, professional associations and consumer rights groups distribute, use certain certifications
to meet industry environmental standards. This is especially true for companies operating in the fields of energy
consumption and recycling waste management.

Respecting these standards can be difficult and that is one of the main green marketing disadvantages.
Particularly because without these official standards, customers and industries will have no way of measuring
the facts of green “claims”.

4. Green washing

As green marketing brings so many advantages to a business, a lot of big companies try to look “greener” and
the majority of it is just green washing. This means a company will make something not sustainable look green
by putting all of the attention on a little detail.

For example:

Disposable water companies are extremely harmful to the environment. Yet you will see many that say “Our
packaging is 100% recyclable”, while the entire production process is so polluting that they are not a sustainable
business.

That’s why many customers have grown skeptical of seeing the word “green” stamped on products or services.
The word “green” has been vastly overused and has practically lost all of its meaning. What’s more, some
customers even see it as simply an excuse for a company to charge more for products with no environmental
benefits.

RESEARCH METHODOLOGY
Secondary Data
Collected information through internet and websites.

CONCLUSION

The maturing of greening as a consumer phenomenon, and its decided shift from the fringe into the mainstream,
changes the rules of green marketing. A new green marketing paradigm now exists. It is characterized by a keen
sensitivity for the total person who constitutes one’s consumer and his or her new needs for brands that balance
age-old benefits of performance, affordability, and convenience with minimal environmental and social impacts,
and engage their consumers in meaningful dialogue.
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ABSTRACT

E-commerce companies are very concerned about how customers evaluate them. They are continuously seeking
their target group for better engagement. Demographic is a commonly used method to segment customers as
it’s easy to measure. With customers seeing information on multiple devices, there are higher chances of card
abandonment and the reasons can be many. Some of the reasons are content utility and consistent experience
across devices. Customer saving information available on the website as wish-list, save-list, etc. is one of the
important indicators of interest and intention to purchase. Social media has begun to play an important role in
online shopping and hence customer sharing information on social media has emerged as a very important
indicator of customer engagement. This study aimed to find out the impact of demographics on the customer
evaluation of e-commerce websites content utility, consistent experience across devices, intention to save
information from websites for future use and social media engagement. E-commerce marketers will have to find
out better ways to segment customers as demographics seems completely irrelevant.

Keywords: e-commerce site evaluation, customer demographics, website content utility

1. INTRODUCTION

As of January 2019, more than 500 million people are active internet users in India, second highest in the world
only after China (IAMAI, 2019). Customers are now more informed, they are able to compare brand price,
analyse information available from different sources, share information, post reviews and read reviews posted
by other consumers on digital and social media. Online information is playing a vital role in shaping the
consumer buying decision. Customer evaluation of e-commerce sites is a key area of concern for all marketers.

Consumers are seeking more and more information and making an informed decision. Although consumer
engagement through online content applies to both brick and mortar and online companies, it is more important
for e-commerce companies. E-commerce companies depend mainly on their content to engage customer and
give them a richer experience as compared to brick and mortar companies (Chen & Hsu, 2009).

E-commerce portals track customer’s intention to purchase through customer’s evaluation of the website
content utility, their engagement in terms of saving information available on the site for future reference, their
propensity to share product information on social media. With multiple linked devices, consistent experience
across devices has also emerged as an important parameter for customer evaluation.

A prospect consumes the content and shares it on various portals which spreads it virally even though the first
customer stops there, s/he has generated leads in the form of his/her contacts who have access to the content and
who might be in the information search stage of purchase cycle. Marketers make use of different metrics to
measure content consumption, sharing, lead generation and sales (Devaraj, Fan, & Kohli, 2002).

While 29% of shoppers browse on their smartphones daily, only 27% will complete a purchase during the
mobile site visit. But, rather than focus on the mobile conversion rate alone, retailers should look closer at Omni
channel shopper behavior. Most consumers buy across channels, so they start on mobile and they end on
desktop, or they go from mobile to tablet. A lot of retailers get very myopic and worried about mobile
conversion rate, and really, they need to look at multiple devices and the whole journey across devices. By
looking at cross-device behavior retailers are able to deliver a more relevant and personalized experience. When
consumers log in on both mobile and desktop, retailers can synch profiles across devices to deliver more
relevant remarketing ads, promotions and product recommendations (Wassel, 2018).

The increasing consumer dependence and faith in digital and electronic media has given a major boost to e-
commerce. The retail industry has seen a paradigm shift from brick and mortar to brick and click to click only
retail portals hence. These e-commerce portals are the choice of the new generation and hence have led to the
brick and mortar stores to lose their market share.

One of the biggest contributors to this change is smart phones, as of 2017; there were 4.43 billion smart phone
users in India (Satistica, 2019). In spite of the unexploited prospective, India is already second-largest online
market in the world. The bulk of India's internet users are smart phone users, who are able to avoid expensive
landline connections, desktop PCs and other infrastructure. Experts predict that there will be approximately
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492.68 million mobile phone internet users by the year 2022. As of 2018, there were 120 million online
shoppers in India contributing to 115% annual growth from 2017 (ASSOCHAM, 2018). The value of e-
commerce industry in India e-commerce market is expected to grow to US$ 200 billion by 2026 from US$ 38.5
billion as of 2017 (IBEF, 2018).

What is Customer Buying Online: (Source: Satista)

@® Online @ In-store

2. LITERATURE REVIEW

Many factors for online shopping have emerged in the recent years; some of them are: website design, easy
search, product range availability, genuine products, availability, order tracking, multiple payment options,
shipping cost clarity, coupons and discounts, cash on delivery, intimation by e-mail, package information,
supplier’s information, ratings, reviews & recommendations, return policy, price comparison across other sites,
privacy, customer support online chat, social media link, speed, guest checkout, multi device friendly website,
pop-up interference and permission marketing (NinaKoiso-Kanttila, 2004) (Piercy, 2014)( (Ramo'n & Carrio’n,
2014) (Zhang, Trusov, Stephen, & Jamal, 2017) (Bjarne & Stylianou, 2009). (Juneja & Mehta, 2017) (Kim,
2002). All these factors define content utility. Utility of content is important for customers and they value
content which is relevant, accurate and useful with respect to information search, alternative evaluation and
purchase decision. It also helps in improving the brand value of ecommerce portals (Yang, Cai, Zhou, & Zhou,
2005)

Customers can save the products of their interest in a digital cart for immediate purchase or for future purchase
consideration. For future purchase, customers can also save relevant information in various forms like wish list,
bookmark, save link, and subscriptions (Bigcommerce, 2019) (Farhang , Bentolhoda , Atefeh , & Forouz ,
2012).

A number of attempts have been made to evaluate contents of ecommerce sites. Customers are more informed
with the advent of social commerce. Social commerce equips customers to make more informed purchase
decisions. It is proved in past researches that customer generated content in the form of information shared on
their social media pages indicates higher customer engagement and interest in content (Tsai & Linjuan, 2014).
Social commerce makes use of Web 2.0 for e-transactions. It also has the potential to enhance customer
relationship, increase website traffic and maximize the effect of promotional campaigns (Safwa & Abeysekara,
2016).

Customers value consistent website experience across digital devices like smartphones, desktops, tablets and
laptops. Website is a crucial infrastructure as it’s the only company interface with the customers, it plays an
important role in image building and consistent website experience across devices gives a competitive
advantage (Borowski, 2015).

3. RESEARCH GAP & RESEARCH QUESTION

Though many studies have focused on the website content, its quality and utility to the prospective customers;
fewer studies have been found that combines content utility with consistent experience across devices,
customer’s propensity to save information for further reference and social media engagement to customer’s
evaluation criteria. Further, fewer studies have been found to have been conducted in Indian subcontinent.

The research question hence diagnosed for this study is: What are the factors under consideration for customer’s
evaluation of e-commerce sites?

116




International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

4. RESEARCH OBJECTIVES

The study aimed at the following research objectives

¢ To find out customer evaluation towards content utility provided by existing e-commerce sites for existing e-
commerce sites and demographics.

e To analyze customer evaluation towards consistent experience across all digital devices for existing e-
commerce sites and demographics.

e To examine customer evaluation towards interest in saving information available on e-commerce sites for
future reference and demographics.

e To investigate customer evaluation towards social media engagement for existing e-commerce sites and
demographics.

5. RESEARCH HYPOTHESIS

The following hypotheses have been formulated based on the above mentioned objectives

H1: There is a significant difference in customer evaluation for e-commerce site with respect to utility, multi
device consistent experience, customers’ intention to save information for further use and social media
engagement among men and women customers.

H2: There is a significant difference in customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement among customers of different age groups.

H3: There is a significant difference in customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement among customers with different occupation.

H4: There is a significant difference in customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement among customers of different income groups.

H5: There is a significant difference in customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement among customers with different marital status.

H6: There is a significant difference in customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement among customers living alone, in nuclear families and in joint families.

H7: There is statistical correlation amongst customer evaluation for e-commerce site with respect to site utility,
multi device consistent experience, customers’ intention to save information for further use and social media
engagement.

6. RESEARCH DESIGN

This study is a quantitative empirical descriptive research that aims to find out factors that are important to the
customer with respect to website content utility, multi device consistent experience, customers’ intention to save
information for further use and social media engagement. 28 parameters that have been identified by previous
researchers with respect to website content utility have been clubbed as content utility for this study. Existing
experience across all connected devices, intention to save information for further use and social media
engagement provided by the existing e-commerce sites are the other three parameters under consideration. A
cross-sectional study is administered among 150 respondents using close ended structured questionnaire.
Purposive Sampling technique was used for this study.

7. DATA ANALYSIS

7.1 Sample Description

Table 1 elaborates the sample description of this study. Men constituted 60% of the sample while women were
40%. Millennial (Gen Y) were 53% followed by Gen Z at 37% and Gen X at 10%. Baby Boomers and Silent
generation were not represented in the study. 55% of the respondents were professionals followed by 31%
students and 11% business. Very less representation is from homemakers and part-time job. 61% global Indians
followed by 19% strivers, 17% seekers and 4% aspirers contributed to this study. Deprived were missing from
this study. 66% of the respondents were singles and 29% were married. Committed constitutes just 4%. Finally
46% of the respondents are from joint family, 31% from nuclear family and 23% are living alone either in PG or
hostel.
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Table-1
Male Female
Gender 90 | 60% [ 60 | 40%
Gen X (39-
Gen Z (4-23) Gen Y (24-38) 53)
Age Group (Years) | 55 | 37% | 80 | 53% | 15 | 10%
Student Professional Business Homemaker | Part-time Job
Occupation 46 | 31% 82 | 55% |17 | 11% [2] 1% 3 2%
Global (Above Seekers (2.1- | Aspirers (.9
10) Strivers (5-10) 4.9) 10 2.0)
Income (Lakhs Per
Annum) 91 61% 28 19% 25 17% 6 4%
Single Married Committed
Marital Status 9 | 66% [ 44 | 29% [ 7 | 5%
Staying Alone | Nuclear Family | Joint Family
Family Type 35 | 23% | 46 | 31% | 69 | 46%

7.2 Evaluation of e-commerce site content utility, multi device consistent experience, customers’ intention
to save information for further use and social media engagement with gender.

Study shows that respondents have given very low scores to existing e-commerce website’s utility (mean value:
2.24), multi device consistent experience (mean value: 2.23) and customers’ intention to save information for
further use (mean value: 2.75). Only social media engagement is high (mean value: 4.14). Men and women

show little variation on these parameters. The details are mentioned in table 2.
Table-2

Group Statistics
Gender Std. Std. Error
N Mean Deviation Mean
Content Utility Men 90 2.29 53 .06
Women 60 2.19 .56 .07
Mean 2.24
Consistent Experience Men 90 2.30 .59 .06
Across Devices Women 60 2.16 .66 .09
Mean 2.23
Save Information for Men 90 2.70 .84 .09
Future Use Women 60 2.81 1.00 A3
Mean 2.75
Share on Social Media Men 90 4.07 1.12 A2
Women 60 4.22 .90 A2
Mean 414

Further, independent sample t-test confirms that gender has no correlation with evaluation of e-commerce site
content utility, multi device consistent experience, customers’ intention to save information for further use and

social media engagement as elaborated in Table 3.
Table-3

Independent Samples Test

Levene's Test for

Equality of Variances | t-test for Equality of Means

F Sig. t df | Sig. (2-tailed)
Content Utility .079 179 1.172 | 148 243
Consistent Experience Across 342 .559 1.378 | 148 170
Devices
Save Information for Future Use 3.787 .054 =717 139 AT74
Share on Social Media 4,732 .031 -.865 148 .388
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Thus, H1 is not supported. By this study, we can conclude that both men and women evaluate e-commerce
site in a similar way.

7.3 Customer evaluation for e-commerce site with respect to site utility, multi device consistent
experience, customers’ intention to save information for further use and social media engagement among
customers of age groups.

This study shows that customer’s evaluation of existing e-commerce with respect to site utility (mean value:
2.27), multi device consistent experience (mean value: 2.24), customers’ intention to save information for
further use (mean value: 2.66) is low. Customers have given better scores to social media engagement (mean
value: 3.98). As seen in table 3, Gen Z (born between 1995 -2015), have given a slightly better score followed
by Gen X (born between 1965 - 1979) and lastly by Gen Y (born between 1980 - 1994) on content utility,
consistent experience across devices and save information for further use. Gen X has given the best score for
social media engagement followed by Gen Y and Gen Z. Details are elaborated in Table 4.

Table-4

Descriptives
Std. Std.
Age (Years) N Mean Deviation Error
Content Utility | Gen Z (4-23) 55 2.36 0.75 0.17
Gen Y (24-38) 80 2.17 0.48 0.08
Gen X (39-53) 18 2.30 0.54 0.06
Mean 2.27
Consistent Gen Z (4-23) 55 2.46 0.76 0.17
Experience Gen Y (24-38) 80 1.99 0.46 0.08
across Devices | Gen X (39-53) 18 2.28 0.61 0.07
Mean 2.24
Save Gen Z (4-23) 55 2.77 0.89 0.20
Information Gen Y (24-38) 80 2.50 091 0.15
for Future Use | Gen X (39-53) 18 2.72 0.84 0.11
Mean 2.66
Share on Social | Gen Z (4-23) 55 3.87 1.36 0.30
Media Gen 'Y (24-38) 80 3.95 0.92 0.16
Gen X (39-53) 18 4.13 1.04 0.12
Mean 3.98

Further, one way ANOVA in Table 5 shows that customer evaluation for e-commerce site with respect to site
utility, multi device consistent experience, customers’ intention to save information for further use and social
media engagement among customers of different age groups is not statistically significant.

