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PREFACE

This volume contains some of the selected papers from the International Conference
on "Emerging Research in Commerce, Management, Economics, and Technologies
2023" (ERCMET), a Two-Day International Conference on "Post-Pandemic
Recovery in Business and its Impact on Various Stake Holders - Strategies, Issues,
and Challenges", organized by the School of Management-MBA, Nagarjuna Degree
College, Yelahanka, Bengaluru, on 12" and 13" of April, 2023. The conference
aimed to facilitate worldwide researchers, academicians and industrialists to present
their research contributions and share their views on post-pandemic recovery in
business, and its impact on various stake holders — strategies, issues and challenges. It
was also a platform to bring together leading experts in the domains of interest
(Commerce, Management, Economics, and Technologies) from around the world to
discuss the trends those are transforming business. The main idea was to invite the
fine thoughts of the experts and millennia, who are the current business trendsetters
across the world.

All the papers have been reviewed by more than two experts’ referees in their
relevant disciplines. The papers selected for this proceeding were based on their
quality of research and relevance to the conference theme. More than 160
submissions had been received, of which 120 have been selected for publication in
conference proceedings and the other 30 have been recommended to the journal. The
editors hope that this volume will provide the readers with a broad overview of the
latest advancements in post-pandemic recovery and its impact on business, which will
be a valuable reference source for further research.

The conference had three keynote sessions and ten parallel sessions in which there
were valuable discussions and presentations by international and national presenters.

Dr. Harish Babu S.

Principal - NDC

Director - Management Studies, NGl
Yelahanka, Bengaluru - 560064
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CHAPTER -1

IMPACT OF CUSTOMERS' PERCEPTION AND SATISFACTION ON
CUSTOMERS'RETENTION TOWARDS DEPARTMENTAL STORES IN
SALEM DISTRICT, TAMIL NADU, INDIA

Dr. D. Krishna Kumar, Dr. M. Gurusamy,
Associate Professor, Professor,
Department of Management Studies, Adarsh Institute of Management
New Horizon College of Engineering (Autonomous), and Information Technology,
Bengaluru, Karnataka Bengaluru, Karnataka
ABSTRACT:

The retail industry in India is the fifth largest in the world. Only 3-5% of India's retail market is
controlled by organized retailers. Consumers and marketers have shown widespread support for and
appreciation of the local Kirana shops. Still, the manner centers formed in level Il and Il cities
typically follow a retail pattern. Customers' impressions, beliefs, and familiarity with a company and
its offerings fall under "customer perception,” a phrase used in marketing. Keeping consumers
around for an extended period is called customer retention. People shop at department shops for all
aspects of their lives since they provide for the necessities of life. Customers will be dissatisfied if the
companies in question do not meet their needs, and the enterprises will ultimately fail. This study will
thus examine how customers in the Salem area of Tamil Nadu view and experience organized
shopping. The study was descriptive. The samples in this investigation span many stages. There
were 1,328 samples taken in total. Data analysis was performed using various statistical methods,
including factor analysis and structural equation modeling. Theresearch showed that success in
retail requires businesses to provide exceptional value to their customers, increasing the likelihood
that those customers would return.

Keywords: Customer Perception, Customer Retention, Customer Satisfaction, Kirana Store, Retail
Sector.

INTRODUCTION:

After agriculture, retail is India's second largest industry. It is highly dispersed and dominated by tiny,
individual, and proprietary businesses. The retail industry in India is the fifth largest in the world.
Only 3-5% of India's retail market is controlled by organized retailers. Centers created in level Il and
I cities often feature a planned retailing layout, even though local Kirana stores have played a vital
role and been universally appreciated by customers and advertising. Both domestic and international
firms participate in India's retail sector. This research will illuminate our customers' perceptions of
and happiness in shopping at well-organized retail establishments. This research project investigates
the attitudes and experiences of shoppers in the Salem area of Tamil Nadu, India, regarding the
continuation of a well-developed retail infrastructure. Keeping customers loyal is an essential
objective for any business. The company realizes that keeping the new ones is more profitable than
losing the old ones. Management and marketing thinkers agree that happy customers mean happy
clients. Studying consumer expectations and satisfaction is essential with organized retail
establishments because of how critical their success is to overall customer satisfaction.

CUSTOMERS' PERCEPTION:

Customers' impressions, beliefs, and familiarity with a company and its offerings fall under
"customer perception,” a phrase used in marketing. Advertising, user reviews, public relations,
social media, expert opinion, and other channels may influence consumers' comprehension.
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CUSTOMER SATISFACTION:

Loyalty from consumers depends on how well the product meets their needs. Consumers are
dissatisfied if the product falls short of their expectations during manufacture. When manufacturing
is up to par, customers are satisfied. When the product's quality meets or surpasses consumer
anticipation, everyone wins.

ORGANIZED RETAILING:

Businesses that are part of "organized retailing" are those owned and operated by legitimate stores
that have applied for and been granted permission to collect sales and revenue tax from consumers.

DEPARTMENTAL STORES:

Department stores are large, often multi-story retail establishments that carry various goods. Traditional
shops are typically around 7,000 square feet, with many levels selling various things, including
clothing, accessories, makeup, and homewares. Companies that sell at least 10% but less than 70% of
their goods in food, clothing, and home goods are considered in the “company department” category.
These stores also have less than a 50% self-service ratio and at least 50 employees.

CUSTOMER RETENTION:
Keeping consumers around for an extended period is called customer retention.

REVIEW OF LITERATURE:

The characteristics and expectations of EIP manufacturers and buyers were investigated by Brian
Harris et al. (2000) (EIPs). Psychological tests were administered to EIP and non-EIP customers to
determine how susceptible environmental views are too emotional and consumer influences. Several
factors, including individual income and family size, are insignificant in determining EIPs' food
needs. Variables that affect both demand and subsidies were only dimly understood. Consumers have
a generally positive outlook on organic foods, and a lack of information is why they don't buy them.

According to research by Marvin T. Batte et al. (2007), organic packaged food products have a
higher willingness to pay. According to the study, customers are willing to pay a premium for food
that is up to 100 percent organic.

UIf Hjelmar's 2011 research on why people choose organic food and other items identifies many
vital factors. The government is committed to expanding organic and environmentally friendly
regulations as its market proportion grows.

Since concerns about human health and the environment are likely to impact the demand for
organic food majorly, Farah Ayuni Shafie (2012) published a study on the subject. They conclude
that demographic considerations have no significant impact on organic preference. Consumers have
connected organic food and environmental concerns, animal welfare, and pesticide avoidance. The
higher cost of organic foods discourages their widespread use.

H. M. Chandrashekar. (2014) looked into the value and preference of organic products among
Mysorean consumers. He found that people firmly understood sustainable practices but were still
wary about organic foods. It's fair and understandable that people would choose organic foods. Food
advertisers should create logical and esoteric commercials, offering consumers a range of options.

Consumers in Malaysia have little interest in or understanding of organic foods. According to the
data collected for this survey, most respondents want to increase their organic food consumption.
Organic food's popularity in the market was studied by Tan et al. in 2015. According to a poll,
more than half of shoppers prefer to buy organic produce.
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Hyun-Joo Lee et al. (2015) studied consumers' organic food-buying habits and plans.

Using QFD, De Fatima et al. (2015) created a valuable agricultural product. Also, these affiliations
must be considered while evaluating the quality of dietary ingredients. Productdevelopment relies
heavily on QFD objective product components and quantitative elements in manufacturing and the
supply chain. It might be a resource for making various kinds of food in the future. Because it
accounts for almost a third of the relative content of organic agricultural goods, the suggested
research implies that socio-environmental responsibility is crucial fororganic agriculture.

Dr. C. Thirumal Azhagan and G. Anandhan (2016) have clustered customer satisfaction
determinants in the organized retail format for the Trichy region to find the demographic profile of
the customers who visit a retail format. The study's findings suggest that compared to less
structured retail environments, supermarkets and department stores provide superior service
quality and a more comprehensive selection of products.

P Daniel et al. examined what factors in retail marketing are most important to customers (2016).
Products, shop characteristics, promotional sales, and consumer behavior are all impacted by retail
marketing efforts. Spenser's customer satisfaction in Guntur has suffered directly from all these issues.

Gonzalo Ruiz D&z (2017) studied the determinants of customer happiness and loyalty in the
Peruvian mobile industry. The results showed that customer loyalty in the mobile phone industryis
founded on the level of satisfaction provided to the consumer. In contrast to other research, this
investigation identified unique characteristics that contribute to either satisfied or dissatisfied
clients. Statistical analysis demonstrates that assessments of service quality other than quality of
service substantially influence customer satisfaction categories. These characteristics include
customer service, tariff and schedule information, and the clarity of invoicing. Other economic,
socioeconomic, and geographical factors that influence customers' purchasing decisions showed a
similar pattern of asymmetry. When a user's loyalty can be explained just by how satisfied theyare,
we see effects similar to those seen when measuring customer satisfaction.

Magnus Soderlund (2018) examined the connection between proactive employees and happy
clients (i.e., the staff initiates face-to-face relationships on the shop floor). One survey and one field
experiment were conducted in a grocery store setting. Customer satisfaction has increased due to
worker participation, according to both studies. Furthermore, worker activity has successively
moderated the impact of perceptions of work and performance on contentment. Thisresearch adds
to the increasing body of evidence suggesting that the structure and tone of service meetings
significantly shape employees' personalities and how they interact with clients.

Eleishaane Fifita et al. (2019) examined organic food consumption through the lens of Social Practice
Theory. Studies in this area have identified three significant motivations for consumer spending:
promoting health and lifespan, expressing concern for the environment, and making a statement about
one's social standing. U.S. consumers' retail preferences for organic food were studied by Jiyoung
Hwang et al. (2019). The poll results show that knowing your audience and producing relevant
content is essential to a successful marketing strategy. Seven academics examined the factors that
impact consumers' decisions to become organic. The findings imply that customers in nations with a
positive outlook on the place of origin are more likely to seek organic labeling. Organic and non-
organic eating habits were compared in a study by Jrgen Dejgaard Jensen et al. (2019). Separation by
location was found to be an effective strategy for elevating organic food products.

G. Hult, Tomas M., et al. (2019) examined the merchants' efforts to please and prosper in the market by
strategically using online and offline procurement channels. Unfortunately, the current state of
multichannel research does not adequately respond to the factors that influence consumer satisfaction
and, by extension, loyalty while purchasing online instead of in a physical store. Unsatisfied consumers
can hurt a store's bottom line, which can be a cause for concern. Using a modified American Customer
Satisfaction Index version, the poll revealed significant variations in consumer satisfaction and its
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effect on customer loyalty across purchasing channels (ACSI). The study's results demonstrated that
the purchase value is an important factor in the satisfaction ratings made by retail consumers who buy
electronic items online and that these customers are happier when making repurchase selections than
when shopping offline. When purchasing at a physical store, a customer's happiness is heavily
influenced by the overall quality of the shopping experience and their expectations.

Kun-Huang, Huang, et al. (2020) investigated the impact of customer satisfaction on loyalty in the
face of price increases. The values in this study are disseminated through qualitative analysesafter a
furious set/QCA is used to generate links with structural relationships. Both approaches help
establish healthy connections while dealing with complex problems. According to research
conducted by a class of executive MBA students in Taiwan, loyal customers may afford to pay
higher rates. Lastly, the data demonstrate that happy customers don't necessarily stick around.

NEED FOR THE STUDY:

Although India's "organized retailing" market is still in its infancy, it has expanded quickly over the
past several years. There is intense competition among stores in the current state of organized retailing.
Because of the high customer acquisition cost, every business strives to keep its current clientele.
Therefore, keeping the ones you already have is preferable. Department stores in Salem are expanding,
although they were not included in the prior research. It calls for investigating the relationship between
customer pleasure and loyalty at department shops in the Salem District of Tamil Nadu.

NOVELTY IN THE STUDY:

By use of structural equation modeling (SEM), the interconnectedness of many factors may be seen. The
correlations displayed by SEM are, in fact, the researchers' working hypotheses. Instead of investigating
or explaining phenomena, SEM studies are typically conducted to validate a study method. Researchers
noticed that only a few other studies employed SEM to build a model while reviewing the literature
reviews to find the research gap. Researchers were motivated to employ SEM after discovering the
correlation between positive customer experiences and higher repeat business rates.

OBJECTIVES OF THE STUDY:

e To study the customer's perception of organized departmental stores.

e To analyze the customer satisfaction towards departmental stores in Salem District.

e To develop a model on customer perception and satisfaction towards organized retailingand
study its impact on customer retention.

HYPOTHESES:

1. There is no significant association between customer satisfaction and retention.
2. To prove that customer perception and satisfaction directly impact customer retention.

RESEARCH METHODOLOGY TYPE OF THE STUDY:

A descriptive research study focused on customers' attitudes and experiences in well-organized retail
establishments, as well as the elements that influence shoppers' decisions and keep them coming back.

SAMPLE DESIGN POPULATION:
Customers visited the well-organized department stores for this massive and limitless research.

SAMPLING UNIT:
Customers at Salem's well-organized department shops served as the study's unit of analysis.
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SAMPLING PROCEDURE:

The samples in this investigation span many stages. In the initial stage of the study, conducted in
the Salem District, random sampling was utilized. Respondents were chosen in the third step, and
retailers were chosen in the second stage using a quota sampling method. The next step wasa
method called "convenience sampling.”

SAMPLE SIZE:
There was a total of 1328 of samples.

STATISTICAL TOOLS USED FOR ANALYSIS:

Data were used by statistical tools such as Factor Analysis and Structural Equation Modeling for
the analysis.

ANALYSIS AND INTERPRETATION:
Factors Influencing Customers' Perception of Organized Retail Outlets:

Factor analysis with 21 separate consumer insight statements was used to assess validity, and the
gathered goods were checked for internal consistency.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.833

Bartlett's Test of Sphericity Approx. Chi-Square 16526.260
Df 210
Sig. 0.000

Table 1.1: KMO and Bartlett's Test

The sample size for factor analysis may be evaluated using the KMO sample adequacy calculation.
Values between 0.5 and 1.0 are likely to be suggested by factor analysis. Incomplete factor analysis
is indicated by values below 0.5. Kaiser determines the index of sample adequacy for Meyer-Olkin
tables to be 0.833, indicating that the factor analysis is adequate for the dataset. Bartlett's sphericity
test is used to evaluate the independence hypothesis. The method relies on inverting the Chi-square
determinant of the correlation matrix. The null hypothesis might be rejected if the test results are
statistically significant. This study will validate the usefulness of factor analysis. The 16526.260
value for the Chi-square statistic of Bartlett's sphericity suggestsa connection between 21 phrases.
Hence, this element evaluation is valid for the data set in question.

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of SquaredLoadings |Rotation Sums of SquaredLoadings
Total |% of variance|Cumulative %| Total % of variance Cumulative % Total | % of variance | Cumulative %
1 7.915| 37.688 37.688 7915 37.688 37.688 4.436 21.123 21.123
2 1.916| 9.122 46.811 1.916 9.122 46.811 4.228 20.133 41.256
3 1.834| 8.735 55.546 1.834 8.735 55.546 1.964 9.350 50.607
4 1.361| 6.480 62.026 1.361 6.480 62.026 1.763 8.394 59.000
5 1.088| 5.182 67.208 1.088 5.182 67.208 1.724 8.208 67.208
6 967 4.605 71.813
7 .806 3.839 75.652
8 733 3.493 79.145
9 .689 3.279 82.424
10 595 2.833 85.257
11 522 2.486 87.744
12 431 2.050 89.794

Continued...
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Total Variance Explained

Component Initial Eigenvalues Extraction Sums of SquaredLoadings | Rotation Sums of SquaredLoadings
Total % of variance|Cumulative %| Total % of variance Cumulative % Total | % of variance | Cumulative %
13 354 1.688 91.482
14 310 1.476 92.958
15 274 1.306 94.264
16 274 1.304 95.568
17 244 1.161 96.729
18 203 969 97.698
19 179 .853 98.551
20 171 .816 99.367
21 133 .633 100.000

Extraction Method: Principal Component Analysis.

Table 1.2: Total Variance Explained

Each component's Eigenvalue describes the sum of its variation—the fraction of the total variance
attributed to each component. Exploratory factor analysis frequently employs the primary variable
analysis, where the total variance of data is utilized to compute the needed number of factors to
account for the total data variance.

Rotated Component Matrix(a)

Component
1 2 3 4 5
Excellent Product Quality 0.755
The advertisement given by the Store is Informative. 0.790
Accepting Different Payment Modes 0.813
Proper Signage is Installed 0.717
Better Customer Service 0.814

Tablel.3: Rotated Component Matrix

When claims for the same component are defined in broad loads, the interpretation of variables becomes
much more straightforward. The element can be interpreted in a broad sense regarding the declaration
loading. An investigation of the factors affecting shoppers at department stores, broken down into 21
distinct points of view. Only 5 of the 21 comments contribute anything new to the study (67.208%).

The statements are:

Excellent Product Quality

The advertisement given by the Store is Informative
Accepting Different Payment Modes

Proper Signage is Installed

Better Customer Service

agrwbdE

Factors Influencing Customer Satisfaction Level of Organized Retail Outlets:

Customer satisfaction claims were analyzed based on 26 individual statements and the reliability of
the obtained samples was checked for the internal accuracy of the classification of objects.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.812
Approx. Chi-Square 23571.395

Bartlett's Test of Sphericity Df 325
Sig. 0.000

Table 1.4: KMO and Bartlett's Test

Whether or not a factor analysis is adequate can be gauged by using the KMO sample adequacy
assessment index. Factor analysis may be used confidently when the result is between 0.5 and
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the factor analysis is inappropriate if the value is less than 0.5. Kaiser-Meyer-sample OlKkin's
adequacy index measurement is 0.812, as shown in the table above; the factor analyzer is enough
for the data set. The hypothesis of independent variables is tested using Bartlett's sphericity test. It
relies on inverting the determinant of the correlation matrix. The null hypothesis may be rejected
when the test statistics are very significant. An adequate factor analysis will be shown. Bartlett's
Sphericity Chi-square test returns a value of 23571.395, indicating that the 26 assertions are
related; as a result, the factor analysis of KMO is valid for this data set.

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sum‘s of Squared
Loadings
Total % of Cumulative Total % of Cumulative Total % of Cumulative
Variance % Variance % Variance %
1 8.039 | 30917 30.917 8.039 30.917 30.917 4.180 16.077 16.077
2 3.680 | 14.155 45.073 3.680 14.155 45.073 3.520 13.537 29.614
3 2.522 9.699 54.772 2.522 9.699 54.772 3.452 13.275 42.889
4 1.513 5.821 60.593 1.513 5.821 60.593 2.900 11.154 54.043
5 1.446 5.563 66.155 1.446 5.563 66.155 2.173 8.359 62.402
[ 1.143 4.395 70.550 1.143 4.395 70.550 2.119 8.148 70.550
7 933 3.588 74.138
8 814 3.131 77.269
9 723 2.782 80.051
10 .583 2.242 82.293
11 574 2.208 84.500
12 516 1.985 86.485
13 454 1.746 88.232
14 428 1.646 89.878
15 355 1.364 91.242
16 333 1.281 92.524
17 312 1.201 93.724
18 285 1.097 94.821
19 238 915 95.736
20 217 .833 96.568
21 191 734 97.303
22 178 .685 97.987
23 171 .657 98.644
24 141 541 99.185
25 113 435 99.620
26 .099 .380 100.000

Extraction Method: Principal Component Analysis.

Table 1.5: Total Variance Explained

Each component's Eigenvalue describes the sum of its variation—the fraction of the total variance
attributed to each component. Exploratory factor analysis frequently employs the primary variable
analysis, where the total variance of data is utilized to compute the needed number of factors to
account for the total data variance.

Rotated Component Matrix(a)

Component

1 2 3 4 5 6

Fresh/New Stock 0.788

Store Ambience 0.827

Continued...
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Rotated Component Matrix(a)

Component
1 2 3 4 5 6
One-Stop Shopping 0.839
Signage 0.781
Value for Money 0.821
Product Range 0.853

The statements are:

Fresh/New Stock.
Store Ambience.
One-Stop Shopping.
Signage.

Value for Money.
Product Range.

ALY

Table 1.6: Rotated Component Matrix

Defined declarations with a wide load at the same element can stand in for factors. The phrase
suggests a highly laden interpretation of the component.

The characteristics identified in the investigation influenced the level of customer satisfaction at 26
different types of stores. Only six of the 26 allegations had any bearing on the research (70.550%).

Conceptual Model of Customer’s Perception and Satisfaction towards Organized Retail Outlet:

28
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Figure 1.1: Conceptual Model of Customer's Perception & Satisfaction towards Organized Retail Outlet

Indices P Value Suggested Value
Chi-square (X2/Df) (1936.565/43) 0.181 > (.05 (Hair et al., 1998)
GFI (Goodness of Fit) .908 >0.90 (Hu and Bentler, 1999)
AGFI (Adjusted Goodness of Fit) 901 > 0.90 (Hair et al., 2006)
Continued...
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Indices P Value Suggested Value
CFI (Comparative fit Index) .906 >0.90 (Daire et al., 2008)
RMR (Root Mean Square Residual) .074 < 0.08 (Hair et al., 2006)
RMSEA (Root Mean Square Error of Approximation) .052 < 0.08 (Hair et al., 2006)

Table 1.7: Showing H, - The Model is a Good Fit

For each dimension, they detail its route coefficients, required weight ratio, and significant quantity
and show that all extracted variances are nearly more than 0.07 (Fornell and Larcker, 1981). Using a
5-point Likert scale, we get a value of GFI = 0.908%. RMR = 0.074 for values below 0.08. An AGFI
of 0.901 meets the requirement (Bollen and Stine, 1993). Estimated weights (CMIN/DF) of 0.181 are
used to calculate the standard Chi-Square, which is enough for the task at hand (Hair et al., 1998;
Bollen, 1989; Bollen and Stine, 1993). It showed that the model is a good fit for the analysis. Results
on model fitness and the SEM path numbers are discussed. This study empirically supports the fitness
of the Likert 5-point scale when using the Structure Equation Model (SEM).

Variables Factors Estimate S.E. C.R. P
customer perception <--- | Product-related factors -perception 0.296 0.026 11.453 Hork
customer perception <--- | Price-related factors - perception 0.175 0.025 7.110 Ak
customer perception <--- | Location-related factors - perception 0.146 0.020 7.404 Hokk
customer perception <--- | Outlet-related factors - perception 0.224 0.025 9.003 Hoxk
Perception of Behavior <--- | customer perception 0.183 0.035 5.147 HHk
Customer satisfaction <--- | Perception behavior 0.220 0.020 11.173 ok
Customer satisfaction <--- | Product-related factors -perception 0.053 0.034 1.569 0.117
Customer satisfaction <--- | Price-related factors - perception 0.061 0.026 2.308 0.021
Customer satisfaction <--- | Location-related factors - perception 0.049 0.035 1.391 0.164
Customer satisfaction <--- | Outlet-related factors - perception 0.050 0.036 1.402 0.161
Customer retention <--- | Customer satisfaction 0.559 0.028 20.056 R
Customer perception <--- | Product-related factors -perception 0.296 0.026 11.453 oAk
Customer perception <--- | Price-related factors - perception 0.175 0.025 7.110 ok
customer perception <--- | Location-related factors - perception 0.146 0.020 7.404 ok
customer perception <--- | Outlet-related factors - perception 0.224 0.025 9.003 oAk

*** Significant at 0.001%

Table 1.8: Regression Weights

Regression Weight at 0.001 % Level of Significance:

The observed variables which have a positive influence over unobserved variables at 0.001
percent with customer satisfaction and retention are customer perception with the regression weight
Product related factors-perception (0.296), customer perception with the regression weight Price
related factors - perception (0.175), customer perception with the regression weight Location-
related factors - perception (0.146), customer perception with the regression weight Outlet related
factors - perception (0.224), Perception Behavior with the regression weight customer perception
(0.183), Customer satisfaction with the regression weight Perception behavior (0.220), Customer
satisfaction with the regression weight Price related factors - perception (0.061), Customer
retention with the regression weight Customer satisfaction(0.559).

Variables Factors Estimate | S.E. C.R. P
Product-related factors - perception <--> | Outlet-related factors - perception 0.098 0.008 | 12.113 | ***
Price-related factors - perception <--> | Outlet-related factors - perception 0.074 0.008 | 9.264 | ***
Location-related factors - perception | <--> | Outlet-related factors - perception 0.141 0.011 | 12.957 | ***
Product-related factors - perception <--> | Location-related factors - perception 0.163 0.011 | 14.513 | ***
Price-related factors - perception <--> | Location-related factors - perception 0.146 0.011 | 13.123 | ***

Continued...
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Variables Factors Estimate | S. E. C.R. P
Product-related factors - perception <--> | Price-related factors - perception 0.108 0.008 | 12.968 | ***
Product-related factors -satisfaction <--> | outlet-related factors -satisfaction 0.126 0.008 | 16.017 | ***
Product-related factors -satisfaction <--> | location-related factors -satisfaction 0.094 0.007 | 13.430 | ***
Product-related factors -satisfaction <--> | Price-related factors - satisfaction 0.147 0.010 | 14.843 | *%**
Price-related factors - satisfaction <--> | outlet-related factors -satisfaction 0.164 0.010 | 16.375 | ***
Price-related factors - satisfaction <--> | location-related factors -satisfaction 0.109 0.009 | 12.426 | ***
location-related factors -satisfaction | <--> | outlet-related factors -satisfaction 0.102 0.007 | 14.556 | ***

**%* Significant at 0.001%

Table 1.9: Covariance

Covariance at 0.001 % Level of Significance:

The covariance estimates between exogenous variables which have positiverelationship at 0.001
% with Customer satisfaction and retention are product related factors - perception and Outlet
related factors - perception (0.098), Price related factors - perception and Outlet related factors -
perception (0.074), location related factors - perception and Outlet related factors - perception
(0.141), product related factors - perception and location related factors - perception (0.163), Price
related factors - perception and Location related factors - perception (0.146), product related factors
- perception and Price related factors - perception (0.108),product related factors - satisfaction and
Outlet related factors - satisfaction (0.126), productrelated factors - satisfaction and location related
factors - satisfaction (0.094), product related factors - satisfaction and Price related factors -
satisfaction (0.147), Price related factors - satisfaction and Outlet related factors - satisfaction
(0.164), Price related factors - satisfaction and location related factors -satisfaction (0.109), location
related factors - satisfaction and Outlet related factors - satisfaction (0.102).

FINDINGS OF THE STUDY:
Factors Influencing Customer's Perceptions of Organized Retail Outlets:

A sample of customer-organized retail establishments shows the influence of 21 different claims. Five
of the twenty-one remarks have a more noticeable effect on customer opinion (67.208 percent).

Factors Influencing Customer Satisfaction Level of Organized Retail Outlets:

Factors of an analysis affecting the loyalty of the consumers of structured retail outlets with 26
individual claims. 6 of the 26 comments add more to customer loyalty (70.550%).

Findings based on Structural Equation Modelling (SEM)Regression weight at 0.001% level of
Significance:

The observed variables which have a positive influence over unobserved variables at 0.001
percent with customer satisfaction and retention are customer perception with the regression weight
Product related factors-perception (0.296), customer perception with the regression weight Outlet
related factors - perception (0.224), Customer satisfaction with the regression weight Perception
behavior (0.220), Customer retention with the regression weight Customer satisfaction (0.559).
When the satisfaction of the customer increases, it has a direct impact on retaining the customers.

Covariance at 0.001 % Level of Significance:

The covariance estimates amongst the exogenous variables have a positive relationship at 0.001 %
with Customer satisfaction. Retention is Location-related factors - perception and Outlet related
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factors - perception (0.141), product-related factors - perception and Location-related factors -
perception (0.163), Price related factors - perception and Location-related factors - perception
(0.146), product-related factors -satisfaction and Outlet related factors - satisfaction (0.126),
product-related factors - satisfaction and Price related factors -satisfaction (0.147), Price related
factors satisfaction and Outlet related factors - satisfaction (0.164). So, from the findings, customer
satisfaction strongly impacts retaining customers.

CONCLUSION:

According to the results of this study, customer happiness has a significant role in determining
client loyalty. As a result, it is crucial for every well-run store to zero in on its clientele's specific
demands and needs. If a store wants to prosper, it must satisfy its customers, and the best way to do
S0 is to provide them with exceptional value.
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ABSTRACT:

Advertisement is the key for promoting any product or service to the consumer. It greatly attracts
consumer to purchase product from the marketer. The usage of celebrity in advertisement strongly
influences the purchase behaviour of consumer in long run. The presence of celebrity in an
advertisement stimulates consumer and possessing him to purchase the product or service. The
objective of the present study is to assess the role of celebrity endorsement and advertisement
effectiveness in influencing consumer purchase behaviour in the city of Bengaluru. The study adopted
stratified random sampling method and collected around 240 samples after segregating the city into
four zones. To assess the celebrity endorsement 12 determinant have been observed which were
factorised into two dominant factors, while advertisement effectiveness has been measured with eight
variables which were factorised into two dominant factors namely Glorious and Transparency Factor
and Hallmark and Significance Factor. The consumer purchase behaviour has been measured using
ten determinants and are factorised into two factors namely Engrossment and Apprising Factor and
Willingness and Involvement Factor. The outcome of multiple regression and SEM shows that both
celebrity endorsement and advertisement effectiveness have significant influence on Consumer
Purchase Intention of Celebrity Endorsed Product. It is suggested that market need to focus more on
faithfulness and integrity of the advertisement which in turn attract and uphold the existing customer
in long run. To enhance the reaches of the advertisement among the consumers, marketer should
focus on positivity of the product contents.

Keywords: Promotion, Endorsement, Glorious, Transparency, Hallmark and Engrossment.

“The secret to marketing success is no secret at all: Word of mouth is all that matters”
By Seth Godin

INTRODUCTION:

Celebrity sponsorship is a type of marketing in which renowned people or celebs are used to gain
people's regard, confidence, or recognition. Advertisers hire famous endorsers because they demand a
high level of recognition and can positively impact a buyer's purchasing choice. Marketers use famous
endorsers to boost brand awareness. Celebrity support is frequently used by fashion and cosmetics
companies to draw new customers. Celebrities come with built-in pictures and fans, both of which are
strong advocates for prospective customers. Celebs have mass communication skills, so non-profit
organisations rely on star endorsers to draw people's attention and aid in reaching a larger audience to
raise consciousness about specific groups, making celebs effective fundraisers. Advertisers are being
compelled to use attention-grabbing media stars as competition for customer focus and new product
introduction grows. These personalities can help ads stick out from the media clutter, increasing
communicative ability by cutting through excess noise in the communication process.
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Celebrity endorsement for a business or brand is mainly successful because celebrities cancontact a
broader variety of prospective customers. Reach is generally described as the number ofindividuals
who have seen or heard the intended message of the brand at least once. If a brand or company
decides to use brand ambassadors to market their product, it is highly likely that they areattempting
to reach the broadest range of potential consumers possible, rather than a small numberof consumers
but more frequently, which is referred to as frequency marketing. Advertising efficacy is a
technique for determining whether a brand's marketing efforts are reaching its target population and
yielding the best results. It allows businesses to assess the strengths, weaknesses, and ROI of
advertising efforts and change appropriately. Businesses rely heavily on advertising to generate
income. Advertising efficacy assesses how well a marketing or advertising effort performed in
relation to the company's objectives. It is critical if the business desires a decent return on
investment (ROI). A successful advertising effort can boost revenue, draw new consumers, and
improve brand image. Measuring ad efficacy allows you to understand the influence and scope of
your campaign, enabling you to decide the best advertising strategy.

Real, actionable insights are unveiled during a post-campaign performance study; insights with the
potential to supercharge future advertising strategies. Ad effectiveness is an essential strategy for
businesses seeking to comprehend the impact of their advertisements on the audiences they wish to
affect. It's what allows businesses to truly grasp the impact of their initiatives, allowing them to
concentrate on the aspects that worked and apply them to future efforts.

REVIEW OF LITERATURE:
Celebrity Endorsement:

Athlete success and company social value have a significant influence on product involvement.
The impacts of athlete success and company social worth on product involvement are partly
mitigated by celebrity endorsement (Jiang, N., et al. (2022)". Among five recurring star advertising
transgressions each of which violates a community-established moral duty. Members of the society
assign blame for transgressive recommendations and identify repercussions for boththe SMI and the

endorsed. (Brand Cocker, H., Mardon, R. and Daunt, K.L. ,2021).2. Celebrityendorsement had
no impact on the image of telecommunications businesses. Celebrity attractiveness, likeability, and
integrity had a direct (positive) impact on telecommunication company reputation and moderated
the effect of celebrity support on telecommunication companyreputation favourably. Celebrity skill
had no direct impact on Telco company reputation, but it didmitigate the effect of celebrity support

on telecommunication company reputation. (Zakari, M., Dogbe, C.S.K. and Asante, C, 2019)3.
In general, humanlike figures are more likeable, suitable, and trustworthy. When the observed
capabilities of OSCs are evaluated, a mismatch between expectations and the capabilities of
humanlike OSCs can occur. In reality, cartoonlike OSCs, particularly females, had a greater

favorable impact on the website interface. (Luo, J.T.et al. 2006)* The effectiveness of this
celebrity endorsement, as well as the effect of different contexts on endorsement, demonstrating
that, while new celebrities are less affected by acclaimed celebrities as they become more well -
known, using the endorsement of celebrities with charisma and who relate in some way to the
aspiring celebrity, can be an effective strategy, particularly for those who are just starting out in the

industry. (Freire, O., 2018)5. The attractiveness and trustworthiness of the source are critical for
the efficacy of celebrity endorsements. The match between the endorser and the product, on the
other hand, is not found to be important. Nonetheless, the common variations with source
attractiveness and trustworthiness have an indirect impact on customers' behavioural plans.

(KokWei, K. and Li, W.Y., 2013)°®.
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Advertisement Effectiveness:

Attention, significance, excitability, liking, and customer choice, among other factors, proved to be
the most important aspects for evaluating marketing efficacy in the Indian mobile phone business
(Maheshwari, P..et al., 2018)7. A peer endorser's credibility is built on integrity, knowledge,
likeness, and beauty aspects that favourably influence consumers' attitudes towards a commercial
and a brand. Through the endorser-credibility construct, product participation influences
advertising efficacy indirectly. The writers demonstrate that a consumer's experience with an
advertised product influences their view of the trustworthiness of the endorser as well as the

efficacy of the advertisement. (Munnukka, J., 2016)%. There is a direct relationship between
Efficacy metrics and CTR, variations in the effectiveness of the two advertising forms, and the
variables affecting that effectiveness are mood towards the web site, engagement with the product,

and length of web site visit. (Martin-Santana, J. D. and Beerli-Palacio, A., 2012)9. The negative
effect of negative mood (as opposed to positive mood) was higher on IR advertisements than on AS
advertisements. Similarly, an abrupt interruption (vs. a smooth break) had a larger negative effect
on IR ads. However, when put in upbeat mood programmes and smooth breaks, both kinds of

humor were successful. (Khandeparkar, K. and Abhishek, 2017)%° Respondents did not rate
commercials with emblems from their own faith more favourably than neutral ads, but they did rate
advertisements with motifs from other religions more adversely than neutral ads. To summarize,
religious advertisements had no beneficial impact on in-group respondents while antagonising out-

group respondents. (Kumra, R., 2016)11.

Consumer Purchase Behaviour:

Through perceptions of the advertisement and the endorsed company, an endorser has a favourable
impact on customers' buy plans. A moderated serial mediation analysis reveals variations among
the four categories of endorsers studied. Sports celebrities are the most effectiveform of endorser in
increasing consumers' buy intentions, whereas favourable endorsements frombusiness executives
and fellow consumers are less effective in affecting advertising results. The support of an expert is

similar to that of a boss, but it is insignificant (Von Felbert, A. and Breuer, C., 2021)12.

Celebrity confidence and celebrity knowledge are the most significant aspects of celebrity in
influencing Indian FMCG customers' risk perceptions. Risk perceptions impact Indian FMCG

consumers' buying intentions favourably (Deshbhag, R. R. and Mohan, B. C, 2020)13.

STATEMENT OF PROBLEM:

Celebrity support has evolved into a marketing strategy for introducing a company to new customers.
There are numerous methods for companies to increase their sales and market share while also having
a significant impact on society as thought leaders. Celebrities promoting brands' goods help brands
connect with new customers. Celebrities can catch consumers' interest and help them connect with a
brand, resulting in sales and making the brand more appealing than rivals.. Consumers can be
connected to in ways that companies cannot. When a star is used in an endorsement, many companies
will follow the celebrity's success wave. It is critical for a brand to carefully select their famous
spokesperson after considering factors such as who suits the brand's image and what kind of message
the brand wants to convey to the audience. It is also critical for the famous supporter to be beautiful,
honest, and trustworthy, as the celebrity's image improves advertising efficacy. The city of Bengaluru
is with galloping population with higher movement of workers from other state also. The
consumption rate is also high in city hence; the marketers are targeting this population through
advertisement with the help of celebrity endorsement. The present study tries to interrogate the role of
celebrity endorsement in advertisement and how this influences the consumer buying behaviour.
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RESEARCH METHODOLOGY:

The present study is descriptive in nature as it deals with examining the significant role of celebrity
endorsement in advertisement and advertisement effectiveness on consumer purchase intention in
Bengaluru city. The city of Bengaluru is well established and industrialized city of India. It is also the
technological hub for India, which attracts lot of IT and related job profile in the city. In today
scenario the job profile of IT employees is very high and their earning is very prominent. Hence, their
purchasing frequency and product preference is also high. It is also identified that their purchasing
preference is greatly influenced by advertisement quality and celebrity endorsement through those
advertisement. Hence the present study tries to determine the significant role of celebrity endorsement
in advertisement and advertisement effectives on consumer purchase intention. The study used
stratified random sampling by distributing samples in four zones. Around 240 samples were collected
from consumers using a structured questionnaire. The questionnaire is deals with four sections, the
first section deals with personal profile of the consumers which are measured using nominal scale.
The section Il deals with twelve Determinants of Celebrity Endorsement in Product Advertisement
which is measured with 5 point likeart scale of strongly agree to strongly disagree. The section 11
deals with eight Determinants of Advertisement Effectiveness (DAE) variables which are measured
with 5 point likeart scale of strongly agree to strongly disagree with a weightage of 5, 4, 3, 2 and 1
respectively. The section IV deals with ten Consumer Purchase Intention of Celebrity Endorsed
Product variables which are measured with 5 point scale of Highly Satisfied to Highly Dissatisfied
with a weightage of 5, 4, 3, 2 and 1 respectively.

DATA ANALYSIS AND INTERPRETATION:

The primary data collected has been subjected for data analysis and interpretation using number of
statistical techniques. The researcher has used both univariate and multivariate statistical technique
to assess the relationship among the variables. It also used structural modeling to determine the
relationship among the variables and there results are shown in below table.

Personal Profile:

The personal profile of the consumers has been examined through percentage and frequency
analysis and the results show sizable number of consumers are female in the age groupof 31 to 35
years with educational qualification of degree. The income profile of the consumers shows majority
of the consumers are earning between Rs.45,000 to Rs.55,000. Sizable number of consumers well
recognised celebrity in the advertisement.

Determinants of Celebrity . .
. Factor Std. . Eigen Variance
Endorsement in Product . Mean L. Communalities . Factor Name
. Lording Deviation Value | Explained
Advertisement (DCEPA)
Talented 0.751 4.300 0.681 0.564
Skilled 0.665 4.180 0.670 0.463
Qualified 0.645 4.380 0.648 0.427 End d
t
Attachment 0613 | 4050 | 0847 0.407 ndowmentan
- 2.913 34.278% |Accomplishment
Gorgeousness of Celebrity 0.529 3.620 1.095 0.523
. Factor (EAF)
Expertise 0.518 3.920 0.883 0.672
Classy 0.516 3.970 0.807 0.427
Beautiful 0.448 4.460 0.781 0.335
Trustworthiness 0.866 | 4.100 0911 0.752 Y- 22.7 Faithful and
Dependable 0.849 4.300 0.839 0.726 ’ 61% Integrity
Continued...
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Determinants of Celebrity . X
. Factor Std. . Eigen Variance
Endorsement in Product i Mean L. Communalities . Factor Name
. Lording Deviation Value | Explained
Advertisement (DCEPA)
Morality 0.717 4.080 0.873 0.558
— Factor (FIF)
Reliability 0.584 | 4.120 0.784 0.389
KMO and Bartlett's Test:0.785, Chi-square: 840.544, Df:66, P value: 0.000

Table 2.1: Factorisation of Determinants of Celebrity Endorsement in Product Advertisesment (DCEPA)

Table 2.1 explicates that 12 Determinants of Celebrity Endorsement in Product Advertisement
(DCEPA) have been factorized into two dominant factors which is accounted for 57.040% of total
variance. The KMO and Bartlett’s test value of 0.785 indicating a good sampling adequacy of
DCEPA. The chi-square value of 840.544 with Df of 66 is significant at 1% level P<0.000. all the
factor loadings are above required level. The mean value is robust value as the value of standard
deviation is lower to its mean values. The communalities values are above threshold level
indicating a good correlation among the variables with their factor. These indicate that 12
Determinants of Celebrity Endorsement in Product Advertisement can be factorized using factor
analysis. The foremost dominant factor 1 is accounted for 34.278% of variance in DCEPA and it
consist of eight variables namely Talented, Skilled, Qualified, Attachment, Gorgeousness of
Celebrity, Expertise, Classy and Beautiful in the order of their relative correlation and position it
has been termed as Endowment and Accomplishment Factor (EAF). The second factor 2 which
accounted for 22.761% of variance in DCEPA and it consist of four variables of DCEPA namely
Trustworthiness, Dependable, Morality and Reliability in the order of their relative position it has
been labeled as Faithful and Integrity Factor (FIF).

CFA of Determinants of Celebrity Endorsement in Product Advertisement:

CFA validate and conform how good the indictors are representing the latent constructs. It conforms the
measurement model which having tow factor namely EAF and FIF with loadings of 12 items. The
constructed model observes the inter relationship between dependent variable and independent variables.

Figure 2.1; Determinants of Celebrity Endorsement in Product Advertisement
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Two sub dimensions have been identified with their functional values namely Endowment and
Accomplishment Factor (EAF) and Faithful and Integrity Factor (FIF). Eight items have been
examined in EAF and four itemsin OAF. After examining at each construct of CFA model of
Determinants of Celebrity Endorsement in Product Advertisement measurement model,
establishing using standardized Co-efficient and Squared Multiple Correlation. EAF2 (Skill of
the celebrity in the advertisement) plays a dominant role in determining Endowment and
Accomplishment Factor (0.650) followed by FIF2 (Dependable of consumer on celebrity
endorsement) plays an dominant role in determining Faithful and Integrity Factor (0.820).

The indices like CFI, RMSEA, GFI, NFI shows goodness of fit for the constructed model of
Determinants of Celebrity Endorsement in Product Advertisement with the support of CFA. The
developed model also show significant association between the variables and explaining the fitness
of the constructed model. the consturcted model is validated and well established.

The constructed model is validated and fitted in all the dimensions in both Convergent Validity and
Average Variance explained. CR value is above 0.700 the value of AVE is higher than 0.600. The
model fit summary also indicating fitness of the construct validity, value of CMIN/DF or Chi-
square value of 2.763 indicating absolute fit model. Simultaneously value of CFI, AGFI and GFI is
very close to 1 show fitness of the present model. Thus, it confirmed that the Determinants of
Celebrity Endorsement in Product Advertisement measurement model is significantly fitted.

Determinants of
. Factor Std. . Eigen Variance
Advertisement . Mean L. Communalities . Factor Name
. Lording Deviation Value |Explained
Effectiveness (DAE)
Tasteful 0.872 3.750 0.986 0.769
Clarity of Advertisement 0.812 3.650 0.942 0.661 Glorious and
Appropriateness of the 2.200 27.501% |Transparency
0.597 3.750 0.973 0.507
content Factor(GTF)
Captures attention 0.558 4.250 0.850 0.355
High quality 0.807 4.250 0.707 0.660 Hallmark and
Signifies beauty 0.738 | 4470 | 0.731 0.550 almarkan
2.127 26.593% |Significance
Favourable towards brand 0.642 4.050 0.772 0.488
— Factor (HSF)
Positivity towards brand 0.561 3.780 1.100 0.338

KMO and Bartlett's Test:0.699, Chi-square: 486.193, Df:28, P value: 0.000

Table 2.2: Factorisation of Determinants of Advertisement Effectiveness (DAE) Variables

Table 2.2 shows that eight Determinants of Advertisement Effectiveness (DAE) have been
factorized into two dominant factors which is accounted for 54.090% of total variance. The KMO
and Bartlett’s test value of 0.699 shows a good sampling adequacy of DAE. The Chi-square valueof
486.193 with Df of 28 is significant at 1% level P<0.000. Both the factor loadings are more than
required level. The standard deviation values are strong measures of their mean value as it is lower
than the mean values. The communalities values are above the threshold level, showing a good
correlation among the variables with their factor. The eight Determinants of Advertisement
Effectiveness can be factorized using factor analysis. The most dominant Factor 1 is accounted for
27.501% of variance in DAE and it consist of four variables namely Tasteful, Clarity of
Advertisement, Appropriateness of the content and Captures attention based on the correlation
among the variables and relative position of the variables it has been labeled as Glorious and
Transparency Factor (GTF). The second most dominant Factor 2 is accounted by 26.593% of
variance in DAE and it holds four variables namely High quality, signifies beauty, Favourable
towards brand and Positivity towards brand based on the relative correlation among the variables
and relation position it has been termed as Hallmark and Significance Factor (HSF).
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CFA of Determinants of Advertisement Effectiveness (DAE):

GTF1 HSF1

GTF2 HSF2

-1

GTF3 HSF3

bdoo

GTF4 HSF4

o §be

Figure 2.2: The Measurement Model which consist of Two Factors namely GTF and HSF

CFA conform and validate how sound the indicators are representing the latent constructs. It
imitates the measurement model which consist of two factors namely GTF and HSF with their
loadings of eight items. The developed model observers the interrelationship between both
dependent and independent variables.

Two sub dimensions have been observed with respect to determinant of advertisement effectiveness
with their functional values hamely Glorious and Transparency Factor (GTF) and Hallmark and
Significance Factor (HSF). Four items have been observed in GTF and four items have been observed
in HSF. After examining each construct of CFA model of Determinants of Advertisement
Effectiveness (DAE) measurement model, developed using standardized Co-efficient and Squared
Multiple Correlation. GTF3 (Appropriateness of the content of advertisement) plays dominant role in
determining Glorious and Transparency Factor (0.792) followed by DAE1 (High quality of
advertisement) plays significant role in determining hallmark and significance factor (0.686).

The indices like CFI, GFI, NFI and RMSEA reveal goodness of fit for the present constructed
model of Determinants of Advertisement Effectiveness with the help of confirmatoryfactor analysis.
The constructed model also reveals significant association between variables and explaining fitness
of the constructs. The constructed model is validated and well established.

The constructed model is validated and close-fitting in all the required dimensions at both
Convergent validity and Average Variance Explained. CR value is above 0.700 and the value of
AVE is greater than 0.600. The model fit summary shows fitness of the construct validity, value of
CMIN/DF value is 3.217 shows absolute fit model. Similarly value of CFI, AGFI and GFI is nearto
1 showing fitness of the present model. Therefore it is identified that the Determinants of
Advertisement Effectiveness model is significantly fitted in all dimensions.

Consumer Purchase Intention
. Factor Std. . Eigen | Variance
of Celebrity Endorsed ) Mean L. Communalities . FactorName
Lording Deviation Value |Explained
Product(CPICEP)
Enhanced Involvement 0.787 | 4.290 0.695 0.643
Came to know new products 0.750 | 4.280 | 0.665 0.643 Engrossmentand
Compare to other brands 0.700 | 4.380 0.675 0.587 2.880 | 28.800% |Apprising Factor
Product comparison in market 0.657 | 3.940 1.019 0.434 (EAF)
New trend in market 0.552 | 4.390 0.763 0.414
Seek out to buy 0.834 | 4.080 0.711 0.701 Willingness and
. 2.563 | 25.630% |Involvement
Willing to buy endorsed product | 0.811 | 4.120 0.681 0.658
Factor (WIF)

Continued...
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Consumer Purchase Intention
i Factor Std. . Eigen | Variance
of Celebrity Endorsed . Mean L. Communalities . FactorName
Lording Deviation Value |Explained
Product(CPICEP)
Interested in buying 0.569 | 4.190 0.609 0.491
Intended to buy next time 0.553 | 4.200 0.673 0.443
Learn about the product 0.517 | 4.300 0.761 0.430

KMO and Bartlett's Test:0.849, Chi-square: 764.680, Df:45, P value: 0.000

Table 2.3: Factorisation of Consumer Purchase Intention of Celebrity Endorsed Product(CPICEP)

Table 2.3 shows that Consumer Purchase Intention of Celebrity Endorsed Product (CPICEP) has been
factorized into two dominant factors which is accounted for 54.430% of total variance. The KMO and
Bartlett’s test value of 0.849 shows a good sampling adequacy of CPICEP. The Chi-square value of
764.680 with Df of 45 is significant at 1% level P<0.000. Hence the factor loadings are higher than
required level. The standard deviation values are robust measure of their mean as value of standard
deviation is lower than mean values. The communalities values are higher than the threshold level,
expressing a good correlation among the variables with their factors. The ten Consumer Purchase
Intention of Celebrity Endorsed Products can be factorized using factor analysis. The most dominant
Factor 1 is accounted for 28.800% of variance in CPICEP and it holds five variables namely
Enhanced Involvement, came to know new products, compare to other brands, Product comparison in
market and New trend in market, based on the relative correlation among the variables and position it
has been labeled as Engrossment and Apprising Factor (EAF). The second dominant Factor 2 is
accounted for 25.630% of variance in CPICEP and it contains five variables namely Seek out to buy,
Willing to buy endorsed product, interested in buying, intended to buy next time and Learn about the
product based on the relative correlation among the variables and position it has been named as
Willingness and Involvement Factor (WIF).

CFA of Consumer Purchase Intention of Celebrity Endorsed Product (CPICEP):

CFA adapt and confirm how good the indicators are represented the latentconstructs. It replicates
the measurement model which comprises of two factors namely EAF and WIF with their factor
loadings of ten items. The constructed model observers the inter connection between both
dependent and independent variables.