Table-5
ANOVA
Sum of Mean
Squares Df Square F Sig.
Content Utility 1.027 4 257 .855 493
Consistent Experience 3.576 4 .894 2.406 .052
across Devices
Save Information for 6.770 4 1.692 2.123 .081
Future Use
Share on Social Media 9.832 4 2.458 2.358 .056

Thus, H2 is not supported. By this study, we can conclude that customer’s across age groups evaluate e-
commerce site in a similar way.

7.4 Customer evaluation for e-commerce site with respect to site utility, multi device consistent
experience, customers’ intention to save information for further use and social media engagement among
customers with occupation.
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Table-6
Descriptives
Occupation N Mean | Std. Deviation Std. Error

Content Student 46 2.22 0.63 0.09
Utility Professional 82 2.28 0.48 0.05
Business 17 2.38 0.57 0.14
Homemaker 2 1.70 0.42 0.30
Part-time Job 3 1.67 0.58 0.33

Mean 2.05
Consistent Student 46 2.17 0.65 0.10
Experience Professional 82 2.27 0.62 0.07
across Business 17 2.39 0.55 0.13
Devices Homemaker 2 2.50 0.71 0.50
Part-time Job 3 1.73 0.64 0.37

Mean 2.21
Save Student 46 2.63 0.87 0.13
Information Professional 82 2.72 0.91 0.10
for Future Business 17 3.19 1.03 0.28
Use Homemaker 2 2.42 0.59 0.42
Part-time Job 3 3.28 0.77 0.44

Mean 2.85
Share on Student 46 3.74 1.18 0.17
Social Media Professional 82 4.19 0.97 0.11
Business 17 4,72 0.60 0.15
Homemaker 2 4.90 0.14 0.10
Part-time Job 3 4,53 0.81 0.47

Mean 4.42

This study shows that customer’s evaluation of existing e-commerce with respect to site utility (mean value:
2.05), multi device consistent experience (mean value: 2.21), customers’ intention to save information for
further use (mean value: 2.85) is low. Customers have given better scores to social media engagement (mean
value: 4.42). Details of the scores of individual occupations are elaborated below. What comes across very
interestingly is that student community has consistently given lowest scores to the existing e-commerce sites on

all parameters.

Further, one way ANOVA shows that evaluation of e-commerce sites are significantly different for customers
from different occupation. Students score this criterion lowest, followed by professionals, part-time job doers,
business and home makers. Hence, we can conclude that H3 is partially supported.

Table-7

ANOVA
Sum of Squares df | Mean Square F Sig.
Content Utility 2.011 4 503 1.713 | .150
Consistent Experience across Devices 1.622 4 406 1.053 | .382
Save Information for Future Use 4471 4 1.118 1.373 | .247
Share on Social Media 14.845 4 3.711 3.682 | .007

7.5 Customer evaluation for e-commerce site with respect to site utility, multi device

consistent

experience, customers’ intention to save information for further use and social media engagement among
customers of different income groups.

Table-8
Descriptives
Income (Lakh per annum) N Mean | Std. Deviation | Std. Error
Content Utility Aspirers (.9 -2.0) 6 2.17 0.41 0.17
Seekers (2.1 -4.9) 25 2.17 0.54 0.11
Strivers (5-10) 28 2.43 0.54 0.10
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Global (Above 10) 91 2.22 0.56 0.06

Mean 2.25
Consistent Aspirers (.9 -2.0) 6 2.23 0.64 0.26
Experience across Seekers (2.1 -4.9) 25 2.26 0.63 0.13
Devices Strivers (5-10) 28 2.33 0.68 0.13
Global (Above 10) 91 2.22 0.61 0.06

Mean 2.26
Save Information Aspirers (.9 -2.0) 6 2.70 1.16 0.52
for Future Use Seekers (2.1 - 4.9) 25 2.45 0.95 0.20
Strivers (5-10) 28 3.04 0.91 0.17
Global (Above 10) 91 2.73 0.87 0.09

Mean 2.73
Share on Social Aspirers (.9 -2.0) 6 3.60 1.21 0.49
Media Seekers (2.1 -4.9) 25 4.14 0.98 0.20
Strivers (5-10) 28 3.87 1.23 0.23
Global (Above 10) 91 4.24 0.98 0.10

Mean 3.96

This study shows that customer’s from different income groups give low scores while evaluating existing e-
commerce with respect to site utility (mean value: 2.25), multi device consistent experience (mean value: 2.26),
customers’ intention to save information for further use (mean value: 2.73). Customers have given better scores
to social media engagement (mean value: 3.96). Details of the scores of individual income groups are elaborated

below.

Further, one way ANOVA shows that income groups have no correlation with customer evaluation. Hence H4

is not supported.

Table-9

ANOVA
Sum of Squares | df | Mean Square F Sig.
Overall Utility 1.163 3 .388 1.304 275
Consistent Experience .268 3 .089 228 877

across Devices
Save Information for 4.457 3 1.486 1.838 143
Future Use

Share on Social Media 4.567 3 1.522 1.421 .239

7.6 Customer evaluation for e-commerce site with respect to site utility, multi device consistent
experience, customers’ intention to save information for further use and social media engagement among
customers and their marital status.

Table-10
Descriptives
Marital Status N Mean Std. Deviation | Std. Error

Content Utility Single 99 2.24 0.58 0.06
Married 44 2.26 0.52 0.08
Committed 7 2.31 0.16 0.06

Mean 2.27
Consistent Experience Single 99 2.22 0.61 0.06
across Devices Married 44 2.28 0.68 0.10
Committed 7 2.40 0.48 0.18

Mean 2.30
Save Information for Single 99 2.73 0.89 0.09
Future Use Married 44 2.83 0.93 0.15
Committed 7 2.45 1.07 0.40

Mean 2.67
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Share on Social Media Single 99 3.99 1.11 0.11
Married 44 4.39 0.85 0.13
Committed 7 4.40 0.73 0.28

Mean 4.26

The study shows that customer’s from different marital status give low scores while evaluating existing e-
commerce with respect to site utility (mean value: 2.27), multi device consistent experience (mean value: 2.30),
customers’ intention to save information for further use (mean value: 2.67). Customers have given better scores
to social media engagement (mean value: 4.26). Details of the scores of individual income groups are elaborated
below in table 10. In addition, singles gave lowest scores to all the parameters followed by committed and
married respondents have given the highest scores.

Further, one way ANOVA shows in table 11 that income groups have no correlation with customer evaluation.
Hence H5 is not supported.

Table-11

ANOVA
Sum of Squares | df | Mean Square F Sig.
Content Utility .038 2 .019 .063 .939
Consistent Experience 275 2 137 .353 703

across Devices
Save Information for .936 2 .468 .565 .569
Future Use

Share on Social Media 5.288 2 2.644 2.496 .086

7.7 Customer evaluation for e-commerce site with respect to site utility, multi device consistent
experience, customers’ intention to save information for further use and social media engagement among
customers living alone, in nuclear families and in joint families.

Table-12
Descriptives
Family Type N Mean | Std. Deviation Std. Error
Content Utility Staying Alone 35 241 0.52 0.09
(PG/Hostel)
Nuclear Family 46 2.14 0.52 0.08
Joint Family 69 2.21 0.57 0.07
Mean 2.26
Consistent Experience Staying Alone 35 2.34 0.54 0.09
across Devices (PG/Hostel)
Nuclear Family 46 2.25 0.66 0.10
Joint Family 69 2.19 0.62 0.08
Mean 2.26
Save Information for Staying Alone 35 3.05 0.89 0.16
Future Use (PG/Hostel)
Nuclear Family 46 2.70 0.84 0.13
Joint Family 69 2.61 0.95 0.12
Mean 2.79
Share on Social Media Staying Alone 35 4.15 0.94 0.16
(PG/Hostel)
Nuclear Family 46 4.07 1.15 0.17
Joint Family 69 4.10 1.06 0.14
Mean 411

The study shows that customer’s from different family construction give low scores while evaluating existing e-
commerce with respect to site utility (mean value: 2.26), multi device consistent experience (mean value: 2.26),
customers’ intention to save information for further use (mean value: 2.79). Customers have given better scores
to social media engagement (mean value: 4.11). Details of the scores of different family types are elaborated
below in table 12.
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Further one way ANOVA in table 13 shows that there is no significant correlation between customer evaluation
for e-commerce site with respect to site utility, multi device consistent experience, customers’ intention to save
information for further use and social media engagement among customers living alone, in nuclear families and
in joint families. Hence, H6 is not supported.

Table-13

ANOVA
Sum of Squares | df | Mean Square F Sig.
Content Utility 1.837 3 612 2.092 | .104
Consistent Experience across Devices 481 3 .160 411 745
Save Information for Future Use 4.250 3 1.417 1.750 | .160
Share on Social Media 1.452 3 484 443 723

7.8 Correlation between customer evaluation for e-commerce site with respect to site utility, multi device
consistent experience, customers’ intention to save information for further use and social media
engagement.

Table-14
Correlations
Consistent Save
Content Experience Information for Share on
Utility | across Devices Future Use Social Media
Content Utility Pearson 1 428" 101 120
Correlation
Sig. (2-tailed) .000 232 144
N 150 150 150 150
Consistent Pearson 428" 1 199" 169"
Experience Correlation
across Devices Sig. (2-tailed) .000 .018 .038
N 150 150 150 150
Save Information Pearson 101 199" 1 420"
for Future Use Correlation
Sig. (2-tailed) 232 .018 .000
N 150 150 150 150
Share on Social Pearson 120 169" 420" 1
Media Correlation
Sig. (2-tailed) 144 .038 .000
N 150 150 150 150

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).
Pearson correlation test show that content utility is strongly correlated with consistent experience across
devices. Consistent experience across devices is correlated with content utility, customer intention to save
information for further use and social media engagement. Customer intention to save information for further use
is found to be correlated with consistent experience across devices and social media engagement. Finally social
media engagement of websites is correlated with consistent experience across devices and intention to save
information for further use as seen in table 14.

Hence, H7 is supported. There is statistical correlation amongst customer evaluation for e-commerce site with
respect to site utility, multi device consistent experience, customers’ intention to save information for further
use and social media engagement

8. CONCLUSION & DISCUSSION

Marketers tend to segment customers on the basis of demographics as it is easy to measure. This study
concludes that demographics may be considered as null and void method to segment customers of interest to e-
commerce sites. Psychographic, Behavioral and some others should be explored to understand e-commerce
customers.

e Though many efforts are taken to make the content of the e-commerce sites relevant to its target customer,
this study shows that customers perceive the content as not so relevant. Same goes with consistent
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experience that e-commerce sites are able to provide across devices. Even customer’s intention to save
information for further use has been scored very low. On the contrary, social media engagements have
scored high. This should be an eye opener to the e-commerce websites in India. Many more efforts are
required to work on providing customers with better content utility, consistent experience across devices and
to motivate customers to save information related to their products of interest for further use.
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ABSTRACT

This paper deals with the teacher’s role as a digital education designer and finding new innovations in teaching
learning methods. By focusing on the teacher’s role, I wish to acknowledge and further explore in what ways
and with which means teachers can apply their expertise in the design of new teaching practices; ICT-based
teaching, learning and materials; networked learning; etc. To allow students to deal with problems
independently, as educators wish and put lot of efforts on students to engage them with our subject beyond a
superficial level. By the use of the digital technology in the class room students can be engaged by creating
enthusiasm and interest in learning the concepts.

The best instructors are presently utilizing innovation to advance and help autonomous learning by the
utilization of amazing gadget in their pocket. Presently multi day's pretty much every student have the amazing
gadget called Mobile telephone in their pockets. By enabling the Students to utilize a similar gadget for picking
up, associating and appraisals it will make huge contrast in the method for instruction. The chronicle of
understudy appraisal or GD (Group discourse), making an Audio and Video are yet an alternate method for
system to draw in the Students.

Educators can assume an imperative job by enabling Students to explore new territory by the utilization of
innovation as the device will make huge premium and consideration in instructive learning. Now a day's
teachers and resources are confronting huge test with huge number of Students in a single class, progressively
assorted Students from various culture and network, additionally from industry, bosses, government requesting
greater responsibility and the comprehensive advancement of alumni who are workforce prepared or
employable and furthermore the alumni needs to adapt up extremely quick evolving innovation. To deal with
change of this nature, educators and teachers need an all around planned innovation driven stage fuse their
base of hypothesis and information that will give a strong establishment to their instructing, regardless of what
changes or weights they face.

INTRODUCTION

Instructors can take the help of advanced innovation to associate or set up a correspondence with individuals,
huge information, think about substance, assets, specialists and make new learning encounters that can engage
and motivate instructors to give progressively viable educating to all students.

Advanced Technology gives a major chance to the teachers to offer increasingly collective and broaden learning
past the classroom. Educator can assume an imperative job in formation of a network which contains Students,
co-teacher's, e-library, specialists in different subjects far and wide, couple of individuals from family and
network. This improved collaboration which is empowered by computerized innovation gives the entrance to
instructional materials, ponder material and apparatuses to make, oversee, and evaluate their quality and
handiness.

Job of the instructor as an advanced trainer: The significant job of the teacher is to have profound information
and comprehension about nature in which learning is upheld by Digital innovation. The instructor can assume
following job. Digital innovation underpins the teachers to end up co-students alongside students by building
new encounters for more profound investigation of substance. Following couple of depictions are the jobs
which Teacher can play in planning innovation based advanced instruction.

1. Using innovation Educators should plan the course which is a long ways past the dividers of their
schools/universities

By the utilization of Digital innovation, teachers are never again confined to teaming up just with different
Educators in their schools rather now they can associate with other school or school instructors and experts
crosswise over globe to extend their insight, perception, views and make new better chance to understudy
learning. Here the job of educator is to associate with community associations who are had some expertise in
explaining certifiable concerns which empower them to plan the new learning experiences that permit students o
comprehend and investigate nearby needs and their needs. These above components make classroom adapting
all the more intriguing important and credible by adding the of apparatuses, for example, video conferencing,
online talks, and social media destinations, teachers, from substantial urban to little rustic locale, can interface
and collaborate with specialists and prestigious instructors around the globe
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2. Educators job in planning exceptionally fascinating and profoundly captivating learning encounters
through innovation.

To make an exceptionally very captivating, fascinating, and pertinent arrangement of lesson which empowers

the Students to utilize content information and utilize their critical thinking aptitudes, an instructor/educator can

allot the students to take care of a network issue by utilizing advanced innovation.

This empowers the students to make an online network discussion, open introduction, or call which constrain
the specialists make a move related to their proposed arrangement. They can utilize long range interpersonal
communication stages to assemble data and suggestions of assets from their contacts. Students can draft and set
up an introduction of their work by using animated introduction programming or through media organizations,
for example, recordings and online journals. This work can be par taken in virtual discourses with substance
specialists and put away in online a learning portfolio which improves science learning for schools which need
in required framework. It can empower profound adapting once Students are in the important field. Students can
collect data for their own utilization by means of cell phones and tests and synchronize their new discoveries
with those of collaborators and analysts any place on the planet to make substantial, genuine informational
indexes for future examination.

3. Educators can assume vital lead job in the assessment and usage of new innovations for learning.

Low venture cost or learning advancements makes the educator a lot less demanding to lead and create display
rehearses around assessing new devices for security. Instructors in a broad way by understanding their own
instructive innovation needs, as well as those of Students, co-teachers, can test the picked innovation with a
little set of students to rapidly survey the execution of methodology and assess whether the desired result is
conveyed or not by the chose innovation. This appraisal and assessment will build the certainty and increase
involvement in the chose innovations previously submitting whole schools or areas to actualize and utilize it.

4. Teachers job in getting to be aides, facilitators, and inspirations of students.

The utilization of innovation in picking up the data through fast Internet empowers the educators need not to be
content specialists across all conceivable subjects. Rather they need the adequate learning about controlling
Students with respect to the entrance online data, and need great abilities to engage them in simulations of
genuine occasions and furthermore they utilize the innovation for reporting their work. Instructors can relegate
certifiable issues and assess the Students about their ability of reasoning and breaking down about the answer
for the issue by applying their everything leanings. Utilizing computerized instruments, they can enable
Students to make spaces for experimentation, emphasis, and go for broke with the accessible data at their finger
steps. The spaces made by utilization of new innovation based devices can give huge focal points to the teachers
additionally explore new understandings of training which moves past a specific spotlight on what they educate
to an especially more extensive dimension of how students can learn and introduce it in deliberate way about
what they know. Instructors can assume a vital direction job by helping the Students in choosing best
apparatuses for making associations crosswise over branches of knowledge and take the choices for choosing
the best tools for gathering and displaying their learning through exercises, for example, adding to online
discussions, transferring new online courses, or distributing their discoveries to significant sites. These
instructors examine guide and encourage the students on the most proficient method to make a web based
learning portfolio to show their learning progress. Students can utilize their portfolios and add more assets to it
with the goal that they survey, investigate in increasingly more profound and complex reasoning path about a
curious issue. With such portfolios, learners can feature their voyage in the training and vocation with complex
issues or precedents as a proof of learning history about what they realized and what they are able to do.
Portfolio's can turned into their proof of accomplishment and record evidence when they go into profession and
specialized education institutions, junior colleges, and colleges or for jobs.

5. Teachers’ role as co-students with students and companions.

The advanced innovation based learning devices gives instructors an opportunity of a lifetime to end up co-
students alongside their students and friends. Despite the fact that educators need not to know everything
accessible in their disciplines, instead they ought to be find out about how to model and how to utilize the
accessible apparatuses to make the leanings of substance with high interest and a make solid attitude on critical
thinking ability and how to be co-makers of information. In short, educators ought to rouse the students in their
classrooms.

6. Teachers can become catalysts to serve the underserved.

Technology provides a new opportunity for traditionally underprivileged populations to have equal access to
high-quality educational experiences. When connectivity and access are uneven among the different populations
the digital divide in education is widened which hardship the positive aspects of learning using new technology.
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Here the role of the teacher is to provide all category students equal
(1) Access to the internet, high-quality content, and devices when they need them and

(2) Access to well skilled teachers who are good in teaching in a technology-enabled learning environment.

Such environment increases the showcase of skills of learners personalized learning experiences, their methods
of choosing correct tools and activities, and access to adaptive assessments that identify their individual
abilities, needs, and interests.

6. Teacher role in using power of technology to measure what matters and use assessment data to
improve learning

Instructor can assume an essential job in structuring and reclassifying understudy evaluation device by the
utilization of innovation in various distinctive ways. These tools provide estimations for students who are
structuring and assembling new products, conducting tests utilizing cell phones, and controlling parameters in
simulations. Students play out the different assignments on Problems which exist in genuine conditions, or
include multi-arrange situations that reproduce credibility and dynamic commitment with the topic. It empowers
the teachers to get to data with respect to understudy advancement and his method for learning all through the
school day, which enables them to make a lot of guidelines or direction to customize learning or mediate or
manage them to specific learning deficiencies.

The beneath are the couple of special qualities of innovation based evaluations are :

Empower enhanced Question Types: Technology-based evaluations permit the opportunity for an alternate
assortment of inquiry types past the ordinary different Choice, genuine or-false or fill-in-the-clear choices that
have portrayed conventional appraisals.

A few instances of lifted inquiry types incorporate the accompanying
o Graphic reaction, which incorporates anything to which Students can react by illustration, moving,
organizing, or choosing realistic areas

e Simulations, in which students can take variety of actions to test their insight in settings that which give high
devotion to genuine situations.

e Equation response, in this understudy reacts by contributing a condition
o Performance-based appraisals, in which Students play out a progression of complex assignments.

Measure Complex Competencies: Teacher can plan a testing apparatus program for estimating and breaking
down the unpredictable competency parameters of students, for example, inspiration, outlook, and steadiness
with an end goal to manufacture the proof base for increasingly boundless use.

Give Real-Time Feedback: Teacher can assume a vital job in building up a Digital Technology based
developmental appraisals instrument which gives continuous detailing of results, permitting stakeholders to
comprehend student’s qualities and shortcomings, control them to comprehend valid actionable understandings
of the evaluation information. Such abasements devices will empower instructors to assess and react the input to
understudy work more rapidly than can customary appraisals. Similarly, learners and their families can get to
this data nearly continuously. Innovation based aggregate evaluations will encourage quicker turnaround of
results.

Some of current innovation based appraisals give the rich assortment of methodologies to feedback than
conventional or even original online evaluations. Certain formative assessment stages empower the instructors
to give criticism to students through comments(through video, sound, or content), participate in online talks,
email input specifically to families and learners, and guide the students to get to extra assets for rehearsing
explicit aptitudes or building up the abilities.

These advances likewise can expand the proficiency of the way toward giving input, allowing educators to have
more opportunity to concentrate on regions of most noteworthy need. For instance, by having the predefined
menu of reactions instructor can give the input on areas of regular worry to use as comments, which empower
them to move the concentration to zones of criticism special to every understudy. Robotized responses can be
produced also when assignments are late or fragmented. New advances that have happened in mechanized
scoring of papers whenever implanted in criticism instrument that will make it an all the more incredible asset
to create opportune input.
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Increment Accessibility

Utilizing advances in computerized innovation some exceptional highlights can be implanted in the apparatus to
build text dimensions and change shading, differentiate, content to speech, bilingual lexicons, glossaries, and
that's just the beginning. These highlights can be incorporated into assessments and can be made open to
Students, contingent upon what the appraisal is estimating and exactly perceiving student needs. Similarly,
helping innovation, for example, content to-discourse, exchange reaction frameworks, and Braille, it supports
the students having inabilities in getting to learning assets. These advances continue to advance and can make it
less demanding for students to associate with computerized learning assets in ways which is inconceivable with
standard print-based appraisals. At the point when both assistive technologies tools and evaluations successfully
associate, Students will be in better position to show what they know and how to apply this educated learning to
get the ideal result.

Adjust to Learner Ability and Knowledge

Educator can assume essential job being developed and execution of the Computer versatile testing framework
which encourages the capacity of evaluations to gauge precisely what students knows and can do over the
educational programs in a shorter testing session.

PC versatile testing utilizes diverse calculations to alter the intricacy dimension of questions throughout an
appraisal based on an understudy's reactions. For instance, if the student answers an inquiry effectively, a
marginally additionally difficult dimension is incorporated into next inquiry, and if the student answers
erroneously, the individual in question will be given another opportunity to exhibit his/her insight in a different
way.

Since in PC versatile tests, the testing target substance and test question things are in arrangement with the
students ability level, this adjustment gives increasingly exact scores for all students over the general
accomplishment level in a brief time of time. By embracing conventional paper and pencil test expects
understudy to answer wide assortment of inquiries, because of this part of instructional time gets devoured.
Then again by versatile tests appraisals gets profited because of the inter operability of the information, from
these versatile estimates the information can be maneuvered into and brought together on dashboard which
further enables the teacher to have coordinated comprehension of understudy for execution.

Implanted with the Learning Process

Instructors can likewise assume enormous job being developed of implanted appraisals which are innovation
driven or essentially a piece of viable guidance, and they may show up in advanced learning devices and
recreations. Since many of these are installed in the ordinary classroom exercises these are imperceptible to the
instructional procedure. Implanted assessments have the possibility to give symptomatic knowledge in
discovering why students are confronting troubles in comprehension and acing the ideas and furthermore gives
customized criticism to address these difficulties. By building up a Game-based appraisal instrument which is
computer game plan can make new fascinating next-age learning and evaluation framework.

CONCLUSION

Utilizing ICT based innovation has never that simple to enhance learning in all dimensions and just for all
individuals of various regions. By utilization of innovation, new changes in authorized instructive assets has
enhanced, and by utilizing apparatuses it expelled troubles in unsurpassed learning process. Enhanced
classroom educating and learning norms along these lines enabling all students to get to assets with adequate
aptitude in arranging instruments to execute them completely. Instructors who are well comfortable with
encouraging learning framework can assume significantly greater job being developed of such tools. These
apparatuses will include the information, abilities, and capabilities of teachers. With help of such devices like
learning dashboards and coordinated effort and correspondence interfaces instructors and families without any
difficulty. This is conceivable just by a solid commitment and tendency to learning for change. It likewise helps
each stakeholder in the instructing and learning framework to enhance learning for students. In general the
utilization of innovation gives the great result to help in educating and learning process.
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ABSTRACT
In recent times no other sector has seen growing exponentially like retailing. Many retail formats and patterns
are emerging at a rapid pace. Retailing is gaining momentum like never before in India.

Organized retailing has become the reason for euphoria amongst Indian shoppers; the sector which is
dominated by local players has got the entry of prominent corporate. As a part of the rising organised retail
modern formats of shopping have started promising and attracting. Malls are one of those new formats which
have gained momentum in numbers. Early growth of malls was found only in few metros, but now it has
extended equally to smaller towns.

Customers are getting newer and unigue experience through varied services offered by malls. Shopping for food
and grocery items have shown a revolution in retail market in India with the prominent changes in the people
shopping behavior.

Malls are reshaping and rephrasing the standards and rules, developing a their own prescription and
constitution and are transforming the basic need for entertainment and shopping experience into a unique
factor or phenomenon for deciding one’s lifestyle statement. Indian middle class is now looking for facilities
like air-conditioning, spacious parking and other amenities for them.

People across geographic landscapes have inclined towards new retail formats where they can get benefits in
terms of money, time and effort. However, retaining their customers and extracting life time profit from them all
is the biggest challenge that these retail formats are facing. The focus of the study is on shopper attributes such
as education. These factors have major impact on shopping behavior especially in retail format selection of
shoppers.

The present study revealed that, Success of a mall is not just making it big and attracting foreign brands. A
refreshing and pleasant environment is expected which makes the shoppers to forget all problems of the work
and bring down their stress levels.

The study has come out with various path breaking results that propels the voluminous growth of mall culture in
Mumbai, and elaborately discussed and presented numerous academic and managerial implications of vibrant
and emerging mall culture. All the findings aroused through detailed analysis of the data followed by inferences
have been presented in the study.

Keywords: Retailing, Organized, Occupation, Occupation, demographic

1. INTRODUCTION

The Journey of retailing turned out to be more organized and aided retail marketing to take a new path. Today’s
retailers are able to give range of products and services of fine quality and making it a delightful experience.
The ever increasing demand and want of newness of customers have made the retailers run on toes, they have to
anticipate and respond to the wants of consumers. It has become highly challenging to understand the consumer
through the organized market in various forms.

As the success rate of conventional outlets is limited, it is essential to know the motive of shoppers and what
attracts them. The research in this field has not progressed beyond a limit; there is a greater need to understand
the shopping habits of consumers.

The scope of research has been identified by the researcher; hence an attempt is made to identify the gaps, by
investigating the shopping behavior of consumers, with reference to the emerging retail formats. The focus is on
to the behavior a consumer exhibits in a new mall, may it be just visiting or for making purchases.

The much needed effort is to find out a base line for understanding the changing consumer attitude in future.

2. REVIEW OF LITERATURE

1. Cox and Cooke (1970) determined customer preference for shopping Centre’s and the importance of driving
time. The authors mentioned that geographic allocation and mall attractiveness are vital determinants of
consumer purchase destination preferences.
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2. Dr. M. N. Malliswari (2007) in his study “Emerging trends & strategies in Indian retailing”, he found that
the customers are influenced by the west due to media & there is a clear shift from savings to spending on
life style.

3. White (2008) in his paper has elaborated that the customer and their lifestyles have changed, and with that,
shopping Centre are changing to continue to attract consumers. Entertainment destinations, centers, once of
trivial importance, are now growing in importance as an essential part of the mix,

4. Kuruvilla and Ranjan (2008) studied the behavior of Indian youth inside the mall, identified the
recreational and utilitarian orientation among Indian youth, examined gender differences in their attitude to
the malls. No major differences were observed in the attitude or motives of both genders for shopping in
malls but there was evidence to suggest that purchase of fashion differed across genders.