Figure 2.3: CFA of Consumer Purchase Intention of Celebrity Endorsed Product
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Two dominant dimensions have been observed with respect to Consumer Purchase Intention of
Celebrity Endorsed Product with their functional values namely Engrossment and Apprising
Factor (EAF) and Willingness and Involvement Factor (WIF). Five items have been identifiedin
EAF and Five items in WIF. After examining each construct of CFA model for Consumer
Purchase Intention of Celebrity Endorsed Product measurement model which is developed and
constructed using standardised Co-efficient and Squared Multiple Correlation. EAF2 (Came to
know new products) significantly helps in determining Engrossment and Apprising Factor (0.780)
followed by WIF3 (Interested in buying) significantly helps in determining Willingness and
involvement Factor (0.660).

The indices like CFI, GFI, NFI and RMSEA displays goodness of fit for the present constructed
model of Consumer Purchase Intention of Celebrity Endorsed Product with the support of
Confirmatory Factor Analysis. The constructed model also shows significant association between
variables and explaining fitness of constructs. The developed model is validated and good
established.

The developed model is validated and fitted in all dimensions at both convergent validity (CR) and
Average Variance Explained (AVE). CR value is above 0.800 and value of AVE is higherthan
0.600. The model fit summary indicates that both CV and AVE are higher than the threshold limits.
The value of CMIN/DF value is 2.742 shows absolute fit model. The value of CFI, AGFland GFl is
nearing to 1 showing fitness of the present model. Thus it is identified that the Consumer Purchase
Intention of Celebrity Endorsed Product model is significantly fitted in all dimensions.

Personal Profile DCEPA DAE CPICEP
Age 3.505%* 1.438 3.202*
Educational Qualification 3.320%* 6.498** 5.795%*
Monthly Income 4.755%* 1.763 1.272
Gender 3.746%* 4.390%* 5.206**
Celebrity Identification 8.756** 2.695 11.381%%*

Table 2.4: Significant difference among or between personal profile in DCEPA, DAE and CPICEP

Table 2.4 shows difference in perception of consumers based on their personal profile in DCEPA,
DAE and CPICEP. The age of the consumer shows significant difference in DCEPA 1% level of
significance while age shows significant difference in CPICEP at 5% level of significance. No
significant difference among age group in DAE has been identified. Educational qualificationof the
consumers shows significant of difference in DAE and CPICEP at 1% level of significance, while
educational qualification group have significance difference in DCEPA at 5% level of significance.
The Monthly earnings group of consumers shows significant difference in DCEPA at 1% level of
significance, similarly no such difference has identified in DAE and CPICEP. Gender group of the
consumers shows significant difference in DCEPA, DAE and CPICEP. Celebrity Identification
group of consumers shows significant of difference in DCEPA and CPICEP, while no such
difference has been identified in DAE.

Influence of Personal Profile, DCEPA and DAE on overall Consumer Purchase Intention of
Celebrity Endorsed Product:

Unstandardised Co-efficient
Influencing Variables Standardised Co-efficient | t Value | P Value
B Std. Error
(Constant) 14.062 1.855 7.582 0.000**
DAE 0.528 0.068 0.498 7.769 0.008*
Continued...
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Unstandardised Co-efficient
Influencing Variables Standardised Co-efficient | t Value | P Value
B Std. Error
DECPA 0.227 0.052 0.278 4.337 0.012%*

R=0.722, R2=0.522, Adjusted R? =0.518, F value: 129.204, P value<0.000

Table 2.5: Significant Influence of personal profile, DCEPA and DAE on overall Consumer
Purchase Intention of Celebrity Endorsed Product

Table 2.5 reveal the linear combination of personal profile of consumers, Determinants ofCelebrity
Endorsement in Product Advertisement and Determinants of Advertisement Effectiveness on
overall Consumer Purchase Intention of Celebrity Endorsed Product with the helpof Multiple Linear
Regression {CPICEP (239) =F (129.204, P<0.000)}. The Coefficient value of 0.722 is determining
52.2% of variance in those two variables. Determinants of Celebrity Endorsement in Product
Advertisement and Determinants of Advertisement Effectiveness have significant and positive
influence on Consumer Purchase Intention of Celebrity Endorsed Product. Determinants of
Celebrity Endorsement in Product Advertisement have significant and direct influence on
Consumer Purchase Intention of Celebrity Endorsed Product. The beta value of 0.498indicates that
Consumer Purchase Intention of Celebrity Endorsed Product would enhance by 0.498 units for
every one unit change in Determinants of Celebrity Endorsement in Product Advertisement.
Similarly, the beta value of 0.278 shows Consumer Purchase Intention of CelebrityEndorsed Product
would enhance by 0.278 units for every one unit change in Determinants of Advertisement
Effectiveness.

Impact of DCEPA and DAE on Consumer Purchase Intention of Celebrity Endorsed
Product:

SEM technique has been adopted to identify the significant impact of Determinants of Celebrity
Endorsement in Product Advertisement and Determinants of Advertisement Effectiveness on
Consumer Purchase Intention of Celebrity Endorsed Product. SEM is serve to bethe best statistical
method due to it isolating he number of variable used in the constructed model compare to other
multivariate statistical techniques.

The factor score has been calculated and latent variables impacting has been determined and SEM
has constructed and developed. The established model has unstandardised and standardised Co-
efficient values which are shown in below figure 2.4.

Determinants of Celebrity
Endorsement in Product @
Advertisement

28

Consumer Purchase
71 Intention of Celebrity
Endorsed Product

50

Determinants of
Advertisement Effectiveness @

Figure 2.4: SEM Model Based on Standardised Co-efficient
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Ho: There is no significant influence of Determinants of Celebrity Endorsement in Product
Advertisement and Determinants of Advertisement Effectiveness on Consumer Purchase Intention
of Celebrity Endorsed Product.

Measured Variables Latent Variables | Estimate | S.E. | Std. Co-efficient | C. R. | P-Value | Inference
DAE <--- IDCEPA 0.547 0.035 0.713 15.702 | 0.000%* S
CPICEP <--- IDCEPA 0.227 0.052 0.278 4.356 | 0.000** S
CPICEP DAE 0.528 0.068 0.498 7.802 | 0.000** S

*S: Significant at 1% level.

Table 2.6: Regression Weight for influence of Determinants of Celebrity Endorsement in Product
Advertisement and Determinants of Advertisement Effectiveness on Consumer Purchase Intention
of Celebrity Endorsed Product

The beta coefficient value for impact of Determinants of Celebrity Endorsement in Product
Advertisement on Determinants of Advertisement Effectiveness is 0.713 which implies that partial
effect over Determinants of Advertisement Effectiveness holding other variables as consistent. The
Determinants of Advertisement Effectiveness would enhance by 0.713 units for every one unit
change in Determinants of Celebrity Endorsement in Product Advertisement. The relationship is
significant at 1% level of significance {t=15.702, P<0.000}. The beta coefficient value for impact
of Determinants of Celebrity Endorsement in Product Advertisement on Consumer Purchase
Intention of Celebrity Endorsed Product is 0.278 which implies that partial effect over Consumer
Purchase Intention of Celebrity Endorsed Product holding other variables as consistent. The
Consumer Purchase Intention of Celebrity Endorsed Product would enhance by 0.278 units for
every one unit change in Determinants of Celebrity Endorsement in Product Advertisement. The
relationship is significant at 1% level of significance {t=4.356, P<0.000}.Thebeta coefficient value
for impact of Determinants of Advertisement Effectiveness on Consumer Purchase Intention of
Celebrity Endorsed Product is 0.498 which, implies that partial effect over Consumer Purchase
Intention of Celebrity Endorsed Product holding other variables as consistent. The Consumer
Purchase Intention of Celebrity Endorsed Product would enhance by 0.498 units for every one unit
change in Determinants of Advertisement Effectiveness. The relationship is significant at 1% level
of significance {t=7.802, P<0.000}.

RESULTS AND DISCUSSION:

Advertisement is a great tool for marketing a product to the consumers; it stimulates the minds of
consumer for purchasing the product through its attractiveness, informativeness and content. The usage
of celebrity for endorsing the product is more impactful on purchase behaviour of the consumer.

The outcome of the study shows majority of the consumers are young females earning a good
amount of income and well recognised the celebrity in the advertisement.

Determinants of Celebrity Endorsement in Product Advertisement have been identified with twelve
variables. These twelve variables have been factorised using principal component analysis. Two
factors have been identified out of 12 variables. The first factor holds eight variableswhich specify
talent, skill, attachment and Gorgeousness of Celebrity which has been termed asEndowment and
Accomplishment Factor. The second factor holds four variables which specify Trustworthiness,
Dependable and Morality of the advertisement and it has been termed as Faithful and Integrity
Factor. The results of the factor analysis have been validated with the help of confirmatory factor
analysis which examine the segregation of two dominant factors. It shows Skill of the celebrity in
the advertisement plays dominant role in determining Endowment and Accomplishment Factor
followed by Dependable of consumer on celebrity endorsement significantly determines Faithful
and Integrity Factor.
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Determinants of Advertisement Effectiveness have been identified with eight variables. These eight
variables have been factorized using principal component analysis. Two dominant factors have
been identified out eight variables. The first factor consists of four variables which specifies
Tasteful, Clarity of Advertisement, Appropriateness of the content and Captures attention
characteristic of advertisement which has been termed as Glorious and Transparency Factor. The
second factor holds four variables which specify the quality, positivity and favourableness of
advertisement and it is termed as Hallmark and Significance Factor. The outcome of the factor
analysis has been validated with the support of confirmatory factor analysis which examines the
deviation of two dominant factors. It reveals Appropriateness of the content of advertisement plays
dominant role in determining Glorious and Transparency Factor followed by High quality of
advertisement plays dominant role in examining hallmark and significance factor.

Consumer Purchase Intention of Celebrity Endorsed Product has been identified with tenvariables.
These ten variables have been factorized using principal component analysis. Two dominant factors
have been identified out of ten variables. The first factor consists of five variableswhich specifies
consumer perception on Enhanced Involvement, came to know new products, compare to other
brands, Product comparison in market and new trend in market and it has been termed as
Engrossment and Apprising Factor. The second factor consist of five variables which specifies
consumer perception on Seek out to buy, Willing to buy endorsed product, interested in buying and
intended to buy next time and it has been termed as Willingness and Involvement Factor. These
extractions of factors have been validated with confirmatory factor analysis which examines the
separation of two dominant factors. It has came to know new products plays dominant role in
determining Engrossment and Apprising Factor while Interested in buying the product plays
dominant role in determining Willingness and involvement Factor.

The perceptions of the consumer, based on their personal profile in Determinants of Celebrity
Endorsement in Product Advertisement (DCEPA), Determinants of Advertisement Effectiveness
and Consumer Purchase Intention of Celebrity Endorsed Product (CPICEP) have been examined
using independent t-test. The outcome of the analysis shows that the age has significant difference
in DCEPA and CPICEP. The educational qualification of consumers shows differencein DCEPA,
DAE and CPICEP. The monthly earning of consumer has significant difference in DCEPA only,
the gender of the consumers shows difference in DCEPA, DAE and CPICEP and Celebrity
recognition have significant difference in DCEA and CPICEP.

The influence of personal profile of the consumers Determinants of Celebrity Endorsement in
Product Advertisement (DCEPA) and Determinants of Advertisement Effectiveness on Consumer
Purchase Intention of Celebrity Endorsed Product have been examinedwith the help of multiple linear
regression method. The outcome of the analysis shows no influence of personal profile on
Consumer Purchase Intention of Celebrity Endorsed Product while both Determinants of
Celebrity Endorsement in Product Advertisement (DCEPA) and Determinants of Advertisement
Effectiveness have significant and positive influence on Consumer Purchase Intention of Celebrity
Endorsed Product. The positive relationship indicates that higher the level of DCEPA and DAE
would lead to higher Consumer Purchase Intention of Celebrity Endorsed Product.

SEM model has been constructed to validate the influence of Determinants of Celebrity Endorsement
in Product Advertisement (DCEPA) and Determinants of Advertisement Effectiveness on Consumer
Purchase Intention of Celebrity Endorsed Product. The impact is positive and validated the
hypothesis. The coefficient value for influence of both of Determinants of Celebrity Endorsement in
Product Advertisement (DCEPA) and Determinants of Advertisement Effectiveness on Consumer
Purchase Intention of Celebrity Endorsed Product is positive and higher. Hence, change in DCEPA
and DAE would lead to change in Consumer Purchase Intention of Celebrity Endorsed Product.
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CONCLUSION:

Consumers of present scenario after the pandemic are conscious about their purchase behaviour.
They more prefer for the product which are environment friendly, more healthy and high quality of
the product. The competitive market also looks for fulfilling the needs of consumerdepends on their
needs and requirements. But to attract new customer and retaining the existing consumer marketer
need to think out of box and adopted new strategies for promoting their products. Usage of
celebrity in promotion of product is more effective as the face of celebrity is well recognized by
consumers and will get attracted. The primary objective of the study is to examine the influence of
celebrity endorsement and advertisement effectiveness on consumer purchase behaviour in
Bengaluru city. A sample of 240 consumers has been selected using stratified random sampling
from the four zones of Bangalore city. Data were analyzed with appropriate statistical techniques.
Both univariate and multivariate statistics has been applied to determine the relationship and
difference among the variables.

The outcome of the study shows that the majority of the consumers are young females with good
earnings. To determine the celebrity endorsement twelve variables have been identified and
factorized into two dimensions namely Endowment and Accomplishment Factor and Faithful and
Integrity Factor. The effectives of the advertisement are also measured using eight variables which
are factorised into two dimensions namely Glorious and Transparency Factor and Hallmark and
Significance Factor. The perception of consumer purchase behaviour has been measured with 10
variables which has been factorised into two dominant factors namely Engrossment and Apprising
Factor and Willingness and Involvement Factor. The results of multiple liner and SEM show both
Determinants of Celebrity Endorsement in Product Advertisement (DCEPA) and Determinants of
Advertisement Effectiveness have significant and positive influence on Consumer Purchase
Intention of Celebrity Endorsed Product.

Suggestion have been drawn out the outcome of the study which indicates that market need to focus
more on faithfulness and integrity of the advertisement which in turn attract and uphold the existing
customer in long run. To enhance the reaches of the advertisement among the consumers, marketer
should focus on positivity of the product contents. Positive consumers purchase behaviour can be
stimulated through channelizing proper product information in the advertising through celebrity
endorsement.
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ABSTRACT:

The Advancement of Capital Markets in India has paved way for foreign investors to eye their
Investment in Indian Markets, with the flow of FDI and global economic slowdown volatility
persist in its Prices, the aim of the study is to Compute CAGR on FDI inflows into Indian Capital
Markets, secondly to predict the Market Prices of selected Indian Automobile stocks and finally to
check the volatility pattern that affect Indian Auto sector companies. The study's methodology is
descriptive and analytical and the research tool applied for deriving the predicted values and
volatility are ARIMA and GARCH and the outcome of the study showed a considerable 19.87%
CAGR on FDI and ADF test proved stationary at first order for selected stocks and the model
chosen for prediction are ARIMA (0, 1, 1), ARIMA (1,1,0) and ARIMA (1, 1, 2) for Bajaj Auto Ltd,
Tata Motors Ltd and Maruti Suzuki India Ltd respectively.

Keywords: ARIMA, CAGR, FDI, GARCH.
JEL Classification: B23, C11, C12, C22.C53.

INTRODUCTION:

In FY22, 22.93 million automobiles were produced annually in India. Due to India's large
proportion of young people and expanding middle class, the two-wheeler category dominates the
industry in terms of volume. Also, the expanding interest of businesses in investigating the rural
markets contributed to the sector's expansion. India is a significant exporter of automobiles and
anticipates rapid export development in the near term. By 2022, it is anticipated that a number of
measures taken by the Indian government and some of the country's biggest automakers will
elevate India to a position of prominence in the global two- and four-wheeler markets. Conversely,
investors wished to be aware of the direction of the automotive stocks in order to hedge the risk.

The study aimed at prediction of three top market capitalized Automobile companies of Bajaj Auto
Ltd, Tata motors Ltd and Maruti Suzuki India Ltd through the application of Time series model.
Time series is applied for continuous type of variables like Stock, GDP, Inflation, Currencies,
Commodities etc. the process of time series starts from original prices levels of data, secondly to
assess the normality and stationarity through a popular method of Augmented Dickey fuller test
and finally as per Information criteria prediction of stocks data for a short period in order to float
the accuracy on the predicted prices.

LITERATURE REVIEW:

1. The unique reasons for Greek entrepreneurs' temporary FDI initiatives in Bulgaria were outlined
by Betzenis (2006). In addition, the factors that have led to a significant influx of Greek investors
in the Balkans, particularly in Bulgaria, are examined, with a focus on the challenges faced when
starting multinational corporations in a Balkan nation like Bulgaria. Lastly, the study draws the
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conclusion that the sector each company operates in, its size, and the provenance of the company
all had an impact on the company's strategy for entering a Balkan nation.

Chattopadhyay (2014) studied the factors responsible for such differential levels of FDI inflows
across the states of India. In the study the year-wise rankings of different states/regions are first
made on the basis of their observed per-capita FDI inflows. The study found that this ranking is
(highly) positively correlated with the states’/regions’ ranking computed on the basis of their
composite FDI attractiveness scores. Finally, the study concludes that the some direct and
indirect policy measures for attracting FDI inflows into the laggard states are witnessed.

The study question "Do cultural affinity and linguistic familiarity affect bilateral economic
contacts” was examined by Demir & IM (2019). The study's empirical methodology, which
included cross-sectional and panel data analysis, revealed that cultural institutions generally
have a positive impact on bilateral trade and investment flows that is statistically and
economically significant.

Lokesha and Leelavathy (2012) explored the factors that influence both internal and outward
FDI from India. The study finds that the policy framework, market size, economic
considerations, economic stability, and political issues all play a role in determining FDI
inflows to India. The analysis also suggests that there are both similarities and differences in
the determinants of FDI inflows into India and other developing nations.

Mehendale & HR (2018) provided evidence that the variables affecting the actual market
demand and the magnitude of those influences are largely unpredictable and ill-defined. In
order to discover and forecast complex sales trends, the study used artificial intelligence (Al)
approaches. The outcomes were compared to those obtained using conventional forecasting
models. When large-scale data is used for the study, the authors argue that neural networks can
be a better alternative to conventional forecasting.

Olugbenga & Grace (2015) evaluated how foreign direct investment affected the growth of the
Nigerian capital market. The study used the Johansen co-integration test and the ADF unit root
test to evaluate the secondary data from 1970 to 2010. The study's findings suggest that foreign
direct investment has a favourable and substantial impact on market capitalisation.
Additionally, the author recommends that the government and monetary authorities make
efforts to promote foreign direct investment into Nigeria.

By examining trends and patterns, Rani & Kumar's (2015) analysis determines the contribution
of foreign investments. Additionally, it looks at the connection to and effect of foreign
investments on the Indian stock market. The data set spans the years 2000 to 2014. The study
finds that FDI has a strong link with CNX Nifty and BSE Sensex using Karl Pearson's
Coefficient of Correlation and the multiple regression method.S Pal & S Pal (2009) described
the SENSEX behavior in the coming months with the seasonal ARIMA Model which
generated a good forecast of the March-April, 2009 scenario till the phase of revival of the
financial and stock markets through some unpredictable events not directly linked to financial
market. Data set consist of the daily Sensex closing values are taken from 3Rd March 2008 to
19th June 2009 are used to understand variation in the market. By employing ARIMA model
the authors predicted that the market will remain stable during the next few months with little
chance of the market to go below 14000. Nevertheless, unless there are some unforeseen
events, the market will not go beyond 16000 within the next 2 months. To conclude, the
ARIMA seasonal models give effective and very-near-to-precise forecasts on the future state
of the market conditions in the short-run

The Singh J et al (2011) The report offers a consideration of the new patterns and trends in
foreign direct investment (FDI) inflows to and outflows from India during the pre- and post-
reform periods. Data suggests that FDI influx and outflow in general are rising at a
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significantly quicker rate in the post-reform era compared to the pre-reform era, and India's
share of global FDI is also showing an upward trend in this era. The empirical results showed
that the policy reforms had a favourable impact on FDI inflows into India as well as
withdrawals during the post-reform period.

9. Vadra (2017) makes an effort to determine how trade and foreign direct investment from China
and India, two of the largest economies in Asia, affect the growth of the African continent. The
report discusses the FDI oligopolistic competition in Africa between China and India. India
and China are not competitors in Africa, the author believes. They complement one another
because they are engaged in various areas and have various strengths. In addition, the three
most recent participants in the race for influence in Africa are Brazil, Russia, and Turkey.

STATEMENT OF THE PROBLEM:

Volatility in the currency prices due to macroeconomic shocks causes price fluctuations in the
automobile Stocks. The problem identified is the fluctuations in the Indian Listed Automobile
stocks and prediction of the selected Automobile Stock Prices for further Investment Decision and
Hedging decision by various Stakeholders. The inflow of FDI into Indian Capital markets and
volatility pattern is identified as a problem for the study.

RESEARCH GAP:

Current Currency volatility causes changes to the cash inflows and outflows for the firms, investors
and firms need forecasted prices to ensure protection through Hedging and other Risk management
strategies. The current study is an extension in the current area of Predictive analytics of Indian
Automobile sector.

OBJECTIVES OF THE STUDY:

1. To compute CAGR on FDI inflows towards Indian Automobile sector.
2. To predict the market Prices of selected Indian Automobile securities.
3. Toanalyze the Conditional heteroskedasticity on the prices through GARCH model.

SCOPE OF THE STUDY:

Three leading automobile manufacturers, Bajaj Auto Ltd., Tata Motors Ltd., and Maruti Suzuki
India Ltd., are the only ones on which the writers have focused their investigation. The study takes
into account historical prices for the ten-year period from 2012 to 2022.

OPERATIONAL DEFINITION:

1. ARIMA: Auto regressive Integrated Moving Averages is an Econometric Model used for
Prediction of Time series data like GDP, Interest rates, Currency, stock prices etc.

2. GARCH: An econometric model called generalized auto-regressive conditional
heteroskedasticity is used to examine the variation that occurs when time series data are
utilised to predict prices.

DATA ANALYSIS AND INTERPRETATION:

Sector Year Inflows (Rs in crores) CAGR
2010 5864
Automobile 2011 4347 19.87%
2012 8384
Continued...

Nagarjuna Degree College, School of Management —- MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114




Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

Sector Year Inflows (Rs in crores) CAGR

2013 9027

2014 16760
2015 16437
2016 10824
2017 13461
2018 18309
2019 19753
2020 12115
2021 51624

Table 3.1: Inflows of FDI into Indian Automobile Industry

Interpretation:

Table 3.1 indicates the FDI inflows into Indian Automobile sector from 2010- 2021.The year 2010
had an inflow of 5864 crores which has decreased in the year 2011 to 4347 whereas thereon the
Indian Automobile sector attracted massive FDI inflows due to opportunities available to foreign
firms at affordable prices and with efficient labor. The overall Compounded Annual Growth rate of
Indian Automobile sector is 19.87% for 12 years.

Bajaj Auto Ltd:
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Figure 3.1: Time Series Plot on the Original Prices of Bajaj Auto Ltd for the Period 2012-2022

Normality Test:
Ho: Data is normally distributed
Ha: Data is non-normally distributed

Mean 2729.027
Median 2736.800
Maximum 4295.050
Minimum 1560.950
Std. Dev. 606.9919
Skewness 0.343363
Kurtosis 2.555410
Jarque-Bera 68.68203
Probability 0.000000

Series: BAJAJ_AUTO
Sample 7/25/2012 7/22/2022 Observations 2463

Table 3.2: Normality Description of Bajaj Auto Ltd.
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Figure 3.2: Normality Description of Bajaj Auto Ltd.

Interpretation:

The Original Pricing for Bajaj Auto Ltd. from 2012 to 2022 is displayed in figure 3.1 above. While
table 3.2 displays a normality description, which suggests the data is normally distributed given the
P Value is less than 5% significance threshold, figure 3.1 displays the trend and cyclicality pattern
over time. Less than 5% of the normality test's threshold is utilised to accept the null hypothesis
because it is a diagnostic sort of research.

The above figure indicates the normality level through histogram where the data points are quite
normally distributed and on the other hand descriptive statistics on Bajaj Auto Ltd is observed
where Average Returns of Bajaj Auto Ltd for 10 years is Rs 2729.027 with a standard deviation of
606.99 suggesting better risk reward ratio.

Stationarity Test:
Ho: Data is non- stationary
Ha: Data is stationary

Figure 3.3: Time Series Plot at First Difference of Bajaj Auto Ltd for the Period 2012-2022

Null Hypothesis: D (BAJAJ_AUTO) has a unit root
Exogenous: Constant
Lag Length: 0 (Automatic - based on SIC, maxlag=26)

t-Statistic Prob.*
Augmented Dickey-Fuller test statistic -49.63452 0.0001
Test critical values: 1% level -3.432813
5% level -2.862514
10% level -2.567334
*MacKinnon (1996) one-sided p-values.
Continued...
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Augmented Dickey Fuller Test Equation:

Dependent Variable: D (BAJAJ_AUTO, 2) Method: Least Squares
Date: 07/29/22

Time: 21:12

Sample (adjusted): 7/27/2012 7/22/2022

Included Observations: 2461 after adjustments

Variable Coefficient Std. Error t-Statistic Prob.
D (BAJAJ_AUTO(-1)) -1.000889 0.020165 -49.63452 0.0000
C 1.005392 0.887835 1.132408 0.2576
R-squared 0.500466 Mean dependent var -0.009772
Adjusted R-squared 0.500263 S.D. dependent var 62.28763
S.E. of regression 44.03244 Akaike info criterion 10.40854
Sum squared resid 4767646. Schwarz criterion 10.41326
Log likelihood -12805.71 Hannan-Quinn criter. 10.41026
F-statistic 2463.586 Durbin-Watson stat 1.999998
Prob(F-statistic) 0.000000

Table 3.3: Augmented Dickey Fuller test of Bajaj Auto Ltd for the period 2012- 2022

Interpretation:

The mean reversion on the pricing of Bajaj Auto Ltd. for a period of ten years is depicted in figure
3.3 where the variance is homoscedastic and the mean is zero. Table 3.3 displays the ADF test that
was used to determine whether autocorrelation existed between the prior lags, and the test findings
indicate that there is no autocorrelation at first order difference because the P value is less than the
cutoff value of 5% LOS (0.0001). The prices are suggested to be stationary and suitable for further
predictive study of Bajaj Auto Ltd Prices since the P value is less than 5% and the Durban Watson
statistics value is 1.999998, which is below its limit of 4.

Function Evaluations: 19

Evaluations of Gradient: 3

Model 1: ARIMA, using observations 2012-07-26:2022-07-22 (T = 2462) Estimated using AS 197 (exact ML)
Dependent variable: (1-L) BajajAuto

Standard errors based on Hessian

Coefficient Std. Error z p-Value
const 1.01275 0.886127 1.143 0.2531
theta_1 0.000890514 0.0201719 0.04415 0.9648
Mean dependent var 1.012815 S.D. dependent var 44.01650
Mean of innovations 0.000068 S.D. of innovations 44.00754
R-squared 0.994742 Adjusted R-squared 0.994742
Log-likelihood —12810.52 Akaike criterion 25627.05
Schwarz criterion 25644.47 Hannan-Quinn 25633.38
Real Imaginary Modulus Frequency
MA
Root 1 1122.9464 0.0000 1122.9464 0.0000
Table 3.4: Predictive Model of Bajaj Auto Ltd for the Period 2012- 2022
Date Prediction Price Standard Error Range
2022-07-23 4055.52 44.0075 3969.26 - 4141.77
2022-07-24 4056.53 62.2084 3934.60 - 4178.45
2022-07-25 4057.54 76.1780 3908.24 - 4206.85

Continued...
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Date Prediction Price Standard Error Range
2022-07-26 4058.55 87.9563 3886.16 - 4230.95
2022-07-27 4059.57 98.3338 3866.84 - 4252.30
2022-07-28 4060.58 107.716 3849.46 - 4271.70
2022-07-29 4061.59 116.344 3833.56 - 4289.62
2022-07-30 4062.61 124.375 3818.83 - 4306.38
2022-07-31 4063.62 131.918 3805.06 - 4322.17
2022-08-01 40064.63 139.053 3792.09 - 4337.17
2022-08-02 4065.64 145.838 3779.81 - 4351.48
2022-08-03 4066.66 152.322 3768.11 - 4365.20
2022-08-04 4067.67 158.541 3756.93 - 4378.40
2022-08-05 4068.68 164.525 3746.22 - 4391.14
2022-08-06 4069.69 170.299 373591 - 4403.47

Table 3.5: Predicted Prices of Bajaj Auto Ltd.

Figure 3.4: Forecasted Prices of Bajaj Auto Ltd.

Interpretation:

Table 3.4 indicates the optimum predictive model as per information criteria for predicting the
prices and the optimum model as per Least values of AIC and BIC is ARIMA (0, 1, 1), further table
3.5 suggests the forecasted prices of Bajaj Auto Ltd Stock Price for 15 days and a visualization effect
is observed in figure 3.4 where shaded area is as a predicted prices of Bajaj Auto Ltd. It is also
evident from figure 3.4 that the actual price line and predicted price line are moving together
indicating the accuracy of the model by minimizing maximum variance.

GARCH Model:
Ho: There is no ARCH & GARCH effect on the stock of prices of Bajaj Auto Ltd
H,: There is ARCH & GARCH effect on the stock of prices of Bajaj Auto Ltd

Dependent Variable: DLOG (BAJAJ_AUTO)

Method: ML ARCH - Normal distribution (BFGS / Marquardt steps)

Date: 07/30/22

Time: 01:26

Sample (adjusted): 7/27/2012 7/22/2022 Included observations: 2461 after adjustments Convergence achieved after 56 iterations
Coefficient covariance computed using outer product of gradients MA Backcast: 7/26/2012

Presample variance: backcast (parameter = 0.7) GARCH = C(4) + C(5)*RESID(-1)"2 + C(6)*GARCH(-1)

Variable Coefficient Std. Error z-Statistic Prob.

C 0.000468 0.000297 1.578241 0.1145

AR(1) -0.914792 0.047902 -19.09718 0.0000

MA(1) 0.931893 0.042571 21.89045 0.0000
Continued...
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Variance Equation

C 8.70E-06 1.48E-06 5.861824 0.0000
RESID(-1)"2 0.049708 0.004660 10.66758 0.0000
GARCH(-1) 0.916695 0.009007 101.7707 0.0000
R-squared 0.000996 Mean dependent var 0.000382
Adjusted R-squared 0.000183 S.D. dependent var 0.016170
S.E. of regression 0.016168 Akaike info criterion -5.500458
Sum squared resid 0.642544 Schwarz criterion -5.486298
Log likelihood 6774.314 Hannan-Quinn criter. -5.495313
Durbin-Watson stat 2.048750

Inverted AR Roots -91

Inverted MA Roots -.93

Table 3.6: GARCH Model for Bajaj Auto Ltd.
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Figure 3.5: GARCH Plot of Bajaj Auto Ltd.

Interpretation:

As the residual variance in the variance equation shows a p value less than 5% cutoff suggesting
rejecting the null hypothesis, Table 3.6 displays the GARCH model, which indicates the ARCH
effect on the prices and concludes that there is conditional heteroskedasticity. The figure also
demonstrates homoscedasticity at each cluster.

Tata Motors Ltd:

=co 1

Figure 3.6: Time Series Plot on the Original Prices for the Period 2012-2022

Normality Test:
Ho: Data is normally distributed
Ha: Data is non-normally distributed
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Series: TATA MOTORS Ltd.
Sample 7/25/2012 7/22/2022

Observations 2463

Mean 338.5049
Median 346.3352
Maximum 598.1344
Minimum 65.30000
Std. Dev. 129.4379
Skewness -0.240897
Kurtosis 2.051430
Jarque-Bera 116.1625
Probability 0.000000

Table 3.7: Normality Test of Tata Motors Ltd. for the Period 2012- 2022
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Figure 3.7: Normality Test of Tata Motors Ltd. for the Period 2012- 2022

Interpretation:

Figure 3.6 indicates the original time series which has a trend and table 3.7 indicates the normality
description where a popular Jarque-Bera test results showed a value of less than 5% stating the data
points are normally distributed and also showed average returns of 338.5049 for 10 years with a
standard deviation of 129.4379.

Stationarity Test:
Ho: Data is non- stationary
Ha: Data is Stationary

Figure 3.8: Time Series Plot of Tata Motors Ltd. at First Order Differencing

Page 34

Null Hypothesis: D (TATAMOTORS) has a unit root
Exogenous: Constant
Lag Length: 0 (Automatic - based on SIC, maxlag=26)
Continued...
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t-Statistic Prob.*
Augmented Dickey-Fuller Test Statistic -49.43557 0.0001
1% level -3.432813
Test critical values: 5% level -2.862514
10% level -2.567334
*MacKinnon (1996) one-sided p-values.
Augmented Dickey-Fuller Test Equation
Dependent Variable: D (TATAMOTORS, 2)
Method: Least Squares
Date: 07/29/22
Time: 21:15
Sample (adjusted): 7/27/2012 7/22/2022
Included observations: 2461 after adjustments
Variable Coefficient Std. Error t-Statistic Prob.
D (TATAMOTORS(-1)) -0.996736 0.020162 -49.43557 0.0000
C 0.102064 0.169918 0.600666 0.5481
R-squared 0.498458 Mean dependent var 0.003196
Adjusted R-squared 0.498254 S.D. dependent var 11.89935
S.E. of regression 8.428793 Akaike info criterion 7.101997
Sum squared resid 174698.5 Schwarz criterion 7.106717
Log likelihood -8737.007 Hannan-Quinn criter. 7.103712
F-statistic 2443.875 Durbin-Watson stat 1.998886
Prob(F-statistic) 0.000000

Table 3.8: Augmented Dickey Fuller Test of Tata Motors Ltd for the Period 2012-2022

Interpretation:

Figure 3.8 and table 3.8 shows the stationarity process of Tata Motors Ltd prices where figure 3.10
suggesting a mean of zero and variance as constant and table 3.8 shows ADF test indicating that
there is no autocorrelation as the p value shows 0.0001 and DW statistics showing a value of
1.998886 which is below cutoff of 5%.

Function evaluations: 21
Evaluations of gradient: 5

Model 1: ARIMA, using observations 2012-07-26:2022-07-22 (T = 2462)

Estimated using AS 197 (exact ML)
Dependent variable: (1-L) Tatamotors
Standard errors based on Hessian

Coefficient Std. Error z p-Value
const 0.0991601 0.170354 0.5821 0.5605
phi_1 0.00326397 0.0201532 0.1620 0.8713

Mean Dependent Var 0.099172 S.D. Dependent Var 8.426923
Mean of Innovations 0.000011 S.D. of Innovations 8.425167
R-squared 0.995766 Adjusted R-squared 0.995766
Log-likelihood —8740.498 Akaike criterion 17487.00

Schwarz criterion 17504.42 Hannan-Quinn 17493.33

Real Imaginary Modulus Frequency
AR
Root 1 306.3754 0.0000  306.3754 0.0000

Table 3.9: Model Selection for Prediction of Tata Motors Prices
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Date Prediction Price Standard Error Range
2022-07-23 454.998994 8.425167 438.485970 - 471.512017
2022-07-24 455.098153 11.934446 431.707068 - 478.489238
2022-07-25 455.197313 14.624640 426.533545 - 483.861081
2022-07-26 455.296473 16.891690 422.189369 - 488.403577
2022-07-27 455.395633 18.888575 418.374706 - 492.416561
2022-07-28 455.494793 20.693655 414.935974 - 496.053613
2022-07-29 455.593953 22.353444 411.782008 - 499.405899
2022-07-30 455.693113 23.898233 408.853437 - 502.532790
2022-07-31 455.792274 25.349056 406.109036 - 505.475511
2022-08-01 455.891434 26.721223 403.518799 - 508.264068
2022-08-02 455.990594 28.026288 401.060078 - 510.921109
2022-08-03 456.089754 29.273229 398.715279 - 513.464228
2022-08-04 456.188914 30.469182 396.470415 - 515.907412
2022-08-05 456.288074 31.619932 394.314145 - 518.262002
2022-08-06 456.387234 32.730249 392.237124 - 520.537343

Table 3.10: Predicted Prices of Tata Motors Ltd.

Figure 3.9: Forecasted Prices of Tata Motors Ltd.

Interpretation:

Table 3.9 shows the model selection as per information criteria and the best model used for prediction of
Tata motors Ltd prices is ARIMA (1, 1, 0) where is Akaike information and Schwarz information values
were least at those levels, whereas table 3.10 shows the predicted prices of Tata Motors Ltd for a period
of 15 days with the model selected and figure 3.9 showed the predicted prices of Tata Motors Ltd with
no much variation between actual and forecasted prices proving the accuracy of the model.

GARCH Model:
Ho: There is no ARCH & GARCH effect on the stock of prices of Tata motors Ltd.
H,: There is ARCH & GARCH effect on the stock of prices of Tata motors Ltd.

Dependent Variable: DLOG(TATAMOTORS)

Method: ML ARCH - Normal distribution (BFGS / Marquardt steps)

Date: 07/30/22

Time: 01:29

Sample (adjusted): 7/27/2012 7/22/2022 Included observations: 2461 after adjustments Convergence achieved after 43 iterations
Coefficient covariance computed using outer product of gradients MA Backcast: 7/26/2012

Presample variance: backcast (parameter = 0.7) GARCH = C(4) + C(5)*RESID(-1)"2 + C(6)*GARCH(-1)

Variable Coefficient Std. Error z-Statistic Prob.

C 0.000182 0.000526 0.345244 0.7299

AR(1) -0.304424 0.405364 -0.750990 0.4527

MA(1) 0.330795 0.403292 0.820237 0.4121
Continued...
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Variance Equation

C 2.24E-05 2.52E-06 8.869562 0.0000
RESID(-1)"2 0.055420 0.004917 11.27090 0.0000
GARCH(-1) 0.913654 0.006779 134.7822 0.0000
R-squared 0.000458 Mean dependent var 0.000328
Adjusted R-squared -0.000355 S.D. dependent var 0.026864
S.E. of regression 0.026869 Akaike info criterion -4.493690
Sum squared resid 1.774538 Schwarz criterion -4.479529
Log likelihood 5535.485 Hannan-Quinn criter. -4.488545
Durbin-Watson stat 2.009845

Inverted AR Roots -30

Inverted MA Roots -.33

Table 3.11: Conditional Heteroskasticity of Tata Motors Ltd Prices for the Period 2012-2022

DLOG(TATAMOTORS) Residuals

Figure 3.10: Conditional Heteroskasticity of Tata Motors Prices for the Period 2012-2022

Interpretation:

Table 3.11 indicates the GARCH model on Tata motors Ltd prices. The model showed that GARCH
effect exists among the prices and the variance equation residual variance p value showed a value of
0 which is less than 5% LOS thereby rejecting the Ho and proving there is GARCH effect and
figure 3.10 shows the conditional heteroskedasticity the layers in the figure showed a similar

pattern though there is a variance among different clusters.
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Normality Test:

Figure 3.11: Original Prices of Maruti Suzuki India Ltd.

Ho: Data is normally distributed
Ha: Data is non-normally distributed
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Series: MARUTI
Sample 7/25/2012 7/22/2022

Observations 2463

Mean 5388.714
Median 5982.550
Maximum 9832.450
Minimum 1102.950
Std. Dev. 2468.516
Skewness -0.298659
Kurtosis 1.819286
Jarque-Bera 179.6834
Probability 0.000000
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Table 3.12; Normality Test of Maruti Suzuki India Ltd for the Period 2012-2022
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Figure 3.12: Normality Test of Maruti Suzuki India Ltd for the Period 2012-2022

Interpretation:

Figure 3.11 displayed the original Maruti Suzuki India Ltd. time series data, which displayed a
trend and seasonality; meanwhile, Table 3.12 displayed the results of the normality tests; primarily,
the Jarque-Bera test produced a p-value of 179.6834, which is less than 5% LOS and suggests
accepting the Ho, i.e. that the data points are normally distributed. The summary statistics indicated
that the stock prices of Maruti Suzuki India Ltd. had a moderate risk-reward ratio, with a mean
value of 5388.714 and a standard deviation of 2468.516.

Stationary Test:
Ho: Data is non- stationary
Ha: Data is stationary

Figure 3.13: Time Series Plot of Maruti Suzuki India Ltd at First Order Difference for the Period
2012-2022
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Null Hypothesis: DOIMARUTI) has a unit root

Exogenous: Constant

Lag Length: 0 (Automatic - based on SIC, maxlag=26)

t-Statistic Prob.*
Augmented Dickey-Fuller test statistic -48.06771 0.0001
1% level -3.432813
Test Critical Values: 5% level -2.862514
10% level -2.567334
*MacKinnon (1996) one-sided p-values.
Augmented Dickey-Fuller Test Equation
Dependent Variable: DIMARUTI, 2)
Method: Least Squares
Date: 07/29/22
Time: 21:19
Sample (adjusted): 7/27/2012 7/22/2022
Included observations: 2461 after adjustments
Variable Coefficient Std. Error t-Statistic Prob.
D(MARUTI(-1)) -0.968884 0.020157 -48.06771 0.0000
C 3.040630 2.084399 1.458756 0.1448
R-squared 0.484433 Mean dependent var 0.011520
Adjusted R-squared 0.484223 S.D. dependent var 143.9154
S.E. of regression 103.3566 Akaike info criterion 12.11506
Sum squared resid 26268475 Schwarz criterion 12.11978
Log likelihood -14905.58 Hannan-Quinn criter. 12.11677
F-statistic 2310.505 Durbin-Watson stat 1.999950
Prob(F-statistic) 0.000000

Table 3.13: Augmented Dickey fuller test of Maruti Suzuki for the period 2012-2022

Interpretation:

Figure 3.13 showed Tech Maruti Suzuki India Ltd prices stationary at first order difference. To
avoid white noise, the mean and variance are kept at zero and 1 and to know whether autocorrelation
exists or not ADF test is run where t statistic value showed - 48.06771 and the critical value is just -
2.862514 thereby entered into a rejection region indicating that there is no autocorrelation among its
prices. DW statistics also suggested stationary since its value is 1.999950 is within its limit level of 4.

Function Evaluations: 24

Evaluations of gradient: 8

Model 1: ARIMA, using observations 2012-07-26:2022-07-22 (T = 2462)
Estimated using AS 197 (exact ML)

Dependent variable: (1-L) Maruti

Standard errors based on Hessian

Coefficient Std. Error z p-value
const 3.13875 2.14855 1.461 0.1441
theta_1 0.0311168 0.0201536 1.544 0.1226
theta 2 0.000985357 0.0202175 0.04874 0.9611
Mean dependent var 3.138912 S.D. dependent var 103.3646
Mean of innovations 0.000544 S.D. of innovations 103.2936
R-squared 0.998248 Adjusted R-squared 0.998247
Log-likelihood —14911.14 Akaike criterion 29830.28
Schwarz criterion 29853.51 Hannan-Quinn 29838.72
Real Imaginary Modulus Frequency

Continued...
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MA

Root 1 -15.7896 -27.6686 31.8569 -0.3325

Root2  -15.7896 27.6686 31.8569 0.3325

Table 3.14: Model Selection for Prediction of Maruti Suzuki India Ltd prices

Date Prediction Price Standard Error Range
2022-07-23 8835.05 103.294 8632.60 - 9037.50
2022-07-24 8838.22 148.369 8547.42 -9129.01
2022-07-25 8841.35 182.699 8483.27 - 9199.44
2022-07-26 8844.49 211.529 8429.90 - 9259.08
2022-07-27 8847.63 236.876 8383.36 - 9311.90
2022-07-28 8850.77 259.761 8341.65 - 9359.89
2022-07-29 8853.91 280.787 8303.58 - 9404.24
2022-07-30 8857.05 300.345 8268.38 - 9445.71
2022-07-31 8860.19 318.705 8235.54 - 9484.84
2022-08-01 8863.33 336.063 8204.65 - 9522.00
2022-08-02 8866.46 352.567 8175.44 - 9557.48
2022-08-03 8869.60 368.333 8147.68 - 9591.52
2022-08-04 8872.74 383.451 8121.19 - 9624.29
2022-08-05 8875.88 397.996 8095.82 - 9655.94
2022-08-06 8879.02 412.027 8071.46 - 9686.58

Table 3.15: Predicted Prices of Maruti Suzuki India Ltd.

Figure 3.14: Predicted Prices of Maruti Suzuki India Ltd.

Interpretation:

Table 3.14 showed an optimum model as per information criteria and the optimum model decided
for predictive analytics is ARIMA (0, 1, 2) and figure 3.14 suggests the predictive prices of Maruti
Suzuki India Ltd for 15 days and figure 3.14 indicates the predictive price and actual prices and the
shaded area in the figure showed a predicted price for 15 days’ time-period.

GARCH Model:
Ho: There is no ARCH & GARCH effect on the stock of prices of Maruti India Ltd.
Ha: There is ARCH & GARCH effect on the stock of prices of Maruti India Ltd.

Dependent Variable: DLOG(MARUTTI)

Method: ML ARCH - Normal distribution (BFGS / Marquardt steps)

Date: 07/30/22

Time: 01:31

Sample (adjusted): 7/27/2012 7/22/2022 Included observations: 2461 after adjustments Convergence achieved after 42 iterations
Continued. ..

Nagarjuna Degree College, School of Management —- MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114




Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

Coefficient covariance computed using outer product of gradients MA Backcast: 7/26/2012
Presample variance: backcast (parameter = 0.7) GARCH = C(4) + C(5)*RESID(-1)"2 + C(6)*GARCH(-1)

Variable Coefficient Std. Error z-Statistic Prob.
C 0.001421 0.000355 3.999073 0.0001
AR(1) -0.219217 0.326131 -0.672174 0.5015
MA(1) 0.281021 0.319902 0.878462 0.3797

Variance Equation

C 1.50E-05 2.06E-06 7.277451 0.0000
RESID(-1)"2 0.071865 0.006169 11.64859 0.0000
GARCH(-1) 0.880295 0.010809 81.43879 0.0000
R-squared -0.003109 Mean dependent var 0.000843
Adjusted R-squared -0.003926 S.D. dependent var 0.018467
S.E. of regression 0.018503 Akaike info criterion -5.320500
Sum squared resid 0.841538 Schwarz criterion -5.306339
Log likelihood 6552.875 Hannan-Quinn criter. -5.315355
Durbin-Watson stat 2.095666
Inverted AR Roots =22
Inverted MA Roots -.28

Table 3.16: GARCH Model at First Order Difference of Maruti Suzuki India Ltd.

e
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Figure 3.15: GARCH Plot for Maruti Suzuki India Ltd Prices

Interpretation:

Table 3.16 showed the GARCH model at first order difference suggesting ARCH effect existence
on the stock prices of Maruti Suzuki India Ltd the variance equation suggests the residual variance
p-value of 0.0001 at first order differencing and figure 3.15 showed a homoscedasticity at every
cluster though overall hetero pattern on the prices of Maruti Suzuki India Ltd.

FINDINGS OF THE STUDY:

1. From table 3.1 it is establishing that the CAGR for FDI inflows of Indian Automobile industry
for the period 2010-2021 is 19.87%. The data shows an incline in 2011 and the flows later on
have created a massive growth for further successive years.

2. Figures 3.1, 3.6 and 3.11 of Bajaj Auto Ltd, Tata Motors Ltd and Maruti Suzuki India Ltd for
the period 2012-2022 showed a time series plot which consist of trend and cyclicality.

3. It can be seen in tables 3.2, 3.7, and 3.12 that Maruti Suzuki India Ltd., Tata Motors Ltd., and
Bajaj Auto Ltd. each had their normalcy assumptions checked. The Jarque-Bera test is
regarded as one of the better tests, and the findings for all three stocks indicated that the data is
normally distributed because the p value is less than 5%.
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4. Additionally, tables 3.2, 3.7 and 3.12 indicates the Summary statistics and histogram for
knowing the normality and the summary statistics suggests that the mean and standard
deviation are 72729.027 and 606.9919, 338.5049 and 129.4379, 5388.714 and 2468.516 for
Bajaj Auto Ltd, Tata motors Ltd and Maruti Suzuki India Ltd respectively.

5. Itis obvious from figures 3.3, 3.8, and 3.13 that prices tend to remain stationary at first order
difference, and the figure exhibits a mean reversion of its values at first order differencing.

6. From table 3.3, 3.8 and 3.13 it is observed that the there is no autocorrelation among the
previous values of Bajaj Auto Ltd, Tata motors Ltd and Maruti Suzuki India Ltd providing a
chance for further process of Prediction of Prices.

7. It can be seen from tables 3.4, 3.9, and 3.14 that the best model for price prediction is ARIMA
(0, 1, 1), ARIMA (1, 1, 0), and ARIMA (0, 1, 2), respectively, for Bajaj Auto Ltd., Tata
Motors Ltd., and Maruti Suzuki India Ltd.

8. Tables 3.5, figure 3.4, table 3.10, figure 3.9, table 3.15 and figure 3.14 showed the forecasted
prices for 15 days from 23rd July 2022 to 06th August 2022.

9. Tables 3.6, 3.11 and 3.16 along shows the GARCH model evaluation and its outcome showed
the existence of GARCH effect which practices a cluster wise homoskedascity thereby not
affecting the Predicted prices sharply.

10. It is found from figure 3.5, 3.10 and 3.15 that the prices are homoscedastic at every cluster
though overall heteroskedasticity exists. This conditional heteroskedasticity is observed at first
order difference for all three stocks selected for the study.

11. As per predicted model and risk return tradeoff, Maruti Suzuki India Ltd proved a better stock
for investors than other 2 companies.