5. OBJECTIVES OF THE STUDY
To study the difference in consumer behavior in the malls based on Occupation.

6. RESEARCH METHODOLOGY

The initiation is done by collecting and comprehending secondary literature, followed by scope, various issues
to be studied, and formulation of research objectives and hypotheses. The research process encompasses sample
design, data collection methods, and major variables measurement. The sample size was 68 shoppers visiting
malls. The sample size was 68 shoppers visiting malls. The survey design, using a standardized questionnaire,
is considered to be most appropriate research design to collect data. As per survey method, the research design
used in the study is descriptive. It accurately and systematically describes the behaviors and characteristics of a
monitored phenomenon or a particular population. It also aids in exploring the correlations which may exist
between various phenomena.

For analysis the Statistical Package for the Social Sciences (SPSS) will be used. The techniques used are,
Correlation and other statistical techniques. The interpretation will be based on analysis, tables and other
statistical tools.

In the chosen study, the focus is to observe the customer behavior in the age of mall culture. An attempt is made
to locate the forces behind the purchases at commercial malls, perception of people about malls, the degree of
contentment towards various aspects of mall services and in all shopping behavior in malls. This can help all the
stake holders of mall management to design feasible strategies which can lead to win the confidence of shoppers
and win their trust.

Hypothesis: There is a noteworthy difference in consumer behavior in the malls based on Occupation.

DATA ANALYSIS

Among the respondents education is an important demographic variable as it indicates many factors like, quality
of response, characteristics of respondent, type of questions etc. This profile of the respondents gives researcher
to know how the Occupation affects the behavioural changes in information search, evaluation and decision
making of mall customers.

Table-1: Occupation of the respondents

Sr. No. Occupation No. of respondents Percentage
1 Student 50 14.6%
2 service 105 30.7%
3 Self-employed 67 19.6%
4 Home maker 78 22.8%
5 Retired 42 12.3%
Total 342 100.0%

Source: Primary data

Above analysis shows that. 14.5 percent respondents are students of various levels, 30.8 percent of respondents
which are maximum among all are from doing private and government services, 19.6 percent are having their
own businesses, 22.8 percent respondents are from home maker category and retired people consists of 12.3
percent least of all categories. The sample shows that all groups of people visit malls for various reasons.
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Chart-1
Table-2: Analysis of variance on Consumer Behaviour in Malls on occupation
Demographic | Shopping Behaviour | Sum of squares | df | Mean square F Sig.
Shopping day
preference 13.256 4 3.314 19.354 .000
Prefe”ednfgne to visit 14.523 4 3.630 25361 | .001
Mode of transport 215.369 4 53.842 7.984 .000
Distance travelled 152.236 4 38.059 58.657 .000
. Number of visits per 98.258 4 24.564 19.658 | 012
Occupation month
Shopping companion 41.632 4 10.408 3.698 .004
Average number of 85.236 4 21.300 1248 | .124
stores visited per trip

Average time spent 2.369 4 0.592 0.854 | .001

per trip
Average amount spent 25.236 4 6.039 8.654 | .000

per visit

The data collected from respondents has been presented in the form of tables and charts for analysis, simple
percentages are calculated to meet the purpose and results are shown in the charts as below.

For the research study objectives which are taken by the researcher and the associated hypothesis, the statistical
tool applied to test the hypothesis related to demographic variable occupation is ANOVA. This test was used for
comparing the difference in the average value of the dependent variable — consumer mall behavior related with
the effects of the controlled independent variables- occupation.

To find the attitude and behavior of respondents towards shopping malls keeping in mind the occupation out of
different demographics. For different gender groups the test applied is Analysis of Variance (ANOVA). The
above table gives mean ratings by different occupation groups. The last column in the table (Sig.) is P-value. If
P<=0.05 the difference between age groups is significant.

In the above table factors- Shopping day preference (0.000), Preferred time to visit mall (.001), Mode of
transport (.000), Distance travelled (.000), Number of visits per month (.012), Shopping companion (.004),
Average number of stores visited per trip (.124), Average time spent per trip (.001), Average amount spent per
visit (.000). People’s responses for the factor ‘average number of stores visited per trip’ has no significance
difference of all the above factors among various groups as far as occupation is concerned. The significance is
tested at 5% LOS. Thus from the analysis the researcher came to a conclusion that the occupation is significant
factor that influences peoples mall behavior.

133




International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

0 Mean Sguares of OccuEation

S0
A
30
20 I
0 [ - [ |
T o L 5
) L L ¢@, o

- S

e ~ n . o

& & s & i & & &
o 2 & o & & e S <
& i & e £ S o ol
__\‘f o & & 9 iy e <& = 6‘0\}
ur &F fa & & & o o e
S 3 o o -4 o 2 @ a
T s o < & o e 5 e
& BN <« = r2 &
o <& o W

Chart-2

Second Hypothesis
‘There is a significant difference in consumer behavior towards the malls based on Occupation’
has been tested and accepted.

FINDINGS
Findings of the descriptive study are related to the consumer’s behavior in mall culture displayed in tables and
charts. The intricate analysis carried out with indication to the data collected facilitated the test broad
hypotheses.

It means present status of respondent and his major engagement or activity. It helps to understand behavioural
patterns of, students, service people, self- employed, home makers and retired people.

1. There is a noteworthy difference among various occupations concerning their purchase decision in shopping
malls. The factors like company promotion gained highest value for both professional and business class
shoppers. Whereas for service class these are lowest preference. Service class preferred salesman’s
persuasion. For all visitors of the mall factors like dealers influence, brand image, and company image
affects equally.

2. The perception of sales people behavior different among different occupations. Equal number of business
and service class rated employee behaviour low rating, whereas no professional shopper rated employee
behavior as low. However majority of retailers rated employee behavior high.

IMPLICATIONS OF THE FINIDINGS

As per Manish Gupta observations, people across geographic landscapes have disposed towards new retail
formats where they can benefit in terms of money, time and effort. However, all these retail formats are
experiencing bigger challenges of holding their customers and earning life time profit from them. The focal
point of the research is on shoppers attributes such as per capita household income, demographic attributes like
age, education, gender, family size, occupation, family type, distance and time taken to reach mall, and
psychological factors like shopping orientation, life style, and sequential attributes like , frequency of purchase
average time spent per each trip etc. These aspects have higher impact on shopping behavior specifically in
retail format selection of shoppers. This also includes determinant factors of stores such as merchandise, price,
location, pre and post purchase, atmosphere and ambience and store facilities, customer service; temporal
factors like perceived risk, task definition have their share in selection of particular retail format.

RECOMMENDATIONS

There is a significant difference among various occupations pertaining to their purchase decision in shopping
malls. The factors like company promotion have highest value for both professional and business class
shoppers. Mall management should have balancing act across all occupations.

SCOPE FOR THE STUDY

Research is a never ending progressive process. Every new study creates knowledge in respective areas and also
raises new questions to be answered and investigated. Hence, it is important to every researcher to record
findings of the study and also leaves the unresolved issues to the future researchers. The scope of the future
research starts where the present research ends, following are few areas/ issues present research throws up for
future investigation.
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1. Future research can be conducted to study top line and bottom line modern shopping malls and organized
retail sector as a whole.

2. A relative study of mall culture and customer behavior in Tier | and Tier Il cities can also be taken up.

3. A thorough study on comparative study of the preferences of consumers for malls and other retail formats
can be undertaken.

Apart from the time and cost limitations, there were some other limitations of the present research; hopefully
future studies in this area can overcome them. The findings of current study cannot be generalized for all malls.
Indian consumer has varied temperament and emotional disposition, and consequently different buying pattern
and unique decision making approach. Findings of the present study can be considered as few inputs for future
research in different parts of the country. The findings may not be very effective for other malls. This study
certainly opens doors to many researchers interested to pursue research in mall management and customer
behavior. Deeper insights can be obtained into the retail mix, tenant mix, service quality factors, demographic
dynamism etc. Furthermore, there is a scope to study the relationship between various shopping occasions in a
year and visitors behavior in these occasions to understand the pattern of footfalls. The similar studies also can
be done on demographic characters and motivational factors for particular shoppers’ behavior.

7. IMPORTANCE OF THE STUDY

Retailers should give due importance to loyal customers as they are cheaper to serve, act as ambassadors to the
brands. Retail outlets should have membership programmes to encourage their regular customers and generate
more revenues. Theses membership cards and rewards will change customer behavior significantly in favour of
retailers. Different types of rewards offered by mall retailers are bonus points, free gifts, and providing regular
updates on promotional schemes.

8. LIMITATION OF THE STUDY
Researcher has taken all measures to ensure that the study design optimizes the ability to achieve the research
objective. However there are some factors and limitations that do not validate the study but made to be noticed.

1. This study is restricted to the city of Mumbai & Navi Mumbai only.

2. This study is conducted based on primary data produced through questionnaire and assembled from the
respondents shopping across different malls and as such its observations relied on accuracy of data.

9. CONCLUSIONS

The share of organized retailing in India so far is very low with 5 percent, whereas the share of modern retail in
total retail is much higher with 65-75 percent globally. Therefore India has huge potential to grow in organized
sector, especially through format like shopping malls. Many malls in Mumbai are doing well but for few, of
course with many challenges and perennial problems like low occupancy and lower foot falls which are
affecting the desired growth. The present study has focused on various such issues to help developers, mall
managers and retailers in capital intensive sector to stop them doing previous mistakes and explore the potential
awaiting to explore. However apart from the many aspects, study also focused on various factors that promote
loyalty behavior of mall visitors.
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ABSTRACT

Rural youth are educated but not skilled unlike urban youth. Lack of new, challenging and limited job
opportunities for educated rural youth. As a result rural people are moving towards urban areas to obtain
better employment opportunities and amenities of life.

The aim of this paper is to guide rural youth in various skills that are central to improve employability and
livelihood opportunities, reduce poverty, enhance productivity, and promote environmentally sustainable
development. Coordinated efforts are needed to develop an integrated approach that improves access to
relevant, good quality education and employment to all rural women and men.

This paper focuses on the existing ecosystem for skill development in rural India and the role skill development
has to play in the future for increasing employment and entrepreneurship opportunities among the youth of
rural India.

Keywords: Skill development, Livelihood, Government Initiatives, Knowledge Based training, entrepreneurship.

1. INTRODUCTION

Rural people’s access to education and training is often limited by financial barriers (e.g. training and
transportation costs) and non-financial barriers (e.g. scarce education and training infrastructure, inflexible
training schedules). Especially for poor rural children and adults, the opportunity costs for education and
training may be too high to give up their income-generating activities and unpaid duties that help sustain their
families.

In recent years, however, the economy had moved away from older labour-intensive industries using large
quantities of unskilled labour. The industrial structure shifted towards new knowledge-based industries such as
electronic information, electrical and special purpose equipment, petroleum and chemicals, increasing the
demand for skills.

Many rural people do not have basic education. This also hampers their access to technical and vocational
training or other skills development. Unequal gender relations and traditional gender roles entail specific
difficulties for rural girls and women in accessing education and training. Education and training is often of
inadequate quality. Teachers and trainers may be unqualified, equipment and technology out-dated, and
teaching and training methods ill-suited to rural contexts. In many developing countries, training systems tend
to operate in isolation from the labour market and employers’ needs, so training does not always match skills
demand.

2. REVIEW OF LITERATURE

Rural livelihoods are becoming diversified. Agriculture is the main source of livelihoods, but an increasing
share of rural households’ income comes from non-farm activities. One in four rural workers is employed full
time in non-farm rural work. While some farmers are engaged in high-return agricultural businesses (for
example, agri-business value chain activities and export-oriented cultivations), in developing countries many
are still engaged in low-productivity subsistence farming. Education and skills increase the ability to innovate
and adopt new technologies in agriculture and enhance farmers’ performance. Evidence from Asia suggests that
better education and training increases the chances to find high-paying non-farm employment, whereas lack of
education tends to limit options to agriculture or low-wage non-farm employment. Access to training is a major
constraint among rural people in developing countries. For instance, nearly 90 per cent of agricultural workers
in India have no formal training, and a study among small scale entrepreneurs in India has indicated that over 85
percent of rural informal sector operators have no business or technical training at all. Rural girls and women
are often the most disadvantaged. The global secondary school attendance rate for rural girls is 39 per cent as
opposed to 45 per cent for rural boys and 59 percent for urban girls. Training outside the formal training system
is often the most important source of skills training in developing countries. Many rural youth face great
disadvantages when trying to enter urban labour markets because of their low level of education and lack of
relevant skills and work experience.

3. OBJECTIVE OF THE STUDY
1. To study the selected skills development programme implemented by central and state government.
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2. Offer modular skill training opportunities to rural youths based on local needs.

Study says that India is growing to be the world*s best
= Recovery treatments of temporary or chronic disabilities alongside their

= Holidays or other forms of tourism.

4. Need of Skill Development
Our focus was on non-cosmetic surgery and medical treatment.

Education certainly opens the doors to lead a life of liberty but skills makes that liberty meaningful by allowing
one to achieve prosperity. Education and skills increase the ability to innovate and adopt new technologies in
agriculture and enhance farmers’ performance. There is a wide gap between skills needed and available. There
is a huge gap in demand and supply market. According to a survey done by NSDC, there is a huge demand for
skilled workers at all the stages in food processing industry, especially for person with short term course
training, having education level below 10th/ 12th standard. India currently faces a severe shortage of well-
trained, skilled workers. It is estimated that only 2.3 % of the workforce in India has undergone formal skill
training as compared to 68% in the UK, 75% in Germany, 52% in USA, 80% in Japan and 96% in South Korea,
according to the recent survey. Lack of education and lack of skill is a pestilence that we need to overcome in
over current system and the faster we do this, the better for all concerned. The shape of enterprises and jobs are
being change with the development of new technology. A large section of the educated workforce has little or
no job skill, making them largely unemployable. Skilling of rural population will improve economy and growth
in GDP (Gross domestic Product) and has a cascading effect on employment opportunities for creating rural
entrepreneurship. It is necessary to train rural people for reducing rural migration rate, poverty alleviation and
unemployment eradication.