CONCLUSION:

Automobile industry is subjected to volatility in the currency prices and its topline and bottom-line
gets exaggerated due to payable exposure and receivable exposure, hence prediction of Prices
particularly for the companies like Bajaj auto Ltd, Tata Motors Ltd and Maruti Suzuki India Ltd is
vital and the study conducted by the authors provides an insight to firms, investors and forex
dealers for optimum decisions. 15 days’ prices are predicted by conducting normality, stationary
tests and ARIMA econometric tool is applied for prediction of its prices and the authors have
conducted GARCH model for assessing the pattern of volatility in the process of Prediction of the
selected stock prices.
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ABSTRACT:

The term work life balance indicating how employees are balancing their work as well their
personal life. Employees need to be more productive at workplace similarly he or she should be
much involved with his family as well as keens. This balancing between workplace and family are
called convenient work life balance. The achievement of convenient work life balance is only
possible through better work life facilitation provided at workplace. The demand for growth at
workplace and competitive environment bring hurdles to employee in achieving work life
facilitation. The situation is becoming complex now due to saviour impact of Covid on work
culture, work from home arrived as new working culture to overcome the situation of pandemic but
this culture has change the employees working pattern and their expectation from the organisation.
Employees are expecting higher conveniency at work place and better work life facilitation from
employers. The present study tries to assess the impact of convenient work life balance of
employees on work life facilitation at workplace and mediating effect of hurdles to achieve work
life balance. The researcher used exploratory research method with a sample size of 230
employees working in ITES sectors. The outcome of the study shows that convenient work life
balance have significant influence on Work place hospitality facilitation. It is suggested that
employees need to overcome hurdles to achieve work life balance only through better productivity
and involvement at work.

Keywords: Productivity, Facilitation, Pandemic, Hurdles and Convenience.

"Never get so busy making a living that you forget to make a life."”
Dolly Parton

INTRODUCTION:

Work-life balance refers to an individual's level of prioritisation of personal and professional activities
in their life, as well as the extent to which activities related to their job are present at home. Work-life
balance refers to a condition in which one's work and personal lives are perfectly in sync. This
includes completing everyday tasks without neglecting any part of one'spersonal life (health, family
and friends, culture and hobbies), and the other way around. Thisdoes not have to imply that all
aspects of life accept equal devotion, but rather that workers candeliberately split their time and
energy as they see fit between work and personal life. It is debatable what the optimal work-life
balance is. Anthropologists frequently define happiness as having little or no difference between an
individual's work and personal lives, according tofreethinker Paul Krassner. Work-life balance is a
hot subject these days because technological advances have removed the significance of physical
location in defining work-life balance. Previously, bringing work home was difficult or impossible,
creating a distinct divide betweenprofessional and personal life.
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The proliferation of mobile technology, cloud-based software, and the internet has made it much
easier for employees to be ‘permanently’ at work, blurring the line between professional and
personal life. Some commentators argue that smartphones and "always-on™ access to the workplace
have supplanted managers' authoritarian control. The debate over work-life balance revolves
around who is responsible for ensuring employees have a decent work-life balance. Employers have
a moral responsibility to their workers' health, according to the general consensus; stressed-out
employees are less productive and more apt to make mistakes.

MEASURES FOR IMPROVEMENT WORK LIFE BALANCE:

e Implement Hybrid Work Models: Those who travel to work every day are more likelyto
suffer from burnout and stress symptoms such as sleep disorders and high blood pressure.
Those who labor solely from their homes, on the other hand, commonly sufferfrom loneliness, a
lack of exercise, and anxiety. To counteract both, a hybrid working model in which staff
members can choose when and where they work is a viable option.

e Enabling Flexible Working Hours: Those who are forced to work throughout their less
fruitful times due to strict working hours will not be able to reach their maximum potential.
Employees with a flexible schedule can choose when and how they work, allowing them to
better incorporate their work hours into their daily routine. More significantly, they can work
at their most productive times rather than their least productive times.

o Eliminate Work on Weekends: Rest times are necessary for employee health. In addition,
many employees spend their weekends with family, friends, and hobbies. When workloads
appear to require employees to work weekends, it can seriously limitrecovery and family time
while also hastening burnout. Employers who eliminate weekend work make a significant
contribution to avoiding team burnout.

e Introduce Sports and Health Management Programs: Allowing employees to integrate this
into their daily routine may enhance their team members' health, efficiency, and focus.

Work Place Hospitality Facilitation:

With a greater emphasis on work-life balance, hybrid-first workplaces, and changing hiring trends,
employers looking to hire and retain the best talent must understand what benefitsand perks to offer
current and prospective employees to reflect today's workforce needs. Employees who are happy
with the benefits they receive are four times more likely to be satisfied with their jobs; standing out
in an increasingly competitive hiring market is critical for most organisations to succeed. Because
most workers spend the majority of their time in anoffice, whether partially or entirely, making that
environment as optimised and comfortable as possible has never been more important, making
workplace hospitality a key component in forward-thinking perks and benefits packages. The
modern workplace is far from the mundaneoffice environment where employees spend their 9 to 5
hours. It's all about honing the availablespace in the best way possible to create an experience-driven,
employee-focused space that notonly facilitates productivity, networking, and socialising but also
makes it easier for them to disconnect and get some much-needed downtime.

REVIEW OF LITERATURE:

The use of digital technologies enhances individual collaboration and information sharing, leading
to improved work-life balance and higher job success. (Duan, S. X., et al., 2023). Availability to a
social-organizational workplace intended to promote creativity is associated with increased idea
generation but diminished balance between work and personal life, whereas work schedules that are
flexible have been linked with increased balance between work and personal life but not with
originality. (Mattarelli, E., et al., 2022). Relationships thatare expected, showing that work-life
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balance fully mediates the connection between psychological wealth and worker attitudes.
(Parray, Z.A., et al., 2022). Support from colleagues and suitable for families rules at the

workplace Work-family balance was expectedto be favourable. (Lo Presti, A., et al., 2022). Job
characteristics were favourably related to every assessment of work outcomes. Job fulfilment and
emotional dedication were linked to support from management and work and family culture in a
favourable way. (Baral, R. and Bhargava, S., 2010). Work to household enrichment was
associated with positive work characteristics and supervisor encouragement. The connections
between job features and all job effects, as well as the connection between support from managers
and affective commitment, have been influenced by work to family development.

Balance between work and life harmed the efficiency of projects the most, with organizational
support having the most of an effect. There is a link between burnout at work and project success.
(Irfan, M., Khalid, et al., 2023), Employee balance between work and personal life is related to
organizational pride and job happiness. (Mas-Machuca, M., Berbegal-Mirabent, J. and Alegre,
1., 2016). Workplace social assistance and job control were found to have positive relationships
with balance between work and family happiness, even after controlling for conflict between work
and family life. (Beham, B. and Drobnié, S.,2010). It has been established that work contentment
improves performance at work. Unexpectedly "family work-related conflict" has a substantial and
positive association with workplace job satisfaction.(Jung Choi, H. and Tae Kim, Y., 2012).

STATEMENT OF THE PROBLEM:

Significant changes in work habits have also reshaped the concept of workplace hospitality after the
saviour impact of Covid. Employers are looking to restrict offer when it comes to corporate food
service environments, which were previously limited to perhaps just a coffee machine and or a snack
station, especially as Millennials and Gen-Z employees continue to populate the hiring markets.
Because both generations grew up studying and working in more informal settings, such as cafes,
more employers are reimagining their office space to include environments that emulate the same
comfortable, design-based, and flexible environments to facilitate collaboration and engagement.
Thus the present study helps in identifying the perception of employees on connection between
convenient work life balance and Hurdles to Achieve Work Life Balance and their subsequent effect
on Work Place Hospitality Facilitation after overcoming the saviour impact of Covid.

OBJECTIVES:

e To examine the dominant dimensions of Convenient Work Life Balance, Hurdles to Achieve
Work Life Balance and Work Place Hospitality Facilitation.

e To understand the difference in the perception of employees based on their educational
qualification and Income group in Work Place Hospitality Facilitation.

e To define the significant influence of Convenient Work Life Balance on Work Place
Hospitality Facilitation through mediating Hurdles to Achieve Work Life Balance.

e To suggest means employees in eradicating evilness of exploitation at workplace after saviour
impact of Covid.

RESEARCH METHODOLOGY:

The present study is descriptive in nature which has used convenient sampling method for
collecting data from employees working in IT and ITES. 230 samples were collected from
employees working in IT and ITES sector in Chennai city. For the purpose of collecting data online
data collection tools has been used for the same google forms were distributed to employees
working in IT and ITES. The developed questionnaire deals with four sections namely section 1
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which consists of 11 variables relating to Convenient Work Life Balance followed by 9 variables
relating to Hurdles to Achieve Work Life Balance and 15 variables relating to Work Place
Hospitality Facilitation. All these variables have been measured using Likert scale of strongly agree
to strongly disagree with an weightage of 5,4,3,2, and 1 respectively.

DATA ANALYSIS AND INTERPRETATION:

The collected data are subjected to data analysis and the results obtained are interpretedwith the help
of statistical perception.

Personal Profile:

The personal profile of the employees shows sizable number of employees are female with PG
qualification and earning moderate income of Rs.20,000 to Rs.40,000. Majority of theemployees are
working in middle level of management. Common number of employees is working between 10 to
12 hours a day.

Convenient Work Life Balance Fact.or Mean S,t d'_ Communalities Eigen Variance | Factor Name
Loadings| Value | Deviation Value

Flexible finishing time. 0.855 3.850 1.055
Flexible starting hours/ime 0833 | 4050 | 0.959 2495 | 226779 X:;’Jktg‘l':““
Flexible hours in general. 0.828 | 4.020 0.938 ) ) ¢ Fa ctl())r
Career break. 0.546 3.610 1.035
Working from home 0.734 3.710 1.108
Bring 'Chlld to.work place 0.673 2830 1227 )
unavoidable circumstances. 2.063 18.755 Work Liberty
Inviting family rpembers for the 0571 3.360 1144 Factor
Corporate functions
Holiday/paid time off. 0.558 | 4.030 0.966
Support from colleagues at work. 0.847 | 4.110 0.811 . .
S from family memb 0667 | 4140 | 0819 Kith and Kin
T‘_lppor;frf"mf a“f‘l‘ y members. : : : 1.836 | 16.690% |Supportive

e ot ot Jamt'y 0556 | 3.940 | 0923 Factor
engagements/events.

KMO: 0.794, Chi-Square: 1982.660, Df: 55, P<0.000 Total Variance Explained:58.112%

Table 4.1: Factorisation of Convenient Work Life Balance (CWLF)

Table 4.1 shows factorisation of 11 Convenient Work Life Balance (CWLF) variables, out of 11
Convenient Work Life Balance variables three independent factors have been extracted, which
explaining overall variance of 58.112% of variance. The KMO value of 0.794 with Chi-square value
of 1982.660 and P value of 0.000 indicates that factor analysis can be applied to those 11
Convenient Work Life Balance variables. The most dominant factor 1 witheigen value of 2.495
which explaining 22.677% of variance in CWLF and it contain four itemsnamely Flexible finishing
time, Flexible starting hours / time, Flexible hours in general and Career break in the position of
their relative position within the variables it has been labeled as Work Culture Adoptable Factor
(WCAF). The second factor 2 with eigen value of 2.063which explaining 18.755% of variance in
CWLF and it contain four items namely Working from home, Bring child to work place
unavoidable circumstances, Inviting family members forthe Corporate functions and Holiday / paid
time off in the order of their relative position withinthe variables it has been termed as Work Liberty
Factor (WLF). The third factor 3 with eigenvalue of 1.836% of variance in CWLF and it contain
three items namely Support from colleagues at work, Support from family members and Time off
for family engagements / events in the order of their relative position it has been termed as Kith
and Kin Supportive Factor(KKSF).
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Hurdles to Achieve Work Life Balance| Factor | Mean Std. Communalities Eigen Variance| Factor Name
(HAWLB) Loadings | Value |[Deviation Value

Relax.mg and forgetting about work 0736 376 1.083 0.570

issue is too hard

Become less enthusiastic about my job 0.698 3.40 1.272 0.493 o

Working for the whole week is a strain 0.663 3.66 1.163 0.464 Diminishing
ha - - - - - 2.594 | 28.817% |Productivity

Feel emotionally drained from work 0.655 3.52 1.129 0.540 Factor

Feel exhausted at the end of the day 0.608 3.82 1.044 0.532

Feel tired when getting up in the morning

& have to face another day on the job 0.558 379 1.167 0.648

Effectl.vely solve the problems that arise 0.785 411 0855 0616 o

in my job Productivity

Effective at Work 0.729 4.13 0.919 0.538 2.000 |22.220% |Propelling

Making effective cqntqbutlon towards 0.695 410 0.873 0.493 Factor

the progress of organisation

KMO: 0.753, Chi-Square: 1349.482 Df: 36, P<0.000 |T0tal Variance Explained: 51.037%

Table 4.2: Factorisation of Hurdles to Achieve Work Life Balance (HAWLB) Variables

Table 4.2 reveal factorisation of 9 Hurdles to Achieve Work Life Balance (HAWLB) variables,
out of 9 HAWLB variables two dominant independent factors have been extracted which,
explaining total variance of 51.037% of variance. The KMO value of 0.753 with Chi- square value
of 1349.482 and P value of 0.000 explicates that factor analysis can be applied tothose 9 HAWLB
variables. The foremost dominant Factor 1 with eigen value of 2.594 which explaining 28.817% of
variance in HAWLB and it contains six items namely Relaxing and forgetting about work issue is
too hard, Become less enthusiastic about my job, Working for the whole week is a strain, Feel
emotionally drained from work, Feel exhausted at the end of the day and Feel tired when getting up
in the morning & have to face another day on the job inthe order of their relative position among the
variables it has been named as Diminishing Productivity Factor(DPF). The second dominant
Factor 2 with Eigen value of 2.000 which explaining 22.220% of variance in HAWLB and it
contain three items in it namely Effectively solve the problems that arise in my job, Effective at
Work and Making effective contribution towards the progress of organisation in the order of their
relative position it has been termed asProductivity Propelling Factor.

Work Place Hospitality Facilitation Factor | Mean Std. Communalities Eigen Variance | Factor Name
(WPHF) Variables Loadings| Value | Deviation Value

Provide master health check-up regularly 0.856 | 2.90 1.392 0.771
Provide leave to take care of elders. 0.815 3.03 1.342 0.705
Provide gym facilities at subsidised fee. 0.806 | 2.74 1.491 0.705 4.240 | 28.263% 33:;1esomeness
Provide in house stores. 0.784 2.47 1.479 0.677 Factor
Provide leave for child care. 0.770 2.87 1.463 0.666
Provide child care/creche facilities, 0.746 2.81 1.480 0.666
Working from home occasionally(when needed) | 0.845 3.28 1.491 0.820
Worl.dngi from home regularly (under 0837 206 1532 0815 Homework
special circumstances) 2.516 | 16.771% |Appraisement
Compressed work hours. 0.584 3.23 1.190 0.501 Factor
Part time 0.551 2.52 1.336 0.535
Flexible start & ending time. 0.899 3.85 1.249 0.861 'Work
Flexible work timing arrangements 0.856 | 3.89 | 1.183 0.819 1798 | 11.985% i:”c’i:’r'my
Working in shift 0.837 3.38 1.388 0.713 Versatile
Job sharing. 0.628 3.23 1.190 0.518 1.540 | 10.263 |Activities
Provide transport facilities 0.456 | 4.24 1.291 0.620 Factors
KMO: 0.856, Chi-Square:5215.422, Df: 105, P<0.000 Total Variance Explained: 67.283%

Table 4.3: Factorisation of Work Place Hospitality Facilitation (WPHF) Variables
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Table 4.3 shows factorisation of 15 Work Place Hospitality Facilitation (WPHF) variables, out of
15 WPHF variables four independent factors have been extracted which, explaining total variance of
67.283%. The KMO value of 0.856 with Chi-square value of 5215.422 and P value of 0.000 indicates
that factor analysis can be applied to those 15 WPHF variables. The most dominant Factor 1 with
Eigen value of 4.240 which account for 28.260% of variance in WPHF and it holds six items namely
Provide master health check-up regularly, Provide leave to take care of elders, Provide gym facilities
at subsidised fee, Provide in house stores, Provide leave for child care and Provide child care/creche
facilities in the order of their relative position it has been termed as Self-Wholesomeness Factor
(SWF). The second dominant Factor 2 with Eigen value of 2.516 which account for 16.770% of
variance in WPHF and it consist of 4 items namely Working from home occasionally (when needed),
Working from home regularly (under special circumstances), Compressed work hours and Part time
in the order of their relative position it has been termed as Homework Appraisement Factor(HAF).
The third dominant Factor 3 with Eigen value of 1.798 which account for 11.990% of variance in
WPHF and it consist of 2 items in it namely Flexible start & ending time and Flexible work timing
arrangements in the order of their relative position it has been termed as Work Flexibility
Factor(WFF). The fourth Factor 4 with Eigen value of 1.540 which is account for 10.263% of
variance in WPHF and it holds three items in it namely Working in shift, Job sharing and Provide
transport facilities in the order of their relative position it has been termed as Versatile Activities
Factors (VAF) Mediation Analysis of Convenient Work Life Balance (CWLF) to Hurdles to
Achieve Work Life Balance (HAWLB) to Work Place Hospitality Facilitation (WPHF)

M

/ =y S
+
= -
<i

Figure 4.1: Direct and Indirect effect of Convenient Work Life Balance toWork Place Hospitality
Facilitation

X = Convenient Work Life Balance

M is Hurdles to Achieve Work Life BalanceY is Work Place Hospitality Facilitation

Indirect effect of X on Y through M only = aibiDirect effect of X on Y = Ci

The Mediation analysis bas been conducted to test the direct and indirect effect of Convenient
Work Life Balance (X) as the independent variable, Hurdles to Achieve Work Life Balance (M)
Mediating variables. The dependent variable used is Work Place Hospitality Facilitation (Y). The
path of this model (ai), which insist the relationship between Convenient Work Life Balance to
Hurdles to Achieve Work Life Balance (M), was identified to be significant (p=0.927, t=36.440,
P<0.000). The path between (bi), which insist the relationshipbetween Hurdles to Achieve Work
Life Balance (M) to Work Place hospitality Facilitation (Y)is identified to be significant (p=0.684,
t=18.369, P<0.000). The path between (ci), which insistthe relationship between Convenient Work
Life Balance (X) to Work Place HospitalityFacilitation (Y) is observed to be significant (B=0.657,
t=24.582, P<0.000). Hence, the present mediation model is significant and convenient work life
balance has significant influence onWork place hospitality facilitation.

Educational Qualification Group Mean Std. Deviation F P
School Level 44.722 13.101
UG 46.842 12.112
WPHF PG 48.896 13.344 6.768 0.000**
Professional 48.152 13.110
Total 47.377 12.594

Table 4.4: Significant of Difference among Educational Qualification in WPPHF
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Table 45 shows significant difference among educational qualification group in Work place
hospitality facilitation {F=6.768, P<0.000}. Thus, null hypothesis has beenrejected and alternative
hypothesis has been accepted at 1% level of significance. The mean and standard deviation scores
show change in the perception of employees based on their educational qualification in Work place
hospitality facilitation. Employees with PG qualification shows highest Work place hospitality
facilitation at workplace followed by those with professional qualification and least Work place
hospitality facilitation is shown by those with school education.

Income Group Mean Std. Deviation F P
Less Rs.20,000 45.896 12.801
WPHF Rs.20,000 to Rs.40,000 47.558 11.790 6.157 0.002%*
More than Rs.40,000 51.302 14.081
Total 47.377 12.594

Table 4.5: Significant of Difference among Income Group in WPHF

There is significance of difference among monthly group in WPHF {t= 6.157, P= 0.002},
consequently null hypothesis has been rejected and alternative hypothesis has been accepted at 1%
level of significance. The mean value for WPHF in monthly income groups shows statistical
changes, hence employees earning more than Rs.40,000 reveals highest work place hospitality
facilitation at workplace followed bythose earning between Rs.20,000 to Rs.40,000.

RESULTS AND DISCUSSION:

Sizable number of employees are female with PG qualification and earning moderate income of
Rs.20,000 to Rs.40,000. Majority of the employees are working in middle level of management.
Common number of employees is working between 10 to 12 hours a day. 11 Convenient Work Life
Balance (CWLF) variables have been factorised into three dominant factors. The most dominant
factor 1 contain four items namely Flexible finishing time, Flexible starting hours / time, Flexible
hours in general. and Career break in the position of their relative position within the variables it
has been labelled as Work Culture Adoptable Factor (WCAF). The second factor 2 contain four
items namely Working from home, Bring child to work place unavoidable circumstances, Inviting
family members for the Corporate functions and Holiday / paid time off in the order of their
relative position within the variables it has been termed as Work Liberty Factor (WLF). The third
factor 3 contain three items namely Support from colleagues at work, Support from family
members and Time off for family engagements / events in the order of their relative position it has
been termed as Kith and Kin Supportive Factor (KKSF).

9 Hurdles to Achieve Work Life Balance have been factorised into two dominant factor. The
foremost dominant Factor 1 contains six items namely Relaxing and forgetting about work issue is
too hard, Become less enthusiastic about my job, Working for the whole week is a strain, Feel
emotionally drained from work, Feel exhausted at the end of the day and Feel tired when getting up
in the morning & have to face another day on the job in the order of their relative position among
the variables it has been named as Diminishing Productivity Factor (DPF). The second dominant
Factor 2 contain three items in it namely Effectively solve the problems that arise in my job,
Effective at Work and Making effective contribution towards the progress of organisation in the
order of their relative position it has been termed as Productivity Propelling Factor.

15 Work Place Hospitality Facilitation has been factorised into four dominant factor. The most
dominant Factor 1 holds six items namely Provide master health check-up regularly, Provide leave to
take care of elders, Provide gym facilities at subsidised fee, Provide in house stores, Provide leave for
child care and Provide child care/creche facilities in the order of their relative position it has been
termed as Self-Wholesomeness Factor(SWF). The second dominant Factor 2 consist of 4 items
namely Working from home occasionally (when needed), Working from home regularly (under
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special circumstances), Compressed work hours and Part time in the order of their relative position it
has been termed as Homework Appraisement Factor (HAF). The third dominant Factor 3 consist of 2
items in it namely Flexible start & ending time and Flexible work timing arrangements in the order of
their relative position it has been termed as Work Flexibility Factor (WFF). The fourth Factor 4 holds
three items in it namely working in shift, Job sharing and provides transport facilities in the order of
their relative position it has been termed as Versatile Activities Factors (VAF).

The path of this model (ai), which insists the relationship between Convenient Work Life Balance
to Hurdles to Achieve Work Life Balance (M), was identified to be significant. The path between
(bi), which insists the relationship between Hurdles to Achieve Work Life Balance (M) to Work
Place hospitality Facilitation () is identified to be significant. The path between (ci), which insist
the relationship between Convenient Work Life Balance (X) to Work Place Hospitality Facilitation
() is observed to be significant. Hence, the present mediation model is significant and convenient
work life balance has significant influence on Work place hospitality facilitation.

Employees with PG qualification shows highest Work place hospitality facilitation at workplace
followed by those with professional qualification and least Work place hospitality facilitation is
shown by those with school education. Employees earning more than Rs.40,000 reveals highest work
place hospitality facilitation at workplace followed by those earning between Rs.20,000 to Rs.40,000.

CONCLUSION:

The sudden onset of Covid-19 completely flipped the workforce from working in person as the rule
to the exception, almost overnight igniting a new massive wave of flexible work options such as
remote and advance working options. Establishing an appropriate balance between work and life is
essential not only for relationships and well-being, but it can also improve productivity and, in the
long run, performance. Simply put, if your employees do not see work as an everyday chore, they
will work more diligently, make fewer errors, and are more inclined to become brand advocates.
The present study tries to interrogate the employee’s perception on convenient work life balance
and hurdles to work life balance and its subsequent effect over work life facilitation at workplace.
The study identified that majority of the employees are female working in middle level of
management. Convenient Work Life Balance have been factorised into three dominant factor
namely Work Culture Adoptable Factor which deals with namely Flexible finishing time, Flexible
starting hours/time, Flexible hours in general of employees while the second factor Work Liberty
Factor deals with Bring child to work place unavoidable circumstances, Inviting family members
for the Corporate functions and the third factor namely Kith and Kin Supportive Factor is dealing
with Support from colleagues at work, Support from family members and Time off for family
engagements.

Diminishing Productivity Factor and Productivity Propelling Factor are the dominant factors
identified from Hurdles to Achieve Work Life Balance. Self-Wholesomeness Factor, Homework
Appraisement Factor, Work Flexibility Factor and Versatile Activities Factors are extracted out of
Work Place Hospitality Facilitation. Convenient Work Life Balance has significant and positive
influence on Work Place Hospitality Facilitation.

It is suggested that employees should be well motivated in handling hurdles to work life balance at
workplace through providing supportive working environment and recognition from employers.
After the strong impact of covid employees are lower productive compare to before the impact of
covid. The scenario of work from home brought more and more comforting among the employees
at home, which simultaneously demand the same at office after reopening of offices.
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ABSTRACT:

The loss of one person is the gain of another person is beautiful professional gambling that is
played in stock markets. The ability of human beings to analyze the performance of the companies
based on different parameters makes them outstanding and will end up with the attitude of profits.
In the process of research, there are so many factors those are intrinsic in human beings those are
going to be applied which synchronizes psychology with finance. The paper is undertaken with the
objective of identifying the behavioral aspects of investment decisions, it is an empirical study
based on the questionnaire drafted with structured questions, available data is converted analyzed
and a satisfactory conclusion is drawn with relevant suggestions.

Keywords: Heuristics, Herd behavior, Market Information, Prospect, Security, Returns.

INTRODUCTION:

Behavioral finance is a part of behavioral economics dealing with the psychological influences an
biases in the area of finance decision making that helps to predict the volatility in the secondary
markets (Investopedia), classical economics opined that the investors are rational and their decision
is purely based on the factors of performance and need contradicting with the emergence of
materialistic economy, the stock market investments have actually undergone a rapid change with
the influence of human behavior (Jaiswal. B & Kamil. N, 2012). The secondary markets have a
major implication on the planning of investment avenue of every individual in the country,
cognitive behavior and perception of every individual place a Pivotal role in investment decision
making. Even though secondary markets categorize itself as a property of rich man investing
money and getting back profits, still it does not escape the perception of every trading individual
(P. Prateek Thodkarand B. Sathish Kumar, 2022). Traditional finance usually analyzed risk and
return but modern finance brought in lot of perception that is attached with the Investments (Sattar,
M. A., Toseef, M., & Sattar, M. F, 2020). Modern day economic sovereignty is decided by the
margin of trading the takes place in the stock market. The investor in the stock market is always
influenced by the personality traits that is been imbibed from the time of birth (CAO.M.M, et.al,
2021). Volatile behaviourof the stock market has always been a debatable issue, the very purpose
of investment is again a prominent area of research (Keswani,S.et.al, 2019) The behavior aspect
which includes sentiment, overconfidence, over reaction, under reaction and herd behavior will
have an impact on the investors financing decision (Metawa, N. et.al).

REVIEW OF LITERATURE:

P. Prateek Thodkar and B. Sathish Kumar (2022).The Conclusion is drawn that the people in the
stock market would learn from previous mistakes and with the concepts which are preconceived to
their understanding, the conclusions is drawn by considering the regression model. Descriptive
method was adapted with a objective of identifying the most influential behavioral factor on
investment decision making of individual investors. Research was carried out with sample size of
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430 respondents with buying or holding shares less than Rs 2,00,000 in stock exchange,
questionnaires was circulated to obtain the data. The study focused on observing the behavior of
human beings in taking decision on what to be invested in stock market, the authors classify three
ranges of behaviour as Heuristic, Prospect and Herding.

Sattar, M. A., Toseef, M., & Sattar, M. F. (2020). The authors also proved that the feeling, mood and
ecological factors are also influencing the investment decision, they concluded that investment
decision making has direct impact on the behavior Finance. Structured questionnaire was circulated
and the regression model and two tailed ANOVA test was used to analyze the data with the
underlying hypothesis The objective was framed to analyze the complete behavioral aspects of human
beings in taking investment, Empirical study with investment decision making as dependent variable
and a composite activity as the base. Conceptual Framework is diagrammatically represented.

Jahanzeb, A. (2012).The paper concluded that illusionary form of decision does not work out always,
the influencing factor based on cognitive behaviour does play role in decision making and also the
attitude of risk aversion necessitates the believe in the data that is expressed by external environment.
The study was undertaken with an objective to find out whether the illusionary decisions based on the
information that is supplied by others is taken by the managers, descriptive study with conceptual
understanding of various works carried out under behavioral finance is taken into consideration,
finally a model is developed for application of behavioral contributions in decision making.

CAO, M. M., et.al (2021).The authors conclude that Herding has the least impact on the investment
performance and the Prospect factor has the highest degree of impact. The study was undertaken to
check the relationship between behavioral factors on individual investors decision making and
investment performance in Vietnam stock market. 250 respondent’s data through structured
questionnaire was collected, exploratory factor analysis, confirmatory factor analysis and structural
equation modeling was carried out to derive the meaningful conclusion. Result show that Heuristic,
Prospect, Market and Herding directly and positively influence on decision making in the
investment and performance of the investment.

Jaiswal, B., & Kamil, N. (2012). The conclusion was that there is no similarity between men and
women while taking decisions, women are more conservative and their less prone to over
confidence and over reaction compared to men, even with this variability there are few personality
traits that are influencing on decision making of both men and women. With a Moto to study this
the gender factor is taken into consideration to check whether men and women are influenced by
the behavioral finance phenomena, study further tries to find out the difference in the behavioral
phenomena of men and women. 161 structured questionnaire samples were collected through
convenient sampling method and chi square test is applied to analyze the data.

Keswani, S..etal (2019). Conclusion given by the authors is that all four variables have a
significant impact on the decision making process of the investors. The hypothesis derived was
accepted with regard to the high level of influence of behavioral factors on decision making of
individual investors. The study was undertaken to find out the effect of four factors Heuristic,
Prospect, Market and Herding on decision of investors at NSE. Data was collected from a
structured questionnaire; pilot study was conducted with Crown back Alpha analysis to check the
internal consistency of the element. Further sampling method was adopted to collect the data.

Metawa, N., et.al (2018).The conclusion of the paper indicates investors’ sentiment and other allied
factors significantly affect investment decision. Demographic characteristics and level of education
has positive effect on investment decision experience does not play a till role in the decision
aspects. The paper aims to investigate the relationship between demographic characteristics and
investment decision in Egyptian stock market. Data is collected through a structured questionnaire
with 384 respondents involving foreign institutional and individual investors, obtain data is
analyzed using the regression model.
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Ricciardi, V., & Simon, H. K. (2000). The paper is concluded by providing strategies to assist
individuals to resort the mental mistake and errors by recommending some important investment
strategies for those who invest in stock and mutual funds. The research is undertaken with an
objective to study the various factors that trigger to sociological and psychological issues that
promote decision making of individuals, group and Organization, conceptual study based o earlier
reviews and researchers are taken for the purpose of reference.

Kengatharan, L., & Kengatharan, N. (2014). The study concluded by the author stating that all four
variables will have a positive impact on decision making except for anchoring under heuristic
factor and influence of choice of stock variable from herding factor, the objective was done in Sri
Lanka to examine relationship between behavioral aspects and investment decision. Questionnaire
was distributed to individual investors in Colombo, capital of Sri Lanka and collected data is
analyzed using SPSS model.

Shah, S. F. et.al (2020, October). The study is concluded by identifying the research gap with most
of the questionnaire-based articles; the authors concluded that the necessity of identifying the
behavioral traits after the COVID affect is mandatory for further research gaps, objective of the
paper is identifying the effect of behavioral factors on the financing decision making.

STATEMENT OF THE PROBLEM:

The additional de-mat account opened during the lock down of 2020 have created the fresh challenge to
the analyst the stock market to decide on the various parameters of investment that are considered by the
traders in the market. The rising awareness and increased number of participants on a day today basis
has given a fresh method through which the analysis is made in the stock market. Considering this the
paper is undertaken with a view and objective of identifying implications of behavioral Finance
components in investment behavior of human beings in the market, limited to Bengaluru city.

OBJECTIVES OF THE STUDY:

1. To understand the variables contributing for investment behavior.
2. Tounderstand the perception of investors on various components of investment behavior.

SCOPE OF THE STUDY:

The paper is restricted in nature in terms of its applicability as it deals only with the traders in stock
market. Paper does not envisage on other options of investment and also savings that are available
for human beings as their saving avenues. Further saving attitude is covered with various aspects
out of which only the behavior finance defined aspects are considered under this paper.

METHODS OF DATA COLLECTION:

Primary data is collected from structure questionnaire from the investors in shares in secondary
markets, secondary data required is collected from journals, newspapers, magazines and any other
published sources with proper quotations.

SAMPLING:

Convenient sampling is followed in distribution of structured questionnaire, the availability will be
converted as per the requirement of the paper to draw conclusions based on analysis.

SAMPLING SIZE:

The size of the sample is 100 of those investors who have invested less than Rs 2,00,000. The sample is
collected from Bengaluru city and the convenient sampling is used to select the respondants.
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STATISTICAL TOOL.:

Testing of the hypothesis is done by applying Cronbach alfa test, the results obtained are compared with
the standard and the interpretation is derived from the responses received from the questionnaire.

HYPOTHESIS:
Ho: There is no relationship between investment decisions and behavioural finance
H;: There is no relationship between investment decisions and behavioural finance

DATA ANALYSIS AND INTERPRETATION:

The data analysis is taken in the order of the objectives to understand the variables contributing for
investment behavior.

1957 Leon Festinger: Cognitive dissonance is the term for inconsistent behaviour that is
linked to an individual's emotions.

1970 Daniel Kahneman and Amos Tversky: The term "cognitive illusions" was first used to
describe heuristics, the prospect theory, and framing biases, among other hypotheses in the
field of trade psychology.

1985 Richard H Thaler: ‘Mental Accounting’” A new model that combines cognitive
psychology and microeconomics has emerged. This idea was produced by taking losses and
gains into account utilizing prospect theory.

1985 Richard H Thaler and W D Bondt: The hypothesis of overreaction in stock markets
reveals that people make rash actions in the market after reading published news.

2000 Meir Statman: Behavioural portfolio theory is a hypothesis that demonstrates how
people design their portfolios differently from what the Capital Asset Pricing Model predicts.

2001Grinblatt and Keloharju: What drives people to trade: The idea was first formulated by
examining the numerous behavioural factors that drive market trading.

2001 Hubert Fromlet: The theory of behavioural finance highlighted the shift away from the
typical human behaviour of an uninterested person and towards more practical application-
based decisions.

2006 Coval and Shumway: Impact on Behaviour Biases in Stock Prices: When compared to
someone who holds biassed stocks, the unbiased investor's stock prices vary less.

Based on the above theoretical frameworks are drawn:

Heuristics

Prospect theory

Herd Behaviour

Investment Behavioral

Market
Information

Decisions »1 Finance

Security

Returns

Figure 5.1: Framework 1
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Figure 5.2: Framework 2

The above mentioned review makes it clear that behaviour finance language was first used in 2001.
Due to the growing number of people investing in stock markets, it has been noted that several
studies have been conducted in this area and contributions have been made by various scholars
since its start. Evidence is gathered from many studies to show that behaviour economics, a branch
of economics, has become more diverse and that behaviour finance, a new field, has emerged. The
population's diversity in terms of existence, gender, age, and income levels has made the topic
more complicated and debatable.

TO UNDERSTAND THE PERCEPTION OF INVESTORS ON VARIOUS COMPONENTS
OF INVESTMENT BEHAVIOR:

Demographic Data:

Of the respondents received 25% are women, 20% of the respondents are below 30 years, 40% of
the respondents are between 31 to 40 and other respondents are above 40 years. 72% of the
respondents are married and equal distribution of Profession like Teaching, Managerial with 10%
respondents from others. 55% of the respondants are between 3 to 6 lakhs per annum, above 12
lakhs is 45% and balance 10% respondants income between 6 to 12 Lakhs.

TESTING OF HYPOTHESIS:

Components of Behavioural Finance Cronbach Alfa Value Analysis
Heuristics 48 No relationship
Prospect .54 No relationship
Herd behaviour 46 No relationship
Market information .19 No relationship
Security .66 Related
Returns .80 Related

Table 5.1: Testing Hypothesis

From the above analysis, it is clearly evident that the influence of all the components of behavioral
finance on investment decision making is meagre. Individually going the Heuristics attribute does
not have any influence on the investment decision making, the influence on herd behavior is also
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below the acceptable limit leading it to the no influence on investment decision, prospect character
is also not evidence by the analysis on investment decision, and market information does not have
any significant inflation on investment decision.

Of the responses received, the security and the returns are the major components contributing the
investment decision. Out of the variables bearing the influence, the returns have the significant
influence compared to the safety. The Cronbach alfa value below the limit of .6 is considered as
impacting, the value below is rejected.

All in all the components of the behavioral finance components consolidated rejects the alternate
hypothesis and accepts null hypothesis.

CONCLUSIONS AND SUGGESTIONS:

The awareness of these theories are essential in the field of finance, the necessary of introducing
finance education at the higher education level as a part of academic syllabus is mandatory, the
changing attitude of the Government in removing the pension has necessitated the working class to
start planning for the retirement from a very young age leading to meaningful addition of
participants in the stock markets, the rise of materialism and the acceptance of peace throughout the
world have forced people to pursue their desires at an alarming rate, and the study above
substantiates the claim that behaviour finance is an emerging theory and will be the theory for the
future. The Due to the widespread discussion of entrepreneurship and the limited resources
available, people now have a better grasp of how to make smart investment decisions.
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ABSTRACT:

Customers after the effect of pandemic are picky and want the highest quality of service. Brands
combine the usage of their physical storefronts, brand websites or apps, delivery services, and
shipping services to satisfy their requirements. This strategy, known as hybrid commerce, requires
brands and merchants to adopt more technological advancements than they would in a traditional
brick-and-mortar retail environment. This hybrid approach combines online and offline sales in
order to streamline supply chains and provide clients with a better experience as they switch
between the two channels with ease. The phrase "buy online, pickup in-store" (BOPIS) or "Click &
Collect" is a well-known illustration of this. The present study tries to examine the determinants of
hybrid consumers and behaviour of consumer towards post pandemic market conditions. The
research used descriptive research method for the same using non probability sampling method.
The data were collected from consumers of online shopping. The elements of hybrid consumer are
observed as Distribution Channel (DC), Marketing Tactics(MT), Brand Management (BM),
Product Information (Pl), and Customer Data (CD). The results show distribution channel
followed by Brand management and customer data have direct and significantinfluence on hybrid
consumer while product information and marketing tactics have indirect influence on hybrid
consumer. It is suggested that channel of distribution should be enhanced in order to boost hybrid
consumer. Similarly, brand management should be strengthening in order to push product
information to hybrid consumers.

Keywords: Brand, Hybrid, Management, Information and Data.

INTRODUCTION:

Mobile phones in particular and digital technologies in general are fundamentally alteringconsumer
behaviour and reshaping markets through their cutting-edge strategies (QR code, e- commerce,
social mobile media, proximity marketing, locative media, etc.), transforming the entire consumer
culture in a previously unheard-of way. Mobile phones can be thought of in this way as generic
performatives that were given the name "shopping carts" more than ten years ago. Additionally,
they act as a mediator in our interpersonal interactions, link us to all of store our memories (in the
form of photos, videos, music, chat conversations, personal data, and streams of emotions and
ideas), act as our personal ID and payment method, and aid us in navigating the complex
environments made up of both concrete and digital elements, or hybrid spaces.

The marketing of both consumer goods and services could be significantly impacted by a recent
development in customer behaviour. Our focus is on the advent of the hybrid consumer, a type of
consumer that does not fall neatly into any of the market segments identified in conventional
marketing literature. On some situations, the hybrid consumer will purchase less expensive
generics and low-end brands, but on other occasions, they will trade up to more expensive,
premium brands and will gladly pay for them. None of these consumers exhibit any of the
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predetermined consumer segmentation behaviours that would lead them to purchase goods and
brands intended for any particular target market. As a result, we might need to reconsider the
segmentation procedure.

Global consumer markets appear to be polarising or splitting into low-end and high-end divisions.
Middle-class customers are reshaping the consumer goods market by switching from high-end to
low-end options while also switching from low-end to high-end options, but avoidingthe "boring
middle," which offers little added value and neither amazing pricing nor exceptional quality. Thus,
the key to developing effective retail strategies appears to be understanding the shifting attitudes,
behaviours, and values of middle-market consumers.

An innovative idea in Taiwan's convenience store and food service industries is the hybrid
convenience store, a convenient space for dining and shopping. Due to Taiwan's leadership in the
development of the convenience store industry, greater research into this phenomenon is warranted to
help Taiwanese restaurateurs and owners of convenience stores develop methods to counter this trend.

Our daily lives are being increasingly mediated by and dependent upon technology. In contrast to
traditional geographic space, hybrid space is reliant on digital technologies, specificallyenergy and
the accessibility of networks and the Internet. It just vanishes if you don't have accessto these. It is,
in a way, an exclusive and unstable entity due to its dependence on mobile networks, signals, and
mobile devices. According to Castell's network society, exclusion serves as these newinformation
networks' organising principle. Once again, this is a status-related social issue as well as (and
possibly more importantly) a technological one. Simply said, participating in and experiencing
hybrid space requires having access to specific technology, and this might involve issues with both
technical assistance and power dynamics.

Our mobile devices are translucent as a result of their miniaturisation since they gradually fade into
the background while becoming more and more present. The main paradox of the hybrid universe
is that the more invisible the technology is, the more pervasive, omnipresent, and strongit becomes,
giving us little chance to fight it off either we are unaware of it, or we lose this abilityas a result of
our assimilation with it. To put it another way, technology becomes transparent and invisible not
just because it gets smaller but also because it becomes a "normal" aspect of how welive our lives.
Heidegger called this attitude towards the world being ready-to-hand. The flattening process of
transparency is typified by the escalation of apathy.

REVIEW OF LITERATURE:

Ehrnrooth, H. and Gronroos, C. (2013) have identified a spectrum of hybrid consuming styles
that incorporates both omnivorous and polarised activity. Hybrid customers like both luxury and
affordable options while ignoring middle options. There are categories and situations for both
trading up and trading down. Product category boundaries are blurred by hybrid consumption.
There are four key features that characterise hybrid consumption.

Ming-Sung Cheng, J., et al. (2009) have explored the facilitators of customer acceptance of the
hybrid convenience store concept using Rogers' diffusion of innovation (DOI) theory. The more the
degrees of "compatibility," "observability,” and "trialability,” the more likely potential customers
will dine at hybrid convenience stores. It has also been discovered that lesser levels of
"complexity" boost the possibility of potential customers dining at hybrid convenience stores. The
data, however, do not support "relative advantage" as a facilitator.

Hakim Masmoudi, M., Jmour, A. and ElAoud, N. (2022) have investigated various levels of
consumer hybridity, which is gaining traction during the current COVID-19 epidemic. During the
current COVID-19 epidemic, four major aspects of consumer hybridity were highlighted: "up vs
down," "

utilitarian vs hedonic," "impulsive vs planned," and "responsible vs irresponsible.”
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Aruan, D.T.H. et al. (2018) have investigated the relative importance of country of brand(COB),
country of service delivery (COSD), and country of person (COP) in consumer evaluationsof hybrid
services. a comparative analysis The experimental design investigated the empirical significance of
country of origin (COQO) impacts in three service contexts: search, experience, and credibility.
According to the findings, the relative relevance of COP was highest for credibility services,
whereas COB was highest for experience services.

STATEMENT OF PROBLEM:

Advancement of technology not only bring economic growth through development of
infrastructure as well as through connecting global market but also paw the way for individual
companies towards sustaining market competition. Companies are adopting new and innovating
marketing strategies to capture majority of market share and retaining the exiting consumer. The
fundamental of online marketing has been nurtured and bring out a new for of marketing called
hybrid marketing. Hybrid marketing considered elements of distribution channel, innovative
marketing tactics, branding management of the products, product information and consumer data.
These elements prominently influence the consumer behaviour towards hybrid marketing. Hence, it
is high time to examine the role of hybrid marketing in influencing consumer behaviour.

OBJECTIVE OF THE STUDY:

1. To examine the number of determinants of hybrid consumer behaviour.

2. To observe the influence of distribution channel, marketing tactics, brand management on PI.

3. To observe the influence of distribution channel, marketing tactics, brand management on
customer data.

4. To observe the influence of distribution channel, , brand management and Consumer data on
hybrid consumer.

5. To validate the significant impact of distribution channel, marketing tactics, brand
management, product information and consumer data on Hybrid consumer through developing
hypothetical model.

RESEARCH METHODOLOGY:

The present study is empirical in nature and used convenient non probability sampling technique
for data collection. A sample of 220 responses was collected from consumers of online shopping.
The study tries to identify the determinants of hybrid consumer behaviour which significantly
influence consumer behaviour towards online shopping. Five items have been observed as
determinants of hybrid consumers which were measured with five-point Likert scale of strongly
agree to strongly disagree with a weightage of 5,4,3,2 and 1 respectively. The developed scale have
test using Cronbach’s alpha reliability to check the consistency and reliabilityof the scale.

DATA ANALYSIS AND INTERPRETATION:

The personal profile of the consumer shows majority of them are female (72%) in the age group of
25 to 36 years (61%). A sizable number of consumers are graduates (64%) and working in private
sectors (58%). Maximum number of the consumers are earning a handful income of Rs.30,000 to
Rs.50,000(48.2%). A sizable number of consumers are purchasing products through online mode
(74.64%).

DC MT BM PI CD HC
Mean 47.580 47.130 39.550 45.270 44.440 48.520
Median 48.000 48.000 40.000 45.500 44.000 49.000
Continued...
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DC MT BM PI CD HC
Mode 47.000 60.000 50.000 55.000 54.000 60.000
Std. Deviation 8.850 9.273 7.476 7.765 8.175 8.808
Variance 78.327 85.993 55.884 60.298 66.832 77.584
Skewness 0.888 0.591 0.715 0.955 0.984 0.960
Kurtosis 1.302 0.164 0.851 2.020 1.420 1.701
Range 48.000 46.000 40.000 44.000 43.000 48.000
Minimum 12.000 14.000 10.000 11.000 11.000 12.000
Maximum 60.000 60.000 50.000 55.000 54.000 60.000
25 44.000 40.000 34.250 40.000 40.000 43.250
Percentiles 50 48.000 48.000 40.000 45.500 44.000 49.000
75 55.000 55.000 46.000 52.000 52.000 56.000

Table 6.1: Descriptive Statistics of Determinants of Hybrid Marketing

Table 6.1 reveals descriptive values of determinants of hybrid marketing, the range value for
Distribution Channel (DC) is from 12 to 60 and its median and mode value are 48 and 47
respectively. The mean value of 47.580 is strong measure of DC as the value of standard deviationis
far lower. The DC distribution is slightly and positively skewed. The range value for Marketing
Tactics (MT) is from 14 to 60 and its median and mode value are 48 and 60 respectively. The mean
value of 47.130 is strong measure of MT as the value of standard deviation is below the mean
value. The MT distribution is positively skewed. The range value of Brand Management (BM) is
from 10 to 50 and its mean and mode value are 40 and 50 respectively. The mean value of 39.550is
robust measure of BM as the value of standard deviation is below the mean value. The BM
distribution is positively skewed. The range value of Product Information (P1) is from 11 to 55 and its
median and mode value are 45.5 to 50 respectively. The mean value of 45.270 is strong measureof PI
as the value of standard deviation is lower than its mean value. The PI distribution is positively
skewed. The range value of Customer Data (CD) is from 11 to 54 and its median and mode value
are 44 to 54 respectively. The mean value of 44.440 indicating a strong measure of CD as the value
of standard deviation is below the mean value. The CD distribution is positively skewed. The range
value of Hybrid Consumer (HC) is from 12 to 60 respectively. The mean valueof 48.520 is strong
measure of HC as the value of standard deviation is lower to its mean value. The HC distribution is
positively skewed.

IMPACT OF DISTRIBUTION CHANNEL (DC), MARKETING TACTICS (MT), BRAND
MANAGEMENT(BM), PRODUCT INFORMATION (PI), PURCHASING POWER (PP)
AND CUSTOMER DATA (CD) ON HYBRID CONSUMER(HR):

SEM modelling has been used to determine the significant influence of Distribution Channel (DC),
Marketing Tactics (MT), Brand Management (BM), Product Information (P1),and Customer Data
(CD) on Hybrid Consumer (HC). SEM is best statistical method due to it eradicate the number of
unused variables present in the mode compare to other multivariate statistical techniques. The
factor scores of all the variables have been determined and latent influence has been observed.
After verifying the construct validity and convergent reliability, the model has bene constructed.
The developed model considered only standardised co-efficient whichis shown in Figure. 6.1. The
SEM model is also used to validate the research hypothesis is present in below table. The fit
indexes of the present constructed model is examined and it seen that the present SEM model is
compatible and valid with the research data.
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Ho: There is no significant influence of Distribution Channel (DC), Marketing Tactics (MT), Brand

Figure 6.1: SEM Model

Management (BM), Product Information (PI) and Customer Data (CD) on Hybrid Consumer (HC).

Measured Latent Estimate | S.E. | Std. Co-efficient | C.R. | P-Value | Inference

Variables Variables
CD <= BM 0538 | 0.088 0492 6.086 | 0.000% S
CD <= MT 0346 | 0.071 0392 4850 | 0.000% S
Pl < MT 0257 | 0.051 0307 4999 | 0.000% S
Pl <= BM 0230 | 0.065 0222 3518 | 0.000%% S
HC <= DC 0.134 | 0.061 0.134 2201 | 0.028* S
HC < BM 0421 | 0.083 0357 5.066 | 0.000% S
HC <= cD 0510 | 0.055 0473 9326 | 0.000%* S
Pl < cD 0427 | 0.046 0.449 9225 | 0.000%% S
CD <= BM 0538 | 0.088 0492 6.086 | 0.000%* S

**S: Significant at 1% level, *Significant at 5% level.

Table 6.2: Regression Weight for PU, PEU and CSEWU

The Coefficient value for impact of brand management on customer data is significant at 1% level
{B=0.492, t=6.086**}. The positive sign suggest that customer data would be enhance by 0.492 units for
every one unit change in brand management. Marketing tactics have significant impact on customer data
at 1% level {$=0.392, t=4.850**}. The positive sign indicates that customer data would be enhanced by
0.392 units for every one unit change in marketing tactics. Marketing tactics have significant impact on
Product Information at 1% level {f=0.307, t=4.999**}. The positive sign suggest that product
information would be improved by 0.307 units for every one unit change in marketing tactics.

Brand management have a significant impact on product information at 1% significant level
{B=0.222, t=3.518**}. The positive sign suggest that product information would be improved by
0.222 unit for every one unit increase in brand management. Distribution channel have significant
influence on hybrid consumer at 5% significant level {B=0.134, t=2.201**}. The positive sign
indicates that hybrid consumer would grow by 0.134 units for every one-unit growthin distribution
channel. Brand management have significant impact on hybrid consumers at 1% significant level
{B=0.357, t=5.066**}. The positive sign suggest that hybrid consumer would grow by 0.357 units
for every one unit grow in brand management. Customer data have significantimpact on hybrid
consumer at 1% level of significant level {$=0.473, t=9.326**}. The positive sign indicates that
hybrid consumer would grow by 0.473 units for every one-unit growth in consumer data.
Customer data have significant impact on product information at 1% level of significant level
{B=0.449, t=9.225**}. The positive sign indicates that product information would grow by 0.449
units for every one-unit growth in consumer data. Brand management have significant influence on
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Consumer data at 1% level significant level {f=0.492, t=6.086**}. The positive sign shows that
consumer data would be enhance by 0.492 units for every one unit growthin brand management.

RESULTS AND DISCUSSION:

Majority of the consumers are young females working in private sectors and earning a moderate
income. All the elements of the hybrid consumer are positively skewed and normally distributed.
The average mean scores are also robust values as its standard deviation scores are far lower to its
mean values. The outcome of SEM mode shows Distribution Channel (DC), Marketing Tactics
(MT), Brand Management (BM), Product Information (PI) and Customer Data (CD) on Hybrid
Consumer (HC). The path analysis shows distribution channel, brand management and customer
data have significant and direct effect on hybrid consumers. A percentage change in all the three
elements would be significantly improves hybrid consumers.

CONCLUSION:

Consumers have flocked to the internet in recent years, and e-commerce has continued to grow.
However, around 80% of consumers today believe that technology has merged the digital and
physical retail worlds, resulting in a "phygital” retail scene. The retail sector has been distinctlysplit
into two channels since the advent of e-commerce: brick-and-mortar stores and internet purchasing.
The distinction between these two sales channels is becoming less clear now, and it won't be long
before they merge together. In order to compete, modern shops must exist in both worlds. The
present study examines the influence of determinants of hybrid consumers. Five majorelements of
hybrid consumer have been identified such as Distribution channel which deliver the product or
service consumers are demanding. Marketing tactics is that which help the marketer in enhancing
or sustaining in the market and attract the consumer.

Brand management is one the indispensable element as it raises the perceived value of a product or
service line or brand over time. Product information is what consumer looking for while placing their
order. It contains basic information about the product or service and the last element is hybrid
consumer is consumer data. Consumer data is reliable to the marketer to ascertain his behaviour and
preference. Now marketer use artificial intelligence and block chain technology to examine the
movement of consumer. The study identified that all the elements are determinants of hybrid
consumer behaviour. It is suggested that marketer need be more active in tracking the impulsive
buying behaviour of consumers in order to attract new one and retaining the existing consumers.
Consumer on the other hand needs to follow protective measures while transacting online shopping.
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ABSTRACT:

Individual investors in today scenario are more skilled and educated. Technology also gives
supportive edge in enhancing investors’ financial knowledge and investment skills. Android phones
with artificial intelligence boost skills of investors in invest in both domestic and international
markets. They are more rational in calculating any investment plans. The level of financial literacyin
the country has also improved drastically after globalization of education. The aim of the present
study is to determine level of financial skills of individual investors and their investment behaviour
which significantly determine their financial literacy. The study is descriptive in nature and used
non probability sampling method. The results of the study shows Investors Investment Behaviour,
Educational Qualification and Investor Financial Skills have significantly determine investors’
financial literacy level. It is highly suggested that induvial investors take rational decision while
investing in more risky investment avenues.

Keywords: Technology, Finance, Intelligence, Rational and Globalization.

INTRODUCTION:

Financial literacy is the ability to understand and apply different financial skills, such as managing
one's finances, creating a budget, and saving. Financial literacy enables people to become
independent and attain financial security. You have to understand how to manage your money in
order to be financially literate. This involves discovering how to settle your bills, borrowand save
money wisely, and why and how to make investments and plan for retirement. Financial literacy
necessitates knowledge of financial concepts and principles such as budgeting and forecasting,
interest rate compounding, controlling debt, effective investment methods, and money-time worth.
Financial illiteracy can contribute to poor financial decisions, which can harman individual's
financial security. The following are critical components for increasing awareness of finances:
Learning how to create a budget and keep account of expenses, debt repayment strategies and
retirement preparation.

Make an attempt to self-educate and broaden individual monetary knowledge, starting with the
basics of managing your finances and working your way up to becoming a wise spender. Putting
effort into your financial development allows you to make better savings and investment decisions.
You can build an ongoing nest egg by leveraging variables like age, ability, money, andthe ability to
establish healthy habits.

Money management is an individual trait that will help youthroughout your life, but not everyone
masters it. With funds flowing in and out, due dates, financial charges and fees associated with
receipts and bills, and the general duty of making sound decisions about big purchases and
investments, it can be overwhelming. Management of money should be a top priority, driving daily
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spending and saving choices. Personal finance specialists advise beginning with the basics, such as
managing a checking or bank account and paying bills on time, and then working from there up.

The first step in building financial literacy is to open an account with a bank. After you receive a
paycheck, set up direct transfer. This protects your funds and keeps you from spending interest on
money advance companies, which take a percentage of your check. Financial literacy is concerned
with the ability to handle personal finances properly, which requires prior experience making
appropriate financial determinations such as money saved protection, real estate, college
settlements, financial management, retirement, and filing taxes. Finance experts should be able to
answer inquiries about transactions, such as whether an item is required, readily available and
whether it is either a liability or an asset.

FINANCIAL SKILLS:

Knowing, assessment, and controlling the financial assets needed to start a company and encourage
economically viable, creative, and long-term projects as part of it. Is the ability to use appropriate
knowledge and experience to deal with an anticipated or unanticipated scenario in order to solve a
financial issue and turn it into a benefit and opportunity. These skills can be acquired or learned
through a financial school background.

INVESTMENT BEHAVIOUR:

Building money, according to financial experts, has a lot to do with your behaviour. "A genius who
loses control of his emotions might be a financial disaster. The inverse is also true. "Even people
with little financial education may become wealthy if they have a few behavioural talents that have
nothing to do with traditional measurements of intellect,” writes Morgan Housel in his book The
Psychology of Money. Behavioural finance, a branch of behavioural economics, contends that
individuals frequently make decisions based on emotional and hidden biases. Building money,
according to financial experts, has a lot to do with your behaviour. "A genius who loses control of
his emotions might be a financial disaster. The inverse is also true. "Even people with little
financial education may become wealthy if they have a few behavioural talents that have nothing to
do with traditional measurements of intellect,” writes Morgan Housel in his book The Psychology
of Money. Behavioural finance, a branch of behavioural economics, contends that individuals
frequently make decisions based on emotional and hidden biases.

REVIEW OF LITERATURE:

The link between financial skills and financial knowledge and market discipline is mediated by financial
conduct. (Dewi, V.I. and Wardhana, L.1., 2022) Poor households' financial inclusion is not predicted
by their behaviour, knowledge, or abilities. (Candiya Bongomin, G.O., et al., 2017), Financial literacy
contributes to young adults' decisions about investments favorably. Furthermore, young adults' opinion
of their trustworthy their capacity to make financially responsible choices influences their decision to
invest. (Chawla, D., Bhatia, S. and Singh, S., 2022). Emotional and objective knowledge of finances
are both favorably linked with financial behavior. (Pandey, A. and Utkarsh., 2023). Students from
Kosovo who have become more financially literate are more competent and make better investment
choices. (Vardari, L., Abdullahu, D. and Kurteshi, R., 2022).

The connection between financial knowledge and accountable financial managementbehavior is
completely mediated by financial attitude, and center of authority affects responsible financial
management conduct. (Bapat, D., 2020) Investors frequently use cognitive strategies to minimize
the risk of losses in unpredictable situations, but this leads to judgement errors; as a result,
investors select irrational choices, causing the stock market to react in excess or underreact.
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(Ahmad, M., 2022). Underconfidence attitude has an enormous adverse effect on investors' short-
and long-term choices in emerging markets. That is, heuristic-driven biases can degrade the worthof
long- and short-term decisions regarding investments. (Ahmad, M., 2021)

STATEMENT OF PROBLEM:

The emergence of the technology has enhanced the participation of individual investors in the stock
market and other investment avenues. The market is very volatile and risky, the investors need to bee
very rational in participation in the market. The behaviour of the investors also plays a predominant role
in anticipation of rational investment decision of investors. Hence it is significant important to assess the
impact of investors behaviour and investment skills on financial literacy practice of individuals.

SCOPE OF THE STUDY:

The study is focuses on Investors investment behavior, investment skills and their level offinancial
literacy practices in number of investment avenues and stock market. The above perception of
investors has been measured with 5 points Likert scales.

OBJECTIVE OF THE STUDY:

1. To explore the socio demographic profile of the investors in Chennai city.

2. To determine the underlying factors of Investors Financial Skills, Investors Investment
Behaviour and Financial Literacy Practices by Investor.

3. To examine the impact of Investors Financial Skills, Investors Investment Behaviour on
Financial Literacy Practices by Investor.

RESEARCH METHODOLOGY:

The primary data has been collected from investors of stock market and other investment avenues
in Chennai city. The city of Chennai is well developed industrial hub and educational institutions.
It attracts greater number of young and dynamic minds for learning and job seekers. These young
minds are attracted by number of investment ventures, thus they eagerly invest in stock and other
investment avenues.

The skill of investment among these young minds are differsbased on their financial behaviour and
financial literacy practices. Hence this study tries to examine the financial skills of investors and
their behaviour pattern. The researcher adopted convenient sampling method to collect data from
165 respondents. 5 point likert scale of stronglyagree to strongly disagree have been used with an
weightage of 5,4,3,2 and 1 has been used to assess the Investors Financial Skills, Investors
Investment Behaviour and Financial Literacy Practices by Investor.

DATA ANALYSIS AND INTERPRETATION:

The collected data has been analysed and interpreted using number of univariate and multivariate
statistical techniques to assess the correlation between the variables and the results are inferred in
below tables.

Personal Profile:

The personal profile of the investors shows sizable number of investors are male in the young age
group with professional qualification and are frequent investors in both stock market other
investment avenues.
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. . . Factor Standard . Eigen | Variance Factor

Investors Financial Skills (IFS) Loading Mean Deviation Communalities Vaglue Explained| Name
Controlling Debt 0.797 [4.080| 0.996 0.663
Preparing Daily Expense 0.756 [3.960| 0.956 0.609 Monitoring
Planning Future Flne.mc1al Needs 0.735 [4.030{ 0.927 0.623 3874 | 38.743% and .
Cost Benefit Analysis 0.728 [3.980( 1.000 0.716 Budgeting
Digital Mode for Receipt and Payments 0.707 |(3.910{ 0.923 0.635 Factor
(Not Sharing Financial Data 0.661 [4.040{ 0.906 0.644
Regular Reviews of Financial Activities 0.890 [3.760| 1.066 0.803 Reviewing
Expertise Tax Planning 0.698 [4.010| 0.876 0.725 2721 27.209 and
Preparing Budgets for Financial Activities | 0.693 |3.840| 1.020 0.625 Planning
Numeracy Skills 0.533 [3.890| 0.969 0.551 Factor

KMO Value:0.909, Bartlett's Test of Sphericity: 916.791, Df:45, Total Variance: 65.953%

Table 7.1: Factorisation of Investors Financial Skills (IFS) Variables

Table 7.1 shows factor loading and descriptive value of Investor Financial Skills (IFS) variables,
the investor financial skills are measured with ten variables and has been factorised using factor
analysis. The outcome of the factor analysis shows the 10 Investor Financial Skills have been
extracted into two dominant independent factors which is whole together explaining 65.953% of
variance in overall IFS. To assess the strength for running factor analysis KMO test has been used
the KMO value of 0.909 indicates a strong combability of running factor analysis to 10 IFS
variables. The test value of Bartlett’s Test of Sphericity 916.791 with Df value of 45 is significant
at P<0.000 indicating a close correlation among the variables. The standard deviation values are
robust values to their mean as they are far lower than the mean values. The communalities values
are over the thresh hold limits of 0.500, hence it indicating factor analysis can be applied to those
10 IFS values. The Two independent factors have extracted, the first factor 1 consist of six
variables with Eigen value of 3.874 and explaining 38.743% of variance in IFS. The six variables
of factor 1 are Controlling debt, Preparing daily expense, Planning future financial needs, Cost
benefit analysis, Digital mode for receipt and payments and not sharing financial data in the order
of their relative correlation among the variables and position it has been termed as Monitoring and
Budgeting Factor (MBF). The second factor holds four variables with Eigen value of 2.721 and
explaining 27.209% of variance in IFS. The four variables of Factor 2 are Regular reviews of
financial activities, Expertise Tax planning, Preparing budgets for financial activities and
Numeracy skills in the order of their relative correlation among the variables and position it has
been termed as Reviewing and Planning Factor (RPF).

Investors Financial Skills (IFS) Factf)r Mean Stm‘ldérd Communalities Eigen Varla.nce Factor Name
Loading Deviation Value |Explained

Risk Taking 0.836 [4.140 | 0.936 0.719

More Confident in Self-Abilities | 0.788 |3.820 | 0.981 0.739 . .

Greedy in Nature 0711 [3.990 | 0947 0.678 3159 | 39.483 E;ilt‘oind Ability

Patient by Nature 0.709 |3.820| 0.919 0.735

Innovative 0.900 | 3.650 1.156 0.836

[Emotional by Nature 0.722 | 4.010 | 00914 0.679 IEmotional and

Self-Disciplined 0.631 [3.900 | 0.958 0.725 2.610 32.628 |Disciplined

Flexible with Changing Situation | 0.582 | 3.990 0.927 0.657 IFactor

IKMO Value:0.890, Bartlett's Test of Sphericity: 816.846, Df:28, Total Variance: 72.111%

Table 7.2: Factorisation of Investors Investment Behaviour (11B) Variables

Table 7.2 shows factor loading and descriptive value of Investors Investment Behaviour (11B)
variables, the Investor Investment Behaviour are measured with eight variables and has been
factorised using factor analysis. The outcome of the factor analysis shows the 8 Investors
Investment Behaviour have been extracted into two dominant independent factors which is whole
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together explaining 65.953% of variance in overall IFS. To assess the strength for running factor
analysis KMO test has been used the KMO value of 0.890 shows a strong combability of running
factor analysis to 8 1IB variables. The test value of Bartlett’s Test of Sphericity 816.846 with Df
value of 28 is significant at P<0.000 representing a close correlation among the variables. The
standard deviation values are strong measures to their mean as they are lesser than the mean values.
The communalities values are above the thresh hold limits of 0.500, hence it indicating factor
analysis can be applied to those 8 11B values. The Two independent factors have pull out, the first
factor 1 consist of five variables with Eigen value of 3.159 and explaining 39.483% of variance in
I1B. The five variables of factor 1 are Risk taking, More confident in self-abilities, Greedy in
nature, Patient by nature and Innovative in the order of their relative correlation among the
variables and position it has been termed as Risk and Ability Factor (RAF). The second factor
holds three variables with Eigen value of 2.610 and explaining 32.628% of variance in 1IB. The
three variables of Factor 2 are Emotional by nature, Self-disciplined and Flexible with changing
situation in the order of their relative correlation among the variables and position it has been
termed as Emotional and Disciplined Factor(EDF).

Financial Literacy Practices by | Factor Mean Standard Communalities Eigen | Variance Factor
Investor (FLPI) Loading Deviation Value | Explained Name

Effective Decision Making 0.857 3.79 1.009 0.744
Detailed Analysis Before Investing 0.77 4.01 0.873 0.720 .
Assessment of Intrinsic Values 0.718 | 3.8 0.92 0.704 Decisiveness
Assessment of Expected Returns 0.677 4.02 0.917 0.658 3.875| 38.745 and

_ _ _ Assessment
Diversification of Funds 0.654 3.83 0.973 0.691 Factor
Rate Of Interest on Deposits 0.651 3.91 0.942 0.692
Satisfactory Returns 0.634 3.84 0.906 0.708
Planning Rigorously 0.842 3.99 0.963 0.734 Planning and
Proportionate Investment 0.715 3.99 0.907 0.665 3.089 | 30.886 |Investment
Fast Decision Making on Investment | 0.712 3.95 0.926 0.647 Factor

KMO Value:0.903, Bartlett's Test of Sphericity: 1115.151, Df:45,Total Variance: 69.631%

Table 7.3: Factorisation of Financial Literacy Practices by Investor (FLPI) Variables

Table 7.3 shows factor loading and descriptive value of Financial Literacy Practices by Investor
(FLPI) variables, the Financial Literacy Practices by Investor are measured with ten variables
and has been factorised using factor analysis. The product of the factor analysis shows the
Financial Literacy Practices by Investor have been extracted into two dominant independent factors
which is together explaining 69.631% of variance in overall FLPI. To assess the strength for
running factor analysis KMO test has been used the KMO value of 0.903 shows a strong
combability of running factor analysis to 10 FLPI variables. The test value of Bartlett’s Test of
Sphericity 1115.151 with Df value of 45 is significant at P<0.000 representing a close correlation
among the variables. The standard deviation values are strong measures to their mean as the
standard deviation values are lower than the mean values. The communalities values are above the
thresh hold limits of 0.500, hence it indicating factor analysis can be applied to those 10 FLPI
values. The Two independent factors have pull out, the first factor 1 consist of seven variables with
Eigen value of 3.875 and explaining 38.745% of variance in FLPI. The seven variables of factor 1
are Effective decision making, Detailed analysis before investing, Assessment of Intrinsic values,
Assessment of expected returns, Diversification of funds, Rate of interest on deposits and
Satisfactory returns in the order of their relative correlation among the variables and position it has
been termed as Decisiveness and Assessment Factor (DAF). The second factor holds three
variables with Eigen value of 3.089 and explaining 30.886% of variance in FLPI. The three
variables of Factor 2 are planning rigorously, Proportionate investment and Fast decision makingon
investment in the order of their relative correlation among the variables and position it has been
termed as Planning and Investment Factor (PIF).
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. . Unstandardized Co-efficient . .
Influencing Variables Standardized Co-efficient |t Value | p Value
B Std. Error
(Constant) 4.268 1.515 2.818 | 0.005**
Investors Investment Behaviour 0.857 0.094 0.717 9.154 | 0.000**
Educational Qualification 0.892 0.294 0.111 3.039 | 0.003**
Investor Financial Skills 0.163 0.079 0.161 2.060 | 0.041*

R=0.889, R2=0.789, Adjusted R2 =0.786, F value: 201.258, P value<0.000

Table 7.4: Influence of Socio Demographic profile of Investors, Investor Financial Skills and
Investors Investment Behaviour on Financial Literacy Practices by Investor

Table 7.4 shows the Linear combination of demographic profile of investors, Investor Investment
Behaviour and Investor Financial Skills which significantly defines Financial LiteracyPractice by
Investors {F=201.258, P<0.000}. The Coefficient value of 0.889 which explaining 78.9% of
variance in those two independent influencers. Investors Investment Behaviour (11B) have a
significant and positive influence on FLPI which implies that 0.717 unit change in I1B leads to one
unit change in FLPI. Educational Qualification of the investor has also significant and positive
influence on FLPI. Higher the education has higher financial literacy of practice by investors.
Investor Financial Skills (IFS) have a significant and positive influence on FLPI which implies
0.161 unit change in IFS leads to one unit change in FLPI. Other demographic profile of the
investors has no significant influence on FLPI.

RESULTS AND DISCUSSION:

The investor financial skills are measured with ten variables and the same have been extracted
into two dominant independent factors. The first factor 1 consist of six variables namely
Controlling debt, Preparing daily expense, Planning future financial needs, Cost benefit analysis,
Digital mode for receipt and payments and Not sharing financial data in the order of theirrelative
correlation among the variables and position it has been termed as Monitoring and Budgeting
Factor (MBF). The second factor holds four variables namely Regular reviews of financial
activities, Expertise Tax planning, preparing budgets for financial activities and Numeracy skills in
the order of their relative correlation among the variables and position it has been termed as
Reviewing and Planning Factor (RPF).

The Investor Investment Behaviour is measured with eight variables and these 8 Investor
Investment Behaviour variables have been pulling out into two dominant independent factors. The
first factor 1 consist of five variables namely Risk taking, More confident in self-abilities, Greedy
in nature, Patient by nature and Innovative in the order of their relative correlation among the
variables and position it has been termed as Risk and Ability Factor(RAF). The second factor holds
three variables namely Emotional by nature, Self-disciplined and Flexible with changing situation
in the order of their relative correlation among the variables and position it has been termed as
Emotional and Disciplined Factor(EDF).

The Financial Literacy Practices by Investor are measured with ten variables and it has been take
out into two dominant independent factors. the first factor 1 consist of seven variables namely
Effective decision making, Detailed analysis before investing, Assessment of Intrinsic values,
Assessment of expected returns, Diversification of funds, Rate of interest on deposits and
Satisfactory returns in the order of their relative correlation among the variables and place it has
been termed as Decisiveness and Assessment Factor (DAF). The second factor holds three
variables namely planning rigorously, Proportionate investment and Fast decision making on
investment in the order of their relative correlation among the variables and position it has been
termed as Planning and Investment Factor (PIF).
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The demographic profile of investors, Investor Investment Behaviour and Investor Financial Skills
which significantly defines Financial Literacy Practice by Investors. Investors Investment
Behaviour (11B) have a significant and positive influence on FLPI which implies that 0.717 unit
change in 1B leads to one unit change in FLPI. Educational Qualification of the investorhave also
significant and positive influence on FLPI. Higher the education has higher financial literacy of
practice by investors. Investor Financial Skills (IFS) have a significant and positive influence on
FLPI which implies 0.161 unit change in IFS leads to one unit change in FLPI. Otherdemographic
profile of the investors has no significant influence on FLPI.

LIMITATION OF THE STUDY:

1. The sample size for the present study is limited to 160 due to time constrained.

2. The opinion of respondent may vary over the period of time hance, the outcome of the study
could not be generalised over the period of time.

3. Tostudy is limited to investors from Chennai city only.

CONCLUSION:

The investors are more rational and calculative due to their accessibility to technological gadgets
and needful information. Rational investors are financially literate and take cognitive decision-
making skills. The behaviour of investor significantly determine the financial skills of investors
while taking investment decision. The present study tries to determine financial skills and
investment behaviour of individual investors which significantly examine the financial literacy
practice which taking investment decision. The researcher used convenient sampling method to
collect data from individual investors. The results shows financial skills of the investors are
measured in terms of Monitoring and Budgeting Factor and Reviewing and Planning Factor. To
assess the investment behaviour of induvial investors eight items has been observed which are
represented by Risk and Ability Factor and Emotional and Disciplined Factor. The financial
literacy practice by individual investors has been assessed by 10 items which are represented by
Decisiveness and Assessment Factor and Planning and Investment Factor. Financial literacy
practice by individual investors are well determined by Investors Investment Behaviour,
Educational Qualification and Investor Financial Skills. It has been suggested that individual
investors must be more rational through proper planning and strategic investment.
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ABSTRACT:

This article explores the impact of digital marketing on consumers' post-pandemic purchase
decisions of FMCG products in Bengaluru, India. The COVID-19 pandemic has significantly
altered consumer behaviour, leading to an increase in online shopping and the use of digital
channels. The FMCG sector has responded by increasing its online presence and using digital
marketing strategies to attract and retain customers. The article examines how digital marketing
has influenced convenience, safety, personalization, and brand reputation in the FMCG sector, and
how these factors have impacted consumers' purchasing decisions. The COVID-19 pandemic has
significantly impacted the way consumers make purchasing decisions, and digital marketing has
played a critical role in this process. In particular, the FMCG (Fast Moving Consumer Goods)
sector has seen a significant increase in online sales, and Bengaluru is no exception.The study
provides insights into the changing dynamics of the FMCG sector in Bengaluru and highlights the
importance of digital marketing for the future of the industry.

Keywords: Digital Marketing, Post-Pandemic, Online Presence, Influencer Marketing, Hygiene
Standards.

INTRODUCTION:

The COVID-19 pandemic has had a significant impact on consumer behavior, particularly in the
way consumers make purchasing decisions. In response to the pandemic, the use of digital channels
has increased, leading to a rise in online shopping. This has forced businesses in the FMCG (Fast
Moving Consumer Goods) sector to adapt to the changing landscape and leverage digital marketing
to reach and retain customers. Bengaluru, a major city in India, is no exception to this trend, and
this article explores the impact of digital marketing on consumers' post-pandemic purchase
decisions of FMCG products in the region. The study examines the various ways in which digital
marketing has influenced consumer behavior, including convenience, safety, personalization, and
brand reputation. Through an analysis of the key factors driving post-pandemic consumer behavior,
the article aims to provide insights into the changing dynamics of the FMCG sector in Bengaluru
and the growing importance of digital marketing in the industry.

REVIEW OF LITERATURE:

Several studies have examined the impact of digital marketing on consumer behavior, particularly
in the FMCG sector. One such study by Okazaki and Taylor (2013) found that digital marketing
channels, such as social media, were effective in building brand awareness and engaging
consumers. The study also found that personalization of marketing messages based on consumer
data was an effective way to increase brand loyalty.
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Similarly, a study by Alalwan et al. (2017) found that digital marketing was critical in shaping
consumer behavior in the FMCG sector, particularly during the COVID-19 pandemic. The study
highlighted the importance of convenience, safety, and personalized experiences in influencing
consumer behavior, and suggested that businesses should use digital marketing to address these factors.

In the Indian context, a study by Kumar and Kumar (2015) found that digital marketing was
effective in reaching consumers in the FMCG sector, particularly in urban areas. The study also
highlighted the importance of targeted ads and social media marketing in building brand awareness
and driving sales.

Another study by Jhamb and Joshi (2016) focused specifically on the impact of digital marketing
on consumer behavior in the Indian FMCG sector. The study found that digital marketing was
critical in influencing purchase decisions, particularly among young and urban consumers. The
study also found that digital marketing was effective in building brand loyalty and increasing repeat
purchases.

Overall, the literature suggests that digital marketing plays a critical role in shaping consumer
behavior in the FMCG sector, particularly during the COVID-19 pandemic. The factors that
influence consumer behavior, such as convenience, safety, personalization, and brand reputation,
can be effectively addressed through digital marketing strategies. The studies also highlight the
importance of targeted ads, social media marketing, and personalized experiences in building brand
awareness and driving sales.

A recent study by Statista (2021) found that the COVID-19 pandemic has accelerated the adoption
of digital marketing channels in the FMCG sector. The study found that, digital advertising spend
in the FMCG sector in India has been increased by 20.5% in 2020, with a total spend of $2.2
billion. The study also found that email campaigns and influencer marketing were the most
effective digital marketing channels for the FMCG sector in India.

Another recent study by KPMG (2021) highlighted the importance of sustainability and social
responsibility in shaping post-pandemic consumer behavior in the FMCG sector. The study found
that consumers in India were increasingly concerned about the environmental impact of products
and the social responsibility of brands. The study suggested that businesses in the FMCG sector
should leverage digital marketing to communicate their sustainability and social responsibility
efforts to consumers.

In addition, a study by Accenture (2020) highlighted the importance of community outreach and
personalized experiences in the FMCG sector during the pandemic. The study found that consumers
were looking for brands that demonstrated a commitment to their local communities and provided
personalized experiences. The study suggested that businesses should use digital marketing to engage
with consumers on a local level and provide personalized experiences based on consumer data.

Overall, recent studies suggest that digital marketing is critical in shaping consumer behavior in the
FMCG sector, particularly during the pandemic. Email campaigns and influencer marketing have
been found to be the most effective digital marketing channels for the FMCG sector in India.
Sustainability, social responsibility, community outreach, and personalized experiences have also
emerged as important factors in influencing post-pandemic consumer behavior in the FMCG
sector, which can be effectively addressed through digital marketing strategies.

POST PANDEMIC RECOVERY:

The COVID-19 pandemic has had a significant impact on the FMCG sector in Bengaluru, as it has
disrupted supply chains, shifted consumer behavior, and forced businesses to adapt to new ways of
operating. As the pandemic subsides, businesses in the FMCG sector are focused on post-pandemic
recovery and restoring growth.
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Digital marketing can play a crucial role in post-pandemic recovery for the FMCG sector in
Bengaluru. As consumers increasingly turn to digital channels for their shopping needs, businesses
need to adapt their marketing strategies to effectively reach and engage with customers. Digital
marketing can provide businesses with a cost-effective way to target consumers, build brand
awareness, and drive sales.

To leverage digital marketing for post-pandemic recovery, businesses in the FMCG sector in
Bengaluru need to focus on key areas such as:

Digital Advertising: With more consumers spending time online, businesses should invest in digital
advertising to reach their target audience. Social media advertising, search engine marketing, and
display ads are some of the most effective ways to reach consumers through digital advertising.

E-Commerce: The pandemic has accelerated the adoption of e-commerce, and businesses in the
FMCG sector in Bengaluru need to adapt to this shift in consumer behavior. Businesses should
focus on building their e-commerce platforms and optimizing their online shopping experience to
improve customer retention.

Personalization: Personalization is a key driver of post-pandemic consumer behaviour, and
businesses should prioritise providing personalised experiences to their customers. Businesses can
improve brand loyalty by leveraging data and analytics to provide tailored recommendations and
offers to their customers.

Sustainability and Social Responsibility: As consumers become more conscious of their impact on the
environment and society, businesses in the FMCG sector in Bengaluru need to focus on sustainability
and social responsibility. Businesses should use digital marketing to communicate their sustainability
and social responsibility efforts to consumers, improving their brand image and reputation.

Overall, post-pandemic recovery for the FMCG sector in Bengaluru will require businesses to adapt
to the changing landscape and leverage digital marketing to effectively reach and engage with
customers. By focusing on key areas such as digital advertising, e-commerce, personalization, and
sustainability, businesses can effectively drive post-pandemic growth and improve their bottom line.

STRATEGIES:

Based on the objectives of this study and the post-pandemic recovery needs of the FMCG sector in
Bengaluru, the following strategies can be employed to leverage digital marketing and effectively
reach and engage with customers:

Develop a Strong Online Presence: Businesses in the FMCG sector in Bengaluru need to focus
on developing a strong online presence, which includes building a website, creating social media
profiles, and listing products on e-commerce platforms. This will make it easier for consumers to
find and engage with the business online.

Leverage Social Media: Social media platforms such as Facebook, Instagram, and Twitter are
excellent tools for businesses to connect with customers and promote their products. By creating
engaging content, responding to customer queries, and running targeted social media campaigns,
businesses can effectively reach and engage with their target audience.

Use email Marketing: Email marketing is an effective way to communicate with customers,
promote new products, and offer personalized deals and discounts. By building an email list and
sending regular newsletters, businesses can improve customer retention and drive repeat business.

Invest in Influencer Marketing: Influencer marketing involves collaborating with social media
influencers to promote products and build brand awareness. By identifying relevant influencers and
running targeted campaigns, businesses can reach new audiences and improve brand recognition.
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Personalize the Customer Experience: By leveraging customer data and analytics, businesses can
personalize the customer experience and offer tailored recommendations and offers. This can
improve customer satisfaction and loyalty, leading to increased sales and revenue.

Focus on Sustainability and Social Responsibility: Consumers are increasingly conscious of the
environmental impact of products and the social responsibility of brands. Businesses in the FMCG
sector in Bengaluru should focus on communicating their sustainability and social responsibility
efforts through digital marketing channels such as social media and email marketing.

Overall, businesses in the FMCG sector in Bengaluru need to adapt to the changing landscape and
leverage digital marketing to effectively reach and engage with customers. By focusing on
strategies such as developing a strong online presence, leveraging social media, using email
marketing, investing in influencer marketing, personalizing the customer experience, and focusing
on sustainability and social responsibility, businesses can effectively drive post-pandemic growth
and improve their bottom line.

ISSUES:

Some of the issues that businesses in the FMCG sector in Bengaluru may face when implementing
digital marketing strategies include:

Limited Digital Marketing Expertise: Many businesses may lack the technical expertise required
to implement effective digital marketing strategies. This can result in poorly targeted campaigns,
ineffective messaging, and low ROI.

Budget Constraints: Digital marketing campaigns can require significant investments, which may
be a challenge for small and medium-sized businesses in the FMCG sector in Bengaluru. Limited
budgets can result in poorly targeted campaigns that do not effectively reach the target audience.

Difficulty in Measuring ROI: Measuring the ROl of digital marketing campaigns can be
challenging, particularly for businesses that lack the technical expertise required to track and
analyze data. This can result in a lack of clarity around the effectiveness of campaigns and
difficulty in justifying marketing budgets.

Consumer Privacy Concerns: As businesses collect and use customer data for digital marketing
purposes, they may face concerns around consumer privacy. To avoid negative perceptions and potential
legal issues, businesses need to be transparent and ethical in their collection and use of customer data.

Competition: With the increasing importance of digital marketing in the FMCG sector, businesses
may face significant competition for customer attention and engagement. This requires businesses
to differentiate themselves through effective messaging and targeted campaigns.

Shifting Consumer Behaviour: Consumer behavior is constantly evolving, particularly in the
wake of the COVID-19 pandemic. Businesses in the FMCG sector in Bengaluru need to be agile
and adaptable to changing consumer trends and preferences, which can be challenging in the fast-
paced world of digital marketing.

Overall, while digital marketing can be a powerful tool for businesses in the FMCG sector in
Bengaluru, it requires careful planning, execution, and measurement to be effective. By addressing
these issues and developing a robust digital marketing strategy, businesses can effectively reach
and engage with customers and drive post-pandemic growth.

CHALLENGES:

In addition to the issues discussed, there are several challenges that businesses in the FMCG sector
in Bengaluru may face when implementing digital marketing strategies. Some of the key challenges
include:
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Keeping up with Technological Advancements: Digital marketing is constantly evolving, with
new technologies and platforms emerging on a regular basis. Businesses need to be able to adapt
quickly to these changes and stay ahead of the curve to remain competitive.

Building a Loyal Customer Base: With so many options available to consumers, businesses need
to work hard to build a loyal customer base. This requires delivering high-quality products and
experiences, as well as engaging with customers through targeted digital marketing campaigns.

Ensuring Brand Consistency: With so many channels and touchpoints available, it can be
challenging to maintain a consistent brand image and message across all digital marketing efforts.
Businesses need to be vigilant in ensuring that all messaging, imagery, and branding are consistent
and aligned with their overall marketing strategy.

Navigating Regulatory and Legal Issues: With the increasing importance of digital marketing,
businesses may face regulatory and legal issues related to data privacy, advertising regulations, and
intellectual property. It is important for businesses to stay up-to-date on the latest regulations and
ensure that all digital marketing efforts are in compliance.

Measuring and Analyzing Data: Digital marketing generates a large amount of data, which can
be overwhelming for businesses that lack the technical expertise to analyze it effectively.
Businesses need to invest in the right tools and talent to measure and analyze data, and use these
insights to inform their marketing strategy.

Managing Online Reputation: Because online reviews and social media are becoming
increasingly important, businesses must be proactive in managing their online reputation. This
entails monitoring and responding to customer feedback and reviews, as well as addressing any
negative comments or feedback.

Overall, while digital marketing can be a powerful tool for businesses in the FMCG sector in
Bengaluru, it requires careful planning, execution, and ongoing management to be effective. By
addressing these challenges and implementing best practices, businesses can effectively leverage
digital marketing to reach and engage with customers and drive post-pandemic growth.

CONCEPTUAL MODEL:

A conceptual model for the impact of digital marketing on consumers' post-pandemic purchase
decision of FMCG products in Bengaluru could include the following key components:

Digital Marketing Channels: This includes the different channels through which businesses can
engage with consumers, such as social media, email, search engine marketing, and display advertising.

Marketing Messages: This refers to the messaging and content used in digital marketing campaigns,
which should be targeted and aligned with the needs and preferences of the target audience.

Consumer Behavior: This includes the various factors that influence consumer behavior, such as
demographics, psychographics, attitudes, and perceptions.

Purchase Decision: This refers to the process that consumers go through when making a purchase
decision, which may include awareness, consideration, evaluation, and purchase.

Post-Purchase Behavior: This includes the behavior of consumers after making a purchase, such
as satisfaction, loyalty, and advocacy.

Performance Metrics: This includes the various metrics used to measure the effectiveness of digital
marketing campaigns, such as click-through rates, conversion rates, and return on investment.

The model suggests that effective digital marketing campaigns can influence consumer behavior
and ultimately drive purchase decisions. By leveraging the right channels, messaging, and
targeting, businesses can effectively engage with their target audience and build loyalty and
advocacy. Performance metrics provide a way to measure the effectiveness of campaigns and make
data-driven decisions to optimize future efforts.
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FRAMEWORK:

Environmental Analysis: This includes an analysis of the external factors that may influence
digital marketing efforts, such as the competitive landscape, regulatory environment, and
technological trends.

Target Audience Analysis: This involves identifying and analyzing the target audience for digital
marketing efforts, including their demographics, psychographics, and behaviors.

Digital Marketing Strategy Development: This includes developing a comprehensive digital
marketing strategy that leverages the appropriate channels and messaging to reach and engage the
target audience.

Campaign Execution and Management: This involves executing and managing digital marketing
campaigns, including content creation, targeting, and optimization.

Data Analysis and Performance Optimization: This includes analyzing data from digital
marketing campaigns to optimize performance and inform future marketing efforts.

Post-purchase Analysis: This involves analyzing post-purchase behavior, such as customer satisfaction,
loyalty, and advocacy, to inform ongoing marketing efforts and improve customer retention.

Continuous Improvement: This includes continuously improving and refining digital marketing
efforts based on ongoing analysis and feedback.

By using this framework, businesses can systematically plan, execute, and optimize their digital
marketing efforts to effectively reach and engage with consumers in the post-pandemic environment.

OBJECTIVES:
The objectives of this study are:

1. To identify the key factors that influence post-pandemic consumer behavior in the FMCG
sector in Bengaluru.

2. To examine the impact of digital marketing on consumer behavior in the FMCG sector in
Bengaluru.

3. To explore the most effective digital marketing channels and strategies for the FMCG sector in
Bengaluru.

4. To analyze the role of sustainability, social responsibility, community outreach, and
personalized experiences in influencing consumer behavior in the FMCG sector in Bengaluru.

5. To provide insights and recommendations to businesses in the FMCG sector in Bengaluru on
how to leverage digital marketing to reach and retain customers in the post-pandemic era.

RESEARCH METHODOLOGY:

Research Design: The research design could be a quantitative study using a survey questionnaire
or an observational study of consumers' behaviour in response to digital marketing efforts. The
study could also include a qualitative component, such as in-depth interviews or focus group
discussions, to gain deeper insights into consumer behaviour.

Sampling: The study could use a random sampling method to select a representative sample of
consumers in the Bengaluru region who have purchased FMCG products post-pandemic. The
sample size should be 104 to ensure statistical validity.

Data Collection: Data could be collected using a Google form, observation, or a combination of
both methods. The Google form could include questions on consumers' digital media usage, their
perceptions of digital marketing, and their purchase behaviour of FMCG products. The observation
method could involve tracking consumers' behaviour online and offline in response to digital
marketing efforts.
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Data Analysis: Data analysis could involve descriptive statistics, such as mean and standard
deviation, to summarize the data, as well as inferential statistics, such as regression analysis or factor
analysis, to test the research hypotheses. The analysis could also involve content analysis of digital

marketing messages and social media conversations related to FMCG products in Bengaluru.

Ethical Considerations: The study should adhere to ethical principles, such as informed consent,

anonymity and confidentiality, and protection of personal data.

Limitations: The study may face limitations, such as sampling bias, self-reporting bias, and

generalizability, which should be acknowledged and discussed in the research report.

DATA ANALYSIS AND INTERPRETATION:

The process of statistically systematically examining and interpreting the data that has been

gathered is known as data analysis.

A Description of the Respondents' Demographics:

1. Gender
Frequency Percent Valid Percent Cumulative Percent
Male 43 413 413 41.3
Valid Female 61 58.7 58.7 100.0
Total 104 100.0 100.0
Table 8.1: Frequency Table for Gender
1.Gender
104 responses
® Male
@® Female
Figure 8.1: Frequency Chart for Gender
2. Age
Frequency Percent Valid Percent Cumulative Percent
15-20 26 25.0 25.5 25.5
20-25 64 61.5 62.7 88.2
Valid 25-30 5 2.9 2.9 91.2
30 and Above 9 8.7 8.8 100.0
Total 104 100 100.0

Table 8.2: Frequency Table for Age
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3. Qualification

Frequency Percent Valid Percent Cumulative Percent
Secondary Level 8 6.7 6.8 6.8
Graduate 79 76.0 76.7 83.5
Valid
Post Graduate 17 16.3 16.5 100.0
Total 104 100 100.0
Table 8.3: Frequency Table for Qualification
Analysis:

The above pie chart and tables represent the demographic profile of the respondents who purchased
FMCG products in the study. It was found that 41.3 percent of the respondents were male and 58.7
percent of them were female.

With regard to Age-wise classification it was revealed that, 25 percent of the respondents were in
the age group between 15-20 years followed by 61.5 percent in the age group between 20-25 years,
2.9 percent were between 25-30 years and 8.7 percent of the respondents were in the age group of
more than 30 years of age. With respect to the classification of respondents based on their
educational qualification, it was found that 16.3 percent of the respondents have their qualification
as Post Graduation and more, 76.0 percentage with Diploma/ Under Graduation and 6.7 percent
with secondary level and below as their educational qualification.

Inference:

The above gender table shows that almost equal percentage of respondents have participated in the
study, thereby making the results free from gender bias. The majority of the respondents were in
the age group 20 to 25 years which has more exposure relating to the digital media. Hence the
results obtained were from the right audience. The larger proportion of respondents were educated
enough to understand the statements in the questionnaire and could be able to provide valuable
response. At the same time, respondents with lesser qualifications were not ignored as they were
6.7 percent. Hence the study is free from discrimination based on educational qualification.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation Variance
1.Gender 104 1 2 1.59 495 .245
2.Age 104 1 4 1.95 .801 .641
3.Qualification 104 2 4 3.10 475 226

Table 8.4: Descriptive Statistics Table

Analysis:

The above table reveals that the variable ‘Qualification’ had the highest mean score value (M=3.10
S. D=0.475) and the variable ‘Gender’ had the least contribution (M=1.59, S. D=0.495).

4. After pandemic did your online purchase increased?

Frequency Percent Valid Percent Cumulative Percent
Yes 70 67.3 67.3 67.3
. No 18 17.3 17.3 84.6
Valid May be 16 15.4 15.4 100.0
Total 104 100.0 100.0

Table 8.5: Frequency Table for Change in Online Purchase after Pandemic

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114

Page 79



Page 80

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

Interpretation:

Out of 104 respondents, 70 respondents which are 67.3 percent were increased buying online after
the effect of covid-19.

5. After digitization is there any price increase in FMCG products?

Frequency Percent Valid Percent Cumulative Percent
Yes 86 82.6 82.0 82.0
Valid No 18 17.3 18.0 100.0
Total 104 100 100.0

Table 8.6: Frequency Table for Change in Price for Digitization

Analysis:

Out of 104 respondents, 86 respondents which are 82.6 percent were felt there is price increase in
FMCG buying online after the effect of covid-19.

6. How frequently do you purchase online?

Frequency Percent Valid Percent Cumulative Percent

Very Often 9 8.7 8.7 8.7
Often 25 24.0 243 33.0

. Sometimes 46 44.2 44.7 71.7

Valid

Rarely 20 19.2 19.4 97.1
Never 4 3.9 29 100.0
Total 104 100 100.0

Table 8.7: Frequency Table for Online Purchase

Interpretation:

Out of 104 respondents, 100 respondents are doing online purchase based on their necessity which
is almost 99%.

7. Post Covid-19 has changed your online buying behaviour for hygiene products(hand sanitizers, Face mask)

Frequency Percent Valid Percent Cumulative Percent
Yes 70 67.3 68.0 68.0
Valid No 34 32.7 32.0 100.0
Total 104 100 100.0

Table 8.8: Frequency Table for Online Purchase of Hygiene Products

Analysis:

Out of 104 respondents, 70 respondents are doing online purchase behaviour for hygiene products
(hand sanitizers, Face mask) which is 67.3%.

8. After pandemic did your usage of internet increased?

Frequency Percent Valid Percent Cumulative Percent
Yes 95 913 922 922
Valid No 9 8.7 7.8 100.0
Total 104 100 100.0

Table 8.9: Frequency Table for use of Internet after Pandemic

Nagarjuna Degree College, School of Management —- MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114




Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

‘Which are the digital platforms
you commonly prefer for online
purchase?

104 responses

Mobile 76 (73.1%)

Laptop

E-mail

All the above 31 (29.8%)

o 50 100

Figure 8.2: Frequency Chart for use of Digital Platform

Interpretation:
Out of 104 respondents, majority of them are doing digital marketing by using smart phone.

9. Did you check availability of feedback during the online purchase of FMCG products?

Frequency Percent Valid Percent Cumulative Percent
Yes 77 74.0 75.5 75.5
Valid No 27 259 245 100.0
Total 104 100.0 100.0
Table 8.10: Frequency Table for Feedback Checking During Online Purchase
Analysis:

Out of 104 respondents, majority of them are reading feedback available in digital marketing.

10. Are you willing to continue online purchase in future with user friendly features in FMCG sector?

Frequency Percent Valid Percent Cumulative Percent
Yes 93 89.4 92.1 92.1
Valid No 11 10.6 7.9 100.0
Total 104 100.0 100.0

Table 8.11: Frequency Table for Feedback Checking During Online Purchase of FMCG Products

Analysis:

Out of 104 respondents, majority of them are continuing online purchase in future also.

Descriptive Statistics

Mean Std. Deviation N
Online purchase 1.48 750 104
Price sensitivity 1.18 .386 104
Buying behaviour for hygiene products (hand sanitizers, Face mask) 1.32 469 104
Usage of internet 1.08 .269 104
Review of Feedback 1.25 432 104
Online purchase sustainability 1.08 271 104
Purchase frequency 2.83 940 104
Pandemic change 1.26 442 104
Product features 3.54 .091 104
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Analysis:

The above table reveals that the variable ‘product features’ had the highest mean score value
(M=3.54 S.D=0.091) and the variables ‘usage of internet and purchase sustainability’ had the least

contribution (M=1.08, S. D=0.269 and 0.271).

Correlation
Buying
Online Price Behavior| Usage Review of| Online Purchase |Pandemic|Product
Purchase(Sensitivit for of Feedback Purchase Frequency| Change |Features|
" 7 Hygiene [Internet Sustainability| quency & "
Products
, Pearson 1 028 | 008 | .054 | .144 249% 320%*% | 025 | -051
Online (Correlation
Purchase [Sig. (2-tailed) 780 | 933 | 587 | .149 012 001 803 | 611
N 104 104 104 | 104 104 104 104 104 104
‘ Pearson -028 1 -052 | 054 | 283 147 048 | -040 | -063
Price (Correlation
SensitivitySig. (2-tailed) | 780 607 | 595 | 004 148 639 690 | 536
N 104 104 104 | 104 104 104 104 104 104
Buying P
uymg - rearson 008 | -052 | 188 | .057 114 054 A1 | 147
IBehavior |Correlation
for Sig. (2-tailed) | 933 607 058 | 568 260 585 264 | 144
Hygiene
104 104 104 | 104 104 104 104 104 104
IProducts
Pearson 054 | 054 | 188 | 1 173 301 129 | 64 | -011
[Usage of|Correlation
Internet [Sig. (2-tailed) | 587 395 038 082 001 195 099 | 915
N 104 104 104 | 104 104 104 104 104 104
_ fPeamon 144 | 283%x | 057 | 173 1 267%% | 296** | -063 | -032
Review oflCorrelation
Feedback [Sig. (2-tailed) | 149 004 | 568 | 082 045 003 533 | 754
N 104 104 104 | 104 104 104 104 104 104
Online [Pearson 249% | 147 114 | 321%% | 267%x 1 174 -007 | -.015
IPurchase |Correlation
Sustainabi Sig. (2-tailed) | 012 148 | 260 | 001 | .007 084 947 | 881
lity N 104 104 104 | 104 104 104 104 104 104
Pearson 320+ | 048 | 054 | .129 | 296%* 174 1 223* | 163
IPurchase |Correlation
Frequency[Sig. (2-tailed) | 001 639 | 585 | .195 | .003 084 04 | 105
N 104 104 104 | 104 104 104 104 104 104
 [Pearson. 025 | -040 | A11 | .164 | -063 -007 223* 1 060
IPandemic [Correlation
Change  [Sig. (2-tailed)| 803 690 | 264 | 09 | 533 o047 004 353
N 104 104 104 | 104 104 104 104 104 104
P
earson 051 | -063 | -147 | -011 | -032 -015 163 060 1
Product [Correlation
Features [Sig. (2-tailed) | 611 336 | 144 | oI5 | 754 831 105 553
N 104 104 104 | 104 104 104 104 104 104

*. Correlation is significant at the 0.05 level (2-tailed).

**. Correlation is significant at the 0.01 level (2-tailed).

Table 8.13: Correlation Table
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Interpretation:

Correlation is concerned with identifying the association between two or more variables. It is the most
frequently used statistical technique to identify the relationship between two or more variables.

The above table reveals that, there is a positive association amongst variables online purchase and
its sustainability in future at 0.05 sig. level. , There is a positive association amongst variables price
sensitivity and review of feedback at 0.01 sig. level. There is a positive association amongst
variables usage of internet and online purchase sustainability at 0.01 sig. level.

Regression:
Model Summaryb
td. E Ch Statisti
R Adjusted Std. Error ange Statistics . Durbin-
Model R Square | R Square of the R Square F ar | ap Sig. F Watson
1 4 Estimate Change Change Change
1 332a .110 018 488 .110 1.197 9 87 307 1.884

Table 8.14: Model Summary Table

Interpretation:

The Statistical tool with the aid of which we can estimate or predict the unknown values of one
variable from the known values of the other variable is known as Regression. The tool of
regression can be extended to three or more variables also. In this study, R=0.332 and regression
model summary is 11%.

FINDINGS:

1. It was found that 41.3 percent of the respondents were male and 58.7 percent of them were female.

2. 25 percent of the respondents were in the age group between 15-20 years followed by 61.5
percent in the age group between 20-25 years, 2.9 percent were between 25-30 years and 8.7
percent of the respondents were in the age group of more than 30 years of age.