5. FINDINGS
The sixth edition of India Skill Report (2019) provides the latest view of the talent landscape on India. It covers
the trends from supply as well as from demand side of talent.

WHICH SECTORS HAVE HIRED MOST?

Year Top Sectors

2016 Retail, Transport,Healthcare

2017 Core Sector(Oil & Gas, Steel Minerals),Auto Ancilliary

2018 BFSI, Retail

2019 BFSI,Software/Hardware,Manufacturing

MEN V/S WOMEN EMPLOYABILITY
Year 2016 2017 2018 2019
Male 36.01% 40.12% 46.87% 47.39%
Female 39.95% 40.88% 38.15% 45.6%

According to the Report the different key areas for skill development are as follows
e Construction

e Food processing

o Fisheries

e Healthcare

e Tourism

e Beauty and Wellness

e Agriculture and Horticulture.
o Textiles

e Artand Crafts.

. GOVERNMENT INITIATIVES FOR SKILL DEVELOPMENT
“National Skill Development Corporation” By Government Of India.

»

“Indian Institute Of Skills” By Government Of India.
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“Kaushal Pradarshini” By Government Of India.

e “Pradhan Mantri Kaushal Vikas Yojana” By Government Of India.

e ‘“National Apprentice Promotion Scheme (N.A.P.S.)* By Government Of India.
e “Skill India Programme®™ By Government Of India.

o “Skill Knowledge Providers (S.K.P.“S)* By A.LLC.T.E.

e “Community College Scheme” By A.I.C.T.E.

e “Employability Enhancement Training Programme (E.E.T.P.)“ By A..C.T.E.

7. CONCLUSION

Skill development of rural population is recognized as an urgent need of the day to reduce rural migration and
achieve decent livelihood. Government has launched many strategic measures to get decent livelihood through
entrepreneurship development at rural sector but in spite of programs, schemes and vocational courses India is
considered as industrially underdeveloped country. People are not aware of these government initiatives. So it is
necessary to raise awareness among rural people regarding government schemes and programs being run for the
promotion of rural entrepreneurship. Mass media play an important role to disseminate new information among
the people. Electronic media has a vital impact on audience. But the electronic media like T.V, radio, Internet,
Mobile are not much involved to disseminate information regarding government schemes and programs to
promote rural entrepreneurship. Therefore the use of effective media for the motivation and promotion of rural
entrepreneurship should be increased. With the development of technology, the demand of technically skilled
labors is increased. Rural people are not technically skilled. So it becomes an urgent need to develop technical
skill of rural people to fill this skill gap. skill development programs must be framed innovatively such that
there is environment protection, optimal utilisation of bio-waste and earning of livelihood can happen, all at
same time.
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ABSTRACT

Prime Minister Narendra Modi launched the “Make in India” initiative on September 25, 2014 and “Skill
India” initiative on 15™ July, 2015. Make in India was launched with the primary goal of making India a global
manufacturing hub, by encouraging both multinational as well as domestic companies to manufacture their
products within the country. Skill India aims to train over 40 crore people in India indifferent skills by 2022.
Primary as well as Secondary data is practiced in the design of this work and this paper discusses about Make
in India and Skill India schemes and their perspectives among the common people.

Keywords: Make in India, Skill India, Perspectives.

INTRODUCTION

In the recent few years India has witnessed a remarkable structural transformation and is one of the Fastest
growing economies in the world. India is focused to embark upon an 8-10% growth trajectory over the next
decade. Several new initiatives have been launched by the Government in the last Two years, such as ‘Make in
India’, ‘Start-up India’, ‘Skill India’, ‘Digital India etc., with an aim to make India number one destination for
global FDI and to improve ‘Ease of Doing Business’ in India.

‘Make in India’ initiative was launched on September 25, 2014 by the Government of India with the aim to
promote manufacturing in India. The program includes major new initiatives designed to facilitate investment,
foster innovation, protect intellectual property, and build best-in-class Manufacturing infrastructure. Make in
India aims at 25 economy driving sectors including Biotechnology for GDP growth of the country.

Devised to transform India into a global design and manufacturing hub, Make in India was a timely response to
a critical situation: by 2013, the much-hyped emerging markets bubble had burst, and India’s growth rate had
fallen to its lowest level in a decade.

The Indian economy stood out as the lone shining star during 2015 when countries across the world struggled to
improve or even sustain growth rates. At 7.5% rates for the financial year 2015 — 16, the GDP growth rate of
India was to be the highest in the world. And so, the | in BRICS, is much superior to the other economies like
Brazil, China, Russia and South Africa. The world sees India as a star performer.

The objective of Make in India was to promote India as the most preferred global manufacturing destination to
propel sustainable growth, facilitate investment, foster innovation, enhance skill development, protect
intellectual property, and build best in- class manufacturing infrastructure.

Further, Skill India campaign was launched by Prime Minister Narendra Modi on 15 July 2015 to train over
40 crore people in India in different skills by 2022. To achieve the vision of ‘Skilled India’, Honourable Prime
Minister Narendra Modi launched National skill development mission to not only consolidate and coordinate
skilling efforts, but also expedite decision making across sectors to achieve skilling at scale with speed and
standards.

SCHEMES FOR THE SKILL DEVELOPMENT LAUNCHED BY GOVERNMENT OF INDIA
1. Deen dayal upadhyaya Grameen Kaushalya Yojana

. Pradhan mantri Kaushal Vikas Yojana

. Financial Assistance for Skill Training of Persons with Disabilities
. National Apprenticeship Promotion Scheme

. Craftsmen Training Scheme

. Apprenticeship training

. Pradhan Mantri Kaushal Kendra

. Skill development for minorities

© 00 N O O A W DN

. Green Skill Development Programme
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INITIATIVES
Various initiatives under this campaign are
o National Skill Development Mission

o National Policy for Skill Development and Entrepreneurship, 2015
o Pradhan Mantri Kaushal Vikas Yojana (PMKVY)

o Skill Loan scheme

o Rural India Skill

The objective of the National Policy on Skill Development and Entrepreneurship, 2015 was to meet the
challenge of skilling at scale with speed and standard (quality). It aimed to provide an umbrella framework to all
skilling activities being carried out within the country, to align them to common standards and link the skilling
with demand centres. This policy linked skills development to improved employability and productivity.

OBJECTIVES OF THE STUDY
1. To understand the concept of Make in India & Skill India.

2. To find out perception about Make in India and Skill India concept among common people.
3. To know the current status of Make in India & Skill India.

RESEARCH AREA AND AGE GROUP
We have collected primary data by using questionnaire method in our research. The research consists of
responses from within Mumbai and we have considered the age group of 18-50.

RESEARCH METHODOLOGY OF THE STUDY
The study is based on critical evaluation and analysis of basically Primary Data. Our respondents range from the
age group of 18-50 which mostly include college students and working men and women.

With the help of the questionnaire, detailed analysis was made to understand their views, thinking and attitude
which helped us to know their perception towards Make in India and Skill India.

The questionnaire is processed with the help of pie charts and is used to analyse the opinion of the common
people.

WHY SURVEY AMONG THIS AGE GROUP?

Make in India theme is very important in Indian economy, industrial development and increasing employment.
The youth and adults are the major contributories towards the economic development of the nation. They are
also the beneficiaries of the initiatives, Make in India and Skill India. Therefore, this research studies how they
think about Make in India and Skill India.

DATA ANALYSIS
1. Do you think MAKE IN INDIA is indeed a successful launch?

B Strongly agree
| Agree

@ Neutral

W Disagree

® Strongly Disagree
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Findings
About 47% agree that Make in India is a successful launch, while 31% are feeling very sure about success of
this launch. On the other hand, only 1% are disagree.

Therefore, we can say that this initiative is nothing less but a giant leap or the step of a lion.

2. Majority of the Indian citizens have been benefited from the SKILL INDIA initiative. How much do you
agree with this statement?

| Strongly agree
uAgree

= Neutral

B Disagree

m Strongly Disagree

Findings
About 41% agree that Indian citizens has been benefited from the Skill India Initiative, while 25% are strongly
agree and only 3% are disagree.

Pradhan Mantri Kaushal Vikas Yojana (PMKVY) is the flagship scheme of the Ministry of Skill Development
& Entrepreneurship (MSDE). The objective is to enable a large number of Indian youth to take up industry-
relevant skill training that will help them in securing a better livelihood.

Basically, people below poverty line as well as students in private schools are invited to join PMKVY. It has a
wide course range, from hotel management to medical help etc. Some facts-

e There are 12,973 training centres.

e 19, 72,145 candidates have enrolled.

e 19, 55,675 candidates have completed their training.

Therefore, it is possible that Skill India Initiative has been proved beneficial to people.

3. There was an increase in employment opportunities after the launch of this scheme. Agree?

1%

= Strongly agree
= Agrea

= Neutral

= Disagree

= Strongly Disagree
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Findings
According to the diagram, 49% are agree that there is an increase in employment opportunities, while 26% are
neutral and 6% are disagree.

As per latest reports, Pradhan Mantri Kaushal Vikas Yojana (PMKVY) (2016-20), the flagship scheme of the
Ministry of Skill Development and Entrepreneurship (MSDE) registered 3,16,671 placements as on February
2018.Therefore, the statement holds true.

4. Make & Skill India initiatives have worsened India's relations with other countries. How strong do you agree
on this?

m Strongly Agree
W Agree

o Neutral

W Disagree

® Strongly Disagree

Findings
About 36% agree that the relations have worsened and about 36% disagree, on the other hand, 28% are neutral.

We can say that, India has the advantage of the young and skilled workforce over China, for e.g., which will
expectedly take Make in India to new heights in the near future. So, it is possible for the situation to become
worse among two economically growing countries.

5. Do you agree with a surge in Global Opportunity for the Indian Workforce?

1%

= Strongly agree
= Agree

m Neutral

B Disagree

= Strongly Disagree

Findings

According to diagram, 59% are agree that global opportunities are increasing, while 18% are neutral and 6% are
disagree.

The integration of developing economies such as China and India into the global economy in the last few

decades has helped lift millions out of poverty. The introduction of their labour forces into the global economy
increased growth and income in these economies which also resulted in a decline in global inequality. The
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World Bank’s latest “Global Economic Prospects” report shows that the second wave of change in the global
labour market will play out over the next two decades, with developing economies contributing to all of the
addition in the global skilled labour force, as the number of skilled workers in advanced economies is expected
to decline. The rising level of skill and education in developing economies will also lift potential global growth
and continue to reduce global inequality.

Taking these points into consideration, we can say that there is surge in global opportunities for Indian
workforce.

6. How much do you agree with the strengthening of Indian Rupee against the domination of the US Dollar?

B Strongly Agree

W Agree

= Neutral

m Strongly Disagree

® Disagree

Findings
About 55% of the respondents agree that the Indian rupee has got strengthened, 18% disagree and 28% are
neutral.

So, we can say that, the emergence of manufacturing industries strengthened the rupee against the
Domination of the American dollar.

7. India is the agrarian country. But new developments in this scheme are service-oriented. Will it affect
agriculture of India?

| Strongly agree
m Agree

® Neutral

W Disagree

@ Strongly Disagree

Findings
As per the given diagram, 29% people are agree with this given statement, on the other hand 20% of people are
disagree with the given statement, while 25% are neutral.

Agricultural produce is the biggest resource of economic activity and development in India. Be poultry,
pisciculture, horticulture, apiculture, dairy development, etc. These activities create a big base for agricultural
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machinery and other inputs. Any kind of industry which uses agricultural products as a raw material, directly
adds to the list of products "Make in India (MII)".Hence, to boost agricultural production has multiple impacts,
including MII. With increased agricultural production rural economy is boosted and migration of marginal
farmers can be reduced.

8. The development of agriculture can be one of the measures to be taken in the progress of the 2 initiatives.
Agree?

B Strongly Agree

m Agree

B Neutral

| Strongly Disagree
B Disagree

Findings
A majority of the respondents i.e. 82% agree to it that the development of agriculture can be one of the
measures in the progress of the 2 initiatives. 7% disagree to it and 11% are neutral about it.

This shows that agricultural sector is still undeveloped and more measures need to be undeveloped and more
measures need to be taken to develop agricultural sector which in turn would help various initiatives like Make
in India and Skill India to progress.

9. It is said that India is still a developing country which consequently can have negative effect on the skill
development of the youngsters. What are your views?

| Strong by Agree

H Agree

= Meutral

B Disagres

| Strongly Diszgree

Findings
36% think that the ongoing development of India can have a negative effect on the skill development of
youngsters, on the other hand, 42% do not agree to it and 22% are neutral.

It can be seen that the ongoing development of India does not have much negative impact on the skill
development of the youngsters, which means that, India is becoming more and more skilled and we are
progressing. Also, the 36% of the people think that the skill development of youngsters is negatively affected
due to the ongoing development of India. So, that should also be taken into consideration.
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10. Do you think that Innovative minds have been developed through Make in India?

B Strongly Agree
B Agree

B Meutral

N Disagree

B Strongly Disagree

Findings
When asked whether innovative minds have been developed through Make in India, 82% are of the opinion that
innovative minds have indeed been developed. Again, 12% are neutral and 6% do not agree.

This shows that Make in India is successful in its implementation. And Make in India as well as Skill India have
helped in innovating young minds.

LIMITATIONS OF STUDY
1. The age group of below 18 and above 50 is not considered in our study.

2. The number of respondents are limited to 70.
3. The area of our study is limited to Mumbai only.
4. The research is based only on the current status.

CONCLUSION

To conclude, the initiatives of Make in India and Skill India are very promising and innovative initiatives
started by Indian government. Most of the people are aware about these initiatives and also accept that this an
opportunity. Most of the people are well informed with all the programmes launched under this scheme.

Last but not the least, innovative minds are getting developed through such innovative initiatives. Also, Make in
India and Skill India turn out to be one of the most important schemes for the Indian economy.
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MOVING BEYOND HUMAN RESOURCE DEVELOPMENT (HRD) TO HUMAN DEVELOPMENT
RESOURCING (HDR) WITH SPECIAL EMPHASIS ON MENTAL HEALTH
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ABSTRACT

A famous comedian, 31, had everything going for him. Suddenly life stopped when he woke up one morning and
found himself in the throes of an anxiety attack. Arjun Bharadwaj's suicide at Taj Land's End is not so subtle
reminder of how a mental aberration can be so absolute. Namita, a 10" standard student, almost killed herself
when her father forced her to do engineering. Kriti, 17, committed suicide in Kota, just a day after results of
the 1IT-JEE. In a note, Kriti said she was never interested in studying science. What'’s going on?

Not five or ten but 15 Crores Indians from all milieus are seeking attention — a desperate cry for help.
How do we do it?

Tara Gaikwad, 32, Director — HR with a multinational company in beverage and snack food business, confided
that 6% of 60000 direct employees could be having mental health issues. It can happen to anyone of us at any
point of time, mild or severe. The question is how we create a support system for them:

¢ And to be with them through the difficult phase of their life.
e To enable them to cope with the stresses and complexities of life
¢ And what remedial and professional assistance will be required to put their life back on track.

The organisations are very well geared to handle such issues of their people but HR, however, gets limited to
talent management, skill & competency development and employee relations.

| want to emphasise the importance of Human Development Resourcing.

Organisations need to move beyond human resource development to human development resourcing. Human
development resourcing is the process of identifying, building and sustaining resources for sustained
development of our human resource assets.

Keywords: Human Resource Development, Human Development, Resourcing, Mental Health, Anxiety, Stigma,
Suicide, Psychologist, Psychiatrist, Depression

INTRODUCTION

1. Why Human Development Resourcing?

It was at Metal Box India in 1970 at Faridabad. The company faced its one of the worst human crises coping
with fifty two cases of tuberculosis and leprosy discovered in a matter of thirty five days and half of them at the
last stage. The nearest sanatorium and skin speciality hospital was 325 kms away at Kasauli in Himachal
Pradesh. The resulting stress and the workforce pressures to ensure for quick healthcare to suffering employees
and interests of their families necessitated a long term solution to such future mishaps.

There was no fully secure and reliable system in HR to apprehend such incidents as we deal with human life
which by itself is so uncertain and unpredictable. We needed to look at human life from a different perspective.

And the new perspective was that we needed to move beyond Human Resource Development (HRD) to Human
Development Resourcing (HDR). That demanded a paradigm shift in our approach to resolve problems and
issues faced by our human resources whom we claim our scarce tangible assets.

Such serious problems we face in healthcare cannot be resolved just by admitting the sick employees in the
hospitals and then wait to see who survived and who did not. It is not only the cure or the prevention of a
disease; it is all about a bigger question “can we give our employees a disease free quality of life which they
deserve as human beings?

This shift from human resource development (HRD) to human development resourcing (HDR) brought clarity
on the issue at human resource development. Human resource development which is fundamentally an
endeavour for talent and skill development, competency and performance management and employee relations
is ineffective without resourcing. By resourcing we mean making funds available, providing infrastructure,
creating support system, hiring professionals to materialise the development of human resources which means
human resource development has to move beyond hiring and firing.
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2. What is the difference Between Human Resource Development (HRD) and Human Development
Resourcing (HDR)?

A. Human Resource Development

In human resource development, we select our human resources and decide what assistance they need from us
to help them to change their vision, sharpen their competencies and skills and adapt to multi-skilling, and
betterment in leadership development, performance management, and human relations.

B. Human Development Resourcing

In human development resourcing, we first think of identifying, building and sustaining resources for sustained
development of human beings (human resources or human capital) such as financial, economic, social, mental,
psychological, spiritual and physical resources for overall sustainable human development. The development
areas include healthcare, nutrition, education, counselling, enrichment and quality of life and self-
empowerment.

3. Why Mental Health?

Sadhana, al0™ standard student was diagnosed with low serotonin level causing severe anxiety disorder. A
popular film actress and a famous comedian, found themselves in the throes of an anxiety attack. Arjun
Bharadwaj's suicide at Mumbai hotel is reminder of how a mental aberration can be so absolute. Namita, a 10"
standard student, almost killed herself when her father forced her to do engineering. Kriti, 17, committed
suicide in Kota, just a day after results of the IIT-JEE because she didn’t like science.

3. Mental Health - 15 Crores Indians need Healthcare Support
Not five or ten but 15 Crores Indians from all milieus are seeking attention — a desperate cry for help.

Traditionally and for too long, mental health has been a neglected area in India’s health system. It is also well
recognised that health systems in India are weak and fragmented even though this scenario has begun to change
in recent years. Despite a growing knowledge of its relevance and importance, the neglect of mental health over
years and at all levels has resulted in an absent or limited health systems presence.

For decades, public and private sector organisations and educational institutions have overlooked this very
important segment of healthcare.

Almost 50% employees in Indian Corporate suffer from anxiety, stress and depression and hyper-tension.

4. What is Mental Health?

Mental health refers to our cognitive, behavioural, and emotional wellbeing - it is all about how we think, feel,
and behave. World Health Organization defines mental health as a state of well-being in which the individual
realizes his or her own abilities, can cope with the normal stresses of life, can work productively and fruitfully,
and is able to make a contribution to his or her community. Mental health is not just the absence of mental
disorder.

5. What is the Mental Illness?

Mental Health illness means a substantial loss of control on thinking, mood, perception, orientation or memory
that grossly impairs judgment, behaviour, capacity to recognise reality or ability to meet the ordinary demands
of life, mental conditions associated with the abuse of alcohol and drugs; acute pessimism, stress, depression,
trauma, lethargy, temper tantrum, indifference, isolation, disregard for personal appearance, poor self esteem,
obsession of failure and death, and other telltale signs of any degradation of normal behaviour.

LITERATURE REVIEW ON HUMAN DEVELOPMENT RESOURCING

The concept of Human Development Resourcing (HDR) is an inclusive and new concept. Most of the available
literature talks only about Human Development and its indexation. United Nations Development Programme
mentions the following six pillars of Human Development and quotes of world class economist are very
significant for the achievement of objectives of Human Development Resourcing:

1. Equity is the idea of fairness for every person, between men and women; we each have the right to an
education and health care.

3. Sustainability is the view that we all have the right to earn a living that can sustain our lives and have access
to a more even distribution of goods.

3. Productivity states the full participation of people in the process of income generation. This also means that
the government needs more efficient social programs for its people.

4. Empowerment is the freedom of the people to influence development and decisions that affect their lives.
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5. Cooperation stipulates participation and belonging to communities and groups as a means of mutual
enrichment and a source of social meaning.

6. Security offers people development opportunities freely and safely with confidence that they will not
disappear suddenly in the future.

Mahbub ul Hagiv: Development Economist: Pioneer in Human Development Concept

In his work “Reflection on Human Development” examines that human development is more than GNP growth,
more than income and wealth and more than producing commodities and accumulating capital. A person’s
access to income may be one of the choices, but it is not the sum total of human endeavour. People are the real
wealth of nation. The basic capabilities for human development consist of health, education, access to resources
and community participation.

Raghuram Rajan: Economist and Academician

Getting overly fixated with growth numbers should not be the priority. Instead the priority should be to focus on
structural reforms and ensure macro stability. Apart from that, the obvious prevarication that one can discern
over here is its inability to showcase a holistic picture of economic and human development issues like health,
education, and social inclusion

Jean Dreze and Amartya Sen: Economists

Development is equal to freedom is equal to social justice. Something must have gone terribly wrong in the last
six decades of Indian democracy, for our record in the social sector-be it healthcare, education or gender justice-
is dismal.

Simon Kuznets: Economist and Statistician:

Human development is, fundamentally, about more choice. It is about providing people with opportunities. The
process of development — human development - should at least create an environment for people, individually
and collectively, to develop to their full potential and to have a reasonable chance of leading productive and
creative lives that they value.

Joseph E. Stiglitz: Economist and Writer - Inequality is not a destiny:

Human development concerns with social innovations that start from below and that are capable of facing up to
the economic vacuum or to the inability of capitalist economy to respond to the needs of a multitude of citizens:
forms of social entrepreneurship; communities of citizens that pool together to meet new and old needs,
optimise the use of financial and human resources.

Amartya Sen: Economist:

Amartya Sen suggested that society’s standard of living should be judged not by the average level of income,
but by people’s capabilities to lead the lives they value. Nor should commodities be valued in their own right
instead, they should be seen as ways of enhancing such capabilities as health, knowledge, self-respect and the
ability to participate actively in community life. Therefore, expansion of human capabilities implies greater
freedom of choice.

Srinivasan and Verma: Economists & Sociologists:

The conceptual matrix of human development comprises three levels of development measured in terms of
aggregation of the human development and four dimensions of development in terms of economic, socio-
psychological, political and spiritual aspects.

RESEARCH METHODOLOGY
1. Target Population:
Fifty Large & Medium Corporate Houses, Non Government Organisations, Trusts, CSR Initiatives.

2. Accessible Population:

Pan India large and medium size organisations in business of information technology, infrastructure, fast
moving consumer goods, pharmaceuticals, automobiles, media, and public utility, home appliances, multi-
businesses, beverages, non-government organisations and business machines.

3. Sample Size & Criteria for Sample Selection:
Twenty five organisations representing above mentioned industries were selected on the basis of random
sampling as shown below in Table -1:
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Table -1

Business of Organisations Selected

No of Organisations Selected

IT and Business Process Outsourcing

7

Pharmaceuticals

Multi-Businesses

Infrastructure/Engineering

Fast Moving Consumer Goods

Home Appliances

Automobiles

Media

Public Utility

Business Machines

Beverages and Snack Foods

12

Non-Government Organisation

RlRRPR RPN N W w

Total

N
(6)]

Since the data was very confidential and sensitive, only those organisations were targeted which readily
provided the data on the promise of anonymity by not revealing the real names and locations of the
organisations. Therefore, the real names of organsations in this paper were substituted by certain pen names.

4. Method of Data Collection: Primary Data
A one page questionnaire was designed for collection of data. Personal meetings with HR heads of the selected
organisations were arranged who gave directions to their respective departments to provide the data after
necessary audit. Data covers people at all levels in the hierarchy of organisations. Personal data of employees

was not collected.

5. Method of Data Collection: Secondary Data
The secondary data was collected after due audit from various articles, newspaper reports and articles, journals
and books and fro internet search engines and relevant websites.

DATA ANALYSIS

Table-2: Shows percentage of employees with mental health issues corresponding with financial
funding and use of services of professionals
Sr. Name of Business Total No of % of Financial Other
Company* Employees Employees Funding | Assistance*
in Lakhs with Mental | in Crores** **
Health Issues
1. S KT Limited Multi-Business 01.90 6.24 2.70 Fxk
2. TRC Limited Public Utility 14.00 11.00 2.64 NIL
3. LTTR Limited | Infrastructure/Engi 10.00 2.73 3.46 NIL
neering
4, TCK Limited IT & BPO 03.71 2.54 2.00 NIL
5. ISYL Limited IT 02.25 3.67 2.00 NIL
6. PROL Limited Tech/IT 01.60 2.86 0.80 il
7. MBT Limited Business Machines 03.80 2.80 0.20 NIL
8. WPL Limited Home Appliances 00.92 2.70 1.30 NIL
9. EFL Limited Water Purifier 00.10 1.80 0.75 NIL
Appliances

10. HINLL Limited FMCG 00.18 2.60 3.00 il
11. GSK Limited Pharmaceutical 00.04 2.03 0.60 NIL
12. WKTC Limited Pharmaceutical 00.08 2.00 1.60 NIL
13. TIGBC Limited Media 00.12 2.60 0.80 NIL
14, PILL Limited Pharmaceutical 00.03 2.50 0.20 NIL
15. HTLC Limited IT & BPO 01.32 4.20 2.80 NIL
16. MAX Limited Automobiles 00.40 3.70 1.35 NIL
17. GTLT Limited Multi-Business 07.02 5.87 2.75 Fxk
18. MTTL Limited IT/BPO 00.14 6.50 2.60 ool
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19. MPSS Limited IT/BPO 00.48 4.90 2.25 ool
20. TMTT Limited IT/BPO 01.14 6.40 2.00 il
21. ABGT Limited Multi-Business 01.20 2.60 1.80 ol
22, MRCO Limited Wellness & 00.03 1.80 0.20 NIL
Beauty/FMCG
23. Mariwala Health Funding with - - 2.00 YES
Initiative Partners for Mental Per Annum
Health Awareness
and Cure
24. ALOCA Beverages 00.25 1.50 2.10 NIL
Limited
25. LTGL Limited Infrastructure 00.05 0.05 0.05 NIL
*Sensitive Data — Real names of companies are not revealed.
**Funding: Calculated out of CSR funds.
*** Other assistance includes: Services of Psychologists/Psychiatrists/Medical & Psychiatric Social
Workers/Counsellors

Analysis of table 2
1. Percentage of employees with mental health issues/illnesses is highest in IT/BPO organisations followed by
multi-business corporate, public utility services and infrastructure companies as shown below in table -3:

Table-3: Analysis of Table-2
Shows total number of employees with mental health issues/ilinesses and corresponding financial
assistance per employee is meagre considering the expensive mental healthcare.
Industry Total no | Percentage of No of Financial Financial Hiring
[sector of employees employees Funding | assistance per services of
No of employees | with mental with 2017-18 | employee with | professionals
companies | (in lakhs) health mental health mental health whenever
issues/illnesses | issues/illnesses issue (INR) necessary
IT/BPO (7) 10.64 31.00 3,29840 12.45 3774.00 Yes
Multi- 10.12 14.00 1,41680 07.25 5117.00 Yes
business(3)
Public Utility 14.00 11.00 1,54000 02.64 1715.00 No
()
Infrastructure 10.05 03.00 30150 03.25 10800.00 No
)
Total 44.81 59.00 26,43,824 29.59 21406 Miniscule
Data Analysis-2
Table-4: shows loss of man days and loss of productivity during 2017-18
Sr. Name of Business Designated Follow up Loss of Loss of
Company* Mental of Mandays | Productivity
Health Mental 2017-18 2017-18
policy Health Cases | Days* | (In Crores)*
1. S KT Limited Multi-Business Yes Yes 8642 11.36
2. TRC Limited Public Utility No Yes 16000 87.00
3. LTTR Limited | Infrastructure/Engi Yes Yes 2465 4.60
neering
4. TCK Limited IT & BPO No Yes 1203 2.80
5. ISYL Limited IT No Yes 1560 4.60
6. PROL Limited Tech/IT No Yes 1470 2.78
7. MBT Limited Business Machines No Yes 1146 1.10
8. WPL Limited Home Appliances No Yes 0800 1.86
9. EFL Limited Water Purifier No Yes 0100 1.26
Appliances
10. HINLL Limited FMCG Yes Yes 2040 3.40
11. GSK Limited Pharmaceutical No Yes 1260 1.88
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12. WKTC Limited Pharmaceutical No Yes 0946 1.20
13. TIGBC Limited Media No Yes 1600 2.60
14, PILL Limited Pharmaceutical No Yes 0909 1.78
15. HTLC Limited IT & BPO No Yes 4530 3.40
16. MAX Limited Automobiles No Yes 1207 1.67
17. GTLT Limited Multi-Business Yes Yes 2986 4.34
18. MTTL Limited IT/BPO No Yes 7600 4.89
19. MPSS Limited IT/BPO Yes Yes 3005 3.86
20. TMTT Limited IT/BPO Yes Yes 4120 4.25
21. ABGT Limited Multi-Business Yes Yes 4760 3.79
22. MRCO Limited Wellness & Yes Yes 1100 1.34
Beauty/FMCG
23. Mariwala Health Funding with - Yes NA NA
Initiative Partners for Mental
Health Awareness
and Cure
24, ALOCA Beverages Yes Yes 3196 2.60
Limited
25. LTGL Limited Infrastructure Yes Yes 0545 1.07
*Fiaures shown in these columns were provided by the respective organisations.