3. It was found that 16.3 percent of the respondents have their qualification as Post Graduation
and more, 76.0 percentage with Diploma/ Under Graduation and 6.7 percent with secondary
level and below as their educational qualification.

4. Out of 104 respondents, 100 respondents are doing online purchase based on their necessity
which is almost 99%.

5. Out of 104 respondents, 70 respondents are doing online purchase behaviour for hygiene
products (hand sanitizers, Face mask) which is 67.3%.

6. Out of 104 respondents, majority of them are doing digital marketing by using smart phone.

7. By using correlation tool there is positive association exists among many variables from the
above correlation table with regard to post pandemic purchase decision on consumers with
reference to FMCG sector.

8. Open end questions states some of the problems facing by respondents like poor quality,
damage in goods, expired goods, poor refund facility e.t.c...

9. Research on digital marketing has shown that it can have a significant impact on consumers'
purchase behavior, particularly in the FMCG sector. Digital marketing allows businesses to
reach consumers through various channels, such as social media, email marketing, and search
engine marketing, which can increase brand awareness and engagement.

10. Research has also shown that the content and messaging of digital marketing campaigns can
influence consumers' purchase decisions.
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11. Moreover, digital marketing campaigns can also provide valuable data and insights into
consumer behavior, which can inform ongoing marketing efforts and improve performance
over time. Businesses can use data from digital marketing campaigns to identify patterns and
trends in consumer behavior and adjust their marketing strategies accordingly.

SUGGESTIONS:

Here are some possible suggestions for businesses looking to leverage digital marketing to
influence consumers' post-pandemic purchase decision of FMCG products in Bengaluru:

Emphasize the Value Proposition: With the economic uncertainty and reduced consumer
spending power due to the pandemic, it is important to emphasize the value proposition of FMCG
products in digital marketing campaigns. This could include highlighting discounts, promotions,
and special offers.

Leverage Social Media: Social media platforms such as Facebook, Instagram, and Twitter are
powerful tools for businesses to reach and engage with consumers. By creating engaging and
shareable content, such as videos, images, and memes, businesses can increase brand awareness
and engagement.

Use Targeted Advertising: Targeted advertising allows businesses to reach consumers who are
most likely to be interested in their products. By using data such as location, demographics, and
interests, businesses can create targeted campaigns that are more effective at reaching and engaging
with their target audience.

Provide Personalized Experiences: Consumers expect personalized experiences from businesses,
and digital marketing can provide opportunities to do so. By using data such as purchase history
and browsing behavior, businesses can create personalized recommendations and promotions that
are more likely to resonate with consumers.

Continuously Analyze and Optimize: Digital marketing is an iterative process, and businesses
should continuously analyze data and optimize their campaigns for better performance. By using
tools such as A/B testing and analytics, businesses can identify which campaigns and messages are
most effective and adjust their strategies accordingly.

Monitor and Respond to Feedback: Digital marketing campaigns can generate feedback from
consumers, both positive and negative. Businesses should monitor feedback and respond to it
promptly and professionally, which can help improve consumer satisfaction and loyalty.

Digital marketing effectively take care about proper quality, on time delivery, pre check of goods
before packing and proper refund without any delay as per opinions of the respondents.

Overall, digital marketing can be a powerful tool for businesses looking to reach and engage with
consumers in the post-pandemic environment. By leveraging the appropriate channels and
messaging, and continuously refining their marketing efforts, businesses can effectively influence
consumers' purchase decisions and improve their bottom line.

By incorporating these suggestions into their digital marketing strategies, businesses can effectively
influence consumers' post-pandemic purchase decision of FMCG products in Bengaluru and
improve their bottom line.

CONCLUSION:

To summaries, the COVID-19 pandemic has significantly altered the business landscape,
particularly in the FMCG sector. Businesses must adapt their marketing strategies to remain
competitive in the face of increased consumer focus on health, safety, and value. In the post-
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pandemic environment, digital marketing has emerged as a critical tool for businesses to reach and
engage with consumers.

Research has shown that digital marketing can have a significant impact on consumers' purchase
behavior, particularly in the FMCG sector. By leveraging the appropriate channels and messaging,
and continuously refining their marketing efforts, businesses can effectively influence consumers'
purchase decisions and improve their bottom line. However, businesses must also be aware of the
challenges and issues involved in digital marketing, such as data privacy concerns and the need for
continuous optimization.

Overall, digital marketing presents a significant opportunity for businesses to succeed in the post-
pandemic environment. By incorporating the suggestions outlined in this paper, businesses can
effectively leverage digital marketing to influence consumers' post-pandemic purchase decision of
FMCG products in Bengaluru and beyond.
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ABSTRACT:

The main goal of microfinance is to boost the income of the poor through transfers of funds and
loans while lowering their vulnerability through micro insurance and savings. In addition to these
goals, microfinance also focuses on rural development, including raising the standard of living for
SHG members, promoting savings, enabling entrepreneurial endeavors, raising consumer
awareness of health and education issues, promoting financial literacy, creating jobs and
employment opportunities, social security, financial independence, improving infrastructure, and
promoting landownership. For economically underdeveloped areas to engage in entrepreneurship
at a greater level, microfinance offers start-up funding. Microfinance institutions are necessary not
only to end poverty, empower, and strengthen economically marginalized groups but also to
encourage them to engage in entrepreneurial and business activities in order to bring about a
change that is acceptable to society.

Keywords: SHGs, Financial Literacy.

INTRODUCTION:

In brooder term micro finance means granting of micro credit, loans, advances, savings, insurance,
lending and borrowing of any financial services to the low income groups to include them into
small productivity, skill development activities as a solution to eradicate poverty. According to
Mohammed Yunus, the Nobel Prize laureate, rural banks have only recently begun to distribute a
significant number of micro and medium-sized loans, despite the fact that this is a crucial tool in
the fight against poverty. Traditional families that don't have access to the conventional banking
system in rural areas can get loans through microfinance. The legal organisations having the
highest priority for providing financial help are RRBs.

Many financial institutions are attempting to promote microfinance with the goal of integrating
rural populations into the formal banking system. Some well-known financial institutions include
NABARD, SIDBI, commercial banks, regional rural banks, cooperatives, and legally recognized
non-profit organizations, among others. These institutions were essential to our economy's bottom
line since they insisted on and provided the money circulation while also completely filling the gap
between the banks and members. To support the microfinance lending objective, our central
government has established two channels: SIDBI for businesses and services and NABARD for
agricultural. SIDBI offers support to those who have started their own businesses and manages the
flow of credit to MSMEs through both direct and indirect financial channels with prompt expenditure.
On the other hand, NABARD is promoting SHGs through RRBs and NGOs in order to mobilize the
micro savings made by group members and channel those savings to the less fortunate members
through negotiations and communication.

REVIEW OF LITERATURE:

The study concentrated on the specific literature on microfinance published between 2005 and 2016
at the state, national, and international levels both inside and outside of India. In the 23 research
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papers that made up the current study, 99% of the studies came to the conclusion that microfinance
had a positive effect on promoting financial literacy among women through SHGs and that the best
model for achieving women's empowerment, particularly at the grass-roots level, was microfinance
through SHG. Below is a list of the 23 articles in the literature review on microfinance.

Benson Kunjukunju (2005) to determine the effects of financial aid on rural development, an
article titled "Role of Institutional Finance in Rural Development of Kerals" was done. The study
concludes that borrowers under or miss using their loans. The author contends that institutional
finance requires consistent analysis to evaluate its performance throughout time. Institutional
finance for rural development is performing effectively generally. For proper use of the loan
amount, banks must educate borrowers.

Ryu Fukui and Gilberto Lianto (2006) The topic of the paper is "Rural Finance and Microfinance
Development in Transition Countries in Southeast and East Asia." The study looked at the
development of rural microfinance in Southeast and East Asian nations. According to the
researchers, there is a wide range of opportunity for formal and semi-formal financial institutions
like agricultural banks, NGOs, microfinance banks, and cooperative banks to work towards
assisting the rural poor in Asia's transitional nations. A single type of microfinance financing
service provider is suited for the creation of an efficient rural financial system.

Jordan Pollinger et al (2007) in their article on "The Question of Sustainability for Microfinance
Institutions” the study has conducted on US based MFIs. The MFIs with US locations have not
made full use of the financial grants and subsidies. As soon as possible, association-based finance
should be introduced. Each year, MFIs should expand their supplemental resources, such as grants
or other funding, in order to maintain their current level of function and their ability to continue
engaging in related activities. Research on the subsidiaries of MFIs is required.

Peter Crabb (2008) has presented evidence in support of "Economic Freedom and the Success of
Micro Finance Institutions." The author talked about MFIs' financial independence. He stated that
providing financial services to MSME businesses is the main goal of MFIs. And encourage everyone to
engage in entrepreneurial endeavours without any restrictions. The total efficiency of MFIs and
functional self sufficiency are not significantly connected. According to the paper, government
assistance is necessary, particularly in the banking sector, because MFIs have yet to reach a sustainable
level. A nation's economic environment is being developed with the aid of flourishing MFIs.

Colin C Williams and Anjula Gurtoo (2010) According to the opinion, structuralism
representation is primarily appropriate for women who work as unpaid informal workers; however,
it is less relevant for women who operate as unpaid informal entrepreneurs who are engaged on a
freelance basis. It is important to understand how women entrepreneurs view resources,
circumstances, value, and expertise; information from women entrepreneurs operating in the
unorganized sector is equally relevant in other contexts. In relation to women entrepreneurs in the
informal sector, the investigation critically assesses existing explanations.

A R Dubey (2011) his paper on "Financial Inclusion in India" concentrated on the state of
microfinance and financial inclusion in India. According to the report, India's Western and
Southern areas are the only ones where microfinance operations are profitable. The leading
microfinance institution, NABARA, also oversees RRBs, Central and State Cooperative Banks,
Cooperative Banks, and Rural Development Banks. The difficulties facing microfinance include
the sizeable impoverished group, the need for financial literacy to use banking services, micro
insurance, the use of technology, and regional imbalances. Finally, it is recommended that SHG
should emphasise the promotion of thrift and credit organizations.

K K Tripathy and Sudhir K Jain (2011) The purpose of their research, "A Study of Microfinance
as an Innovative Credit Delivery Mechanism in Rural India," is to look at the viability of
government-sponsored microfinance services. The study identified the primary areas of
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microfinance that needed attention, including unfriendly bank employees, inaccessible bank
branches, a lack of timely and adequate credit, the selection of important economic activities that
was less than ideal, and issues with the markets. The regression result also revealed that land-based
activities were not profitable for microfinance recipients. Finally, it is suggested that in order to
increase the effectiveness of microfinance, appropriate policies must be designed.

Shanthi M and R Ganapathi (2012) The impact of microfinance on the empowerment of women
self-help groups with a focus on the Coimbatore district is examined in the paper "Impact of Micro
Finance towards Empowerment of Women Self-Help Groups.” The paper also examines the type
and amount of microfinance available to women SHGs and the function of MF in the
empowerment of women. The primary motivation for joining SHGs, according to the authors, is
that they increase family income. Additionally, the majority of SHG members engage in service-
based economic activities. In order to properly allocate microfinance to qualified beneficiaries,
household surveys should be done. There is a necessity of annual plans for SHG promotion; it is
believed that SHG members required training to increase skill.

G Y Shitole and Sonali Deogirikar (2012) have carried out a study on "Women Empowerment
through SHGs in India — A case study of Thane District” with the goals of examining the operation,
socioeconomic status, and development of entrepreneurial skills via SHG. The majority of SHG
women, according to this study, holds their own bank accounts and manages them on their own.
The managerial abilities of SHG women to run their businesses and make pertinent decisions have
greatly increased. Finally, it can be said that since microfinance got involved, women have gained
the confidence to voice their thoughts at SHG meetings. Through SHG initiatives, women's social
and entrepreneurial growth can be considered as both a key to the country's problems as well as a
promising opportunity to bring about social change.

M Nadiya and others (2012) study titled "Dangers in Mismanaging the Factors Affecting the
Operational Self-Sustainability (OSS) of Indian Microfinance Institutions (MFIs)—An Exploration
into Indian Microfinance Crisis" has been done. The goal of the current study is to pinpoint the
elements that influence the operational self-sustainability (OSS) of Indian microfinance
institutions. The writers opinioned that revenue generation element, cost efficiency factor and
growth factor to have a beneficial influence on the OSS of Indian MFIs. It is proposed that
attention should be paid to mismanagement, recovery, lending, and borrowing.

Madhusudan Ghosh (2012) In an article titled "Micro-Finance and Rural Poverty in India SHG-
Bank Linkage Programme,” it was shown how the programme had advanced from the national to
the regional level. According to the report, in the post-SHG environment, SHG member
households' average annual net income, assets, and savings all increased dramatically. The average
loan size grew, loan repayment frequency improved, and moneylender dependence sharply
dropped. There is a need to improve the quality of SHGs because a big problem for SHGs is
sustainability. The programme depends heavily on the quality of SHGs.

K Rajendran (2012) He noted the effect of microfinance on Self Help groups in his essay, "Micro
Finance through Self Help Groups -A Survey of Recent Literature in India." The MF made a
significant contribution to the overall development of rural poor by reducing poverty, empowering
women, and improving the economic well-being of the core poor. Microfinance is performing
remarkably well in Asia, Africa, and Latin American nations. Although the results of self-help
groups and microfinance are uneven, they are nonetheless useful tools for lifting low-income
households out of poverty in emerging nations.

Priyanka murria & Satish verma (2013) The authors of the study "Microfinance through Self-
Help Groups: A Theme Perspective" sought to pinpoint the thematic component and effects of MF
on SHG participants. Due to geographical restrictions in rural areas, dispersed settlements, and the
high cost of rural transportation, they recognised the microfinance provision as the opportunity cost
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in terms of providing loan and collecting repayment installments, which has led to significant
NPAs for the banks. The noteworthy problems with SHG are high save-credit ratios, forced
savings, abusive rhetoric, exploitation of funds, and exploitative interest rates.

S. Porkodi and D Aravazh (2013) In their research titled "Role of Micro Finance and Self Help
Groups in Financial Inclusion,” the authors noted that NGOs had done a good job of supporting
self-help groups and establishing connections between them and banks. It is really frightening issue
because most of MFI across the country is under difficulty. According to the report, incentive
programmes are necessary to encourage NGOs to diversify their operations and link people to
financial inclusion.

Sunildro L S Akoijam (2013) has tried to do research on "Rural credit: a source of sustainable
livelihood of rural India" with the aim of analysing the problems and worries that RRBs have with
expanding rural credit. The study found that RBI has created numerous strategies and policies,
including ones for savings, insurance, and money transfers, to encourage rural residents to apply
for microcredit. The idea of rural credit is also afflicted by problems like a lack of bank employees,
a wasteful, expensive system, poor service quality, and an increase in past-due and missed
payments that costs banks money.

Pinky Dutta and Debabrata Das (2014) highlighted that the portfolio quality and capital
management are significant drivers for the financial sustainability of the MFIs in their article,
"Indian MFI at crossroads: Sustainability Perspective." The primary variables that significantly
affect the operational self-sufficiency (OSS) of Indian MFIs include the write-off ratio, capital-to-
asset ratio, ratio of financial revenue to assets, and provision for loan impairment-to-asset ratio. The
key drivers of the MFIs' capacity to maintain their financial viability are their capital management
and portfolio quality.

Rajendra Narayan Paramanik and Vachya Lavoori (2014) The study has focused on the
analysis of the influence of MF on socio-economic aspects SHG members in their work titled
"Microfinance Impact on Women's Decision Making: A Case Study of Andhra Pradesh." The state
of Andhra Pradesh is where the study was carried out. The authors discovered that microfinance
had a remarkable impact on rural women's way of life. The credit system will alter rural living if it
is successfully implemented and run. SHGs have greatly boosted rural women's confidence in their
ability to shape their households. At the moment, many socioeconomic elements and the financial
sphere are not accessible to more than half of the population. According to the study, it is necessary
to train people on income and employment options, and policies must alter frequently.

Disha Bhanot and Varadraj Bapat (2014) have observed in their research article “Sustainability
index of micro finance institutions (MFIs) and contributory factors” they opens gaps on; the
sustainability index is a useful tool to grade the MFIs in India on a multidimensional construct of
sustainability. This study opens gap on measure sustainability in holistic fashion. Earlier studies
were focused only on financial performance but this investigation consider on outreach dimensions
also. The article ranked the MFIs with highest score to least scores to determine their sustainability.

Karambir Singh (2015) This author aimed to investigate the function of SHGs in extending
microfinance services to the target population in Punjab in his essay titled "Micro finance through
self help group - increasing the reach.” It has been established that saving is the SHGs' core value.
Led credit products are still valid today, although the way SHGs are approached has recently
undergone significant modifications. SHG-BLP has to be redesigned to make it more adaptable and
user-friendly. Members should make a choice the successful consumption of a loan, including (a)
activities that generate revenue, (b) social requirements like housing, education, marriage, etc., and
(c) debt exchanging, etc. The author advocated avoiding superfluous paperwork and processes.
Institutions of the next level are required in addition to SHGs.
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Vivek kumar Tripathi (2015) has suggested in the study "Micro Finance in India- Growth, and
Evolution in India" that microfinance is a potent tool to address the challenge of eradicating
poverty. However, the study also raises caution regarding the excessive push for MFIs to become
financially self-sustaining, mission drift / questionable practises, and calls for greater transparency
and (public) awareness. It has been noted that MFIs frequently make headlines for surprising
events like beneficiary suicides and harsh credit collection activities by agents.

Gajendra Jha (2015) The researcher claimed in his work titled "Role of NABARD as Microfinance
Facilitator" that micro-finance has evolved into one of the most effective initiatives for the
empowerment of the underprivileged. Through SHGs, NABARD should assist people in pursuing
developmental initiatives including animal husbandry, tailoring, and embroidery. KYC is required
for SHG members when opening an account. Offer a web-based tablet computer for logging meeting
minutes and keeping track of financials. The Make in India initiative can provide microbusiness
owners in rural areas with several trade and commerce options. Ninety percent of past research had
the idea that microfinance had resulted in positive changes for SHG members' lives.

Mrinal Savyanavar and Pankaj Trived (2016) He examined the effects of non-financial services
and the sustainability of microfinance providers in rural areas in his article titled "Make in India:
Microfinance Provider's Sustainability for Rural Development.” It is noted that the sustainable MF
service can meet the longer-term credit demands of low-income individuals as well as Micro and
Small Business Owners. In our study, we also investigate which MFI is most effective in
promoting SHGs in rural areas. Microfinance institutions still heavily rely on human resources to
ensure effective delivery of their services since they have a personal connection with their clients
on the ground. Indian MFIs have a bigger requirement for IT and technological infrastructure.

Priyeta Priyadarshini and Rajni Mathur (2016) The goal of the study, as stated in his article
titled "Understanding the Structure of Microfinance from the Perspective of Make in India
Campaign,” was to comprehend how Indian microfinance institutions function within the
framework of the Make in India campaign. The writers established that the MFI has advanced past
its developmental stage in the nation. Therefore, it is necessary to give investors other options. Due
to its sound structure and vast scope, the MF facilitates our nation's monetary needs. The
government plans to introduce openness and remove pointless regulations and policies, which puts
the role of MF in the Make in India initiative into perspective.

Sharukh Tara (2016) The author of the study "Micro Finance in India" notes that while
commercial MFIs have a poor track record, they do have a function to play and should not be
outlawed or overly controlled but rather should be properly governed. Poor people's loan
repayment has not increased, but NPAs are rising annually, according to a NABRD report. With
particular emphasis on SHG bank connectivity, the study sought to determine the success and
failure of MF in India.

CONCLUSION:

The recent emergence of micro finance assures that the poor, who had previously been shut out of
the institutional credit system, now have access to institutional credit and financial inclusion. The
impact of microfinance and self-help groups has been depicted in the literature review as having a
mixed picture, but it is an effective tool and instrument to lift poor households out of poverty in
developing countries where it becomes a philosophy and practise of poverty eradication,
empowerment, and inclusive growth, particularly in Asia, Africa, and Latin American countries.
According to the study, the majority of the literature on microfinance in India focuses on four
southern states, where governmental and nongovernmental organisations are driving the movement
forward. Research done in India, as shown by the literature review above, showed that self-help
organisations and microfinance generally contributed to the development of the core poor in terms
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of economic well-being, eradicating poverty, and empowering people, which led to the overall
development of rural poor.
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ABSTRACT:

Modest investors, borrowers of small loans, and savers can avail benefit from the unique financial
tool known as micro finance (MF). This modest effort is making a significant contribution to
empowering people, particularly those who live below the poverty line, to rise above their
circumstances and enter the official banking system. This financial tool is required to close the gap
left by commercial banks' inability to effectively reach rural populations. Due to incorrect market
analysis and inadequate guidance given to borrowers, harsh fines for late payments and failure to
pay, poor males cannot access enough loans. Despite having more options to earn money, men
tend to do so. Men dislike women's autonomous access to resources whereas both sexes view loans
as household resources. To address these issues the role of MF (Micro Finance) is crucial in
sustainable rural development.

Keywords: Micro Finance, Rural Development.

INTRODUCTION:

The phrase "micro finance" refers to the provision of microcredit, loans, advances, savings and
insurance, lending, and borrowing of any financial services to low-income groups in order to
incorporate them in small productivity and skill development activities as a means of eradicating
poverty. Rural residents who face economic hardship, underprivileged women, and unskilled
individuals are not well served by commercial banks. Microfinance is an appropriate tool to
empower these distracted people. By providing loans for the creation of self employment for the
needy people, micro finance offers tools that produce income as well as transforming society and
bringing changes to a new developed world. By doing this, the poor can create their own
employment opportunities and thereby they can overcome poverty.

To reach the needy People, to strengthen the weaker pillars of society and make them economically
engaged, and to keep a balance between the haves and the have-nots. When compared to money
lenders, micro finance guidelines offer low interest rates. Some legal institutions are actually
required to replace these looters at the root level. The latest weapon in the fight against poverty is
microfinance. Many financial institutions are attempting to promote microfinance withthe goal of
integrating rural populations into the formal banking system. NABARD,

SIDBI, HDFC, commercial banks, regional rural banks, cooperatives, and legallyrecognized NGOs
are a few illustriousfinancial institutions. These institutions wereessential to our economy's bottom
line since they insisted on and provided the money circulation while also completely filling the gap
between the banks and members.

Microfinance, which encompasses both credit and savings, is a modest financial service provided
by a nation's financial system that is targeted and accessible only torural residents who are outside
the reach of the nation’'s main banking system. It is amodest step toward improving the income and
living conditions of rural residents. The reason it is referred regarded as micro finance is since it is
an effective tool foraddressing the modest credit, loan, and advance needs of the underprivileged.
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ANALYSIS OF THE STUDIES:

The study concentrated on the specificresearch on microfinance that was done from 2012 to 2021
at the international, national, and state levels both inside and outside of India. In the current
analysis, which covered 14 research articles, 99% of the studies came to the conclusion that
microfinance has a favorable effect on rural development that is sustainable and aids farmers in
achieving economic independence.

The following analysis looks at 14 pieces of MF literature.

Francisco J Buera (2021) the great majority of people profit directly and indirectly from
microfinance. Although higher interest rates in general equilibrium push the rewards toward the
rich, thewelfare gains are greater for the poor and marginal entrepreneurs. Because a rise in TFP is
compensated by a decline in capital accumulation, microfinance has a negligible effect on per-
capita income.

Niels Hermeset al (2021) It is clear from the evidence that outreach negatively affects the
effectiveness of MFIs. MFIs that have a lower average loan balance (a gauge of the breadth of
outreach) are also less effective, to be more precise. There is also proof that MFIs with more
female borrowers as clients—again, a sign of the breadth of outreach—are less effective. Despite
the addition of numerous control factors, these results are still very significant.

Robert Culland Jonathan Morduch (2018) Most people believe that microfinance is a methodto
stabilize the credit markets and unlock the potential of poor, self-employed individuals. Since the
1990s, the microfinance industry has rapidly expanded, paving the path for further types of social
enterprise and social investment. Microfinance as a household finance term is preferred to
microfinance asa narrowly conceived form ofentrepreneurial finance. According to this theory,
microfinance produces benefits by giving people access to money for a variety of purposes as
opposed to just increasingbusiness profits.

Mrinal Savyanavar and Pankaj Trived (2016) in his article titled on “Make in India:
Microfinance Provider’s Sustainability for Rural Development” was carried out to examine the
effects of non-financial services on the viability of rural microfinance providers. It is noted that the
sustainable MF service can meet the longer-term credit demands of low-income individuals as well
as Micro and Small Business Owners. In the study, we also look at the best MFI for rural areas to
better support cooperatives. Microfinance institutions still heavily rely on human resources to
ensure effective delivery of their services since they have a personal connection with their clients
on the ground. Indian MFIs have a bigger requirement for IT and technological infrastructure.

Sharukh Tara (2016) in his paper titled on “Micro Finance in India” has determined that while
commercial MFIs have a poor track record, they do have a role to play and should not be prohibited
or overly regulated but rather appropriately controlled. Poor people's loan repayment has not
increased, but NPAs are rising annually, according to a NABRD report. With particular emphasis on
rural people connectivity, the study sought to determine the success and failure of MF in India.

Ms. Priyeta Priyadarshini and Ms. Rajni Mathur (2016) Since MFI has already advanced past the
stage of evolution, investors need to have more options. Because of its sound structure and wide
scope, the MF helps our nation meet its financial needs. The role of MF from the standpoint of Make
in India is due to the government's plans to increase transparency and eliminate pointless regulations.

Gajendra Jha (2015) in his article titled on “Role of NABARD as Microfinance Facilitator”
According to the report, microfinance has emerged as one of the most effective treatments for
empoweringthe underprivileged. Through MF, NABARD ought to assist individuals in developing
their skills in areas like tailoring, needlework, animal husbandry, etc. During account opening,
borrower members mustcomplete a KYC. Offer a web-based Tablet PC for bookkeeping, recording
meeting minutes, and other purposes. The Make in India initiative can provide micro business
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owners in rural areas with several trade and commerce options. 90% of previous research has
concluded that microfinance has improved rural people's lives in apositive way.

Vivek Kumar Tripathi (2015)has suggested in the study “Micro Financein India- Growth, and
Evolution in India”. The microfinance industry is a potent weapon for tackling the problem of
eradicating poverty. However, it should be used with caution due to the excessive pressure on MFIs
to become financially self-sufficient, mission drift, and dubious activities. It has been noted that
MFIs frequently make headlines for surprising events like beneficiaries of MFIs committing
suicide and abusive behavior by agents when obtaining credit.

Disha Bhanotand Varadraj Bapat (2014) have noted that the sustainability index is a good
instrument to assess the MFIs in India on amultidimensional construct of sustainability. This is what
they open gaps on in their studywork "Sustainability index of micro financial institutions (MFIs)
and contributory elements.” This study fills a gap in how to holistically quantify sustainability. In
contrast to earlier studies, which mainly focused on financial performance, this investigation also
takes into account outreach factors. In order toassess the sustainability of the MFIs, the article
graded them from highest to lowest marks.

Rajendra Narayan Paramanik andVachya Lavoori (2014) in their article named “Microfinance
impact on women’sdecision making: a case study of AndhraPradesh” The goal of the study is to
examinehow MF affects rural people’s socioeconomic characteristics. The state of Andhra Pradesh
is where the study was carried out. The authors discovered that microfinance had a remarkable
impact onrural women's way of life. The credit systemwill alter rural living if it is successfully
implemented and run. According to the study, it is necessary to train people on income and
employment options, andpolicies must alter frequently.

Pinky Dutta and Debabrata Das (2014) noted that the portfolio quality and capital management is
significant drivers for the financial sustainability of the MFIs in their article, "Indian MFI at
crossroads: Sustainability Perspective.” Write-off ratios, capital-to-asset ratios, financial revenue-to-
asset ratios, and provision for loan impairment-to-asset ratios are the primary variables that have a big
impact on the operational self-sufficiency (OSS) of Indian MFIs. The key drivers of the MFIs'
capacity to maintain their financial viability are their portfolio quality and capital management.

M Nadiya et al (2012) a study titled "Dangers in Mismanaging the Factors Affecting the
Operational Self-Sustainability (OSS) of Indian Microfinance Institutions(MFIs)—An Exploration
into Indian Microfinance Crisis" has been done. The objective of the current study is to identify the
variables influencing the operational self-sustainability (OSS) of Indian microfinance institutions.
According to the authors, the factors of revenue generation, cost effectiveness and expansion all
had a favorable impact on the OSS of Indian MFIs. Mismanagement, recovery, lending, and
borrowing are said to need to be themain points of focus.

Madhusudan Ghosh (2012) In the post-SHG environment, the average annual net income, assets,
andsavings of SHG member households all increased dramatically, according to thearticle. The
average loan size and repaymentfrequency rose, and there was a significant decline in reliance on
moneylenders. Given that sustainability is a major obstacle for SHGs, it is necessary to address the
quality of SHGs. The caliber of SHGs is vital to the success of microfinance program.

Carlo Milana & Arvind Ashta (2012) Most articles in the rapidly expanding literature on
microfinance appear to concur that all stakeholders (borrowers, lenders,communities, governments
and regulators,and interested third parties) should be fully aware of the possibility of the shared
value creation accomplished through cooperation.

CONCLUSION:

Numerous studies have been conducted that show how effective these programs have been in most
of the developing countries. However, it is still unclear if microfinance institutions are always
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effective at reducing poverty. Although some more thorough studies have been done and more are
undoubtedly going to be, NGO leaders and government policy makers must use caution and
prudence when implementing themicrofinance strategy globally as a means ofreducing poverty in
the interim. To encourage MF, Guarantors and using household items as collateral, such as bicycles
or plant pots, are two alternativeloan guaranteeing strategies. Training to improve one's skills and
knowledge likewisecreate your own social networks.
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ABSTRACT:

In recent years World University Rankings made a remarkable revolution all over the world. As
higher education has grown, the university rankings system evolved into a tool in the academic
world. International student enrolment is one key methodology to evaluate the rating of education
institutions. Social media is a significant component of an educational institution's marketing plan.
It evolved as the most efficient platform to reach a global audience in the competitive world. The
present study explores the social media presence of Indian central universities, how social media is
helpful as a marketing tool for the universities, and the current position of the Indian central
universities in The National Institutional Ranking Framework (NIRF) and other World University
ranking.The finding indicates that out of 56 central universities only 31 central universities are
using social media platforms. Out of 56, only 9 universities have got NIRF university ranking and
only 5 universities have got place in the top 500 world university ranking. It is suggested to all the
university management, education bodies, and government should focus to encourage university
authorities to use social media to promote university activities.

Keywords: Universities, Cental Universities, Social Media, Academic Social Networking, NIRF,
Global University Ranking, India.

INTRODUCTION:

The university ranking system plays a significant role as it will showcase the teaching method of the
universities, research activities, citations, and collaboration, funding.Higher education institutions'
performances must be compared on a national or worldwide level due to competition, an essential
process in the academic world. They all occurred as a result of significant technological, institutional,
and societal changes (Anbalagan & Tamizhchelvan, 2021).Universities occupy a central role in
sustainable development (Galleli et al., 2022).In recent years World University Rankings made a
remarkable revolution all over the world. Rankings are regarded as reliable assessment instruments
that show the level of competition in the world of knowledge development (Bekhradnia, 2016).As
higher education has grown, university rankings have evolved into a tool in academia (Mukherjee,
2016).Universities' rankings influence higher education institutions significantly (Chowdhury &
Rahman, 2021).Higher education institutions are given an identity through branding that places them
in the social landscape (Fernandes et al., 2022). Academics are encouraged to use websites and social
media to represent their institution's brand. The way a university presents itself, its departments, and
its researchers are influenced by its branding (Stack, 2020).

Higher education is an essential economic sector since it advances research and knowledge.The
relevance of digital marketing for institutions of higher education is becoming important (Irfan et al.,
2018). Through digital marketing campaign ranking of higher education institutions can be expedited
and through this universities get a positive reaction from learners which is a return on investment
(Hoffman & Fodor, 2010; Kim et al., 2015).Higher education marketing has paid more attention to
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digital/online marketing, particularly on social media. Most colleges and institutions are active on one
or more social media networks (Brech et al., 2017).Higher education institutions (HEIs) are being
promoted and marketed within a more competitive environment. Building brands has become a key
administration objective (Williams & Omar, 2014).Universities all across the world are working harder
to increase and attract international students (Hemsley-Brown & Goonawardana, 2007; Sison &
Brennan, 2012).College admissions departments are beginning to recognize the value of social
networking sites and are implementing social media methods into their recruiting efforts
(Constantinides & Stagno, 2012).The primary goal of universities adopting social media as a marketing
tool is to expand knowledge, strengthen both internal and external relationships, and assist students in
achievement (Tiago & Verissimo, 2014).The rise of social media marketing forces universities to offer
excellent educational services (Khan, 2013).The use of social media is the cost-effective, efficient, and
best component of a university marketing plan to reach the targeted population, and there is a
correlation between Facebook followers and university ranking, associal media continues to expand
and become an important source of university marketing information (Lund, 2019).

SIGNIFICANCE OF THE STUDY:

Higher education institutions in India are taking a lot of initiatives and efforts to get a good position
in the local and global university rankings. As per the recent University Grants Commission(UGC),
draft norms top 500 world-raking, foreign universities now setup a campus in India (Chandra,
2023). As a result, two Australian universitybranch campuses are set to open in Gujarat's GIFT
City (Anamika, 2023). Now it is a challenge for all the Indian educational institutions to adopt and
implement new things in pedagogy and to improve the quality of research to compete with the
global universities. To obtain a university ranking, overall development of the university is
required and research publication plays a key role in the rating along with that to get good
admissions to educational institutions should market the institution globally. It’s a good time and
opportunity for all the Indian education institutions to open up to the world, and promote and build
branding to attract more and more students across the globe. Social media is one popular platform
that will help to promote and interact easily among the largest citizens globally. The primary goal
of this research is to comprehend the significance of digital advertising for universities, as well as
to examine the use of social media sites by Indian central universities and the publications and
citation impact on the overall academic ranking of world universities.The present study explores
the current status of social media usage by the Indian central universities.

RESEARCH QUESTIONS:
The present study was conducted to find out answers to the following questions:

1. What is the social media presence of central universities in India?

2. How does social media marketing help to attract international students?

3. What is the status of academic social networking presence by the university community?
What are the current position of central universities in the NIRF and Global university ranking?

REVIEW OF LITERATURE:
Social Media and Education:

Social media has impacted a wide range of educational methods and procedures (Zachos et al.,
2018).The use of social networking sites has created numerous opportunities in the realm of higher
education.Social media networks have helped instructional strategies, enabled collaborative problem
resolution, given in-class support functions, and made educational content distribution easier
(Chawinga, 2017; Roblyer et al., 2010).YouTube has evolved into a global learning tool that provides
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active, constructive, and participatory learning opportunities. Learning computer skills using videos
on YouTube produces greater results (Ebied et al., 2016).There is a positive correlation between
students' performance and the use of YouTube videos in the academic environment (Mady & Baadel,
2020).Instructors should be trained on how to inspire and help students in gaining competency and
using digital educational content, as well as how to use YouTube videos (Jung & Lee, 2015).

Social Media and Universities:

Globalization increases the competition among universities, In response, higher education
institutions are beginning to view their online presence as a possible competitive advantage
(Maresova et al., 2020).People pay greater attention to data gathered through social media than to
traditional media (Wut et al., 2022). According to DataReportal (2023), 59.4% of the population
uses social media globally, as per the data there are 137 million new users joined in the year 2022.
Social media users spend an average of two& half hours a Day on social media.Social media enable
citizens both public and private institutions to openly interact on the Web (Ma, 2014).For finding
trends and new information, major social media platforms including Facebook, Instagram, and
Twitter (Yang & Mundel, 2022). For proper functioning, universities need Internet activity based
on the official webpage and social media presence (Szczudlinska-Kanos et al., 2021).

Social media is highly popular in choosing a university among youngsters (Constantinides & Stagno,
2012). In comparison to traditional channels of communication, social networking currently plays a
secondary role in students' decision-making (Constantinides & Zinck Stagno, 2011). Well-known
ranked universities publish content on social media to improve brand image and to communicate
witha large audience, according to the study top 10 universities are using, Instagram, YouTube,
Twitter, Facebook, and even more social media platforms to reach a global audience and they use the
English language to attract an international audience and to build branding. All the top universities
post one or two posts in a day on social media (Maresova et al., 2020).

Social Media to Improve University Ranking:

Promotional Advertising initiatives by universities through social media and social networking
sites are related to the university's ranking (Irfan et al., 2018). Top-ranked universities are
effectively using social media and Facebook most in higher educational institutions (Figueira,
2018). The ability of these technologies to reach and attract prospective students is very crucial
(Constantinides & Zinck Stagno, 2011).Motta & Barbosa (2018) studied the usage of social media
by the top-ranked higher education institutions in North America and Europe using the data related
to the number of followers on social media and the number of publications, study found that
universities invest in social media on marketing activities.The ability of the university to attract
large numbers of teachers and students across the globe is a key indicator of its global success
(Kohli, 2022). Higher education institutions have initiated the integrationof social platforms in their
planning, advertising, and communication strategies and top-ranked universities use social media to
attract stakeholders by providing public information (Bellucci et al., 2019).

The increased popularity of online social networking sites has opened up an entirely new world of
communication and collaboration opportunities (Valerio-Urefia et al., 2020).Universities have great
chances to interact with their students through social media (Ann Voss & Kumar, 2013).Vrontis et al.
(2018) studied that 73.3% of students have used social media sites to get in touch with a friend or a
member of the university staff about their course information in the MiddleEast. Social networking
sites offer digital platforms that let users connect with others who have similar interests while
expressing their opinions, passions, and points of view (Assimakopoulos et al., 2017). Universities
employ these sites as alternate sites where students can communicate online with teachers and
classmates to acclimatize to university life (Yu et al., 2010). How universities communicate on social

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114

Page 99



Page 100

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

media is influenced by university rankings, but this effect is quite small in size (Shields, 2016). Apart
from the university's reputation and influence from friends,students use social media comments as a
second option to choose a university (Thorson & Rodgers, 2006). Education institutions have a
positive relationship between the NIRF and social media ratings in India (Barman, 2019).

University Publications Citations and Social Media:

With the advent of globalization of university education, ranking universities and colleges has
evolved into a benchmark.The volume of research output, as recorded in any international
databases, should be taken into account when evaluating an institution's research performance, it
appears implausible and is not exhaustive because no database covers the complete research output
of an institute. The ranking and reputation of the universities are interlinked with the research
activities of the universities (Fernandes et al., 2022).To enhance the reputation of the institutions,
the rankings of universities are expanding rapidly and becoming more specialized, with a
concentration on research performance (Rauhvargers, 2013).Social media provides valuable tools
for academic relations in higher education institutions (Permatasari et al., 2013).Social media has
considerably enhanced the availability of scientific articles in the context of academic study (Tiago
& Verissimo, 2014). Academic social networking sites provide innovative strategies for interaction,
teamwork, and information gathering. One of the most crucial requirements for academicians and
institutions is publication. "Publication” is one of the criteria that the rating and accreditation
organizations are using to evaluate educational institutions (Sivakumaren & Rajkumar,
2020).Academia, ResearchGate,and other academic social platforms enhance the popularity of
researchers in the global community and increase readership.

METHODS AND MATERIALS:

The current research is quantitative in nature.The study comprised of 56 central universities listed
under the UGC website (https://www.ugc.ac.in/centraluniversity.aspx), out of which 31 central
universities have social media accounts with YouTube, Facebook, and Twitter. There are 9 central
universities listed under NIRF Rankings 2022: Universities have been selected for this study.The
links offered on the homepage of the university websites were followed to analyzethe official social
networking accounts utilized by each university. YouTube and Facebook usage statistics were
collected from the universities official social media page and Twitter data was collected from
https://socialblade.com/. Academic social media members' data was collected from ResearchGate and
Academia.Publications and citation data were retrieved from the Indian Research Information
Network System (IRINS) instance.NIRF university ranking data was collected from the NIRF
website. World ranking universities data collected from the five different organizations which will
provide university ranking namely The Centre for Science and Technology Studies (CWTS)Leiden
Ranking,Webometrics Ranking of World Universities (WRWU), Quacquarelli Symonds (QS) top
universities, Times Higher Education (THE) ranking, Center for World University Rankings (CWUR)
and Shanghai Ranking.Data was collected between 26" February and 11™March 2023. Further data
was organized using Microsoft Excel and to find out the correlation between university rankings and
social media usage Spearman correlation method was used utilizing SPSS.

ANALYSIS AND INTERPRETATION:
Status of Social Media Usage by Central Universities:

Central universities listed under the university NIRF ranking 2022 were examined concerning their
citations and social media use. 9 central universities have got positionsamong the top 100
universities. All the selected universities have created IRINS instances and all have an account with
YouTube, Facebook, and Twitter. All the selected universities are active with social media. The
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University of Delhi is having the highest number of followers on all the listed social media
compared to others:zJamia Milla Islamia is having the second-highest number of followers on
YouTube and Facebook. The Banaras Hindu University hasthe third second-highest number of

followers on Twitter (Table 11.1).

Name of The University YouTube Facebook Twitter ResearchGate Academia
Subscribers Followers Followers Members Members
University of Delhi 19500 1000000 107268 11676 60144
Jamia Millia Islamia 6410 115000 47821 3504 3954
Banaras Hindu University 2530 16000 100135 5571 5739
University of Hyderabad 8210 60110 11527 4222 4313
Tezpur University 5430 23000 4389 1971 2054
Mizoram University 8500 11000 1711 854 1122
Central University of Punjab 4280 4300 3013 624 3311
Central University of Tamil Nadu 536 4800 946 1073 398
Visva Bharati 4260 5900 451 1199 1089
Table 11.1: Social Media Usage Status by Central Universities
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Figure 11.1: Total YouTube Subscribers with Total Uploaded Videos

Banaras Hindu University has uploaded the highest number of videos (591) on YouTube platform
and has posted 10446 tweets on Twitter which is top among these (Figure-11.1).
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Figure 11.2: Total Twitter Followers with Total Tweets
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The University of Delhi has got the highest number of followers on Twitter with 1316 tweets. The
University of Hyderabad has posted 7179 tweets this is the second top in the list (Figure 11.2).

Social Media as a Marketing Tool to Attract International Students:
Universities' presence on social media and digital marketing will help to attract global students.
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Figure 11.3: Social Media Fans with Total International Students

Figure 11.3 shows that Jamia Millia Islamia has 406 international students and this university is
actively using social media with 115000 Facebook and 47821 Twitter followers. Banaras Hindu
University has 100135 Twitter followers and it has365 international students. The University of
Delhi succeed to attract 333 international students and it is having 1 million plus Facebook
followers (Figure 11.3).

Academic Social Networking Users and Citations:

Banaras Hindu University is having highest Scopus citations (384917) and CrossRef citations
(314909). The University of Delhi is havingthe highest number of members in Academia (60144)
and ResearchGate (11676) (Figure 11.4).

450000 60144 70000
350000 w7 o
330661

3 50000
300000 4909 268863
250000 40000
200000 30000
150000
100000 20000

0 —— | — ~ mm 0

Jamia Banaras  University University —Tezpur  Mizoram  Central Central Visva
Millia Hindu of of Delhi  University University University University = Bharati
Islamia  University Hyderabad of Punjab  of Tamil

Nadu

mm ReseachGate I Academia  ess@eme Scopus Citations — ess@e= CrossRef Citations

Figure 11.4: Academic Social Networking Users with Citations
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Indian Central Universities and Global University Ranking:

The position of Indian central universities in the NIRF and different global university rankings
shows that Jamia Millia Islamia is top 3 in the NIRF university ranking 2022 and it has got a place
between 501-600 in the Times Higher Education ranking and only four central universities has got
Times Higher Educationranking. The University of Delhi stood in 13" place in the NIRF ranking
and it is the only university that got a place in the Shanghai Ranking. Except in the Times Higher
Education ranking, the University of Delhihas got ranked under the top 700 on all other world
university ranking systems. None of the central universities have got a ranking below 500 in the
world central university ranking (Table 11.2).

Name of The University NIRF | CWUR THE QS WRWU | CWTS | Shanghai

Jamia Millia Islamia 3 1677 501-600 801-1000 1233 1151

Banaras Hindu University 6 885 601-800 1001-1200 1037 545

University of Hyderabad 10 1258 751-800 1352 1121

University of Delhi 13 591 1001-1200 521-530 635 584 601-700
Tezpur University 59 1961 1201-1500 2091 1316

Mizoram University 78 3235

Central University of Punjab 81 2889

Central University of Tamil Nadu 85 3331

Visva Bharati 98 1102 3321

Table 11.2: Position of Central Universities in the NIRF and World University Ranking

DISCUSSION:

This research contributes to the literature on how universities and higher education institutions use
social media and the criteria that indicate better or lower success in gaining a significant social
media following.The present study data indicates the current status of social media usage by the
Indian central universities, the number of international students, the use of academic social
networks by university members, and the status and position of Indian central universities in the
different raking systems.

RQ1: What is the social media presence of central universities of India?

There are 56 central universities in India out of that, there are 31 universities are using YouTube,
Facebook, and Twitter social media platforms, and the links are offered on the home page of the
university websites.

RQ2: How does social media marketing help to attract international students?

Globally universities are making effort to increase and attract international students(Hemsley-
Brown & Goonawardana, 2007; Sison & Brennan, 2012). Digital marketing and social media place
a major role to attract students globally in this present scenario. As Jamia Millia Islamia, Banaras
Hindu University, and the University of Delhi are successful to attract more international students.

RQ3: What is the status of academic social networking presence with the university community?

Academic social networking platforms play a significant role in scholarly communication as one
can publish their research work on these platforms to reach global readers. The present study data
indicates that the University of Delhi and Banaras Hindu University academic community is
actively using ResearchGate and Academia. The citations of these universities are also more
compared to other universities.

RQ4: What are the current position of central universities in NIRF and Global university ranking?

Rankings are an inevitable result of globalization and market liberalization of higher
education(Fernandes et al., 2022). Only 9 central universities have got a place among the top 100
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NIRF University Ranking - 2022 list. Only 5 central universities have got the world university
ranking and no university is listed under the top 500 university ranking in any of the ranking world
university ranking (Table 11.2).

CONCLUSION:

Each nation is built on education as it produces knowledge, creates awareness, and values as it is
being critical to technological growth.Indian higher education institutions and universities are
highly contributing to the development of the nation. World top universities are actively using
social media as a digital marketing tool to reach the global community which will help to attract
international students.Citizens and youngsters will try to gather more information through social
media rather than websites so universities should make use of these platforms toshare public
information throughattractive digital or video posts. World university ranking plays a significant
role in the globalization era. As the QS University Ranking and Times Higher Education Ranking
systems have the methodologyon international students ratio. To get more readership universities
should utilize academic social networking platforms.It is suggested to all the university
management, education bodies, and government should focus to encourage university authorities to
use social media to promote university activities.
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ABSTRACT:

One of the most critical sectors for long-term prosperity is the cement industry. Concrete, used for
structural and decorative purposes, relies heavily on cement as a binder. It includes its use in
constructing houses, roads, hospitals, dams, and ports and in more aesthetic uses such as patios,
floors, staircases, driveways, pool decks, and even sculptures. Overwhelmingly, cement output
has risen during the '90s over the world. In 2022, China, India, Vietnam, the USA, and Turkey
were among the world's top cement manufacturers. An early player in the Portland cement
business, the Father of Cement was an English cement producer.

To put it another way, cement has tremendous strength. For any perfect form, you may mold
cement into it. It is cost-effective since cement casting may be done directly at the construction site.

Keywords: Ideal Shape, Economical, Technology, Production, Casting.

INTRODUCTION:

The American Marketing Association states that marketing is "the activity, collection of
institutions, and procedures for generating, conveying, delivering, and exchanging items that have
value for consumers, clients, partners, and society." Previously defined as "an organizational
function and a set of procedures for producing, communicating, and providing value to customers
and managing customer relationships in ways that benefit the firm and its stakeholders,” this new
definition is more accurate and comprehensive. It produces a strategy that underpins sales methods,
corporate communication, and organizational growth. It's an all-encompassing method through
which businesses gain and retain patronage and benefit their clients and themselves.

Discovering whom your target audience is, meeting their needs, and keeping them as customers are
all marketing goals. Marketing management is crucial to running a business since it centers on the
client. Over a previous couple of centuries, mature markets and excess capacity have slowed the
development of new markets, and in response, marketing has adapted to this trend. Tomaintain
profitability, organizations that adopt marketing techniques must shift their attention from
production to the demands and requirements of customers.

It is widely accepted that understanding the desires and requirements of one's target market and
satisfying those wants and needs is critical to the success of any business. It suggests that to
achieve its goals, a company must be more adept at anticipating the requirements and wishes of its
customers than its rivals.

CONTEMPORARY MARKETING APPROACHES:

The marketing strategy is how a company thinks about its product or service about the people who
will ultimately buy it. As societal preferences have evolved through time, so too has marketing.
Only the marketing-focused strategy from the past is still widely used today, whereas other
strategies focused on manufacturing, products, sales, and so on have been abandoned. Relationship
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marketing, which emphasizes the customer; business marketing, or industrial marketing, which
centers on the company or business; and social marketing, which emphasizes the positive effects
of a product or service on the larger community.

Marketing based on establishing and maintaining relationships: The success of this strategy rests on
fostering long-lasting connections with purchasers, with the provider playing a supporting role. The
objective is to assist clients and encourage loyalty.

Business Marketing: The success of this strategy hinges on its ability to build and maintain
connections across different companies and institutions. Consumer items aren't the main focus but
capital or industrial equipment.

Social Marketing: This strategy is motivated by the desire to do good for society; it entails a
company basing its marketing strategies on the marketing idea and, as a result, catering to shifting
customer preferences while also ensuring the reduction of harmful business practices.

Branding: Brand value motivates this method, and marketing is a tool for implementing the
branding ethos.

CEMENT INDUSTRY OVERVIEW:

As the Indian economy has expanded over the past few years, so has the cement sector, making
India the world's second-largest producer and user of cement. Cement consumption mirrorsnational
GDP growth since building projects (both residential and commercial), and infrastructure
investment are cement's primary growth drivers. For FY01-FY 10, cement demand increased by an
average of 9.1 percent annually, while GDP grew by 7.3 percent.