Table-5: Analysis of Table-4
Industry Loss of Loss of Cost of 1 Mental Visits to
[sector Mandays Productivity Manday Healthcare advance illness
No of (In Crores) (In Policy cases
companies thousands)
IT/BPO (7) 23488 26.58 11495 Yes -2/ No - 6-7
5
Multi- 16388 19.49 12204 Yes Frequent - as per
business(3) the policy
Public Utility 16000 87.00 54375 No Occasionally 5-6
(1) (Based on 7t times
Pay
Commission
salary)

Infrastructure 3010 05.67 19930 Yes Frequently - until
(2) recovery
Analysis: 1. One lost manday cost is enormously high in all the sectors. 2. Mental healthcare is casual
in the all the sectors. 3. Loss of revenue on account of mental illness is huge. 4. Majority

organisations don’t have designated mental healthcare policy.

Data Analysis-3

Table -6 Professional Charges
Mental Healthcare Professionals in India Mumbai Bengaluru Delhi Kolkata
Requirement and Availability (in Rs) (in Rs) (in Rs) (in Rs)
Professionals Required | Available
Psychiatrists 13500 3827 2000- 4000 2500- 3000-4500 | 1500 -3500
5500
Clinical Psychologists 20250 898 1500-3000 2000- 2500- 3500 | 2000-3000
4000
Medical & Psychiatric 37000 850 Generally employed by hospitals
Social Workers
Trained Psychiatric 3000 1500 500 -1500 | 500 -2000 | 500 -1500 | 500 -1500
Nurses Per day Per day Per day Per day
Data provided by Ministry of Health in Lok Analysis: Demand and supply scenario is not going to
Sabha on February 06, 2018 change soon. Corporate funding in HDR is necessary.
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FINDINGS & CONCLUSIONS

Table-7: Findings & Conclusions

Areas Findings & Conclusions
Mental 1. Most of the companies don’t have designated policy and written guidelines on
Health mental healthcare.
Policy. 2. Mental healthcare is low priority in Indian Corporate.
3. Vision, mission directions are critically missing in mental healthcare.
Human 1. Economic burden of mental healthcare is huge.

Development | 2. Mental healthcare financing is poor considering the expensive professional fees.
Resourcing. | 3. Hiring available professionals is inadequate.

4. Shortage of mental health specialists.

5. 150 million Indians in all milieus need assistance — fund, infrastructure and
professionals.

Human 1. HRD reach is limited as it can handle only some cases.
Resource 2. It can manage spreading mental healthcare awareness about and educating
Development | employees.
3. It can successfully help in removing stigma attached with mental illness.

Productivity | 1.There is a huge loss of revenue to the organisations on account of loss of
and Mandays | mandays and low productivity on account of dismal performance in managing
mental healthcare and illness as a special and distinctive function of each
organisation in public and private sector.
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ABSTRACT

The fast moving consumer goods (FMCG) segment is the fourth largest sector in the Indian economy. Growing
awareness, easier access, and changing lifestyles are the key growth drivers for the consumer market. With rise
in disposable incomes, mid- and high-income consumers in urban areas have shifted their purchasing trend
from essential to premium products. Today's consumer wants packaged goods that work better, faster, and
smarter. The “ need for speed" trend highlights the importance of speed as a potentially decisive purchase
factor for packaged goods products in a world where distinctions between products are shrinking. This brings
the importance of online shopping into picture. Through the online and mobile platforms the shopping has
become easier, faster and hassle free activity. Grocery purchase is the most time taking and less interesting type
of shopping activity. This study attempts to reveal the demographic characteristics of those users who
contribute most in the process of online purchase of grocery and the dominating factors which drive them to do
S0.

Keywords: FMCG, Online buying, Consumers demographic

INTRODUCTION

The fast moving consumer goods (FMCG) segment is the fourth largest sector in the Indian economy. The
market size of FMCG in India is estimated to grow from US$ 30 billion in 2011 to US$ 74 billion in 2018. Food
products are the leading segment, accounting for 43 per cent of the overall market. Personal care (22 per cent)
and fabric care (12 per cent) come next in terms of market share.

Growing awareness, easier access, and changing lifestyles are the key growth drivers for the consumer market.
The Government of India's policies and regulatory frameworks such as relaxation of license rules and approval
of 51 per cent Foreign Direct Investment (FDI) in multi-brand and 100 per cent in single-brand retail are some
of the major growth drivers for the FMCG market.

With rise in disposable incomes, mid- and high-income consumers in urban areas have shifted their purchasing
trend from essential to premium products. In response, firms have started enhancing their premium products
portfolio. Indian and multinational FMCG players are leveraging India as a strategic sourcing hub for cost-
competitive product development and manufacturing to cater to international markets. Today's consumer wants
packaged goods that work better, faster, and smarter. The “ need for speed" trend highlights the importance of
speed as a potentially decisive purchase factor for packaged goods products in a world where distinctions
between products are shrinking. This brings the importance of online shopping into picture. Through the online
and mobile platforms the shopping has become easier, faster and hassle free activity. Grocery purchase is the
most time taking and less interesting type of shopping activity. The market is flooded with such apps and
websites. To name few Grofers, Bigbasket, Reliance Fresh Direct, Zopnow, aaramshop etc.

LITERATURE REVIEW

(Shukla, August 2017) in his study a study on consumer perception toward online grocery concluded that
factors like wide variety of products, offers and discounts, free home delivery, time saving and convenience,
cost effective, easy terms and conditions, user friendliness, authenticity and genuineness, easy to order and cash
on delivery should be taken as strengths and pillars of online grocery shopping and these can be improvised or
modified to extract maximum advantage for business

(Aylott, 1999) An exploratory study of grocery shopping stressors research confirms grocery shopping to be
stressful, but time pressure was mentioned as only one factor causing shopping stress; other factors included:
crowd density, staff attitude and training, store layout/relocation, impulse purchasing pressure, location, product
assortment, music, and lighting. The article concludes by proposing a shopping stress curve for future
examination.

(S.Satiyaraj, June 2015) The major findings consumer perception toward online grocery store of the study are
29% of respondents quoted the reason for choosing the online shopping is to purchase unique and special
articles, and they want to find the best price of the product. The outcome of the research paper also revealed that
the demographic variables, such as gender, age group don’t have influence of the factors of customer
satisfaction.

154



International Journal of Advance and Innovative Research ISSN 234 - 7780
Volume 6, Issue 1 (XXIV): January - March, 2019 -

(Bill Anckar, 2002) Creating customer value in online grocery shopping paper argues that there are four
different ways in which customer value can be created in electronic grocery shopping, but that the chosen
business model will set limits to whether — and to what extent — the firm will be able to offer value- adding
services for consumers. The relationship between business models and customer value in online grocery
shopping is exemplified, and some practical problems and opportunities in e- grocering are highlighted by
presenting the case of Nettimarket.com, a Finnish Internet grocery business that was founded by an entrepreneur
with no previous experience of the industry. His company is a start- up virtual grocery shop with a business
model unattainable by the big industry players. The paper reports on the experiences of the company and the
outlook of the entrepreneur after two and three years in business, respectively.

(Chincholkar, Mar-Apr 2016) The purpose of this paper is to identify consumer behavior towards online
grocery retailing specifically towards Localbaniya.com as a result consumer are accepting this new method of
online grocery retailing still traditional channels are more preferred. Slowly it may gain popularity among
young and working professionals.

(Blomgvist, 2015) Consumer Attitudes towards Online Grocery Shopping Thesis explains that the analyzed
empirical findings presented overall positive attitudes, as well as a strong correlation between positive attitudes
and intentions within online grocery shopping. This answers the research question and fulfils the purpose of
examining the influence that positive attitudes have on intentions within the field of online grocery shopping.
This research successfully tests the Theory of Planned Behavior and suggestions for further research are to
examine the underlying factors in a qualitative study.

(Nagendra, 2013) Survey revealed that it is the females, undergraduates and employed people who are shopping
for groceries online. The survey also revealed that nearly 87% of the respondents are open to online grocery
shopping, positive attitude towards the information is in detail with respect to groceries online and almost all the
respondents prefer to shop from a trustworthy website. The findings of the research also show that there is no
significant impact of return policy on shopping consumer attitude towards online grocery. Further, the result
shows that there is no positive influence of website design on the consumers who shop for groceries online.

OBJECTIVE OF THE STUDY
1) Tostudy various dimension influencing consumer for purchasing online grocery

2) To explore most convincing dimension for online grocery purchase
3) To understand the establishment of demographic variables and consumer behavior for online shopping.

HYPOTHESIS
1. HO: There is no significance association between age and usage of app to purchase grocery

. HO: There is no significance association between gender and usage of app to purchase grocery

. HO: There is no significance association between marital status and usage of app to purchase grocery

. HO: there is no association between age and frequency of ordering grocery through apps

2
3
4. HO: There is no significance association between income and usage of app to purchase grocery
5
6. HO: there is no association between gender and frequency of ordering grocery through apps

7

. HO: there is no association between marital status and frequency of ordering grocery through apps
8. HO: there is no association between income and frequency of ordering grocery through apps.

RESEARCH METHODOLOGY

Research design

Our research regarding A study on various dimension influencing consumer for purchasing online grocery is a
descriptive research and quantitative because we just want to draw a picture of our topic as what are the
dimension that influence consumers to shop online

Source of data
e Primary data was collected by conducting a survey. Respondents were given a structured guestionnaire to
mark their preference, behavior and other related information.

e Secondary data is collected through earlier studies and internet

The universe was all those who buy groceries online in Gandhinagar and Ahmedabad and the sample size was
200. Convenience Sampling method was used to make sample.
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DATA ANALYSIS

Hypothesis-1
HO: there is no association between gender and usage of apps to purchase grocery online

| Results |
| | Yes | No | | | | Row Totals |
| Male | 64 (69.52) [0.44] | 15 (9.48) [3.21] || | | | 79 |
| Female | 112 (106.48) [0.29] || 9 (14.52) [2.10] || | | | 121 |
Column 200 (Grand
Totals 176 24 Total)

The chi-square statistic is 6.0371. The p-value is .014008. The result is significant at p < .05. Hence the null
Hypothesis is rejected and we can conclude that there is an association between gender and usage of apps to
purchase grocery online

Hypothesis-2
HO: there is no association between marital status and usage of apps to purchase grocery online

| Results |
| I Yes I No I I I || Row Totals |
| Married || 66 (59.92) [0.62] || 2 (8.08) [4.57] | | | | e |
| Unmarried [[112 (118.08) [0.31]/[22 (15.92) [2.32]| I I | 134 |
Column | ” ” ” ” 202 (Grand|
Totals 178 24 Total)

The chi-square statistic is 7.8253. The p-value is .005152. The result is significant at p < .05. . Hence the null
Hypothesis is rejected and we can conclude that there is an association between marital status and usage of apps
to purchase grocery online.

Hypothesis-3
HO: there is no association between age and usage of apps to purchase grocery online.

| Results |
| | ves | No | | | || Row Totals |
| 1525 | 82 (94.71) [1.71] || 22 (9.29) [17.41] | | | | 104 |
| 25-35 || 49 (45.54) [0.26] | 1 (4.46) [2.69] || I I | 50 |
| 35-45 || 37 (34.61) [0.17] || 1 (3.39) [1.69] || I I | 38 |
| 4555 | 87 (80.14) [0.59] || 1 (7.86) [5.98] || | | | 8 |

Tty | 2 2 oy

The chi-square statistic is 30.4915. The p-value is < 0.00001. The result is significant at p < .05. . Hence the null
Hypothesis is rejected and we can conclude that there is an association between age and usage of apps to
purchase grocery online.

Hypothesis-4
HO: there is no association between income and usage of apps to purchase grocery online

| Results |
| | Yes | No | | | | Row Totals |
120000-20000|(14 (15.84) [0.21]]| 4 (2.16) [1.57] | | | | 18 |
20000-30000|(16 (18.48) [0.33]]| 5 (2.52) [2.44] | | | | 21 |
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130000-40000|24 (23.76) [0.00]|| 3 (3.24) [0.02] | | | | 27 |

140000-50000](42 (37.84) [0.46]| 1 (5.16) [3.35] || | I | 43 |

50000 above |80 (80.08) [0.00]||11 (10.92) [0.00]| | | T
Column 200 (Grand
Totals 176 24 Total)

The chi-square statistic is 8.3866. The p-value is .0784. The result is not significant at p < .05. Hence the null
Hypothesis is accepted and we can conclude that there is an no association between income and usage of apps
to purchase grocery online.

Hypothesis-5
Ho: there is no association between gender and frequency of ordering grocery through apps.

Results |
H Daily H Weekly H Monthly H Not fixed H Fortnightly H Row Totals |

|
|
| Male |[6 (3.32) [2.17]][15 (15.12) [0.00]] 15 (14.75) [0.00]] 22 (25.81) [0.56]| 8 (7.01) [0.14] || 66 |
| Female || 3 (5.68) [1.27]]| 26 (25.88) [0.00] || 25 (25.25) [0.00] ||48 (44.19) [0.33]]|11 (11.99) [0.08]| 113 |

Column 179 (Grand
Totals o 4 40 70 19 Total)

The chi-square statistic is 4.5553. The p-value is .336038. The result is not significant at p < .05. Hence the null
Hypothesis is accepted and we can conclude that there is no association between gender and frequency of
ordering grocery through apps.

Hypothesis-6
Ho: there is no association between marital status and frequency of ordering grocery through apps.

| Results |
| | Daily || Weekly || Monthly | Notfixed | Fortnightly | Row Totals |
| Married |4 (3.27) [0.16]][19 (14.89) [1.14][16 (14.53) [0.15]||19 (25.42) [1.62] 7 (6.90) [0.00] || 65 |
|Unmarried|[5 (5.73) [0.09][22 (26.11) [0.65]||24 (25.47) [0.09]|(51 (44.58) [0.92]][12 (12.10) [0.00]]| 114 |
Column 179 (Grand
Totals 9 41 40 0 19 Total)

The chi-square statistic is 4.823. The p-value is .305947. The result is not significant at p < .05. . Hence the null
Hypothesis is accepted and we can conclude that there is no association between marital status and frequency of
ordering grocery through apps.

Hypothesis-7
Ho: there is no association between age and frequency of ordering grocery through apps.

| Results |
| || Daily || Weekly || Monthly || Not fixed || Fortnightly || Row Totals |
| 15-25 ||1 (4.75) [2.96] || 20 (18.99) [0.05] || 15 (18.99) [0.84] || 41 (32.77) [2.07] ]| 8 (9.50) [0.24] ]| 85 |
| 25-35 |2 (2.74) [0.20] || 8 (10.95) [0.79] || 13 (10.95) [0.38] || 21 (18.89) [0.24] || 5 (5.47) [0.04] || 49 |
| 3545 |6 (2.07) [7.48]] 11 (8.27) [0.90] || 9 (8.27) [0.06] || 6 (14.26) [4.79] |5 (4.13) [0.18] || 37 |
| 45-55 ||1 (0.45) [0.68] || 1 (1.79) [0.35] || 3 (1.79) [0.82] | 1 (3.08) [1.41] | 2 (0.89) [1.37]]| 8 |
Column 10 40 40 69 20 179Tég|‘)"‘”d

The chi-square statistic is 16.3452. The p-value is .037698. The result is significant at p < .05. . Hence the null
Hypothesis is rejected and we can conclude that There is association between age and frequency of ordering
grocery through apps.
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Hypothesis-8

Ho: there is no association between income and frequency of ordering grocery through apps.

| Results |
| | Daily ||  Weekly || Monthly || Notfixed | Fortnightly || Row Totals |
12%%%% 1 (0.70) [0.12]| 2 (3.21) [045] | 4 (3.13) [0.24] || 5 (5.40) [0.03] || 2 (1.56) [0.12] 14
20000-

ooy ||3 (0:80) [5.99]|| 3 (366) [0.12] | 2 (358) [0.69] | 4 (6.17) [0.76] | 4 (1.79) [2.74] 16
30000-

ooy || 1 (1:31) [007]| 3 (596) [L47] || 2 (5.81) [250] |10 (10.02) [0.00](10 (291) [17.33]| 26
40000-

oy 1|2 (216) [0.01]|| 12 (9.85) [0.47] | 11 (2.61) [0.20] |15 (16.58) [0.15]| 3 (4.80) [0.68] 43
50000

2009 |12 (4.02) [L02]| 21 (18.32) [0.39] |21 (17.88) [0.55]||35 (30.84) [0.56]| 1 (8.94) [7.05] 80
Column 179 (Grand
Totals 9 4l 40 69 20 Total)

The chi-square statistic is 43.7196. The p-value is .000218. The result is significant at p < .05. . Hence the null
Hypothesis is rejected and we can conclude that there is association between income and frequency of ordering

grocery through apps.
FACTOR ANALYSIS

Reliability Statistics

Cronbach's Alpha NO of Items
913 24
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 878
Bartlett's Test of Approx. Chi-Square 2.893E3
Sphericity df 276
Sig. .000
Communalities
Initial Extraction
VAR00001 1.000 831
VAR00002 1.000 .853
VAR00003 1.000 .840
VAR00004 1.000 .801
VAR00005 1.000 .638
VAR00006 1.000 .698
VAR00007 1.000 614
VAR00008 1.000 746
VAR00009 1.000 718
VAR00010 1.000 703
VARO00011 1.000 731
VAR00012 1.000 .629
VAR00013 1.000 521
VAR00014 1.000 734
VAR00015 1.000 .629
VAR00016 1.000 691
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VAR00017 1.000 .685
VAR00018 1.000 .584
VAR00019 1.000 623
VAR00020 1.000 .750
VAR00021 1.000 734
VAR00022 1.000 .667
VAR00023 1.000 .665
VAR00024 1.000 .664

Extraction Method: Principal Component Analysis.

Total Variance Explained

Extraction Sums of Squared Rotation Sums of Squared

Com Initial Eigenvalues Loadings Loadings
pone % of | Cumulative % of | Cumulative % of | Cumulative

nt | Total | Variance % Total | Variance % Total | Variance %

1 | 8554 35.643 35.643 8.554 35.643 35.643 4.502 18.760 18.760

2 | 4.074 16.975 52.618 4.074 16.975 52.618 3.650 15.207 33.966

3 | 1648 6.866 59.484 1.648 6.866 59.484 3.235 13.480 47.446

4 | 1.292 5.384 64.868 1.292 5.384 64.868 2.886 12.025 59.471

5 | 1181 4919 69.787 1.181 4.919 69.787 2.476 10.315 69.787

6 .988 4.116 73.903

7 .815 3.396 77.298

8 .698 2.910 80.209

9 .506 2.106 82.315

10 | 481 2.005 84.320

11 | 433 1.806 86.126

12 | .403 1.681 87.806

13 | .392 1.631 89.438

14 | .352 1.469 90.906

15 | .343 1.429 92.336

16 | .297 1.238 93.573

17 | .288 1.199 94.772

18 251 1.047 95.819

19 | .232 965 96.784

20 | .201 .836 97.621

21 | .190 793 98.413

22 | .145 605 99.018

23 | 132 552 99.570

24 | .103 430 100.000

Extraction Method: Principal
Component Analysis.
Total VVariance Explained
Extraction Sums of Squared Rotation Sums of Squared

Com Initial Eigenvalues Loadings Loadings
pone % of Cumulative % of Cumulative % of Cumulative

nt | Total | Variance % Total Variance % Total | Variance %

1 | 8.554 35.643 35.643 8.554 35.643 35.643 4.502 18.760 18.760
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2 | 4.074 16.975 52.618 4.074 16.975 52.618 3.650 15.207 33.966

3 | 1.648 6.866 59.484 1.648 6.866 59.484 3.235 13.480 47.446

4 | 1.292 5.384 64.868 1.292 5.384 64.868 2.886 12.025 59.471

5 | 1.181 4.919 69.787 1.181 4.919 69.787 2.476 10.315 69.787

6 .988 4.116 73.903

7 .815 3.396 77.298

8 .698 2.910 80.209

9 506 2.106 82.315

10 | 481 2.005 84.320

11 | .433 1.806 86.126

12 | .403 1.681 87.806

13 | .392 1.631 89.438

14 | .352 1.469 90.906

15 | .343 1.429 92.336

16 | .297 1.238 93.573

17 | .288 1.199 94.772

18 | .251 1.047 95.819

19 | .232 965 96.784

20 | .201 .836 97.621

21 | .190 793 98.413

22 | .145 .605 99.018

23 | 132 552 99.570

Extraction Method: Principal Component Analysis.

Rotated Component Matrix
Component
1 2 3 4 5

VAR00002 914 -011 -.037 .032 -.122
VAR00003 911 .064 017 .004 079
VAR00001 .890 -.045 -.046 100 -.158
VAR00004 .878 .050 .040 -.003 162
VAR00006 720 -.033 .286 206 233
VVAR00005 .686 122 229 -.017 315
VAR00020 .053 813 181 .098 209
VAR00021 .004 .802 113 113 .256
VAR00019 .035 717 249 212 031
VAR00022 .001 .687 104 309 298
VAR00023 .035 541 205 495 .289
VAR00018 021 468 .387 458 -.064
VAR00010 .045 .266 790 .062 .048
VAR00008 .089 .000 751 .399 125
VAR00009 .038 263 722 .354 -.035
VAR00011 .050 .354 678 -.093 .367
VAR00007 248 .087 576 346 307
VAR00017 .014 226 .208 762 .100
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VAR00016 .065 153 192 737 .288
VAR00024 176 453 170 599 201
VAR00014 .098 254 .093 194 .783
VAR00015 101 224 .076 .384 .645
VAR00012 | 4.159E-5 .343 .399 .026 593
VAR00013 .386 193 .059 .360 449

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

Dominant Factors under the Study
Convenience
Reasonably Priced Wide Merchandise
Detail Labeled Healthy Products
User friendly apps and Promotion
Hassle free Comparison of Products

B W NP

CONCLUSION

The study produces interesting results which is very helpful for online grocery players for designing their
strategies ti sustain in the market. The study reveals that Females are the heavy buyer of groceries online
specially those who are married they uses these apps more frequently. Study also reveals that those females who
are b/w the age group of 15-35 years having the qualification of Graduation and above are the frequent buyers.
So the main segment to be targeted for online groceries should be Married Females b/w 20 to 35 years age
having good qualification like graduation and above. The study also unfolds the dominating factors which are
contributing most in the online purchase decision. And the factors are Convenience, Availability of Reasonably
Priced Wide Merchandise, Detail Labeled Healthy Products, User friendly apps and Promotion, Hassle free
Comparison of Products. In order to sustain in the market, online marketers must provide the delighting
experience to the customers this will motivate customers to be stick on the specific portal for the purchase.
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ABSTRACT

Internet has developed in new delivery channels. Outcome of electronic transaction is increasing rapidly this
need has arisen to understand how perceive directly to buy consumer most of the people who use the internet to
purchase a product online, but that there still some reasons for which consumers are reluctant to buy a online a
consumer purchase in the interactive age will be marketing ability to deliver pure and relevant information. this
is new environment has changed the traditional marketing process into a more customers intiatied and
controlled process . tradional marketing is aimed a passive audience while E marketing is targeting consumers
that actively seek information and thus single handedly screen or the unwanted information.The attitude of
people toward the purchase online are different in everywhere in India and across india The main objective of
this research is to study on consumer behaviour towards buying the product online than traditional method in
thane region.
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INTRODUCTION

A online shopping a product refers to the shopping behaviour of consumer in an online store or a website used
for online purchasing purpose . online shopping has experienced a rapid growth during the recent year due to its
unique advantages of both the consumers and retailer , such as shopping at round the clock facilities ,
decreasing dependence to store visits , saving travel cost , increasing market area , decreasing over head
expenses and offering a wide range of product however the internet which is rather new type of digital
interactive media , an electronic channel of communication , where actors can take parts actively and instantly
has

However, the Internet which is a rather new type of digital interactive media, an electronic channel of
communication where actors can take part actively and instantly (Arens, 2004), has given rise to a new
marketplace, and a new form of commerce called e-commerce. To conduct e-commerce on the Internet is to
buy, sell, transfer, or exchange products, services, or information (Turban, Leidner, McLean & Wetherbe,
2006b). As explained by Cross and Smith (1996), the key selection criteria for consumers® purchases in the
interactive age will be the marketers ability to deliver pure and relevant information. This new environment has
changed the traditional marketing process into a more customer initiated and controlled process. Traditional
marketing is aimed at a passive audience while e-marketing is targeting consumers that actively seek
information and thus single-handedly screen out the unwanted information (Kotler et al., 2005). The business-
to-consumer interaction has clearly increased with the development of the Internet where online consumers are
in many cases not only consumers but also creators of information. This is the reason why companies regard
,word-0f-mouth* of high importance. Online consumers™ creativity and information-sensitivity has brought up
the use of ,,word-of-Web™ or ,,word-of-mouse™. As the creativity rises among consumers, so should the
approaches used by marketers and companies in order to fully exploit the Internet as a marketplace (Kotler et
al., 2005). The main reason for the great interest within this field is the authors™ belief that the Internet will
develop even further, and perhaps one day, when our world only inhabits people from the Internet generation
(see definitions in section 1.5), it might end up being the marketplace where the majority of commerce will take
place. But to reach there, and for entrepreneurs to understand how to act properly towards their consumers on
the Internet, they have to be aware of what features people value in the traditional marketplace in order to be
able to incorporate these in online market and thereby optimise it.
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THE RESEARCVHERS FINDS SOME PROBLRM IN THIS TOPIC
+«» The internet explosion has shifted some of the traditional shopping to the online shopping environment

«» The internet has also divided consumers into two distinctively characterised groups, namely traditional and
consumer.

+«+ Too much clutter on the website.
+» Possibility of forgery.
¢+ A buying a product online physical examination of product is impossible while traditional physical is there

REVIEW OF LITERATURE

Li and Zhang (2002)examined the representative existing literature on consumer online shopping attitudes and
behaviour based on an analytical literature review. In doing so, this study attempts to provide a comprehensive
picture of the status of this subfield and point out limitations and areas for future research. They decided to
restrict their search of research articles to the period of January 1998 to February 2002. The other two criteria
for selection are the articles are empirical in nature, and the articles measure at least one of the identified factors
in our taxonomy they searched three primary IS conference proceedings volumes: International Conference on
Information Systems (ICIS), Americas Conference on Information Systems (AMCIS), and Hawaii International
Conference on Systems Science 