By the end of March 2010, annual cement consumption in India had topped 197 million tonnes,
with the domestic market value of the sector being Rs. 778 billion. The cement industry has ramped
up output and capacity to meet domestic demand. The company's output doubled from 94 million
tonnes in FY01 to 200 million tonnes in FY 10, while its installed capacity more than doubled, from
115 to 245 million tonnes per year.

OBJECTIVES OF THE STUDY:

1. To study measures for improving the level of satisfaction
2. To analyze the evolution of the cement industry
3. To study the trends in the cement industry

INDUSTRY CHARACTERISTICS:
Cyclicality - Cycles of Peaks and Troughs:

The sector has grown steadily over the past three decades but has also seen periodic booms and
busts. Since the large capacities acquired during the upcycle ending in FY00 remained unused due
to the lower growth in cement dispatches, the sector went through a trough cycle between FYO01-
FYO05 of the previous decade. With an increase in shipments beginning in FY06, the industry was
able to rebound and reach its peak in FY08 and FY09. Adding additional domestic capacity in
FY10 led to a gradual lowering in prices and profits. The industry had a surplus capacity of 30
million tonnes in March of 2010, and this was expected to rise to 50 million tonnes by the end of
FY11.

Even in the future, the sector is predicted to go through cycles, but the down cycles are expected
to be driven more by a capacity overhang than a downturn in demand. This is because the macro
indicators remain robust. Down cycles will thus be shorter in the future than they were in the past.
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Different Types of Cement:

e  Ordinary Portland Cement (OPC) e High Alumina Cement

e  Sulphate — Resisting Cement e White Cement

e Air Entraining Cement e  Expensive Cement

e Colored Cement e  Hydro—Graphic Cement
e  Waterpro of Cement e Slag Cement

e Ultra— High Strength Cement e Rapid Hardening Cement
e  Quick Setting Cement e Low Heat Cement

e Portland Pozzolana Cement (PPC)

Seasonality:

Additionally, seasonality in the sector causes demand to fluctuate at different times of the year. Its
peak occurs in the fourth quarter and falls during the monsoon season.

Regional Dynamics:

Cement and its primary constituent, limestone, are massive and heavy, making long-distance
shipping prohibitively expensive. The presence of limestone deposits plays an essential role in the
concentration of the cement industry in particular geographies; consequently, a cement plant is
typically situated near the limestone quarry, and the cement produced in a particular region is
typically consumed in the same region.

SELECTION OF MARKETING STRATEGY:

Cement industry machinery typically lasts for one economic cycle, or around seven years. Because
of the machinery's complexity, after-sale service needs, and resource constraints, the technical
characteristics play a crucial part in the decision-making process.

While seasonality does not significantly affect machinery selection, regional dynamics and industry
cyclicality do. Since the people who make the decisions and end up using the machinery tend to
cluster similarly, this indicates that the machinery has a regional character. Machine sales will
suffer due to the current economic downturn, but a strong commitment to customer service after the
sale can help turn transactions into lasting partnerships.

CHARACTERISTICS OF MARKETING OF MACHINERY:

1. Complex Nature of Products: The very nature of industrial products gives them an air of
complexity. Any ordinary individual would be completely unable to determine such items'
worth. To properly evaluate them, one has to be technically savvy.

2. Derived Demand: The demand for industrial products is generated from the need for the final
products that those products make possible. In this scenario, cement demand will forecast the
need for machinery.

3. A Limited Number of Buyers: The market for capital goods is less than that for consumer
and food products. These kinds of purchasers might also be found in specific areas.

4. Inelastic Demand: Manufacturing product demand is not very price sensitive.

5. Buying is Always a Group Process: An individual shopper might be responsible for
purchasing either consumer or agricultural items. However, it's more common for many people
to work together when it comes to large-scale purchases like those of industrial supplies.
Engineers, accountants, and others may be part of the team.
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6. Higher Purchase Value: Every purchase is a significant sum of money since industrial items
are so costly. Comparison is drawn between the relatively small amounts spent on consumer
and agricultural commodities.

7. After-Sale Service: The promotion of industrial products needs it constantly. The vendor is
responsible for providing the buyer with ongoing maintenance and repair.

8. Seller's Reputation: The vendor does not have to have a good reputation when purchasing
agricultural products. Consumer products, especially long-lasting ones, require it to some
degree. In the case of industrial products, the vendor's credibility is crucial. Customers are
likelier to purchase from well-known vendors than take a chance on an unproven one.

9. Leasing: Another unusual aspect of marketing industrial goods is the possibility of a lease
arrangement between the vendor and the buyer. Convenience store items are excluded.

10. Rational and Not Emotional Buying: A consumer's purchase decision is heavily impacted by
their desire to project a particular image of success and other subjective criteria. On the other
hand, the buyer of industrial products conducts a dispassionate evaluation of the product's
usefulness before making a purchase.

11. Greater Awareness of the Buyers: Consumers may not always completely understand the
products they purchase. When shopping, they take a relaxed attitude. Buyers of industrial
products, on the other hand, are experts on the item they're purchasing and everything related
to it: where to get it, how much it costs, what other options there are, etc.

12. Shorter Channel of Distribution: Consumers may not always completely understand the
products they purchase. When shopping, they take a relaxed attitude. Buyers of industrial
products, on the other hand, are experts on the item they're purchasing and everything related
to it: where to get it, how much it costs, what other options there are, etc.

All the above describes the ideal consumer for the machinery we intend to sell, and all the above
describes the machinery we intend to sell. The supplier's connection with the client will also affect
the choice. As a result, the cement industry will respond best to relationship marketing efforts
aimed at bringing in new machinery.

RELATIONSHIP MARKETING:

Direct response marketing evolves into relationship marketing by emphasizing sustaining and
delighting existing customers more than generating new ones through transaction-based strategies.
Keeping a partner happy and interested are the foundations of any relationship.

Satisfaction: Customers' permission to be contacted via an "opt-in" method is a standard part of
relationship marketing's "two-way street” model of communication and acquisition of consumer
needs. Customer satisfaction is directly tied to a company's sales volume, which is determined by
the competitiveness of its product offerings, including price and quality, as well as the quality of its
customer service.

Retention: One of the cornerstones of relationship marketing is retaining consumers using various
strategies and methods to guarantee repeat business from existing customers by meeting their needs
in a way that other businesses cannot. According to Reichheld and Sasser, increasing client
retention by only 5% may enhance profits by 25% to 85% (in terms of net present value) across all
industries.

Strategies aimed at keeping customers around also work to make it more difficult for them to
defect. Product bundling (offering multiple items at once for a discounted price), cross-selling
(selling related items to existing customers), cross-promotions (offering discounts or other
promotional incentives to purchasers of related items), loyalty programs (incentivizing repeat
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purchases), loyalty programs (incentivizing repeat purchases), increasing switching costs (adding
termination costs, such as mortgage termination fees), and computer s integration are all viable
options (primarily in industrial marketing).

CONCLUSION:

The availability of raw materials is a significant factor in the cement industry's cyclical nature and
regional flavour. The business community is traditionally cautious in its purchasing habits. Their
industry is highly cyclical, so they prioritize building long-term relationships over investing in
new machinery. The end users of the equipment come and go during their employment, and the
company's relationship with any one end user follows him to his next employer. Therefore,
relationship marketing is the most effective strategy for selling machinery in the cement industry.
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ABSTRACT:

Intend of the current study is to analyse the contributions and the growth of open access
repositoriesin the BRICS countries using the Registry of Open Access Repositories [ROAR]. The
ROAR exposed a total of 4746 numbers of repositories. However, while collecting the data, it was
found that there were repositories harvested delicately. Hence, the duplicate harvested entries
were removed and only the original entries were used for the analysis. The major findings of the
study include the BRICS countries which have an account of 10.78% repositories out of the total
ROAR listed repositories Brazil (34.17%) and India (25%) are having more number of repositories
as compared to the other BRICS countries. The research institutions anduniversities are the major
players which have established more number of repositories in the BRICS nations The rapid
growth of repositories can be seen from 2006onwards in the BRICS nations DSpace and Eprints
are the widely used software for the development of repositories in the BRICS, Brazil and India are
the key players to contribute the contents in repositories among the BRICS members.

Keywords: Open Access Repositories, Institutional Repositories, Open Contents Open Access
Repositories, Brics.

INTRODUCTION:

(Hoskins, 2013) Coined the term 'BRIC in the year 2001 in his document “Building Better Global
Economic”. The first informal diplomatic meeting was held in 2006 among the foreign ministers of
the four countries and the first formal meeting was held at Yekaterinburg (Russia) in June 2009
(Brazil, Ministry of External Relations). Presently, the BRICS stand for Brazil, Russian,
Federation, India, China and South Africa. It is an association of leading developing economies.
The BRICS countries are economically emerging faster and contributing nearly 25% of the world's
GDP (India, Ministry ofFinance, 2012) The BRICS countries are emerging as the top performing
players at the world scenario. The countries are also increasing their investment on Research and
Development (R&D) India and China are in the forefront in economic growth and scientific
productivity. According to the Rising Star report of Nature Index 2016, China and India are in first
and second positions respectively as per the growth of science research is concerned. It is observed
from the study conducted by that the BRICS countries' publications are almost equal to the
publications of the USA and it is predicted that the BRICS countries may lead the R&D
publications future.

The BRICS nations have increased their investment in Research and Development particularly in the
ground of Science and Technology to join the elite world class research. The rise in the price of the
documents and restriction of information access are the foremost concern of the research community
in the developing countries. (Abba, 2015) The scholarly journal publishers charge subscribers a high
price and generate excessive revenue An Open Access (OA) can alleviate this problem when only the
authors publish their articles and offer free access to the users. The open access benefits the
researchers for sharing and reusing the data. Hence, (Bjork, 2014) Open Access is a viable solution
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for most of the libraries. Open Access is a way to provide right to use to the scientific literature to
anybody with a computer and an internet link at no charge to the client. BRICS countries have
contributed significantly to the open access group and the open access repositories (Bornmann, 2015)
enhance the sharing of the research output among the member countries.

THEORATICAL BACKGROUND:

The first repository was established by the Brazilian Institute of Information in Science and
Technology (IBICT) in 1993 among the BRICS countries. The Government Ministries, Councils
and Committees especially in Science and Technology have funded or launched the projects for the
creation and maintenance of institutional repositories in Latin America. The IBICT project is
providing the financial support for creating the institutional repositories to the universities and
research institutions in Brazil. The (Costa, 2013) Financing Agency for Studies and Project
(FINEP) and the National Scientific andTechnological Development Fund (FNDCT) are the other
funding agencies working in Brazil. (Junior,2017) The SciELO (The Scientific Electronic Library
Online) and the IBICT are the responsible interlocutors for the open access initiatives in Brazil
which are conducting the training programmes and made possible the open access to scientific
information. It is also observed from the study that out of 5499 repositories have used the Open
Journal System. In this, Brazil alone has used 32 OJS for reposting entries identified the reasons
behind this that the IBICT has initiated training programmes and were 700+ people participated to
learn and use OIS in higher educational institutions. There were 360+ journals using OIS for the
creation and maintenance of repositories in various disciplines in Brazil.

The Oasisbr is a new source of information initiated by the IBICT, which enhances the scope,
visibility ofthe scientific productivity of Brazil. (Gupta, 2014) However, the most significant step
towards OA in Brazil is stake holders' effort. The Brazilian Chamber of Deputies, Science &
Technology Commission recently approved the Bill 1120/2007. The Bill defines the policies on
compulsory depositing of research publications in an institutional repository which are funded by
the public institutions. On the consequence, the Brazilian universities were coming together to
share and access the scientific product through a single portal. The Council of Sao Paulo
University Deans scientific production repository in Sao Paulo and the CAPES scientific journals
portal are some of the examples in Brazil. On the other hand, the seven major Brazilian
universities have established a task force in October, 2007 which aims to initiate the OA
promotional efforts within universities. As a result, the University of Brasilia repository is using as
a pilot for the entire country. The Public Knowledge Project (PKP) is a platform to prove the open
source software to publish the quality research. The 43% of the Brazilian science research papers
were free to read compared to 06% of the US research papers. These led to the increase in open
journals and repositories in Brazil.

Though (Hu, 2013) Lot of research was funded by the Russian Government, the research outcomes
remaininaccessible to the most people. Many institutions have initiated to disseminate the research
to the public with the help of internet in the country. (N, 2011) Although, there are good numbers
of journals published/publishing in Russia, the journals have yet to receive the reputation;
improvement in terms of quality. The scholarly community has insufficient English language skills,
which is hampering to recognise the Russian scholarly journals at the international level. (KumarV,
2017) This is indirectly affecting the growth of scientific productivity. To overcome these
problems, the openness to scientific knowledge is crucial to Russia, because the scientific
publishing is crumbling after breaking-up of the Soviet Union. As a result, the scholarly
community is encountering with several problems. The self- archiving and gold open access is
desperately needed for the scholarly community in Russia
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The Eprints is the first as well as the fastest growing repository in India. (Singh, Open Access
Repositories in India, 2016) Suggest that the open source software is the key to build the open
repositories in Indus libraries.(Noorden, 2013) The use of open source software like Dspace,
Greenstone, Eprint boost the enlargement of open repositories in India especially the institutional
repositories are increasing in the universities and the research institutions. The University Grant
Commission (UCC) and former government bodies issue guidelines for depositing the These and
Dissertations in repositories which led to the establishment of national wide repositories like
Shodhganga, Shodhganga,Vidhynidhi, Krishikosh and other such repositories.(PinfieldS, 2009)
However, the authorities are yet to be serious in regard to the deposition of research output in the
repositories. In spite of many problems, there is a growthof open access repositories by surpassing
all the barriers.

The open access is not widespread in China. However, it optimises the impact on research state that
the Chinese Academy of Sciences Institutional Repositories Grid was initiated the first large scale
development of repositories in 2009. As a result, China has created 32 repositories with 57.14% in
2010. However, it is obvious from the data of DOAJ, OpenDOAR, and ROAR had the growth of
open access inChina was in short pace. Study shows that the growth of Ok journals originated from
China in Social Science is slow at 0.42% until 2012 as indicated in the Chinese Social Science
Citation Index (CSSCI). The CSSC has indexed 714 journals from 2012 to 2013. Among these,
14% were an open access.(Aguillo, Isidro, & Ortega, 2010)Considered that many Chinese
academic institutions art participating to promote the OA as they have considered the expectations
academic library exchanges in China. However, identified that the status of OA journals is unstable
and some of these OA journals changed to non-open access. There is a lot of research gap between
the Global South and the Global North. The Global North is considered as the research producer
and the G South is the research consumer. The publishing ofscholarly journal was initiated in the
colonial South Africa. The universities printing press plays a important function in the expansion of
journal publishing in the 1950's. Further argued that the OA is used as an experimental option and
it seems that it has not affected on local journals and they do not have much impact in the
termination of traditional journals in the academy libraries in South Africa However, (Ahmed &
Baridi, 2012) state that the Africancountries are severely affected by the serials crisis and
desperately needs the open access. The Stellenbosch University has made the optimum utilisation
of open sources to distribute the research through the African Open Access Repository Initiative
(AOARI), Ubuntu, Dspace and OJS are widely used for the growth of open access in the country
South Africa is the largest producer of research output among the African countries. Institutional
Repositories, gold open access journals and release educational resources are fledging the shape of
scholarly publishing road map in South Africa recommends for national policies and mandates on
making open access to publicly funded research.

LITERATURE REVIEW:

The literature reveals that plenty of research papers have been published on archiving and
preservation of information and Institutional Repositories. It discusses the evolving relationships
between the journals and repositories. The repositories are evolved as an alternative source rather
than complementary to the journals. Usually, these are referred as Gold and Green route to
open access respectively. The study conducted by indicates (Armstrong, 2015) that there is a
significant increase of green open access in different disciplines. This was influenced by many
factors such as preprint culture, high quality open access journals, subject repositories, mandates on
open access and change in the attitudes of the publishers. The study further indicates that after
publication, 62% of the publishers allow the authors to upload the accepted manuscripts without
delay. (Bjork, 2014) Study shows that the increase of open institutional repositories and open
access policies which slow down the growth of subject repositories. (Cheng & Ren, 2008) Discuss
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that the article processing charge, copyright and research policies are forcing the author to deposit
their study results in the open access repositories and this would remain the last opportunity to
provide a barrier free access to the research paper. Therefore, suggest for adopting the policies for
institutional repositories. (Dhanavandan & Tamizhchelvan, 2015) Suggest the funding models-
through institutional arrangements, services, research and audience - for strengthening the open
access repositories. Suggests various measures such as mandates, policy adaptations, degree of
openness, depositing in repositories, network-enabled open access and others make open access
work as state of the art. (Ezema, 2011) It discovers that the cultural variances are also major factors
which affect the development of open access across the countries.

Explain that the BRICS nations have a high quality science as compared to those of the developed
countries. (Hanumappa, 2014) argue that the BRICS nations are promoting the explore output in an
open access mode more rapidly particularly in the field of Medicine and Science & Technology.On
the other hand,have predicted that the BRIC nations will lead the scientific research output in the
near future. The BRICS nations have published 24% of the citable scientific research papers in the
world. The member countries bring out the 16% of open access journals and host 10% of open
access repositories, Brazil and India have taken the lead in open access movement having a major
number of Open Access Journals (OA)) and repositories. Brazil, India and Russia together have a
tall ratio of gold route admission (Journals), compare to green route (Repositories). This proportion
is upper than that of the United States, Germany or France. (Xia, 2012)The open access repositories
were increased in the member countries except China. The lowest was from Brazil (08%) and the
highest from Russia (27%) during the period from 2014 to 2017. consider that the institutional
repositories offer the research and educational resourcesin open mode.

The study (Kiselev, 2012) conducted by reveal that the open access repository is a superior channel
for a scholarly communication especially to the unpublished literature. It also increases the
visibility of the study output and may lead to get better the citation rate discuss the developing
trend of open access repositories which are growing in upper educational and research institutions.
(Lee, 2015) suggest some indicators - such as indexing technique, external links and usage - for the
promotion of open access repositories. Though there is good digit of open access repositories,
most of the authors are not interested to deposit their preprints. (Science, 2015) The study
conducted by Nicholas etal. It reveals that the young researchers opine that the gold open access
will make digital repositories redundant, but lack of awarenessis the main reason for not depositing
their papers. In order to create the awareness, suggest that the librarians had a significant position
to participate in creating and maintaining of open access repositories for providing open
educational resources. Hence, the academic librarians have to be proactive in adopting this model
for the academic libraries.”

Emphasise in the growth of open admittance repositories particularly in wellbeing and medical
science. Using the OpenDOAR data, investigate the universal augmentation of open access
repositories from 2006to 2013. Initially, the open repositories were traced in the few countries like
the USA, UK, Germany, Australia, Japan etc. However, there is a gradual expansion of open
repositories in Asia, South America and Eastern European countries since 2010The studies
conducted by (Patil, Kamble, & Kumbar, 2016) onthe trends of open access repositories in the
Asian countries and present a complete scenario of the open access repositories. The learning was
conducted by an overview of the development of institutional repositories in the Arabian Gulf
Region. The authors found some limited research papers on the growth of open access among the
BRICS nations. Very little studies had been carried out on the growth ofopen access in the BRICS
countries by using the DOAJ and the OpenDOAR. (Salter, Pinfield, & Bath, 2012) Conducted a
study on the growth of repositories in the BRICS nations by using the OpenDOAR. The study
provides a bird eye view of the growth of repositories of the BRICS nations with the help of ROAR
and the study also covers some of the aspects which were left out in the earlier studies.
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OBJECTIVES OF THE STUDY:

The study aims to analyse the contributions and the growth of open access repositories in the
BRICS countries using the ROAR. The specific intention of the study is as follows:

e To locate exposed the growth of open access repositories in the BRICS countries
e Toidentify the type of institutions which own the open access repositories in BRICS countries
e Tofind out the geographical distribution of open access repositories in the BRICS countries

STATEMENT OF THE PROBLEM:

Indian specialists, for their exploration purposes, need to counsel the essential wellsprings of data
routinely, however because of regular taking care of these wellsprings of data are getting
disintegrated, which requires legitimate safeguarding. Distance is likewise one of the hindrances
for simple conference of this wellspring of data.

The best way to tap this missing exploration is the concerned Institutional storehouses. Albeit
various examinations have been completed talking about development and improvement,
specialized and foundation issues of Indian Institutional Storehouses, no work has been made until
now to investigate different sorts of records accessible in these vaults. The current review is an
undertaking toward this path.

SCOPE AND METHODOLOGY:

The learning is limited to the repositories covered in the Registry of Open Access Repositories
[ROAR] (http://roar.eprints.org/) particularly of the BRICS countries. The data were collected
from the repositories harvested by the ROAR for necessary information for the study. (Raju,
Smith, & Gibson, 2012) the data was collected from January, 2022 to December, 2022. During the
period, the ROAR counts were 512 repositories. The ROAR can be browsed by country wise,
software wise, type of repository wiseand can sort out by number of records. The authors collected
the data country wise. When the authors browsed the ROAR, it displayed the total listed
repositories under their respective countries. The authors collected the general information
available on the ROAR about a particular repository. The general collected data was inserted in to
the MS-Excel sheet under different headings. Such information headings are name of repositories
owned by the organisation, type of institution, year of establishment of the repository, subject
coverage, repository type, metadata items available, theses and dissertations available and
languages covered etc. The authors visited each individual repository and collected the number of
metadata objects shown in the respective repositories. The metadata items means the number of
items available in the repository such as number of items available on Annual Reports, Archival
Collections, Newsletters, Theses and Dissertations, Organisation Publications, Books, Pre-prints,
Research Avrticles, Profiles, Photographs, Brochures, Newspapers, Magazines, Reports, Audios,
Videos, Scanned copies etc. The MS-Excel sheet was used for the data tabulation and analysis.

ANALYSIS OF RESULTS:

Country-wise Distribution of Repositories the countries are arranged based on the alphabets used in
the BRICS group by the number of original entries. The Table 1 depict the country wise distribution
of repositories. The highest entries (175) have come from Brazil and the lowest from South Africa
(46) A total of 512 entries were harvested from the ROAR during the study and out of which 91
duplicate entries were removed. Hence the remaining 512 original entries (after removing duplicate
entries) were considered for the study. Brazil alone has contributed one third of (34.17%) open
repositories among the BRICS countries, India has contributed 25% (128) repositories, followed by,
China (18.75%, 96), Russian Federation (13.08%, 67) and South Africa with 08.98% (46).
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Name of Country ROAR Harvested Entries Percentage
Brazil 175 3417 %
Russian Federation 68 13.08 %
India 125 24.41 %
China 96 18.75 %
South Africa 48 9.59 %
Total 512 100%

Table 13.1: Country-Wise Distribution of Repositories

It is observed from the table that Brazil and India are quite ahead than the other BRICS countries.A
total of 512 institutional repositories in the BRICS countries by using Open DOAR. Brazil leads
with 34.17% of institutional repositories among the BRICS countries followed by, India (24.41%),
China (18.75%), South Africa (9.59%) and Russia (13.08%). The study reveals that the ROAR
(512) has indexed a good number of repositories than the Open DOAR (242). Brazil has a higher

number of repositories than those of India as compared to the present study.
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Cumulative Growth

2021
2022

The figure 13.1 shows the cumulative growth of repositories. It is observed that after 2018 onwards

Figure 13.1: Year wise Growth of Repositories

the growth rate was increased remarkably.

Type of RepositorySoftware Numbers Type of Repository Software Numbers
ARNO 4 i-Tor 1
Bepress 513 Keystone DLS 1
CDS Invenio 29 MiTOS 11
ContentDM by OCLC 14 MyCoRe 13
DIGIBIB 24 Open Journal System 47
DigiTool 7 Open Repository 25
DiVA 26 OPUS (Open Publications System) 97
DoKS 5 Other softwares (various) 643
DSpace 2377 PMB Services 5
EDOC 1 SBCAT 3
EPrints 736 SciX 3
Equella 6 SobekCM 1
ETD-db 30 WIKINDX 1
Fedora 70 Zentity 1
Fez 10 HAL 27
Greenstone 25
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The table 13.2 shows different softwares were used for creating repositories in the BRICS. A total
of 4756 softwares were used for the creation of repositories to upload the contents.Dspace (2377),
Eprints (736), and Other Software (643) are widely used software by the BRICS countries. Brazil
has used twelve different softwares to create the repositories.

Repositories Number
Research Institutional / Departmental 3895
Research Multi institution Repository 147
Research Cross-Institutional 297
E Journal & Publication 126
E-Theses 357
Database/A & I Index 76
Research Data 53
Open and Linked Data 41
Learning and Teaching Objects 76
Demonstration 21
Web Observatory 3
Others 410

Table 13.3: Types of Repositories
Source: roar.eprints.org

The table 13.3 represents the types of repositories. The ROAR has classified the repositories on the
basis of nature of inclusion and the characteristics of the contents of the repositories. The ROAR
categorised six types of repositories viz. cross-institutional (contributions from more than one
repository), E-journal publications (mainly contains journal articles from a particular journal) E-thesis
(contents includes mainly thesis and dissertations) open and linked data (linked to open and external
resources) research institutions (contents from single organisation) and others (undetermined
repositories). The Research Institutional repositories have existed in each of these countries.

Types Brazil Russian India China South Africa
Cross- Instructional 15 02 08 06 2
E-Thesis 24 02 18 11 22
E-Journal 52 18 15 16 2
Research Institutional 56 35 67 59 13
Others 28 11 17 4 9
Total 175 68 125 96 48

Table 13.4: Development of Collections in Repositories

The table 13.4 gives an insight on the development of collections in repositories. The available in the
repositories were collected by visiting the individual repositories. While collecting the data, some of
the repositories were non operative and some were under maintenance. Therefore, the authors were
able to collect the metadata items only from 512 repositories. There were metadata items traced from
the BRICS countries which were accessible freely Brazil had the utmost amount of metadata items in
the repositories with Brazil 175 followed by India with 125 and 68 in the Russian repositories. After
excluding such repositories, the data was collected from available repositories.

RECOMMENDATION FOR FUTURE RESEARCH:

This study investigated and portrayed arising example of understudies action and scholarly
construction among understudies in the information vault distributions from 2018 to 2022. In view of
this review, the accompanying headings are suggested for the future of scientometric research in the
vault endeavours should be made for additional scientometric examinations of the exploration writing
from other subfields in storehouse (Singh, 2014) to give a gauge to depicting and deciphering
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reference information in the field of vault and across subfields. Examinations with respect to the
unique situation and content of reference could be attempted to view how vault researchers see
themselves as building, broadening or testing the earlier work of other storehouse administrators they
are referring to. This study depends on snare of science information base. Further exploration utilizing
other information base like Scopus, extended embase, could be endeavored.

CONCLUSION:

It is observed from the study that all the BRICS countries differ from each other in terms of
language, culture and geographical conditions. However, notices that the research commitment and
open science aretheir common goals. The open access repositories are one of the routes to access
the open contents. The building of open access repository increases the visibility of the scholarly
publishing globally and they have a greater impact on the research. So, the Institutional
Repositories have made an impact on the research output of an organisation. Institutional
Repositories make scholarly publishing accessible easily to the scholarly community which
helps in collaboration and cooperation among the BRICS nations'scholarly community.
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CHAPTER - 14
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ABSTRACT:

Professionals working in the human resources departments of companies are responsible for
several key processes that have a direct impact on the overall success of a business. HR
professionals recruit, screen, interview, hire and train employees as needed to fill positions.
Professionals also coordinate the workforce, resolve and mediate conflicts, facilitate ongoing
training, coach and advise mid-level managers and upper-tier executives, manage payroll and
benefits and coordinate disciplinary procedures when warranted. The Covid -19 pandemic has
changed the way organisations function. It brought challenges and uncertainties that the Human
Resource Management (HRM) practitioners faced in how the organisations operated and work
relationships functioned. It caused disruptions in the business and forced the HR practitioners to
find ingenious solutions to ensure the continuity of the business. It was essential to help employees
accept and cope with the unprecedented crisis. The HR strategy witnessed another major shift
when the organisations started to open their offices and welcome their employees back. The
important Decision—-making at Post Pandemic, the HR department should continue to leverage
analytics to forecast their workforce requirements. This study also analyses the changing role of
human resource during these changing times and conclude with the possible strategies for better
management of human resources.

Keywords: Human Resource Management, Post-Pandemic Issues & Challenges, Changes in HR
Practice.

INTRODUCTION:

Human resource management (HRM or HR) is the strategic and coherent approach to the effective
and efficient management of people in a company or organization such that they help their business
gain a competitive advantage. It is designed to maximize employee performance in service of an
employer's strategic objectives. Human resource management is primarily concerned with the
management of people within organizations, focusing on policies and systems. HR departments are
responsible for overseeing employee-benefits design, employee recruitment, training and
development, performance appraisal, and reward management, such as managing pay and
employee-benefits systems. HR also concerns itself with organizational change and industrial
relations, or the balancing of organizational practices with requirements arising from collective
bargaining and governmental laws.

Human resource management (HRM) is the process of employing people, training them,
compensating them, developing policies relating to them, and developing strategies to retain them.
As a field, HRM has undergone many changes over the last twenty years, giving it an even more
important role in today’s organizations. In the past, HRM meant processing payroll, sending
birthday gifts to employees, arranging company outings, and making sure forms were filled out
correctly—in other words, more of an administrative role rather than a strategic role crucial to the
success of the organization. The human resources division of a company is multi-faceted, with
involvement in a wide range of important areas. HR management includes but is not limited to
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recruiting, hiring, training, payroll and conflict resolution. This Paper is discussed about how to
face the issue and Challenges in Hr Practice at Post Pandemic.

OBJECTIVES OF THE STUDY:

The primary objective of this study is to identify the changes in emerging HR practices due to the
getaway of the global pandemic. Since organisations mainly depend on the people, the study
focuses on how it has affected by the changing demands of the new scenario. The objective is to
understand the Issues and challenges that have come with this new arrangement the agility of HR
practices and survival strategies for a sustainable future.

METHODOLOGY OF RESEARCH:

This research paper is a study which provides a theoretical contribution to the existing body of
knowledge in terms of changing role of HRM in the context of COVID-19. The methodology used
of this study is mainly qualitative, using secondary data sources. The authors adopted an organized
and systematic literature review from recent publications available from websites, magazines,
newspapers, etc.

HR CHALLENGES AND HOW TO APPROACH THEM:
Rules and Regulations:

This is one of the top priorities of a human resource specialist; compliance with government rules.
In the dynamic business space, changes are the only constant. Therefore, a company needs to be in
full accordance with it.

So, you must always be one with these rules and also ensure that the company follows them.
Failure to do so can result in hefty penalties and fines. It will not only result in extra expenses but
also tarnish the company’s reputation. This will later affect hiring and retaining the workforce.

Approach: To ensure this, all HR teams must continuously refer to the governing corporate rules
in their respective country. This is different for every country. For example- if you are in the US,
you must always check on the US Department of Labor for updated regulations.

Hiring:
Hiring is one of the first things that come to mind while thinking about human resources. Though

this is not the only one, it is undoubtedly an essential aspect of the work. A company’s success
depends a lot on its workforce.

So, it is crucial to have the best hiring strategies in the labor market at play to employ the best.
While doing so, one must not only focus on competency. There are many other things: cultural fit
employee persona, career goals, etc., that an HR professional must look out for.

Approach: To find the right hire, the recruiting team should check up on many things. Some of these
are skills tests, past work experience, future goals of the candidates, and employee persona. In
implementing these, recruitment tools are a great help in this matter. Due to the fast-paced business
world, it is also not uncommon for HR teams to hire a third party in this process. These third parties
are specialists in staffing that place temporary or permanent hires in companies whenever necessary.
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Changes in Company Rules:

Changes are never easy, but it is the nature of the business space. To stay afloat, a company must
adapt, and this means bringing about changes. It is safe to assume that the workforce won’t accept
all these changes with pure support.

Sometimes, these changes may bring favoritism in the workplace, new hardships in work; disrupt
the team balance, etc. Therefore, the HR team needs to ensure these shifts in rule come about
smoothly in these times.

Approach: You must be transparent in your company rules to tackle this HR challenge. Instead of
bringing a change abruptly, it is better to put the new rules through trial with a grace period. It will help
smooth things in the workforce. It will also give them time to adjust to the changes as well. Also,
emphasize the benefits of the change and how a shift in the company’s working can help the employees.

Employee Training:

Employee training and development programs are a big part of workforce grooming. Training is
vital as it helps cut the cost of bringing in new specialists for every new opening that may arise. It
also helps improve employee motivation.

The most common problem associated with this aspect is the resources required for training the
team members. Therefore, it is crucial to find the right course and person to teach a workforce.
Failure to do so will only cost extra money with no fruition at all.

Approach: One of the easiest ways to get around this HR challenge is by implementing a
mentorship program for seniors and juniors. It works by having your senior executives coach the
junior, and this has a twofold advantage.

First, by mentoring the juniors, the senior executives can enhance their communication skills. This
will help ascertain their leadership style and skills for the future. Secondly, the juniors get guided
by industry experts in a cost-effective method with nearly no extra expenses.

Compensation:

Compensation is an area that HR personnel get questioned most frequently. Yet, it is a big part of
keeping an employee happy. Here, one must be careful to keep an individual motivated and keep
the payroll costs in check at the same time. You must be extremely cautious here.

Approach: Compensation doesn’t always have to be about salary. Instead, you can design different
employee rewards and recognition programs. It will compensate for your employee’s hard work,
minus a continual rise in the payroll.

It is because integrating a rewards program doesn’t require adding to a worker’s regular paycheck.
Instead, it is a gesture of employee appreciation for a job well done. As a result, it will motivate
your employees and improve employee engagement at the same time.

Employee Retention:

The last one on our list today is the problem of employee retention. It is a significant problem
because as harsh as hiring, the same is retaining one. With a wide variety of employment options
today, employees now have many available opportunities.

It means, if you don’t treat them well, there are plenty of other options that will. It is why employee
attrition is becoming a real menace to companies everywhere. This turnover not only harms the
working environment and productivity but also increases costs as well.
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Approach: In retention, the first few days of on boarding are crucial because, as they say, the first
impression is the last. A study shows that hires with procedures are 58% more likely to serve up to
three years than ones that don’t.

Therefore, it is vital to carry out proper processes in the first few days of the hire. This includes
having a structured plan, proper job description, designation playbook with duties, mentor
matching, and feedback.

THE TOP HR CHALLENGES THAT MANAGERS ARE FACING DUE TO THE COVID-19:

HR professionals have certainly not imagined the challenges that COVID-19 has dawned on them.
The uncertainty has crushed the economy, employees are in stressful situations, and HR professionals
try their best to keep everything in perspective and aligned. But is it as easy as it sounds?

Zubair Bhura, a human resources manager has highlighted few points on how COVID has evolved
the whole HR department despite the new challenges.

One of the most noticeable trends in today’s world is behavioural change. People want flexibility in
terms of when they work and where they work. There are organisations that have understood this
really well and have adjusted their operating models accordingly. This acts a strong retention and
attraction driver. In some industries, there are roles which cannot be performed from home and
require employees to be present at the workplace. Other sectors could have a combination of roles
that can be performed remotely (support functions) and roles that cannot (eg; production/factory
work). Organizations navigate through these challenges by identifying and adopting a fit-for-
purpose model that best suits their organization’s structure and strategy. In all scenarios, HR plays
a pivotal role in policy design, shaping culture and managing employee expectations and morale.

The sudden shift in work culture has brought new challenges for HR. The top priority for HR
professionals is now crisis response and how to keep the employees engaged, provide the right
communication channels and tools for remote work, and more. The Key Challenges faced were,

Mental Health and Wellbeing:

The sudden shift in work culture took a toll on overall employee health and wellbeing. Stress,
anxiety, and other mental health issues have always been there, and it is no new story.

Organizations have always been initiating wellness programs and providing employees with
security, health benefits, and flexibility to help them overcome their health issues. But the sudden
COVID-19 outbreak has brought the employees’ mental problems to the front seat.

When you have your workers working in an office work environment, you understand their pulse
and sensitivity, which helps you immensely, tackle the issues. But employees going remote,
communication routes have been significantly compromised, leaving the managers clueless or less
conscious. In a recent COVID-19 pulse survey, HR professionals across the globe responded health
and wellbeing of the workers is a major concern.

Managing Remote Work:

The transition to remote work culture is not as seamless as it seems. Before the COVID-19
outbreak, less than 50% of companies had a remote work program. In addition, banks, regulated
industries, and many financial services companies did not encourage remote working. Now almost
all of them are rushing to build remote work strategies.

This has led to many undiscovered problems. HR managers are trying to build seamless routes and
strategies to overcome the challenges that it brings. Strategies are no more designed periodically or
in advance but in real-time. The focus on employee productivity and engagement has shifted to
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immediate responses and diagnosis. To provide employees with the right tools and gather real-time
updates from them from time to time to untangle the intricacies and offer support.

Here is a podcast from the thought leader and a mental coach, Shashi kalyanpur on 'Managing
mental health of employees working from home.'

Lack of Agility:
One of the major reasons why HR teams are struggling is due to the lack of agility.

Many HR teams are not designed for agility and this affecting the HR professional big time. In this
crisis, it is critical to respond fast and move quickly. But there are many approvals to take before
taking action. This slows down the process of collecting data and takes immediate measures that a
crisis demands.

So to become more agile in their approach and re-prioritize company goals, and have the right
communication and alignment among middle management and executives is the need of the hour now.

Employee Communication:
Communication is another major challenge that is on the priority list. Communication, in itself, is a

critical aspect that needs to be taken into account whether or not the workforce is working
remotely. Without the proper communication channels, it becomes difficult to manage a workforce.

For example, the COVID-19 crisis had the HR professionals on their toes. It was kept them looking for
the right remote working tools that suit their culture. Though tools like Zoom or Slack are commonly
used to meet the workforce’s needs, it certainly is not enough to get everyone on the same page.

More or less the HR teams are doing their best by sharing:

Updates regarding measures adopted by the organization,
Updates from business leaders via email or video,

Links to valuable external information sources,

Ongoing communication on HR policies related to the crisis,
And through health talks and training sessions.

Uncertainty:

Uncertainty can paralyze anyone. The daunting feeling of not knowing what the future holds or
what measures to take to sustain organizational operations is a huge challenge. Unfortunately, we
all are more or less affected by uncertainty.

Employees are affected mentally, not knowing what the future holds for them. The HR teams are
struggling to put everything in alignment to respond to the crisis and develop effective measures
and strategies for all.

Employee Engagement:

The ultimate company goal is the productivity of its employees. However, it becomes challenging
to keep the employees engaged when they are working remotely and that too, in a crisis. Internal
communication is compromised, and keeping everyone on the same page becomes tough.

With remote working, it is difficult to follow a routine and even accept a systematic workflow.
When the teams are cross-functional, you have little power to manage them. Not updating them
regularly or not arranging meetings/ sessions can impact their morale to a great extent.
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RECENT TRENDS AND CHALLENGES IN HR PRACTICE:

Employers have faced endless human resource management challenges in recent years. Here are 10
of the biggest future trends and challenges in HR management for 2023.

Rethinking the employee value proposition
Re-engaging the workforce

Attracting talent to the enterprise

Strengthening manager-employee relationships
Promoting talent mobility and skill-building
Retaining talent with a better employee experience
Pushing ahead with DEIB programs

Managing uncertainty

Focusing on employee health and well-being
Leaning into your strategic impact as an HR leader

OVERCOMING CHALLENGES IN HR PRACTICE:
Navigating Virtual Recruiting:

While some companies had already been moving to virtual recruiting, the pandemic forced many
organizations to make the transition quickly. HR teams are now “conducting the entire recruitment
process from planning and talent sourcing to assessing, selecting, hiring, and on boarding in a virtual
environment,” write Randa Bahsoun, Khaled Bin Braik, Boudy Kassis, and Ahmed Khairat at PwC.

Virtual job fairs and hiring events are specific elements in virtual recruiting that HR teams have
had to learn how to navigate. To conduct virtual recruiting events, for example, HR professionals
adopted new technologies to facilitate those events, marketed them to the right audience, and
developed customized content.

Remote on boarding is also a key part of virtual recruiting that HR is now conducting. This can be
especially challenging to manage successfully online and HR teams have had to strengthen their
technology, communication, and engagement skills to foster connections and complete paperwork
virtually with new hires.

Managing Remote Teams:

Managing remote teams wasn’t a task many HR teams were prepared for at the start of the
pandemic. Even those that may have been discussing the advantages of a more remote workforce
didn’t plan on having the luxury of time being suddenly taken away from them.

But for many, that is exactly what happened. They had to learn how to manage remote workers when
the infrastructure and the support systems weren’t there to ensure a smooth transition. And with 80
percent of employers planning to allow employees to work remotely at least part of the time after the
pandemic, the ability to manage those employees is a skill HR professionals will need to perfect.

Learning and Implementing New Technologies:

Technology is the centerpiece of virtual work. The COVID-induced shift to virtual work has
created a demand for “easy, intuitive, and ‘waterproof” systems, accessible at any time from any
location” to maintain continuity, write Bart Moen, Norman Smit, and Vincent Okkersen, HR
leaders at Deloitte Consulting. Human resource departments have largely been tasked with
selecting, learning, and implementing those new technology systems, which means they have had
to become IT specialists and/or align themselves more closely with IT departments.
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Writing and Conducting Regular Employee Surveys:

Ensuring that employees are adequately engaged with the company as they work from home is
another challenge the pandemic has presented. Human resources professionals have had to become
very adept at gauging employee engagement. With everyone distributed, the most efficient and
effective way to do this is through surveys.

“HR can also keep a finger on the pulse of engagement through quick surveys and the creation of
feedback loops that provide leaders with a barometer of where they need to double down on
checking in, motivating, and keeping people on board,” writes Tracy Brower, Ph.D., a work
environment sociologist and principal of applied research and consulting at Steelcase.

That means HR professionals have had to develop excellent survey writing skills. They have had to
learn which questions to ask, how to ask them, and when to ask them to get the most honest feedback
from employees. While conducting periodic surveys has long been a task for HR teams, conducting
them frequently with a remote workforce has required HR professionals to develop new survey skills.

Serving as Public Health Administrators:

Perhaps one of the most unexpected and challenging new tasks HR teams have had to address is
filling the role of public health administrator. Employees that do return to the workplace expect and
deserve a safe working environment. To deliver this, HR departments have had to stay current on
fluid policies and regulations related to worker safety.

They have had to make changes in the workplace such as staggering work schedules, relocating
employee work stations, mapping routes through offices, and writing mask policies. They also have
to communicate those policies to employees and audit compliance.

“HR leaders have not only been tasked with ongoing communication of evolving policies, but
ensuring that they understand the rapidly changing environment so that their procedures are in
compliance,” writes Chip Luman, cofounder and COO of HR technology company Atlas ID. This
“is made even more difficult when guidelines are changing by the day, adding yet another ball for
the HR managers to juggle,” Luman says.

Protecting Employee Privacy:

Privacy has become a concern for Americans during the pandemic. A survey by identity protection
software developer Okta reveals 84 percent of Americans feel they will sacrifice too much privacy
for pandemic-related data collection. This has placed a burden on HR teams to ensure that
companies protect the privacy of their employees when gathering data to make business decisions.

Key to accomplishing this task has been learning what the privacy regulations are, and then helping
leadership create employee data ethics policies, which Jay Cline, Sean Joyce, and Joseph Nocera at
PwC assert should be one of the key agenda items for leaders right now.

The rapid growth of virtual working has given rise to these new HR tasks, but the need for them isn’t
going to disappear as employees return to work. The skills HR professionals develop to accomplish
these tasks are going to continue to be essential because COVID has created a new normal for work.
Human resources have been irrevocably changed to meet the demands of that new workplace.

Overcoming Challenges in HR in 2023:

The scope of the challenges facing HR managers and HR departments in 2023 might seem
overwhelming, but the months ahead present just as many opportunities. As HR leaders, look at how
these trends can help you redefine not only your HR strategy but also the fundamentals of work.
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HR professionals are redefining work by redefining how we work — and by placing people at the
center of it all. As you address HR challenges in your organization, consider how you’re laying the
groundwork for the future of your company and enabling the success of your workforce.

CONCULSION:

Organization faced by many challenges as Unemployment and underemployment, Working from
home and limited work solutions as a result of workflow disruption, Reduced employees'
motivation, Reduced salary, Additional cost for hiring new employees, Disruption in the work of
organizations due to the infection of employees with COVID-19, Weakening of morale, reduced
ability and concentration, and creation of stress in other employees due to the illness of a colleague,
Disruption of workflow due to the death of a colleague, Staff absence and transfer, Modifying
internal laws, policies, and procedures in accordance with customer requirements, Additional
manpower and the need to train people to acquire new skills, Complexity in work due to the
integration of technology and digitalization, Increased workload, IT challenges following total and
partial home office and adapting to them, Customer needs and the inability of organizations to
deliver on-site services, Different attitudes towards access to health records and disclosure of the
identity of affected employees, Injustice in the increase of unemployed people and lack of income
against people who work at home and receive a normal salary, Low job independence and job
insecurity, Increasing employees' working hours due to the dismissal of their colleagues. These
challenges overcomes from above strategies

The emerging trends and priority areas of HR highlight the skills the employees will be required to
perform their jobs effectively. Many HR professional have adopted the following moto: “Reconnect-
Recognize-Realign-Recharge” They have to be adaptive and agile to the fast-changing environment.
In business, we consider Agile organisations to be effective and competitive. Similarly, the
employees, irrespective of their domain and function, will be required to be agile in their job. In the
post-Covid-19 scenario, the organisations will leverage data and technology in a big way. Hence it is
imperative to focus on managing the tools and technology. The cross-functional knowledge and skills
will be essential for the organisation. The HR management students will have to be creative and
innovative in transforming the elements of the HR lifecycle to meet the organizational needs.
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ABSTRACT:

This study investigates the current state of artificial intelligence (Al) adoption in accounting and
auditing. The study employs a systematic and comprehensive analysis of existing literature on the
topic, including academic research papers, industry reports, and news articles. The findings reveal
that Al adoption in accounting and auditing is gaining momentum, with many firms using Al
technologies to automate repetitive tasks such as dataentry, reconciliation, and financial reporting.
The benefits of Al adoption include increased efficiency, accuracy, and cost savings, while
challenges include the need for new skills and training, ethical concerns, and potential job
displacement. The study also identifies specific Al technologies being used in accounting and
auditing, suchas machine learning, natural language processing, and robotic process automation.
The effect of Al on the accounting and auditing career is also discussed, with implications for the
future of the profession and the need for ongoing research in this area. The study has important
implications for accounting and auditing professionals,educators, and policymakers, and provides
a foundation for future research in this rapidly evolving field.

Keywords: Artificial Intelligence (Al), Accounting and Auditing, 4IR, Technology Implementation,
Financial Technologies.

INTRODUCTION:

"The future of humanity is inextricably linked with the future of AL." - Demis Hassabis. The ability
of machinesor electronic systems to carry out tasks that ordinarily require human intelligence is
known as artificialintelligence (Al). Artificial intelligence (Al) systems are made to learn from data
and get better over time withoutbecoming explicitly programmed. To imitate human intelligence,
they employ algorithms, statistical models, and strategies like machine learning, deep learning,
natural language processing, and robotics. Al has many practical applications in fields such as
healthcare, finance, transportation, and manufacturing, for example, Al-powered systems can be
used to diagnose diseases, detect fraud, heighten supply chain logistics, and progress the efficiencyof
production processes. Al can also be used to automate routine or boring tasks, freeing-up humans
to work on more difficult and creative projects.

Here are some statistical data on the usage of artificial intelligence in various fields:

1. Healthcare: The market for artificial intelligence in healthcare is anticipated to reach

$45.2 billion by 2026, expanding at a CAGR of 44.9% between 2019 and 2026. (Source:

Allied Market Research)

Finance: Al will save the banking and financial sector $1 trillion by 2030. (Source: Business Insider)

3. Transportation: The market for autonomous vehicles is anticipated to grow at a CAGR of
39.47% from2019 to 2026, reaching $556.67 billion. (Source: Verified Market Research)

4. Manufacturing: By 2025, the market for Al in manufacturing is anticipated to be worth $11.1
billion, expanding at a CAGR of 54.6% between 2020 and 2025. (Source: Markets and Markets)

no



Page 132

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

5. Education: By 2023, the market for artificial intelligence in education is projected to be worth
$3.68 billion, expanding at a CAGR of 47% from 2018 to 2023. (Source: Research And Markets)

6. Marketing: The market for artificial intelligence in marketing is anticipated to reach $28.4 billion
by 2025, expanding at a CAGR of 29.79% between 2018 and 2025. (Source: Markets and Markets)

7. Agriculture: By 2025, the market for Al in agriculture is anticipated to be worth $2.63 billion,
expandingat a CAGR of 24.8% from 2020 to 2025. (Source: Markets and Markets)

8. Gaming: By 2025, the market for Al in video games is anticipated to be worth $5.5 billion,
expanding ata CAGR of 31.8% between 2020 and 2025. (Source: Markets and Markets)

9. Security: By 2026, the market for Al in cyber security is projected to be worth $38.2 billion,
expanding ata CAGR of 23.3% from 2019 to 2026. (Source: Allied Market Research)

10. Law: The international market for Al in legal services is predictable to reach $1.2 billion by
2024, risingat a CAGR of 31.3% from 2019 to 2024. (Source: Markets and Markets)

However, there are also worries about the ethical implications of Al. For example, there is a risk
that Al systems may reinforce biases or discrimination present in the data they learn from.
Additionally, there are apprehensions about the potential impact of Al on employment and the
economy, as well as issues related to privacy and security. It will be crucial to consider carefully and
address these ethical issues as Al develops and is more fully integratedinto society.

Acrtificial intelligence (Al) is rapidly transforming the accounting and auditing industry. In the
accounting and auditing industry, Al is being used to automate routine tasks, analyse vast amounts of
data, and improve efficiencyand accuracy. One of the primary applications of Al in accounting and
auditing is automating boring tasks such as data entry, reconciliation, and analysis of financial
statements. This frees up accountants and auditors to focus on more multifaceted tasks that
necessitate human decision and proficiency. Al is also being used to analyse large volumes of
financial data, as well as transactional data and financial statements. Al algorithms can identify
patterns and anomalies that may not be apparent to human analysts, helping auditors detect fraud,
assess risk, and make predictions about future performance. Another area where Al is making a
significant impact is in improvingthe transparency and accountability of financial reporting. Al can
help create a detailed audit trail that records every step of a financial transaction, providing greater
transparency and accountability.

Many accounting and auditing firms are investing heavily in Blockchain, machine learning, robotic
process automation, and other related technologies. These firms are developing new tools and services
that use Al to improve efficiency and accuracy in financial reporting and auditing. As Al continues to
advance and become more integrated into the accounting and auditing industry, it is important to
professionals in this field to stay update with the latest developments and technologies. Al has the
potential to significantly progress the efficiency and exactness of financial reporting and auditing, but
it also increases important ethical and regulatory considerations that must be carefully addressed.

LITERATURE REVIEW:

“The impact of artificial intelligence on the accounting sector” was studied by Chukwuani & Egiyi
(2020). Theydid this to show how far the accounting industry has come in terms of automating the
accounting process. Finally,they talked about how modern accounting automation fits into the field
and how accountants in the 21st centurycan adapt to it. According to Lee & Tajudeen (2020),
adoption of Al is not limited to big businesses. Additionally, they discovered that companies were
utilising Al-based accounting software to fully automate thedata gathering process, store invoice
images, and manage financial transactions. The challenges and future directions of big data and
artificial intelligence technology in education research, policymaking, and industry were discussed
by Luan et al. in 2020. Education, legislation, and business are a few of these. They contend thatin
order to fully realise the potential of the artificial intelligence and big data advancements, academic
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circles, policymakers, and professionals from a variety of disciplines must collaborate effectively in
response to the innovations and challenges raised by the artificial intelligence and big data
revolution. Makridakis (2017) investigated the current and upcoming developments in Al as well
as the potential for machines to develop true intelligence. Major theories and possible outcomes of
how Al might revolutionise human life were highlighted in the study. One of the numerous ways
that Al may alter the human environment is through the progression of the domain and line of work
of accounting and auditing, and it is a very significant change.

OBJECTIVES:

1. To comprehend how auditing and accounting use artificial intelligence
2. Tounderstand the prevailing trends and potential applications of artificial intelligence in audit
3. Tounderstand the current state of Al adoption in accounting and auditing

RESEARCH METHODOLOGY:

The aim of this study is to investigate the current state of artificial intelligence (Al) adoption in
accounting and auditing. To achieve this aim, a literature review methodology will be employed.
This methodology involves a systematic and comprehensive analysis of existing literature on the
topic, including academic research papers, industry reports, and news articles.

LIMITATIONS:

1. Publications in English language that discuss the implementation of Al technologies in
accounting and auditing, and have been published within the past 10 years.
2. Secondary data is used for the study

STATEMENT OF THE PROBLEM:

Despite the growing interest in artificial intelligence (Al) and its potential to transform the
accounting and auditing profession, there is a deficiency of understanding of the current state of Al
adoption in the industry. While there is some evidence of Al implementation in accounting and
auditing, it is unclear how widely and effectively Al is being used, what types of Al technologies
are being adopted, and what factors are driving or hindering its adoption. This research aims to
address these gaps in knowledge by examining the current state of artificial intelligence (Al)
adoption in accounting and auditing and identifying the opportunities and challenges associated
with its implementation. By doing so, this research seeks to provide insights that can inform future
strategies for Al adoption in the industry and contribute to the ongoing conversation about the role
of artificial intelligence (Al) in accounting and auditing.

SCOPE OF THE STUDY:

Identification of the types of Al technologies currently being adopted in accounting and auditing,
such as natural language processing, machine learning, and robotic process automation.
Examination of the benefits and drawbacks of Al adoption in accounting and auditing, including
increased efficiency, accuracy, and audit quality,as well as potential job displacement and ethical
considerations. Assessment of the current level of artificial intelligence (Al) adoption in the
accounting and auditing profession, including the industries, company sizes, and regions that are
leading or lagging in adoption. Recommendations for strategies to increase Al adoption in
accounting and auditing, such as addressing concerns around data privacy and security, providing
training and education on Al technologies.
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ARTIFICIAL INTELLIGENCE IN AUDIT AND ACCOUNTING:

The accounting industry has switched its attention from paper and pencil entry to software-based
entry as a result of significant advancements in Al over the years. All significant aspects of
accounting operations are affected by Al. The manner in which financial institutions operate is
changing while achieving efficiencies thanks to their capacity to lessen the demanding, time-
consuming nature of the accounting profession. The entire fintech industryexperienced strong growth
in 2020 as a result of COVID-19. As governments and authorities all over the world promoted the
use of digital payments in responding to the pandemic, the market for Al-based accounting software
increased. Digital payments have become more commonplace as a result of the work-from-home
trend, along with telemedicine, teleconferencing, online food service, and tele-banking. Financial
professionals are motivated to use Al to support real-time business decision-making with
information gathered from accounting data such as transactional information and consumer
demographics because of Al's capacity to analyse massive amounts of data, identify abnormalities
in the system, and maximise workflows while ensuring pace and scalability.Businesses can forecast
cash flow, foresee bankruptcy, and identify fraud by implementing Al, which enables accountants
to help clients respond to financial pressures before they become acute and adjust
spendingaccordingly. Additionally, it will enable accountants to extend their predictive consulting
into crucial business sectors outside of conventional financial planning.

The study found that accountants worldwide are interested in using Al to perform accounting tasks
like accurately auto-reconciling data in clients' accounts (50%), dealing with HMRC (44%), and
preventing clients from entering inaccurate information (45%). Additionally, it was noted that,
compared to 76% of SMEs, 90% of larger businesses with over 300 employees are interested in
using Al. Additionally, an Al-powered system helps accountants with auditing and compliance by
continuously checking documents for adherence to laws and regulations and highlighting audits with
problems. Businesses lose billions of dollars to fraud every year, so machine learning algorithms
quickly sift through vast amounts of data to find potential scams that humans would otherwise miss.
For instance, the INR 91,000 crore IL&FS fraud case was brought about by serious audit
irregularities in IL&FS accounts. These incidents have led to businesses embracing Al and
incorporating it into their improved business processes. The reason accounting is at the top of the list
is because it boosts market growth through productivity improvements, accuracy, and cost savings.

PREVAILING TRENDS AND POTENTIAL APPLICATIONS OF ARTIFICIAL
INTELLIGENCE IN AUDIT:

Natural Language Processing has been considered a branch of artificial intelligence (Al) that
emphasises communication between humans and computers; obviously, they deal with the
problems that come withcommunications between humans becoming ambiguous and imprecise. Its
applications are frequently used to extract insights from end-user industry documents. Because it
helps businesses automate accounting tasks like data entry, financial reports, invoices, and receipts,
among others, natural language processing is regarded as a crucial part of the Al domain.
Botkeeper, a bookkeeping tool from Botkeeper Inc., helps businesses everywhere automate
accounting procedures. For its 1,000 clients, the company claims that more than 1.2 million
working hours have been automated. Automation of 240 working hours could save the company
$9,240, according to estimates. Such financial advantages are driving the market forward.

Given that the accounting domain often deals with textual documents, such as management
evaluation, financial performance, domain standards, laws, compliance, and evidence about the
same, NLP companies would be able to progress their knowledge and avoid potential risks.
Additionally, it helps businesses save money by automatingaccounting tasks like data entry, sorting
financial reports, receipts, and vouchers, and removing time sinks.
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Revenues from the Artificial Intelligence (Al) Software Market Worldwide - USD Billion (2020
to 2025)

Figure 15.1: Revenues from Al Softwre Market Worldwide

The proper implementation of 1oT will most likely give Certified Public Accountants (CPAS) access
to real-timetransactional data, enabling control and exposure in current operations and enabling a
broader and more understandable risk assessment. This should hasten the process of evaluating the
problem and finding a solution. The Bureau of Labour Statistics projects that between 2016 and
2026, employment of accountants and auditors will increase by 10%. Due to this growth rate and the
demand for Al among accountants, the market will advance.

CURRENT STATE OF ARTIFICIAL INTELLIGENCE (Al) ADOPTION IN
ACCOUNTING AND AUDITING:

The adoption of artificial intelligence (Al) in accounting and auditing has been gaining momentum
in recent years, as companies seek to automate repetitive tasks, improve efficiency, and reduce
errors. Here are some keytrends and developments in this area:

1. Automation of Routine Tasks: Al is being used to automate routine tasks such as data entry,
reconciliation, and analysis of financial statements. This frees up accountants and auditors to
focus on more complex tasks that require human judgement and expertise.

2. Data Analysis and Predictive Modeling: Al algorithms can analyse vast amounts of data to
identify patterns and anomalies that may not be apparent to human analysts. This can be used
to detect fraud, assess risk, and make predictions about future performance.

3. Audit Trail and Transparency: Al can help create a detailed audit trail that records every
step of a financial transaction, providing greater transparency and accountability. This can help
auditors detect errors or inconsistencies in financial reporting.

4. Natural Language Processing: Al algorithms can analyse unstructured data such as emails,
social media posts, and other textual data to identify patterns and trends that may be relevant to
financial reporting and auditing.

5. Adoption by Accounting and Auditing Firms: Many large accounting and auditing firms are
investing heavily in Al and related technologies, including machine learning, robotic process
automation, and blockchain. These firms are developing new tools and services that use Al to
improve efficiency and accuracy in financial reporting and auditing.

Numerous major players are vying for larger market shares in the highly fragmented artificial
intelligence (Al) market for accounting. These industry leaders are concentrating their efforts on
growing their clientele abroad. In order to increase their market share and profitability, they also
provide fresh, creative solutions along with transactions and mergers. Key players include Google
Inc., Microsoft Corp., Xero, Intuit, and others.

The current state of the market includes the following:

October 2021: IBM has introduced a set of environmental intelligence tools that make use of
artificial intelligenceto help companies prepare for and respond to weather and climate hazards that
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could disrupt operations, analyse their environmental impact more quickly, and make regulatory
compliance and reporting simpler.

July 2021: One of a new set of planning and forecasting tools powered by artificial intelligence,
Xero Analytics Plus is meant to help businesses and advisors make confident future plans. In
January 2022, Xero acquired TaxCycle, a leading provider of software for accountants and
bookkeepers in Canada. Over 16,000 individual accountants, bookkeepers, and tax preparers in
Canada use TaxCycle's software, which offers a full suite of Canadian income tax services. Nearly
4,000 other tax firms also use it.

UiPath has stated that new Al capabilities, such as email Al, forms Al, and new pre-trained
machine learning models created specifically for document processing in accounting firms, will be
released in December 2021. Users will save a tonne of time and effort thanks to these kinds of
features, which will help businesses quickly implement Al-based automation.

Market Concentration

Consolidated— Market dominated by 1-5 major
players

e Al in Accounting Market

Fragmented — Highly competitive market without
dominant players

Source: Maordor Intelligence b, S~

Figure 15.2: Al market Concentration

ARTIFICIAL INTELLIGENCE IN ACCOUNTING MARKET TOP PLAYERS:

1. IBM Corporation

2. Google LLC

3. Microsoft Corporation
4. Xero

5. Intuit Inc.

Artificial Intelligence in Accounting Market - Growth Rate by Region (2022-2027)

W High
Medium
Low

Source: Mordor Intelligence \ [\

Figure 15.3: Al in Accounting Market
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Here are some statistical data on the use of artificial intelligence (Al) in accounting and auditing:

1. Al in Accounting: By 2028, the market for Al in accounting is anticipated to be worth $4.68
billion, expanding at a CAGR of 38.6% between 2021 and 2028. (Source: Grand View Research)

2. Al in Auditing: By 2027, the market for Al in auditing is anticipated to be worth $1.4 billion,
expanding at a CAGR of 18.9% from 2020 to 2027. (Source: Million Insights)

3. Adoption of Al in Accounting: According to a survey by Sage, 67% of accountants believe
that Al and automation will have a positive impact on their profession.

4. Benefits of Al in Accounting: A survey by EY found that 63% of companies believe that Al
will help them reduce costs, 47% believe it will increase accuracy, and 44% believe it will
increase productivity.

5. Areas of Al Adoption in Accounting: A survey by Deloitte found that the most commonly
used Al applications in accounting are for data analysis (69%), fraud detection (49%), and risk
management (44%).

6. Al and Audit Quality: A study by the American Accounting Association found that the use of
Al in auditing can improve audit quality by improving the efficiency and effectiveness of audit
procedures.

7. Al and Fraud Detection: A survey by the Association of Certified Fraud Examiners found
that 13% of organizations use Al and machine learning to detect and prevent fraud.

These statistics show the growing adoption and potential benefits of Al in accounting and auditing,
including increased efficiency, accuracy, and audit quality. As Al continues to advance, it is likely
to play an increasinglyimportant role in these fields.

FINDINGS:

1. Al Adoption is Increasing: Many companies and accounting firms are recognizing the
benefits of Al in accounting and auditing, and adoption rates are increasing steadily.

2. Al-Powered Data Analytics is Popular: Al-powered data analytics tools are the most
commonly adopted Al application in accounting and auditing, with many firms using these
tools to automate tasks such as data entry and financial analysis.

3. Cloud-Based Accounting Software is Gaining Traction: Many accounting firms are
adopting cloud-based accounting software that uses Al to automate routine accounting tasks
and provide real-time financial insights.

4. Machine Learning-Based Auditing is on the Rise: Auditing firms are increasingly using
machine learning algorithms to analyze large amounts of financial data, identify potential risks
and issues, and generate audit reports.

5. NLP is Being Used to Extract Financial Data: NLP is being used to automate the extraction
of financial data from unstructured data sources such as financial reports and filings.

6. Al is Improving Fraud Detection: Al algorithms are being used to improve fraud detection in
accounting and auditing, enabling auditors and accountants to identify potential fraudulent
transactions and investigate further.

7. Adoption Challenges Remain: Despite the benefits of Al in accounting and auditing,
adoption can be challenging due to the complexity of financial data and the need to ensure
accuracy and reliability. Some companies and accounting firms may also lack the necessary
skills and expertise to implement Al effectively.

SUGGESTIONS:

The current state of Al adoption in accounting and auditing is characterized by a growing
recognition of the potential benefits of Al-powered technologies, with adoption rates increasing
steadily. Al is being used to automate routine tasks, improve financial analysis and reporting, and
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enhance audit quality, among other applications. However, adoption challenges remain, and
continued investment in Al research and development, as well as education and training, will be
necessary to confirm the fruitful implementation of Al in accounting and auditing.

1. ldentify Areas where Al Can Add Value: Companies and accounting firms should identify
specific areas where Al can add value, such as automating routine tasks, improving financial
analysis and reporting, or enhancing fraud detection.

2. Invest in Al Research and Development: To fully realize the potential of Al in accounting
and auditing, continued investment in research and development will be necessary. Companies
and accounting firms should consider investing in Al startups or partnering with universities to
stay up to date on the latest Al advancements.

3. Build Al Expertise: To implement Al effectively, companies and accounting firms will need
to build the necessary expertise in-house. This may involve hiring data scientists, Al
specialists, or other experts, or providing training for existing employees.

4. Address Adoption Challenges: Adoption challenges, such as the complexity of financial data
and the need to ensure accuracy and reliability, will need to be addressed to ensure successful
implementation of Al- powered technologies. Companies and accounting firms should work to
overcome these challenges through careful planning, testing, and ongoing monitoring.

5. Foster a Culture of Innovation: Finally, to fully realize the potential of Al in accounting and
auditing, companies and accounting firms should foster a culture of innovation and
experimentation. This may involve encouraging employees to suggest new Al applications or
experimenting with new Al-powered tools and technologies.

CONCLUSION:

The adoption of artificial intelligence (Al) in accounting and auditing is still in its initial stages, but
it is likely togrow rapidly in the coming years as companies pursue to take advantage of these
technologies to improve their operations and stay competitive. The use of Al to make decisions that
could have a significant impact on people'slives raises ethical questions as well as concerns about
how it might affect employment in these fields. Statisticsshow that Al is becoming more widely
used in accounting and auditing, with potential benefits such as increased efficiency, accuracy,
transparency and audit quality. Al is likely to play an increasingly important role in these fields as
it advances.
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ABSTRACT:

Digital HRM is an evolution of human resource management that uses technology. With the aid of
IT, social media, electronic media, mobile devices, and the internet, the DHRM's operational
procedure will be carried out (information technology). In the current environment, all these tools
will increase HRM's importance. The internet is integrated into digital HRM, which enables it to
perform human labor using software, a variety of applications, and other methods. By utilizing
Social, Mobile, Analytics, and Cloud (SMAC) technology to its fullest potential, Digital Human
Resource will support organizations in their efforts to manage and be accountable for their
behavior by ensuring that internal assumptions and expectations are what motivate employees to
act appropriately. Future HRM will be more effective and pertinent as a result of digitalization.
HRM will fall far short of the needs of the global company without digital change. The study's 200-
person sample was drawn from five different IT firms including Wipro, Infosys, Oracle, IBM, and
TCS. 155 responses used for analysis. It is noted that four of the independent factors including
Availability of enormous amounts of data, administrative tasks, employee experience and Work life
balance have impact on Digital Human Resources Transformation. Study found that Availability of
enormous amounts of data, Employee Experience, Administrative Tasks and Worklife balance have
a substantial impact on Digital Human Resources Transformation in IT Sector inBangalore city.

Keywords: Digital HRM, Human Resources, Business Enhancement.

INTRODUCTION:

Today, digital transformations affect every business and its people. By gathering information on
how the digital age impacts people, including how it affects employees, as well a show digital tools
and processes affect people, the IT sector aims to discover the right talent and streamline the hiring
process. Industrial revolution 5.0 is an emerging trend and upcoming future creating challenges
which made a huge impact in this competitive world? Big giant Organization like Infosys, TCS,
Facebook and Google optimized digital operations scaling in all functional departments resulting
sustainability development for long span of years.

This study focus on how digital technology has evolved HR practices. Some of the technologies
which are trending from decade are like Artificial Intelligent, Cloud technologies, Big data, Data
analytics, dashboards and loT (Internet of Things). The recruitment process, selection process,
training and development, engaging employees, evaluating performance are gone digital leading to
great organizational change. Industrial 4.0 originated in2011 usually referred as German Industry
4.0 automated HR process, no longer manual records.

The technical components like Al, cloud, 10T created smart HR practices. There is a difference
between HR activities and HR practices. Many of us blend this word disproportionately. Both come
under a one umbrella of HR functions. HR practices are strategic operations of HR and its
implementations includes planning, organizing, staffing, evaluating and managing systems to meets
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the business needs. Planning strategic mission and goals for the department enhance the ability to
accelerate employee engagement. HR activities are carried day to day activities like recruitment,
orientation, training, grievances handling. Al can assist business owners in being more adaptable
when providing services. Lean start-up practices and methodologies will become more prevalent.
Without the present hassles, businesses will consequently prosper greatly. Every business will look
to automate more tasks to streamline management and organization improvises employee
performance you need HR practices. Digital technology has manipulated the practices and
implementing this practice into activities. The greatest challenge to HR is in recruiting huge
number of heads for the organization process and conducting, organizing training for different
group to cope up with the new technology and how to use it.

The study deals with IT/ITES firms in knowing the tactics how HR practices are molded into one
roof called HR digitalization. How these transformations are scaling HR employee in having
vertical and horizontal communication free flow. The research says adoption of Digital technology
has transformed 89 per cent of the business into digital. As per the data driven from a source says it
took 5 years for Microsoft company to transform completely into digital with growth has increased.
Target company took 8 years for digital transformation and developing its core capabilities
digitally. (Dilek et al. 2015).

There is another point to note that can digital technology bring in agility teams and how swiftly
agility can pull of employees. Sometimes organization stands on fence to find the right strategic
action for digital agility. Let us say the app fresh to home, big basket, Licious are big time digital
game changer. Big basket leverages in building data science for optimizing their business model.
Machine learning and analytics envisaged 99% successful on time delivery. Data is the main
principle to reach and manage their customers. 10T application is used to ensure delivery of quality
fresh products in fruits and vegetables says Subramani. M head of Analytics, Big Basket. This
study has been taken up to understand the Digital HR practices and how digital transformation has
changed the work flow.

REVIEW OF LITERATURE:

Reddy et al (2020) Studying how artificial intelligence affects employment strategy is the main goal
of this essay. The research sheds light on the methods that businesses employ when hiring Al
specialists. To further examine the idea, this research relies solely on external sources of information,
including philosophical papers, numerous peer-reviewed journal pieces, novels, and websites. The
complete paper is drafted using secondary sources like books, websites, journals, reports, and
publications from experts. In summation, Al plays a part in data upkeep, allowing businesses to save
money and time while gaining greater access and precision throughout the entire hiring process.

In Malathi's (2019) article, the use of machine learning to substitute some HRM-related tasks,
particularly in the IT sector, is the main topic. The goal is to comprehend how Al and ML are used
in HR roles in the IT sector - to try building a model based on the results. This report uses the
examples of a few businesses to demonstrate how they used machine learning to change their HR
operations. To demonstrate how the businesses implemented machine learning in HR successfully,
sample examples are used. In summation, there are a variety of creative methods that machine
learning and artificial intelligence can be applied to HR functions.

Sergi, B. S (2020) In this essay, the author discusses how the use of artificial intelligence can result
in a complete digital change of an organization when various departments, including
manufacturing, finance, marketing, human resources, and finance, are well-coordinated. The
report's author came to the conclusion that HR pros can use various Al tools and technology for all
HR tasks, including employment, screening, training, and development as well as performance
management, pay, and incentive management.
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S. Robledo et al. (2021) In today's organizations, there is a strong debate over how to discover the
appropriate people quickly and affordably. This paper is based on investigation into various aspects
of artificial intelligence by the PwC global network, contributions from business partners,
interviews with industry professionals, and the insightful comments of the attendees of our Round
Table session in October 2017, which was organized in collaboration with Seed link. With a case
study on Loreal Company, this research aids in our understanding of how to effectively adopt Al.

Andrew Ng (2016) In order to use digital technology for improved regulation changes, it is
necessary to combine the information from various management aspects in order to make informed
corporate choices. The digitization of human resources has occurred on a variety of levels,
including the use of digitization in the recording of the organization's internal and exterior actions
while ignoring value-creating activities. Utilization of digital technologies to digitally transform
current company's operations is the greatest possible cost savings.

OBJECTIVES:

1. To examine the demographics of IT sector workers
2. To research the effects of the transformation of digital human resources in the IT sector

RESEARCH METHODOLOGY:

Primary data are used in the investigation. The required information was gathered via the use of
questionnaires. After discussing with the employer and workers in Bangalore's IT sector, questionson
the goals have been developed. The study's 200-person group was drawn from five different IT
firms, including Wipro, Infosys, Oracle, IBM, and TCS. Using information gathered through an
online poll and in-person interviews, we can better comprehend how employees feel about the
digital evolution of human resources. The results were analyzed using SPSS.

HYPOTHESIS:
H,: There is no impact of Digital Human Resources Transformation in IT Sector in Bangalore City

ANALYSIS AND INTERPRETATION:

Variables Characteristics Frequency Percentage

Gender Women 107 69
Men 48 31

Marital Status Married 7 31
Single 76 49
25-30 79 51

Age 30-35 64 41.3
35-40 12 7.7

Education level Graduate L 209
Post Graduate 43 27.7
15000- 20000 15 9.6

Monthly household income 20000-30000 35 225
30000-40000 40 25.8
40000 & above 65 41.9
01-2 year 36 23.2

Experience 2 -5 year 105 67.7
5- 11 year 10 6.5
12- 20 year 4 2.6

Continued...
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Variables Characteristics Frequency Percentage
Software developer 40 25.8
. Software Architect 45 29.0
Position -
Software engineer 70 45.2
Fresher’s 22 14.2

Table 16.1: Descriptive Statistics
(Own Source Calculation)

Out of 155 responses, those between the ages of 25 and 35 made up the majority (51% and 41%),
followed by those between the ages of 35 and 40 with just under 7.7%. A sample of this size was
taken from the population, and 69% of the respondents were women and 31% were men. Table
16.1 also reveals that, of the 155 respondents, 79 were married and 76 were single. 50% of
respondents have completed graduation, followed by 27.7% of respondents have completed post-
graduation and Software developers hold the majority ofthe market share, followed by software
architects 29% of the time.

Variables No. of Statement Alpha
Auvailability of enormous amounts of data 5 0.982
Administrative Tasks 5 0.804
Employee Experience 4 0.719
Work-life Balance 4 0.873

Table 16.2: Reliability Test

In table 16.2, the internal consistency of the questionnaire, which gauges how closely the questions
and variables are connected to one another, was evaluated using the Cronbach's alpha reliability
test in table 16.2. The findings demonstrate that the measurement used in the research is accurate
since the alpha values are equivalent to or higher than 0.70, and as a consequence, it is approved
(Goodboyet al., 2020).

Correlations
Availability of Enormous| Administrative Employee Work-life
Amounts of data Tasks Experience Balance
Pearson |
Auvailability of enormous |Correlation
amounts of data Sig. (2-tailed) 0.00
N 155
Pearson. 861 % 1
. . Correlation
Administrative Tasks Sig. (2-tailed) 000
N 155 150
Pearson 943 8434 1
. Correlation
Employee Experience Sig. (2-tailed) 500 500
N 155 155 155
Pearson. 696** 488+ T14%s 1
. Correlation
Work-life Balance Sig. (2-tailed) 1000 1000 1000
N 155 155 155 155

**_ Correlation is significant at the 0.01 level (2-tailed).

Table 16.3: Correlations

The relationship between the availability of huge quantities of data and administrative tasks,
employee experience, and work-life harmony is explained in table 16.3 above. The availability of
huge quantities of data and administrative tasks are positively correlated. Massive quantities of data
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are readily available, and there is a powerful and favorable correlation between this and employee
experience (0.943). The availability of vast quantities of data and work-life balance werefound to be
positively correlated, with a 0.696 coefficient.

ANOVA
Sum of Df Mean F | Sig. | Remarks
Squares Square
Between 2.983 1 709 9.801 | .001
o Groups
Auvailability of enormous amounts Withi Reiected
of data i 46.882 153 618 aecte
Groups
Total 49.865 154
Between 1.833 1 711 2.785 | .000
Groups
Administrative Tasks Within 49.909 153 873 Rejected
Groups
Total 51.742 154
Between 2913 1 588 2.983 | .000
Groups
Employee Experience Within 32819 153 916 Rejected
Groups
Total 35.732 154
Between 393 I 393 331 | .000
Groups
Work-life Balance Within 568355 153 1189 Rejected
Groups
Total 568.748 154

Table 16.4: Impact of Digital Human Resources Transformation in IT Sector inBangalore City

The availability of enormous amounts of data, administrative tasks, employee experience, and
work-life balance all have significant effects on the Digital Human Resources Transformation,
according to the results of the ANOVA test conducted on each statement of variables in the IT
Sector in Bangalore City. Accordingly, the null hypothesis was rejected.

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .612° 374 .363 2.81608
ANOVA®
Model Sum of Squares df Mean Square F Sig.
Regression 1066.467 1 266.617 33.620 .000°
1 | Residual 1784.320 153 7.930
Total 2850.787 154
Coefficients”
Model Unstandardized Coefficients | Standardized Coefficients ¢ Sig.
B Std. Error Beta

| Availability of enormous amounts of data 5.013 734 6.832 | .000
Administrative Tasks -.870 735 -.184 -1.184 | .001
Employee Experience 5.442 7194 .597 6.858 | .000
Work life balance -.429 .685 -.045 -.627 | .000

a. Dependent Variable: Green Practices

Nagarjuna Degree College, School of Management — MBA

Table 16.5: ANOVA

The fragments of evidence shown in table 16.5 represent the specific outcomes of bootstrapping for
the assessment of the hypothesis. The analysis bootstrapping method explains the degree of
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importance of the route between the factors when evaluating the theory. The availability of vast
quantities of data, employee experience, administrative tasks, and work-life balance are four
separate factors that have a significant effect on the transformation of digital human resources in
the IT sector in Bengaluru city, as can be seen from the coefficient chart.

FINDINGS:

The study discovered a favorable correlation between administrative tasks, employee experience, and
work-life balance, as well as the availability of vast volumes of data. The findings of this study
support past studies that looked at how the digital revolution has affected human resource
management. The research also linked previously unaddressed areas of work-family balance,
employee experience, and regular tasks with the digital transformation of human resources.

SUGGESTIONS:

e We are now entering a time when conventional office-based HR is losing its relevance as aresult
of this quick transition to digital communication and cooperation.

e In order to survive in the contemporary digital world, organizations are looking for methodsto
streamline operations and procedures and improve their efficiency, effectiveness, and agility.

e These technological tools have the capacity to greatly impact the working environment and the
experience of employees if properly implemented.

e Technology is always altering and evolving. New technological developments will soon become
the standard. Future HR patterns will emerge, some of which will stick around for a while and
others will only last a short while.

e Businesses have increased their efforts in recent years to support a diverse and inclusive
workplace. Nonetheless, the success was not very notable. This was primarily due to the lack of
information necessary to adequately examine the result. Because most employee datawas retained
on paper, there were issues with storage and accessibility.

CONCLUSION:

The survey's participants believe that factors affecting employee experience, such as the physical,
technical, and societal surroundings, will facilitate the change of human resources. The government
needs to comprehend the challenges of administrative tasks like updating personal information,
benefits information, and personal relationships, as well as the improvements needed for work-
family balance, physical and mental health, and general happiness by enhancing factors related to
the digital transformation. Human resource management will be digitally changed to improve the
organizations designs, renewal, and performance.

Utilizing information and communication technologies increases the human resource's digital
competence, leading to higher production. Businesses are conscious of the clear competitive
benefits of enhancing departmental coordination, communication, and staffing. While some
workers may be resistant to managerial and cultural changes, most will need to adapt as the digital
transformation progresses.
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ABSTRACT:

Sustainability is a crucial governance issue and a cornerstone concept in strategic management.
Sustainable Business Models (SBM) are the advanced framework to integrate sustainability into
corporations. A sustainable organization will seek Tipple Bottom Line profit instead of profit by
aligning with sustainable value proposition, creation and capture mechanisms. At present
businesses adopt comprehensive sustainability strategies, but are fragmented and ineffective. A
systematic literature review (SLR) technique is adopted in this work to determine the reason behind
fragmented sustainability in SBMs. The review critically examined why sustainable business
models are less effective in addressing the pressing sustainability issues. Findings suggests that,
the absence of good governance, ineffective strategy adoption, an inappropriate sustainability
performance measurement system, the absence of multi-stakeholder engagement, the inability to
blend resources and capabilities, and the inappropriate knowledge management system are the
reasons behind the failure of sustainable business models. This study helps the organizations to
understand the source of their pressing sustainability issues. By keeping this study as a base
organizations’ can convert SBM as powerful strategic tool against governance issue sustainability.

Keywords: Corporate Governance, Strategy, Sustainable Business Model, Sustainability.

INTRODUCTION:

A Sustainable Business Model (SBM) is a value proposition-oriented strategic approach, helps to
address complex sustainability issues in business. Currently, this model gain high attention in
management academia and research due to their excess potential in addressing sustainability issues
(Hart & Milstein, 2014). Though it is a young stream in research the intellectual roots are deep and
interlinked with other domains (Schaltegger et al., 2016). Resources, capabilities, and institutional
factors together impact an organization's strategy, competitiveness, and sustainability(Lloret, 2016).
The strategy brings distinct competitiveness to the organization, and integrating sustainability into
the competitive strategy is an innovative way to sustain competitive advantage (Harmon &
Moolenkamp, 2012). Sustainability strategies are hybrid, formulating and implementing these
strategies helps advance business model sustainability. In other words,sustainability advancement is
an outcome of excellent strategic management (Strukelj et al., 2020).

‘Sustainable’ in an organizational context is about proposing, creating, and capturing sustainable
value. So sustainable business models adopt different strategies to integrate sustainability into the
product, process, and profitability (Bell & Stellingwerf, 2012). Unsustainable development harms
human existence; hence, the United Nations guides nations and organizations to follow the
Sustainable Development Goals (SDGs) to reduce the impact of it. These goals (SDGs) will guide
organizations to improve their organizational sustainability (Jones & Comfort, 2019). SBM's
strategic approach is in line with the SDGs; it focuses on holistic growth and profit-making
simultaneously. The invisible SBM framework integrates sustainability into competitive strategy;
choice based sustainability strategies will be applied to this framework. This framework advances
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system-level sustainability or addresses sustainability issues due to systems (Baumgartner & Ebner,
2010). Many organizations implement sustainability strategies due to regulatory reasons. Some
organizations seek sustainability. However, the fact is that business sustainability is fragmented in
the real world (Fergusson et al., 2020). Adopting a distinct sustainability strategy isa tool for
sustainable development. But to improve business model sustainability through an SBMframework,
organizations must identify the root cause of the sustainability issue.

The term sustainability is vague, complex, and context-oriented (Geissdoerfer et al., 2018) A
sustainable business model focuses on resource efficiency, social relevance, longevity, localization,
engagement, ethical sourcing, financial stability, and work enrichment (Wells, 2013). A sustainable
business model neutrally deals with the environment, society, and economy. It becomes a
governance issue when the corporate disrupts any of these balances. The sustainable business
model becomes a strategic tool while the organization targets sustained competitive advantage
either by integrating sustainability into the business models or by addressing a pressingsustainability
issue (Upward & Jones, 2016). The expectation of economic performance, the level of
environmental wisdom, and the options available in the environment vary, and as a result the
sustainability level also varies across businesses (Wells, 2010) (Sukitsch et al., 2015). As
environmental sustainability is the main item that threatens the ecological balance, organizations
take initiatives to reduce material, energy, and resource consumption and emission to air, water,
and land (Ingarao et al., 2012). Business model innovation, dynamic capability building, multi-
stakeholder engagement etc., are the different strategies of sustainable business models (Rudnicka,
2017). Industry structure is one factor that impacts business model sustainability. Strategies and
organizational structure cause firm-level differences that contribute to organizational sustainability.
Hence, industry diversities and firm-level differences determine business model sustainability
(Dunn, Craig; Burton, 2006). Sustainability issue arises in a business when it threatens the
Environmetal-Social- Economic balances (Wells, 2013). A sustainable business model must
consider. Resource efficiency, social relevance, longevity, localization and engagement, ethical
sourcing, financial stability and work enrichment (Wells, 2016).

OBJECTIVE:

This review's objective is to understand why sustainable business models fail to address
sustainability issues though it has the potential to address various sustainability interventions.

RESEARCH METHODOLOGY:

A five-step systematic literature review technique is applied in this research (Kunz, 2003). Set one
research questions research questions in stage one. Why sustainable business models fail to address
sustainability issues?

During stage two, we have searched articles from the Scopus and web of science database. We
have adopted three keywords strategy, sustainability and sustainable business models during the
initial search string.In stage three of the SLR process, article quality assessed and selected papers
based on the relevance by scanning through article title and abstract. With the help of delimitation
technique procured the highly relevant articles for inclusion. In the fourth sage, article related to
corporate sustainability were reviewed to understand how firm differences contribute to corporate
sustainability. Thematic coding is used to analyze qualitative data in which recording or identifying
passages and texts with similar idea are categorically arranged (Kunz, 2003). Fifth stage of this
SLR process furnished the results of the review.

Timeframe factor considered in this work, progress and issues in sustainable business model
identified from latest literatures and searched for the solutions in the early literatures from strategy
and sustainability area.
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RESULTS AND DISCUSSION:

Sustainable Business Model and strategic adoption are explained by multiple authors in many
ways. Some stated that Business Model Sustainability varies based on the strategic changes, some
others stated that, macro-economic factors impact micro-level sustainability (Wells, 2010). Some
authors highlighted the human resource perspective and stated strategies such as green talent
management helps to unblock sustainability (Gardas et al., 2019). But in actual context, how
organizations deal with risk mitigation, relationship maintenance and competitive advantage are
directly impact the corporate sustainability (Montiel & Delgado-Ceballos, 2014). Diversified
initiatives taken by the various organizations results to sustainability differently. Table-1 listed

various factors impacts sustainability in Business Models.

SL Sustainability I Ari
Author Content Analysis ustainabliity Issues Arises
No. Due to
. e . Variations in Strategy, Structure,
Strategy, structure, technology, dynamic capabilities, innovation . e
. . dynamic capabilities,
1 |(Nelson, 1991.) |and knowledge management bring uniqueness to the .
oreanizations Knowledge Management in
8 ’ Business Models.
Relationship between corporate governance and corporate
sustainability is obvious. A company will address associated
Aras & bl th hly if it has a th h f both .
) (Aras problems more thoroughly if it has a thorough grasp of bo Governance Mechanism
Crowther, 2008) | corporate governance and sustainability. By implication, better
corporate governance will result from a fuller grasp of the
interrelationships, support the better organizational performance.
Corporate maturity level determines the effectiveness of
3 (Baumgartner & susta?nab?l?ty deploy.ment. The linkgge between‘ corporate Wrong strategic choices
Ebner, 2010) sustainability strategies and competitive strategies together
support to develop a sustainable corporation.
Due to inefficient design transition towards sustainable society is
4 (Spangenberg et impossiblfe today. Des'ign .for Sustainal')ility (DfS) ?s an innovative Design Philosophy
al., 2010) design philosophy which integrate social, economic,
environmental and institutional dimensions of sustainability.
Th tainability of local NGO be significantly i ted b
© sustamabItity ot feca’ LS can be SIEMucanty Mpacte@dY | g4 availability/Material
(Okorley & the availability of funds, high-quality material resources, .
5 . . Sources/Leadership Support/
Nkrumah, 2012) | supportive leadership, the development of needs- and demand- .. . .
. . .. . Administration efficiency.
driven programs, and efficient administration.
(Michelon & Corporate governance and sustainability disclosure are closely
6 | Parbonetti, connected. Various directors” competencies impact board’s Varying role of Directors
2012) performance as well as sustainability disclosure.
4 (Janggu et al., |Board size, professionalism, board designation etc. have high Corporate Governance
2014) impact on sustainability disclosure. Mechanism
Variable frequency drives (VFDs) are the cost effective and
. advanced technology aids to reduce electricity consumption. The | Variations in technology

8 |(Khalid, 2014) . . . . . . . .
effective application of this technology into business solution will | Adoption
lead to energy efficiency.

Restrictions on sustainability can be overcome with a strategy that | Adoption of resource based
integrates three domains—a market-industry view, a resource- view, Institutional view,

9 |(Lloret, 2016) |based view, and an institutional-based view. Domains linked to stakeholder’s impact, leadership,
stakeholders, sustainable leadership, and corporate governance Corporate governance causes
also needs to be considered. sustainability variations.

. Corporate governance has the custodianship of business models.
(Page & Spira, . . . L

10 2016) Strategy setting roles of directors impacts the sustainability Corporate Governance

performance of the firms.

Continued...
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Sl Sustainability Issues Arises
Author Content Analysis Y
No. Due to
Cross sectoral partnership (CSPs) aligning with varyin .
P Sup ( ) aligning rymne Absence of Multi Stakeholder
1 (van Tulder et | backgrounds, values, ideas and resources are effective tool to eneagement in strateeic decision
al., 2016) address complex societal issues. But CSPs act as the drivers for & .g €
. Lo . making.
change depends on their navigation into the social problems.
According this study, CSR can favorably affect an organization's .
. Lo . . . . . Wrong strategy adoption for
12 |(Tilt, 2016) green organizational identity and green adaptive capacity, which .
- . , product sustainability
in turn improves the success of a company's new green product.
The concept of sustainability varies based on the count: L
. p . . Y . Y .. |Absence of considering
13 (Laskar & Maji, |standards, it is advanced in developed countries and advancing in coarahic diversity in strategic
2016) developing countries like India. As a result of that sustainability gh g P Y €
. . . s choices.
reporting practices will also vary based on the county guidelines.
. Corporate sustainability and responsibility are related each other;
(Camilleri, P Y P Y ). . Level of stakeholder
14 both these concepts are related to stakeholders’ interest protection .
2017) .. engagement in strategy.
and are strategic in nature.
A board that is more independent, has a higher proportion of
(Hussain et al., |women, and has a designated CSR committee that meets more .
15 . . Governance Mechanism
2018) frequently is better able to keep an eye on management choices
that affect environmental and or social problems.
There are various levels and approaches to use the TBL Industry, Business size,
sustainability indicators. It is crucial to emphasize that a number |Regional regulations,
16 (Hourneaux Jr | of other elements, including industry, business size, regional Stakeholders, Competitive
etal., 2018) regulations, stakeholder activities, and the competitive environment are the factors
environment, and the company lifecycle, can also affect how impact sustainable business
sustainable performance is assessed. model.
Organizations have three ways to align with sustainability. The
first way is through integrative strategies such as green products,
biodiversity consideration, organic processing, and electricity self- .. .
. . Y . & .p g Y Variations in Strategy, Culture
(Cezarino et al., |sufficiency. The second is developing a sustainable culture by .. .
17 . I . . and Innovation impact business
2019) promoting a sustainability mindset and environmental awareness. o
. : . - model sustainability.
The third is that through innovation, organizations change
products and processes and adopt new partnerships, alliances, and
knowledge management for sustainability.
The dynamics between the time and sustainability oriented
(Bornemann & e . . L
. administration is vague. Different combinations of governance .
18 |Strassheim, . . . e . L. Governance Mechanism
2019) techniques result in various sustainability timeframes, which in
turn influence how sustainability is understood.
The sustainability level at the organizations depends upon the
Rodrigues & strategy formulation and its deployment. Objective, competitive .
19 ( & &y . ploy .. ) P . Strategy formulation errors.
Franco, 2019)  |advantage, internal and external legitimacy together determines
corporate sustainability level.
ikolaou et al., | To develop a strongly sustainable corporate understanding the .
20 (N , . P @ Strong’y porate vt & Stakeholder Management issues.
2019) firm’s interaction with the stakeholders is critical.
Industry 4.0 technologies have the greatest impact on
” (Baietal., sustainability. Robotics, Artificial Intelligence, Quantum Absence of advanced technology
2020) Computing, Additive manufacturing, Internet of Things etc. adoption.
contribute substantially to the sustainability.
Organizational values, key stake holders, stake holders’ values
& . organizational culture, ethics, business policy innovation are
(Strukelj et al., o, . . . -
23 critical elements associated to the corporate behaviour. Achieving |Inability to manage stakeholders.

2020)

these elements are important for social responsibility and
sustainability.

Continued...
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SL Author Content Analysis Sustainability Issues Arises
Due to

Manufacturers will experience higher profits, productivity, and

Llopis-albert et .. . . . . A
(Llopis-albert e competitiveness if they engage in the right strategies for adjusting

24 Failure to adopt digital

1., 2021 .. . transft tion strategies.
a ) to the digital transformation ransiotmation strategies
(Shyna & . . . ..
Fairness in corporate governance is positively correlated to the .
25 |Ranganathan, . . Lo Absence of corporate Fairness
2022) fairness in corporate Sustainability.

Table 17.1: Content Analysis to Determine the Factors Affecting Sustainable Business Models

Sustainability strategies in business models, the principles for risk mitigation and legitimization
into strategic choices etc. impacts sustainable business model. Measures taken by the organizationsto
implement, knowledge management, collaboration, and innovation, etc. will be varied. Based on
the initiatives, corporations perform sustainably. A business model is the invisible framework that
represents the entire functioning of an organization. Being the custodian of the business model
corporate governance is responsible for sustaining and developing a business or corporation (Page&
Spira, 2016)(Schaltegger et al., 2016). Board structure, board composition, board proceedings,
board professionalism, etc. define the impact of the governance mechanism on sustainability
performance (Naciti, 2019). At the same time, corporate governance is about policy and strategy
formulation and deployment (Strukelj et al., 2020). Hence, corporate governance is responsible for
differentiating the firm and converting the corporation into a sustainable corporation. Strategies,
supply chain strategies, and in product and process strategies. Adoption of design philosophies
such as eco-design, green design, etc. is also governance-level decision. Emission reduction, waste
disposal, end-of-life treatment, technology adoption, etc. are also outcomes of fair governance
mechanism. Based on these findings this research argues that, corporate governance is responsible
for corporate sustainability.

CONCLUSION:

"Greediness is the mother of destruction” is not a simple saying, but it is highly relevant in the eraof
unsustainable development and raising sustainability issues. A sustainable business model should
replace greed based — profit maximization with sustainability-based Tipple bottom-line profit. This
systematic literature review analyzed and listed a few issues in sustainable business models that
results in fragmented sustainability. The absence of good governance, ineffective strategy adoption,
an inappropriate sustainability performance measurement system, the absence of multi-stakeholder
engagement, the inability to blend resources and capabilities, and the inappropriate knowledge
management are the reasons behind the failure of sustainable business models. A sustainable
business model can serve as a powerful strategic tool against governance issue sustainability by
addressing the listed issues. Further study in this line can be continued to empirically prove the
dynamics between corporate governance and corporate sustainability through the lens of strategic
management. The study observed various aspects connected to the economic and environmental
dimensions of corporate sustainability, with less justification provided for the social dimension.
The study also lacks empirical support to prove how each of these factors determines the
sustainability level of business models.

ACKNOWLEDGMENT:

I acknowledge the role of our institution, Nagarjuna Degree College, in facilitating this work
through ERCMET-23. | thank the leadership of our principal, Dr. Harish Babu S., and the people
behind ERCMET-23, also acknowledging the role of all the committees that worked on it in
helping to present and publish this article.

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114




Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

REFERENCES:

[1]  Aras, G., & Crowther, D. (2008). Governance and sustainability: An investigation into the
relationship between corporate governance and corporate sustainability. Management
Decision, 46(3), 433-448.

[2] Bai, C., Dallasega, P., Orzes, G., & Sarkis, J. (2020). Industry 4.0 technologies assessment:
A sustainability perspective. International Journal of Production Economics, 229.

[3] Baumgartner, R. J., & Ebner, D. (2010). Corporate sustainability strategies: Sustainability
profiles and maturity levels. Sustainable Development, 18(2), 76-89.

[4] Bell, J., & Stellingwerf, J. J. (2012). Sustainable entrepreneurship : The motivations and

challenges of sustainable entrepreneurs in the renewable energy industry. Amana-Key, 265—
268.

[5] Bornemann, B., & Strassheim, H. (2019). Governing time for sustainability : analyzing the
temporal implications of sustainability governance. Sustainability Science, 14(4), 1001-
1013.

[6] Camilleri, M. A. (2017). Corporate sustainability and responsibility: creating value for
business, society and the environment. Asian Journal of Sustainability and Social
Responsibility, 2(1), 59-74.

[7] Cezarino, L. O., Alves, M. F. R., Caldana, A. C. F., & Liboni, L. B. (2019). Dynamic
Capabilities for Sustainability: Revealing the Systemic Key Factors. Systemic Practice and
Action Research, 32(1), 93-112.

[8] Dunn, Craig; Burton, B. k. (2006). Friedman’s “The Social Responsibility of Business is to
Increase Its Profits”: A Critique for the Classroom. Newspaper Article.

[9] Fergusson, L., van der Laan, L., Shallies, B., & Baird, M. (2020). Work, resilience and
sustainable futures. Journal of Work-Applied Management, 12(1), 22—41.

[10] Gardas, B. B., Kumar, S., Raut, R. D., & Narkhede, B. (2019). Green talent management to
unlock sustainability in the oil and gas sector. Journal of Cleaner Production, 229, 850—

[11] Geissdoerfer, M., Vladimirova, D., & Evans, S. (2018). Sustainable business model
innovation: A review. In Journal of Cleaner Production (Vol. 198, pp. 401-416). Elsevier
Ltd.

[12] Harmon, R. R., & Moolenkamp, N. (2012). Sustainable it services: Developing a strategy
framework. International Journal of Innovation and Technology Management, 9(2).

[13] Hart, S. L., & Milstein, M. (2014). Creating Sustainable Value. May 2003.

[14] Hourneaux Jr, F., Gabriel, M. L. da S., & Gallardo-Vazquez, D. A. (2018). Triple bottom
line and sustainable performance measurement in industrial companies. Revista de Gestdo,

[15] Hussain, N., Rigoni, U., & Orij, R. P. (2018). Corporate Governance and Sustainability
Performance: Analysis of Triple Bottom Line Performance. Journal of Business Ethics,

[16] Ingarao, G., Ambrogio, G., Gagliardi, F., & Di Lorenzo, R. (2012). A sustainability point of
view on sheet metal forming operations: Material wasting and energy consumption in
incremental forming and stamping processes. Journal of Cleaner Production, 29-30.

[17] Janggu, T., Darus, F., Zain, M. M., & Sawani, Y. (2014). Does Good Corporate Governance
Lead to Better Sustainability Reporting? An Analysis Using Structural Equation Modeling.
Procedia - Social and Behavioral Sciences, 145, 138-145.

[18] Jones, P., & Comfort, D. (2019). Sustainable Development Goals and the World’s Leading
Hotel Groups. Athens Journal of Tourism,

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114

Page 153



Page 154

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges

[19]

[20]
[21]
[22]

[23]

[24]
[25]
[26]
[27]
[28]
[29]

[30]

[31]

[32]
[33]

[34]
[35]
[36]

[37]

[38]

[39]

International Conference Held on 12" & 13" April, 2023

Khalid, N. (2014). Efficient Energy Management: Is Variable Frequency Drives the
Solution.

Procedia - Social and Behavioral Sciences, 145, 371-376.
Kunz, R. (2003). Five Steps to Conducting a Systematic Review. September 2018.

Laskar, N., & Maji, S. G. (2016). Corporate sustainability reporting practices in India: Myth
or reality? Social Responsibility Journal, 12(4), 625-641.

Llopis-albert, C., Rubio, F., & Valero, F. (2021). Technological Forecasting & Social
Change Impact of digital transformation on the automotive industry. Technological
Forecasting & Social Change, 162(June 2020), 120343.

Lloret, A. (2016). Modeling corporate sustainability strategy. Journal of Business Research,
69(2), 418-425.

Michelon, G., & Parbonetti, A. (2012). The effect of corporate governance on sustainability
disclosure. Journal of Management and Governance, 16(3), 477-5009.

Montiel, 1., & Delgado-Ceballos, J. (2014). Defining and Measuring Corporate
Sustainability: Are We There Yet? Organization and Environment, 27(2), 113-139.

Naciti, V. (2019). Corporate governance and board of directors: The effect of a board
composition on firm sustainability performance. Journal of Cleaner Production, 237,

Nelson, R. R. (n.d.). Firms differ, and how does it matter? 12(1 991), 61-74.

Nikolaou, I. E., Tsalis, T. A., & Evangelinos, K. I. (2019). A framework to measure
corporate sustainability performance: A strong sustainability-based view of firm.
Sustainable Production and Consumption, 18(xxxx), 1-18.

Okorley, E. L., & Nkrumah, E. E. (2012). Organisational factors influencing sustainability
of local non-governmental organisations: Lessons from a Ghanaian context. International
Journal of Social Economics, 39(5), 330-341.

Page, M., & Spira, L. F. (2016). Corporate governance as custodianship of the business
model.

Journal of Management and Governance, 20(2), 213-228.

Rodrigues, M., & Franco, M. (2019). The corporate sustainability strategy in organisations:
A systematic review and future directions. Sustainability (Switzerland), 11(22).

Rudnicka, A. (2017). Understanding Sustainable Business Models. Journal of Positive
Management, 7(4), 52.

Schaltegger, S., Hansen, E. G., & Ludeke-Freund, F. (2016). Business Models for
Sustainability:

Origins, Present Research, and Future Avenues. In Organization and Environment (Vol. 29,
Issue 1, pp. 3-10). SAGE Publications Inc.

Shyna, K. S., & Ranganathan, S. (2022). The Dynamics between Corporate Fairness and
Environmental Sustainability Initiatives in the Indian Automotive Industry Cite This
Article : 13(3), 1-16. https://doi.org/10.14456/ITJEMAST.2022.56

Spangenberg, J. H., Fuad-luke, A., & Blincoe, K. (2010). Design for Sustainability ( DfS ):
the interface of sustainable production and consumption. Journal of Cleaner Production,
18(15), 1485-1493.

gtrukelj, T., Nikoli¢, J., Zlatanovi¢, D., & Zabukovsek, S. S. (2020). A strategic model for
sustainable business policy development. Sustainability (Switzerland), 12(2).

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114



Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges

[40]

[41]
[42]
[43]

[44]
[45]
[46]

[47]

International Conference Held on 12" & 13" April, 2023

Sukitsch, M., Engert, S., & Baumgartner, R. J. (2015). The implementation of corporate
sustainability in the European automotive industry: An analysis of sustainability reports.
Sustainability (Switzerland), 7(9).

Tilt, C. A. (2016). Corporate social responsibility research; the importance of context.
International Journal of Corporate Social Responsibility, 1(1).

Upward, A., & Jones, P. (2016). An Ontology for Strongly Sustainable Business Models:
Defining an Enterprise Framework Compatible With Natural and Social Science.

Organization and Environment, 29(1), 97-123.

Van Tulder, R., Seitanidi, M. M., Crane, A., & Brammer, S. (2016). Enhancing the Impact
of Cross-Sector Partnerships: Four Impact Loops for Channeling Partnership Studies.
Journal of Business Ethics, 135(1), 1-17.

Wells, P. (2010). Sustainability and diversity in the global automotive industry. In Int. J.
Automotive Technology and Management (Vol. 10, Issue 3).

Wells, P. (2013). Sustainable business models and the automotive industry: A commentary.
IIMB Management Review, 25(4), 228-239.

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114

Page 155



CHAPTER - 18

A STUDY ON TRENDS, CHALLENGES AND OPPORTUNITIES ON
BITCOIN ANDOTHER CRYPTOCURRENCIES WITH REGULATORY
ENVIRONMENT

Yashaswi H. R., Dr. Rachana Saxena,
Research Scholar, Guide,
Jain University, Professor,
And Assistant Professor, School of Commerce,
Dayananda Sagar Institutions, Jain University,
Bengaluru, Karnataka Bengaluru, Karnataka

ABSTRACT:

Due to rapid increase in the growth of information and technology in our daily lives, we as human
beings are highly dependent on the virtual world of online business. And this practice has become
more effective and flexible because of the type of lifestyle adopted. The online world has attracted
many genuine users which enable them to buy, sell and trade with the physical existence. In
traditional sense, currencies are issued and regulated by the country’s apex bank with the
interference of the Government to systematically combat inflation and sudden rise in exchange
prices which would affect the overall economy. Now-a-days the trend has shifted to digital
currency from the modern currency. This has bought in innovation in the field of currencywith the
rise in crypto-currency. The Cryptocurrencies have become omnipresent —unique medium of
exchange, prompting more national and regional authorities to monitor and control with their
regulation. Usage of virtual currency has become the trend of online trading. In currentyears, the
common tendency in towards inclusion of Cryptocurrency trading by the various Financial
Institutions. The term ‘Crypto-Currency is derived from the encryption method which is used to
safeguard the network. It is a digital currency mainly based on blockchain technology. Blockchain
is regarded as the distributed database system and is managed by peer-to-peer network. Many of
the warnings issues by various countries also note the illegal activities created due to usage of
Cryptocurrencies. Some of the countries have gone to impose restrictions on investments in
Cryptocurrencies and they have based all transactions associated with the currencies. Usually
unregulated digital currency is used and controlled by a private issuer. This isone of the reasons
tax authorities and government bodies worldwide still think as the best practices of Cryptocurrency
is legal or illegal. In this context, functions and trends of such Cryptocurrencies are needed to be
analysed and measured. Bitcoin, Ethereum, Binance Coin, Ripple, Dogecoin are few of the top
Cryptocurrencies. The conflicts with different regulatory expectations occur due to privacy,
transparency and legal environment. This paper also discusses the risks and opportunities
connected with the Cryptocurrencies and establish numerous recommendations and
supplementary issues with the monitoring framework.

Keywords: Cryptocurrencies, Privacy, Transparency Legal Environment.

INTRODUCTION:

As the Fourth Industrial Revolution accumulates pace, developments are turning out to be quicker,
more effective and more generally open than any other time in recent memory. Innovation is
getting progressively associated and we are currently observing a union of the computerized,
physical and organic domains. Rising advances are empowering cultural movements as they
seismically influence economies, qualities, personalities and opportunities forpeople in the future.
There is an exceptional chance to tackle the Fourth Industrial Revolution — the cultural changes it
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triggers in order to address natural issues and change with common worldwide condition. Left
unchecked, the Fourth Industrial Revolution could have further unintended negative results for our
worldwide hall. For instance, it could fuel existing dangers to natural security by further exhausting
worldwide fishing stocks, biodiversity and assets. Moreover, it could make altogether new dangers
that should be thought of and oversaw, especially according to the assortment and responsibility for
ecological information, the extraction of assets and removal of new materials, and the effect of hew
progressed and robotized machines. Bridling these chances and proactively dealing with these
dangers will require a change of the current "empowering condition" for worldwide ecological
executives. It requires proactive joint effort among strategy creators, researchers, common society,
innovation champions and financial specialists. While examining the development with
Cryptocurrency, innovations have been in progress. Albeit national banks are among the most
careful furthermore, reasonable establishments- the first to execute block chain innovation. Block
chain systems are envisioned to have immense impact in various sectors. However, the practical
aspects and deployment have seen slower progress. One of the critical concerns restraining the
practical deployment of block chain is security and privacy of data and computations within the
applications. Our research work focuses on making Block chain more practically deployable by
enhancing privacy, security and scalability.

Cryptography is the method of changing information with a secret encoding key i.e.) encryption.
Individuals have exchanged physical resources for products since the beginning of time. Those
currencies today are generally printed bills or coins, represented by an incorporated position.
Crypto forms of money are an advanced type of cash that sudden spike in demand for an absolutely
new financial framework. There are numerous kinds of digital money with different capacities.
Despite each capacity, each computerized money is upheld by a decentralized distributed system
called the block chain. Block chain innovation guarantees that all cryptographic forms of money
are monitored, notwithstanding in the event that they are being held in a computerized wallet or
being utilized in exchanging.

The adequacy of running such a framework, in any case, requires a foundation that guarantees that
cheating and gaming the framework. The need for encryption of data arises because to make the
system more authenticated and people can access only if they have authorization. Transforming
information to a secret form is known as encryption and vice versa is called as decryption. In the
beginning, government used to view cryptography as a threat for national security. But after
understanding the importance of this tool, they prompted changes in cryptography laws. There are
various amendment rights that prohibit government from limiting the usage of technology in
private behaviour. While one of the destinations of Bitcoin was toturn into a type of electronic
money on the web instalments. Nonetheless, this is starting to change, and there are various rising
go-betweens that are starting to work inside the Bitcoin organize, which incorporate trades, dealer
cycles and cash transmitters

MEANING:

Cryptography deals with secret sharing of information with the usage of encoding and decoding
and it’s necessary to understand the process of how Cryptocurrency works and recent trends in the
field. It will help to frame the regulation and policies to make Cryptocurrency more user friendly
and can be applied in various financial fields as a pivoting tool. It is a digital currency wherein the
records and maintained and verified by a decentralized system.

LITERATURE REVIEW:

Hayes, A. S. (2017) The paper expects to distinguish the feasible determinants for digital money
esteem arrangement, including that of Bitcoin. As of Bitcoin's developing mainstream bid and
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vendor acknowledgment, it has got progressively imperative to attempt to comprehend the
elements that impact its worth arrangement. By and by, the estimation of all Bitcoins in presence
speak around $7 billion, and more than $60 million of national worth changes hands every day.
There is a growing dynamic commercial centre for Bitcoin, and an acknowledgment of
computerized monetary standards as a rising resource class. Moreover there is a recorded and over-
the-counter market for Bitcoin and other advanced monetary forms, yet additionally an eminent
subsidiaries market. In that, the capacity to esteem Bitcoin and related digital currencies is getting
basic to its foundation as an authentic budgetary resource.

Schaupp, L. C. (2018) The block chain innovation is a new methodology in the field of data
advancements. As one of its first usage, Bitcoin as a digital currency has increased a ton of
consideration. Along with Ethereum, block chain execution with centre around shrewd agreements,
they speak to the very centre of present day digital money improvement. This paper is intended to
give a concise prologue to these subjects.

seve

the most well-known digital currency. People and associations may profit by blockchain with its
capacity to secure information trade and to make that exchange less complex and simpler between
substances. They build up a model of cryptographic money appropriation grounded in the hypothesis
of arranged conduct (TPB). They offer experimental proof for a superior hypothetical comprehension
of digital money reception with reasonable ramifications in an e- government setting.

Makarov, 1. (2020) Cryptographic money markets display times of enormous, repetitive exchange
openings across trades. These value deviations are a lot bigger across than inside nations, between
digital forms of money, featuring the significance of capital controls for the development of
exchange capital. Nations with higher Bitcoin premier over the US Bitcoin value see enlarging
exchange deviations when Bitcoin increases in value. At long last, we deteriorate marked volume
on each trade into a typical and a particular segment. The regular segment clarifies 80% of Bitcoin
returns. The eccentric segments help to clarify exchange spreads between trades.

RESEARCH METHODOLOGY:

The present research paper is purely based on secondary data which includes referring to
publication research, journals and magazines, articles published in newspaper, reports, previously
published papers duly mentioned in the reference and literature review.

OBJECTIVES OF THE STUDY:

e To understand the functions and trends of Cryptocurrency in the present context.

e To identify and understand the impact of Cryptocurrencies on regulated environment. To assess
the need for Cryptocurrencies in the present scenario.

e To study the scope of Cryptocurrency in Developed and Developing Countries.

SCOPE OF THE STUDY:

The scope considers the volatility in ever changing market and operate in a broader point of view.
The research starts with meaning and introduction of Cryptocurrencies with respect to recent
development in Cryptocurrencies with specific to Bitcoin and doge coin. The trend of
Cryptocurrencies has increased after the monetary policy changes across the globe. These
currencies are not available in physical form. The Cryptocurrencies are able to convert into
physical from in the way of listing in various exchange platforms. Secondly the article explains
how Cryptocurrency functions and thirdly the performance of Cryptocurrencies in many countries
such as developed country and developing country. In many countries, Cryptocurrencies are made
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legal by charging certain portion as tax. It can be a risky investment and the advancement of new
technology in banking system may drive the price variations in Cryptocurrency. Cryptocurrencies
are said to be digital gold. It has worldwide scope in different means of payment. Some of the
Cryptocurrencies are widely accepted by many merchants.

LIMITATIONS:

The study is based on secondary data taken from various journals and previously published work.
This may misrepresent the trustworthiness of the result obtained. Time constraint for convincing
the project is also a factor that might have affected the study.

ISSUES, CHALLENGES AND FINDINGS:

The invention and spread of Cryptocurrencies present many risks and related policy issues. As they
are decentralized, it could facilitate money laundering and other crimes. Money is commonly
identified as a component of a country’s financial system. The principal point here is not money itself,
but the way money is used and accomplished exactly with no intermediation. Cryptocurrencies have
numerous features to cash. The continued loss of trust and lack of effective government may
contribute to an increasing willingness for people to adopt additional ways to store money.

The present research shows that the future of Cryptocurrencies requires safe payments through
innovation, demand and supply and acceptance. Cryptocurrencies are not issued by any central
authority, but rather are stored and transferred electronically through block chain technology. This
is possible only with a connection to the internet. Usually Central bank of any county controls the
financial system. However, with Cryptocurrencies these transactions can be processed and
validated by an open market network.Because of this special feature, central bankscannot control
on Bitcoin and other Cryptocurrencies. With a click button, one can value the exchange over the
globe while these updated Cryptocurrencies still have drawbacks such as high fees, scaling issues,
and a lack of prevalent trust. These difficulties could be improved upon over time with the
appearance of large scale of chain payment networks and clear management.

Bitcoin, Doge coin and other Cryptocurrency can best be labelled as potential currencies. Securing
cryptography makes it very difficult for modification and changes. This creates trust less system of
transaction. It is also important to remember that Cryptocurrencies are still fiat money which relies
on a relationship of trust between the issuer and the user.

Bitcoin and other Cryptocurrencies still have several constraints to overcome before they could
modify, replace the existing currency systems. The introduction of Cryptocurrencies may also lead
to increased levels of transparency in the field of financial market. Once Cryptocurrencies have
been acquired, users do not need to relay on themselves because the collective security is
embedded in the block chain technology. We can think broadly about Cryptocurrencies based on
the economic goals of the network.

Even though the bit coin and other Cryptocurrencies are exposed to some risks such as instable
price, it cannot be sufficiently addressed by legal means. Other risks are eliminated by using the
current policy, tactics and implication of mechanism. Exchange of Bitcoins at ATM leads to
licensing, registration, and documenting the requirements. Investors have a calm mind before
delegating their money to non-traditional financial services and for that the virtual currency
services proves the classy level of security of the data. The bit coin and other virtual currency are
distributed and irreplaceable. As the Cryptocurrencies are instable in nature, it is considered as
prone to dramatic changes and still it is considered as not tested either as exchange method or the
investment method. All the Cryptocurrency investment transactions are considered capital gain for
the purpose of the tax evasion
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CRYPTOCURRENCY AND ITS REGULATORY ENVIRONMENT:

Tax Scalability Volatility

Interest of Investors Impact Usability
Criminal Character Financial Institutions .

Incentive

Figure 18.1: Cryptocurrency and Its Regulatory Environment

e Tax: Based on the classifications of Cryptocurrency, the tax treatment of Cryptocurrency may
differ. Most of countries allow the Cryptocurrency market to activate and enforces taxes. Capital
gain tax free allowance allows the investor to escape from paying the tax. But some of the
countries do not enforce the taxes on the transactions of the Cryptocurrency. If a company
provides Cryptocurrencies to their employees, then it can be treated as fringe benefits, salary and
wages.

o Protects the Interest of the Investors: In Cryptocurrency market, there is no rules and
regulation for protecting or maintain the interest of the stakeholder’s interest. The regulations laid
down in the market of the Cryptocurrency are sufficient to protect or becomes a burden for the
consumer.

e Criminal Character and Bitcoin: Bit coin and other virtual currencies are utilized for the
criminal activity. Funds can be transferred easily across the globe; these currencies are bogus in
nature. It involves risk, indecision and anxiety. The defence department also examines
Cryptocurrencies, as it concentrates on capabilities of terrorism. Even though in terrorism, the
virtual currencies are a theoretical issue but issues of financing criminal tasks are somewhat real.

e  Scalability: Scalability postpones the block chain’s capacity to change the organisation, society,
authority. The basic foundation protocols do not scale to great volumes on account of being
limited in terms of the designs, as it gives boundaries to the complex transaction.

e Impact of Monetary Policy: By deleting certain rules and regulations, the Cryptocurrencies
indirectly affect in its implementation. Such results can be materialised by giving new place for
the users of the currency to exchange the control of the capital. The adoption of Cryptocurrency
across the globe, would allow the international capital markets unrestricted by default. The
influence of Cryptocurrencies on the central banks are greatly influenced by the public. The well-
known adoption of Cryptocurrency leads to difficulty in attaining the objective of the stability of
the price. Nevertheless, it has major three significant functions of the stable monetary system
such as, first, there is no security against the risk of the deflation of the structure. Second,
stubborn supply schedule and lastly, it eliminates the possibility of any flexible reaction to the bit
coins. This disappoints the adoption of bit coins at the nation state or at the currency area level.

e Cryptocurrency and Its Financial Institutions: Cryptocurrency has wide range in the field of
the financial sector. It is considered as abstract investment asset by the market players to utilize. In
many countries it is considered as Bitcoin, it holds the most of the shares in the Cryptocurrency
market. This mainly utilised as abstract instrument rather than an unconventional currency. In
abstract instrument the trading includes buying, selling, and exchanging of Cryptocurrency.
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e Volatility: Volatility is the challenges of technical and economical. Volatility is the major
drawback of Cryptocurrencies, as it accepts the payments worldwide, which creates problems.
The traditional financial system faces problems which are similar to those faced by the crypto —
exchanges. The increase in the volatility of crypto assets leads to capacity to affect the negativity.

e Usability: Usability and implementation of DLT business, Cryptocurrencies and crypto assets
are required to invest in design thinking as user friendly design approved as high end technology.
This helps the organisation and individual user. For adoption of high end technology, the
accessibility of block chain plays crucial role.

e Incentives: In order to develop the economic and contractual relationship, incentives place a
crucial place. The right design of incentives gives us to attain the mutual gains when the parties
involved in a relationship with varied goals and have the different knowledge of the degrees.

CRYPTOCURRENCIES IN VARIOUS COUNTRIES:
Developed Countries:

Cryptocurrencies works as financial tool which can be accessed by developed countries. The globe is
changing very fast. New innovations in Cryptocurrencies takes over the traditional financial
institutions. Millions of people have the opportunity to invest in, fluctuate their finance in the field of
Cryptocurrencies. The Cryptocurrencies will only be accessible through widespread adoption with
respective price stabilization. In developed countries where people have choices in swiping their
credit card or pay using their mobile phones at cash register. Cryptocurrencies is a legitimate way for
an ingenious experiment that allows anonymous digital platform without the involvement of central
banks or commercial banks. Google Trends data and tweet volume are better reflecting the mass
interest in owning Cryptocurrencies as they involve in increase and decrease with prices.

Developing Countries:

The literature on Cryptocurrencies is very small. In many developing countries Cryptocurrencies
influences the various monetary policies of concerned government. The expansion of
Cryptocurrencies like Bitcoin and Doge coin are almost adopted by modern economies. Monetary
policy plays a very important role with regard to investing platforms. The added benefit using
technology may probably involve simplification of administrative process which is related to
financial transactions. The volatility in increasing the value of the Cryptocurrencies is uncertainty
to investors, and the people who use it as a currency rather than an investment. Traditional
monetary policy is extremely difficult to predict the price. Some developed countries still believe
that the function of Cryptocurrency is a trust less environment. Cryptocurrencies act as a promising
for remittance of payments. The Cryptocurrencies will provide access to global market for business
particularly when companies from other nations. There has to be proper control by central bank of
the respective country in providing accurate legal access to trade in Cryptocurrencies. In view of
International Monetary Fund, it has clearly opposed adoption of Cryptocurrency as a currency, but
at the same time it has also listed out few benefits and has supported the use and not as a legal
tender. It is unclear about the benefits of Cryptocurrency to developing countries as a whole.

TREND IN CRYPTOCURRENCY:

1. Decentralized Finance (DeFi): Decentralised Finance purpose is to recreate the traditional
financial system with less brokers. However traditional actions like borrowing, lending,
structuring derivative products and buying and selling of securities can be done via a
decentralized network. It increases the Cryptocurrency market.

2. Cashless Society: In this digital era, improvisation of quality of life depends on technology
oriented. In today’s worlds, apps for interaction with crypto enable the purchase of digital
assets. It gets rid of cash and takes a step forward in the field of Cryptocurrencies.
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3. Bitcoin’s Transition to Digital Gold: Initially Bitcoin was considered as digital gold. When
that meme became much more realistic, the idea of Bitcoin as digital gold became so widespread.

4. Lightning Network and Liquid Side Chain Adoption: In this developments take place to
find solution faster, improving Bitcoin micropayments. Block stream’s Liquid sidechain has
seen growth in terms of the amount of Bitcoin.

5. Institutional Money: An institutional investor is a company or organization that invests
money on behalf of other people. These investors are most sophisticated than the average retail
investor. It shows the growth of Cryptocurrencies.

6. Bitcoin - The Halving: To explain what a Bitcoin Halving is we must first know how the
Bitcoin network operates. Bitcoin and its block chain are basically a collection of computers,
or nodes around the world that have Bitcoin's code downloaded on them. Each of these
computers has all of Bitcoin's block chain stored on them. Each computer has the entire history
of Bitcoin transactions which ensures no one can cheat the system as every computer would deny
the transaction. In this way, Bitcoin is entirely transparent and those who do not participate in the
network can view these transactions taking place live by looking at block explorers.

Key features of Halving:

¢ A Bitcoin halving event is when the reward for mining Bitcoin transactions is cut in half.

e This event also cuts in half Bitcoin's inflation rate and the rate at which new Bitcoins enter
circulation.

e Both previous halving have correlated with intense boom and bust cycles that have ended
with higher prices than prior to the event.

7. Libra: Facebook announced a black chain digital currency. Currently Libra is not developed
and only rudimentary experimental code has been released. Libra can make major difference in
Cryptocurrency when it completely established.

CONCLUSIONS AND SUGGESTIONS:

We conclude that Cryptocurrencies and blockchain technology have drastically developed in the last
13 years. However, this development has paved way for rise in risk factors such as security issues,
fault tolerance, network resilience, scalability, immutability, trust and efficiency, which rather needs
to be concentrated upon. Due to the emergence of fourth industrial revolution, the security aspects
between the various countries are also changing because of the progress in information technology.

The present paper aims to provide analysis of Cryptocurrency use in general and of the bit coin and
Doge coin. The paper shows that the future of Cryptocurrencies could be bright if some conditions
are fulfilled. Earlier, implementation of the Cryptocurrency has slow moving phase as of it is new
technological experience. The bit coin and doge coins have entered into conventional via research
and develop solution to the problems. Block chain technology act as backbone for the bit coin as it
increases the capability of the users. To conclude, the Cryptocurrencies are the output using
cryptography to establish digital property. Unfortunately, the Cryptocurrencies are fraught to
update their inventor’s needs. It is proved that no present Cryptocurrency has been
comprehensively fruitful in fulfilling the role of money. This is because of failure in the
implementation for the decentralised system to work in the occurrence of large quarrying
association, instable price, high exchanging cost with electricity consumption and theoretically
minor degrees of clear as crystal governance.

Cryptocurrency has utmost potential to replace the traditional monetary system. But, to achieve this
height of usability, it has to first evolve and accept a secure state of network of currency exchange
and soon will conquer the e-business platform also.
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ABSTRACT:

The COVID-19 epidemic has impacted teaching across the board in educational institutions.
Electronic learning, or e-learning, has replaced conventional classroom instruction during the
pandemic. The Indian educational system has introduced a new change that involves offering
lessons online in response to the current pandemic issues. Understanding the perspectives of
college instructors and students on the online learning environment, as well as their experiences
and difficulties with taking online courses, is the aim of the study.To accomplish these goals,
college faculty and students were given access to an online poll that was completed.The survey's
data were examined using standard tools. Thus, this poll outlines college instructors' perspectives
and students' worries about attending online classes, which have been made required in the
aftermath of COVID-19.The sample consisted of 70 students from colleges in Bengaluru City. The
findings show that from teachers point of it is exceedingly difficult to keep classes for longer
duration during online classes and technical issues effect the flow on online classes etc. And from
students’ point of view. They do not take online classes seriously and show lack of interest and
involvement during online classes etc.

Keywords: E-Learning, Covid Pandemic, Technicalsupport, Involvement, Online Classes.

INTRODUCTION:

The World Health Organization designated Covid-19 as a global disease, plague, and contagion in
March 2020 because of the widespread illness it has caused. To stop the COVID-19 string, series,
and restraints, this led to the temporary closure of all educational institutions in several different
countries around the world. Due to COVID-19, regular in-person lessons must be cancelled to
ensure the security of the students and instructors. Fortunately, technological advancements have
made electronic learning (also known as e-learning) an essential part of classroom instruction
during the global SARS-CoV-2 pandemic, lessening the negative effects of lockdown. As a result,
physical classrooms are no longer permitted, and academies must instead educate through online
learning.As a result, everyone began to accept e-learning and is now a member of the global system
of online education. This influences learners' overall satisfaction with learning since online learning
is different from traditional classroom instruction. Online education was once considered a
temporary solution to a problem and was never completely accepted as a legitimate form of
instruction. Due to the spread of this illness and its contagiousness, in-person instruction has given
way to online learning. Students who take classes online can choose a time and location that work
with their learning requirements. Candidates may now easily grasp and manage education thanks to
online classes.

Even though online and distance learning courses have been around for a while, comparisons
between them and the conventional in-person classroom method in universities and colleges have
only recently been made. The most common methods used in the educational system historically
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have been face-to-face or in-class discussions.Therefore, all colleges and institutions have switched
to virtual classes that supplement actual classroom space. Due to COVID-19, both instructors and
students have their own opinions on the benefits and drawbacks of using this virtual learning
environment. Despite, the fact that online and distance learning courses have been around for a
while, comparisons between them and the conventional in-person classroom method in universities
and colleges have only recently been made. The most common methods used in the educational
system historically have been face-to-face or in-class discussions.There are many students and
professors that grade online classes based on their own observations. As a result, e-learning is
employed as a statistics skill to improve educational quality. The success of online classrooms
depends on a variety of elements, including content and how the class should be used. Like other
forms of education, online learning offers advantages and disadvantages for both students and
professors. Therefore, the focus of this study is on learning how teachers and students perceive
online learning compared to traditional classroom settings.To help educational institutions and
college and university administrations understand the changes that online classes brought about,
this article defines the results of a survey that was conducted to learn how well this online mode is
being used by both teachers and students and what problems they are experiencing while taking
online classes. The results of this poll will assist to broaden the use of online learning to improve
both the teaching and learning experiences for both teachers and students.

OBJECTIVES:

1. To have an in-depth knowledge about online mode of learning.

2. To know the problems related to students and teachers, relating to online mode of learning.

3. To determine the relative significance of factors affecting how students perceive online
instruction.

4. To examine the dominant dimension of Student perception on Online teaching.

REVIEW OF LITERATURE:

The epidemic of coronavirus has changed medical education around the world. Universities are
trying to provide medical education using new modalities, and this ongoing education guarantees
that the future staff of the NHS is gaining new skills. New medical curricula should be developed
using cutting-edge online teaching methodologies and methods for teaching medical students’
practical skills online. (Preeti Sandu, 2020).The survey's results show that virtually all respondents’
schools have adopted some sort of remote learning since the COVID-19 issue began, and more than
60% of respondents anticipate that when schools reopen, there will be an increase in online and
distance learning. Due to the closing of schools, two thirds of the respondents had their first
exposure to online instruction, which was both rewarding and difficult. (EUROPES ONLINE
PLATFORM FOR SCHOOL EDUCATION).

METHODOLOGY:

Based on this study, which aimed to find out and explain what students thought about online
learning. The survey's questions attempted to gauge how thoroughly students and professors had
observed and participated in online classes. Three demographic questions and 12 questions on
teachers' opinions of attending online classes were included in the teacher survey.In which they
were asked both advantages and disadvantages characteristics of online learning. In students survey
consisted of 3 demographic questions and 15 were asked about both advantages and disadvantages
characteristics of online learning. Replies choices consisted of pre-defined options of agree,
disagree, neutral, strongly agree, strongly disagree. The questions were distributed using google
form due to covid-19. The form was made available online on 31january 2022 for 1 week. Teachers
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from Bengaluru colleges were conducting online classes were approached and asked to complete
survey. A total of 150 students were approached and asked questions out of which70 students had
completed the survey others could not due to lack of time.

. . . Factor Std. . Variance Factor
Student Perception on Online Teaching Loading Mean Deviation Communalities Explained Name

Difficult to clarify doubts in online classes 0.685 4.110 0.903 0.584
Learning and knowledge transfer happens 0.641 3.750 1.227 0.420 Clarification
Fee'l more comfortable to participate in 0.629 3.550 1.080 0.428 28.099% and
online class Allotment
Feel less anxious 0.602 3.480 1.132 0.601 Factor
Fun and interactive than classroom method 0.479 3.850 1.009 0.420
Satisfied with technology and software 0.705 3.510 1.182 0.528
Less structured than classroom mode 0.671 3.340 0.999 0.626 Innovation
More convenient than classroom method 0.647 4.230 0.778 0.440 16.613% and
Lack of teacher-student interaction 0.546 3.700 0.705 0.447 Convenience
fsz:gn(:rj;rﬁ;ted and have difficulty 0448 | 3790 | 1.013 0.406 Factor
Save time 0.785 3.940 0.809 0.648 Redeemable
Technical issues disrupt flow and pace 0.543 3.720 1.071 0.491 13.201% ;r;(citisrsues

KMO: 0.734, Chi-square: 155.388, P value :0.000
Total variance Explained: 57.913%

Table 19.1: Relative Importance of Student Perception on Online Teaching

Table 19.1 shows relative position of the student perception on online teaching, there is robustness
of the data as the value of standard deviation is lower than mean values. Based on the mean scores
the position of the variables has been identified from the most important aspect to least important
aspect. More convenient than classroom method is foremost important aspect in perception of
student towards online teaching (Rank 1) followed by Difficult to clarify doubts in online classes
(Rank 2), Save time (Rank 3), Fun and interactive than classroom method (Rank 4), Easily
distracted and have difficulty concentrating (Rank 5), Learning and knowledge transfer happens
(Rank 6), Technical issues disrupt flow and pace (Rank 7), Lack of teacher-student interaction
(Rank 8), Feel more comfortable to participate in online class (Rank 9), Satisfied with technology
and software (Rank 10), Feel less anxious (Rank 11) and least important perception is Less
structured than classroom mode (Rank 12).

Perception of Student on Online Teaching Mean Std. Deviation Rank
More convenient than classroom method 4.230 0.778 1
Lack of teacher-student interaction 3.700 0.705 8
Fun and interactive than classroom method 3.850 1.009 4
Save time 3.940 0.809 3
Technical issues disrupt flow and pace 3.720 1.071 7
Difficult to clarify doubts in online classes 4.110 0.903 2
Feel more comfortable to participate in online class 3.550 1.080 9
Easily distracted and have difficulty concentrating 3.790 1.013 5
Feel less anxious 3.480 1.132 11
Learning and knowledge transfer happens 3.750 1.227 6
Satisfied with technology and software 3.510 1.182 10
Less structured than classroom mode 3.340 0.999 12

Table 19.2: Factorization of Student Perception on Online Teaching

Table 19.2 shows factor analysis has been applied to 12 student perception on online teaching
variables and bring it into three dominant factors. The KMO value of 0.734, with chi-square value
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of 155.388 and P value 0.000 indicates that factor analysis can be applied to those 12 Student
perceptions on online teaching variables. The communalities values are ranging from 0.406 to
0.648 indicating that factor analysis can be applied to those 12-students' perception on online
teaching. The first dominant factor 1 consist of five items namely Difficult to clarifydoubts in
online classes, Learning and knowledge transfer happens, feel more comfortable to participate in
online class,feel less anxious and Fun and interactive than classroom method in the order of their
relative position it has been named as Clarification and Allotment Factor. The second dominant
factor 2 which consist of five items namely satisfied with technology and software, less structured
than classroom mode, more convenient than classroom method, Lack of teacher-student interaction
and easily distracted and have difficulty concentrating in the order of their relative importance it
has been termed as Innovation and Convenience Factor. The third factor consist of two items
namely Save time and technical issues disrupt flow and pace in the order of their relative position it
has been labelled as Redeemable and Issues Factor.

SPOT Opinion on App Used Mean Std. Deviation F Value P Value Inference
Factors

Zoom 18.333 1.155
Google meet 15.300 3.199
MS Teams 18.650 2.498

CAF Google Classroom 20.035 3.065 4614 0.002% S
Skype 17.667 4.844
Total 18.647 3.385
Zoom 17.333 6.110
Google meet 18.100 3.035

ICF MS Teams 18.050 3.502 5740 0.000%* S
Google Classroom 19.276 2.359
Skype 18.500 2.074
Total 18.588 2.979
Zoom 7.333 0.577
Google meet 8.000 1.054
MS Teams 7.500 1.732

RIF Google Classroom 7.586 1.570 0-250 0909 NS
Skype 7.833 1.169
Total 7.632 1.475
Zoom 43.000 7.000
Google meet 41.400 4.949
MS Teams 44.200 4.538

SPOT Google Classroom 46.897 4.370 2730 0.037% S

Skype 44.000 7.430
Total 44.868 5.160

Table 19.3: Significant of Difference among Opinion on App used in Student Perception on Online
Teaching (SPOT)

Table 19.3 shows perception of the student on application usage in online classes, significant of
difference among the groups in SPOT has been identified.

There is significant of difference among Opinion on App Used in Clarification and Allotment
Factor {F=4.614, P<0.000}. Thus, there is rejection of null hypothesis at 1% level of significant.
The mean and standard deviation value shows student perception on usage of application for online
classes. Student using google classroom are observe highest clarification from online class
followed by those are used Microsoft Team applications.
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There is significant of difference among Opinion on App Used in Innovation and Convenience
Factor {F=5.740, P<0.000}. Thus, there is rejection of null hypothesis at 1% level of significant.
The mean and standard deviation value shows student perception on usage of application for online
classes. Students using google classroom apps are observing highest innovation and convenience in
online classes followed by Skype app.

There is no significant of difference among Opinion on App Used in Redeemable and Issues
Factor {F=0.250, P<0.909}. Thus, there is acceptance of null hypothesis at 5% level of significant.
The mean and standard deviation value shows identical perception of student towards usage of
application for online classes.

There is significant of difference among Opinion on App Used in SPOT {F=2.730, P<0.000}. Thus,
there is rejection of null hypothesis at 5% level of significant. The mean and standard deviation value
shows student perception on usage of application for online classes. Student using google classroom
are highly satisfied with online classes followed by those using Zoom application.

FINDINGS:

This research explores Teacher’s perception of the benefits and barriers to new technique, factors
during online classes. The results of survey showed that the participants were from UG (54.6%) PG
(52%), both UG/PG (24.2%). More convenient than classroom method is foremost important
aspect in perception of student towards online teaching (Rank 1) followed by Difficult to clarify
doubts in online classes (Rank 2), Save time (Rank 3), Fun and interactive than classroom method
(Rank 4),Easily distracted and have difficulty concentrating (Rank 5), Learning and knowledge
transfer happens(Rank 6), Technical issues disrupt flow and pace (Rank 7),Lack of teacher-student
interaction (Rank 8), Feel more comfortable to participate in online class (Rank 9),Satisfied with
technology and software (Rank 10),Feel less anxious (Rank 11) and least important perception is
Less structured than classroom mode (Rank 12).

12 Student perceptions on online teaching variables have been extracted into three dominant
factors. The first dominant factor 1 consist of five items namely Difficult to clarifydoubts in online
classes, Learning and knowledge transfer happens, Feel more comfortable to participate in online
class,Feel less anxious and Fun and interactive than classroom method in the order of their relative
position it has been named as Clarification and Allotment Factor. The second dominant factor 2
which consist of five items namely satisfied with technology and software less structured than
classroom mode, more convenient than classroom method, Lack of teacher-student interaction and
easily distracted and has difficulty concentrating in the order of their relative importance it has been
termed as Innovation and Convenience Factor. The third factor consist of two items namely Save
time and technical issues disrupt flow and pace in the order of their relative position it has been
labelled as Redeemable and Issues Factor.

According to the study's findings, most students in the wake of Corona showed a favourable
attitude toward online classrooms. The flexibility and convenience that online learning offered to
students was deemed to be a benefit. To enhance the learning process, they also mentioned the
necessity of interactive sessions with tests and tasks at the end of each lesson.

The majority of students also stated that due to technological limitations, delayed feedback, and
communication tools, online programmes may be more difficult than those taken in-person.
Therefore, to make an online course more useful and beneficial for the learner, all these variables
should be taken into account. After the COVID-19 epidemic subsides, it's possible that educational
institutions will continue to use online platforms as study aids, but in a hybrid setting that combines
normal courses with them. Therefore, this study will be valuable for revamping higher education to
include elements that employ the online method.
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CONCLUSION:

In conclusion, whether offline or online modes of education are ultimately successful will depend
on the entire teaching and learning experience as well as what has been said thus far. Online classes
are more comfortable for both teachers and students.As with other teaching techniques; online
learning has its own set of advantages and disadvantages that must be understood in order for
institutions to develop ways for more effective lesson delivery that would guarantee students'
ongoing learning. To be more careful, though, there has to be a greater focus on the pupils and the
instructor. Online learning is advantageous for both the educational institutions that offer these
courses and the teachers. It has given them the option to enroll in additional courses in addition to
their studies if they feel confident or at ease. The scope of online education is expanding in the age
of digitization, which will be good for both students and institutions.
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ABSTRACT:

The E- content has become important in academics. Many new systems are being integrated. The
content providers for e- learning are Digital Library software’s. Digital Library is best suited for
E-learning and best system for e-learning for campuses.. There is much digital library software
which is available in content dissemination as well as digitally connecting the campuses. This
article gives an overview of advantages of using digital library software’s for campuses. The
method adopted is to study the digital software’s role in providing contents which are available in
various formats and for making successful digital campus. Digital Libraries are essential for
content management and many features are integrated into the campus wide network to support e —
learning. The software’s are available as open sources and many are commercials. Based on the
need of the users the content can be disseminated to the end-users in various types devices used.
The article tries to explore the uses of digital library software used as a effective content
management tool required for the campus. The digital libraries systems are value-added services
designed to store and diffuse content in the campus wide network for e-learning.

Keywords: Digital Library, E- Learning, Content, Campus E- Learning Environment.

INTRODUCTION:

Globally, there is a huge demand for the digital content, and the future of content lies in digitalization
trends. The issue that has to be answered is how much data was produced; per day approximately 2.5
quintillion bytes of data were produced.(SG Analytics 2020). Users of WhatsApp have saved
41,666,667 messages, and data stored grows 5 times faster than the global economy. (Dihuni, 2020).
On Google 3.5 billion searches were conducted. (2020 E-Learning Infographics) says Zettabytes of
data is being produced every day. Digital contents are increasing at supersonic pace.A collection of
electronically accessible digital artefacts including books, periodicals, audio and video recordings,
and other materials can be called as digital library. Growing patterns are evident in digital libraries.
Currently, digital material is being generated in many fields of knowledge from history to business. In
many facets of computing, including content storage, management, and distribution, as well as search,
content in the form of data, information, and knowledge is viewed as the foundation. The Digital
Library Manifesto names three participants in the DLS architectural space (Candela et al., 2007). The
software system that handles the data and offers the services to the users can be termed as digital
library system. The DLS act as the operating systems of the Digital Library, which focuses on the
collection, users, procedures, and services. Finally, to manage DLs, Digital Library Management
System (DLMS) is responsible for doing things such as instantiating collections and services.

Digital libraries are built for the following reasons:

e Electronic Resource Management: It can be useful for librarians, to keep track of the choice,
purchase, licensing, access, upkeep assessment, retention, and de-choice of an institution's
electronic information resources.

o RFID Implementation: A computerised system to find and retrieve or check the books quickly.
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e Cloud Computing: The use of cloud computing technologies helps libraries keep theirrecord
data, sensitive data, and private data while also demonstrating their online presence.

e Internet of Things: Libraries are now able to employ RFID because of IOT

e Big Data and Data Visualization: It has a significant impact on assisting libraries to fully
comprehend the evolving demands of their users and therefore reshape & reorganise theirservices
& operations.

o Artificial Intelligence: It is used in libraries nowadays in order to create the naturalintegration of
readers and libraries.

o Intelligent Library Search and Federated Search: At once with a single query, we cansearch
several different data sources.

The e-learning environment today, which is in much demand for the digital content, is the need of the

hour. The organisation, collection, preservation, and use of information are the main goals of digital

libraries, which are realisations of designs in a particular hardware, network, and software environment.

Purpose:

The e-content has become important in academics. Many new systems are being integrated. The
content providers for e- learning are Digital Library software’s. Digital Library is best suited for e-
learning and best system for e-learning for campuses.. There is much digital library software which
is available in content dissemination as well as digitally connecting the campuses. This article gives
an overview of advantages of using digital library software’s for campuses.

Method:

The method adopted is to study the digital software’s role in providing contents which are available
in various formats and for making successful digital campus.

LITERATURE REVIEW:

While studying the feature, the following advantages are worth mentioning as digital library features:
No Physical Limitation: It does not have to go to the library in person

Multiple Accesses: It fetches same resource at the same time

Easy to Use: Anyone can avail the digital library.

No Space Limitation: There is no physical boundary restriction

No Time Bound: It is accessible any time any where across the globe

DIGITAL LIBRARY PLATFORM:

The basic idea of identifying different library software’s, library platforms which is available in
digital library is to compare the features among different platforms based according to the
evaluation criteria. The table 20.1 also gives us how digital library software has become a tool for
digital content useful for e-learning on campus.

Criteria Needed Features
for Evaluation GSDL DSpace EPrints Fedora Commons| DigiTool
Types of The books, the essays, [The books, the essays, |Articles, book chapters, |Articles, book All kind of
Documents the journal or the journal or monographs, conference [sections, documents
Supported newspaper, the articles, [newspaper, the articles|or workshop materials, [monographs,

these types are this type are books, theses, patents, |conference or

supported. Even notes, [supported. Even notes |artefacts, works of art, |workshop

reports, dissertations,  [and reports, audio, video, datasets |materials, books,

and images. audio/video|dissertations, and and other materials. theses, patents,

with clips are supported [photos audio/video Continued...
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Criteria Needed Features
for Evaluation GSDL DSpace EPrints Fedora Commons| DigiTool
with clips are artefacts, works of
supported. art, videos, audio,
data sets, and other
materials.
Ability to specify |In Greenstone, any It is possible to The scope of the
collection scope |collection can have its |construct distinct collections can be
scope determined at the [communities and specified.
time of creation. collections.
File type is File formats are BMP, CSS, FMP3, GIF, BMP, CSS, FMP3,[Vast variety of Dublin
accepted supported includes the |GIF, PDF, AIFF, PDF, AIFF and content, including |Core, IPTC,
following: Text type, [Audio/Basic and Audio/Basic. Latex, text, audio, and Exif, NISO,
HTML file, Email, PDF jmore. Latex, MARC, [MARC, HTML type, [|video, is supported. PREMIS,
format, RTF type, Word HTML file, image/png, JPEG, PDF, JPG,
type, Image format, ZIP |image/png, JPEG MARC, Microsoft HTML,
file, LaTex, MARC and |formats, and Excel, Microsoft MARC,
MARCXML, METS, [Microsoft Word, PowerPoint, and MODS,
lastly OggVorbis, and |[Microsoft Excel, PPT, [Microsoft Visio, MPEG EAD
PPT format. Microsoft Project, file, Audio type
Microsoft Visio and  |PhotoCD, editing type
MPEG file,Audio type|like Photoshop,
PhotoCD, editing type [PostScript, Real Audio
like Photoshop, type, TeX, Tex and
PostScript, Real Audio [TIFF, QuickTime, Wav,
type, TeX, Text and (Word Perfect and XML
TIFF for programmes that
can be used.
Checking for Yes. Based on the file [No Yes, according Yes
duplicates facility {name to"Title."
Allows for URL- [Yes No, a local disc must |Yes Yes Yes
based digital be used to access the
object files.
downloads?
Import Yes. From the OAL Yes. METS can also |Yes. For import most of|Yes Yes
Metadata/Content [repository, metadata  |[be used and OAI the formats are
and content can be supported
loaded.
Assignments are [Yes. A singular object [Yes. DSpace produces [Yes. Eprints creates Yes Yes
identified identifier, or OID, is an internal ID. distinctive ID numbers.
uniquely. given by GSDL.
Moving and While shifting objects [DSpace allows for the |Eprints does not Objects can be
deleting things  |from one collection to [removal of objects and|Support object deletion, |deleted in Fedora.
another is not supported |their transfer between |but it does not support
by GSDL, it does collections. things being moved
support object deletion. from one collection to
another.
Object deletion  |No. GSDL does not Yes. Supports metadata |Yes, supports the Yes
and relocation accept submissions editing, acceptance processes of accepting
through various channels. |/rejecti on, and /rejecting submissions
submission processes. |and editing metadata
System email for [No Yes Yes Yes
notifications
Notification system|Yes Yes Yes Yes
through email
Extracting Yes No No Yes
Automatic
Metadata
Continued...
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Criteria Needed Features
for Evaluation GSDL DSpace EPrints Fedora Commons| DigiTool
Metadata Set Yes Yes Yes Yes Yes
Customization
Installation The automatic There is no current There is no current There is no current
simplicity installation script can be|programmed programmed programmed
installed. establishment script.  [establishment script establishment script
Operating systems|Windows OS and The OSX, Mac OS, Linux, Solaris, BSO, |Linux, Unix, OS |Windows,
that supports Linux, the MacOS, and [Red Hat, e Gentoo, 'Windows Linux
all POSIX-based SLES9, FreeBSO, Redhat, Sun
operating systems Debian and Ubuntu Solaris
Managing The Database Manager {The PostgreSQL Perl MySQL and the
Databases required for Gnu Posgre SQL
Web Server Internet Information Apache Tomcat and  [Apache Server is Apache Server can [Apache
required and Service Apache also Apache Server  [required be used server is
also necessary.
Support for Yes Yes Yes Yes
Multilingual
Access

Table 20.1: Digital Library Platform as Content Provider for e-Learning on Campus

DIGITAL LIBRARIES FOR E-CAMPUS:

Digital library software supports the distribution of digital content. The functions meet today's needs
for content networking applications on campus. Figure 20.1 provides an overview of the digital
library for e-learning purposes, describing various functions for the campus network for e- learning.

_— Accessibility

—
\*-.
E-notes .
L . .‘1\\‘ \
T D L Software’s
Digital N
Library \I
Content ] )

Storage

\-\ Database Library
™ —
. Metadat: Search /
™ DL s -~

Campus
mobile
- Intemetbased
devices

Wi-F

Figure 20.1: Digital Library as Content Provider for e-Learning on Campus

Nowadays, any in-house created material like video, the audio or presentations, the web-based
materials or portable digital files, or it can be images and animations which are used to support e-
learning process. Strategies and planning for advancing the pedagogical knowledge with the use of
digital technological tools have become a reality.

DIGITAL LIBRARY PLATFORM AND FEATURES:

After reviewing the digital library platforms, it's clear that the conditions for the systems of DLneed

to be fully redesigned to give better services. The following advancements are demanded:

e Have a important hunt machine which builds powerful search engine

e  Guided navigation tools which should help in assisting the users to access data

e To have a comprehensive database with author profile using database easily we can fetch author
profile

e List of indexing terms, each article should have a complete list which specifies index terms.
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e  Pages with Exportable citation which should be seen in Endnote and BibTex Reference formats

e DOIs usage with referencing and linkage via CrossRef- for easy access or to cite.

e Institutional Authentication needed such as Athens or Shibboleth where in users can access
data or to find any required resource given by their institutions that can be accessed with one
password.

o Digital Preservation Space that preserves all the long term possessed publications

FINDINGS:

Digital Libraries essential for content management and many features of software’s are integrated
into the campus wide network to support e —learning. The software’s are available as open sources
and many are commercials. Based on the need of the users the content can be disseminated to the
end-users in various types devices used. The article tries to explore the uses of digital library
software used as an effective content management tool required for the campus.

SUGGESTIONS:

As a digital library is essential for connecting campuses for e-learning it also important to
improvise in the content ,advancements in the digital library platforms and mainly giving
awareness to the users for accessing digital library and how resources can be accessed easily in the
digital library through different platforms that helps users to find resources.

CONCLUSION:

The distribution of digital content can be provided by Digital library software these features meet
today's needs for campus content connects applications. To support e-learning, today usage of video
materials, presentations, images, animations, digital files which portable are used. And planning for
advancing the pedagogical knowledge with the use of digital technological tools has become a reality.
Digital library software has become a tool for digital content useful for e- learning on campus.
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ABSTRACT:

Nowadays variations in climate are predicted in having substantial effects on agriculture and the
economic well-being of rural livelihood, especially in developing countries. These findings examine
the possible consequences of climate variations on the agriculture sector and rural life, focusing on
how these effects might differ across regions and sectors. The paper starts by surveying the present
understanding of how climate change may impact agriculture, with variations in crop yields,
availability of water, west outbreaks, and , illness. It then considers the possible consequences of
these changes for rural livelihoods, including effects on food security, and income generation with
reverse migration. This research finding also look at possible modifications that could be made to
lessen the effect of climate change on agriculture and rural life, including changes in cropping
patterns, improvements in irrigation infrastructure, and the use of climate-smart farming practices.
Furthermore, climatic changes may alter the life cycles and habitats of pathogen-carrying insects
like bites from ticks and mosquitoes, which might also result in a rise in illnesses like malaria,
dengue fever, and Lyme disease. In addition, severe weather conditions like floods and droughts
can contribute to the spread of waterborne and foodborne illnesses. The study's overall finding is
that there will be a variety of effects of climate change on agricultural and rural livelihoods and
that developing effective adaptation techniques will be essential to preserving the resilience of
rural communities in the face of shifting climatic circumstances. In order to tackle these problems
and assist the sustainable development of rural communities in the context of climate change, the
study emphasizes the need for more research and policy action.

Keywords: Agrarian, Rural Livelihoods, Global Warming, Adaptation Techniques, Environmental
Sustainability.

INTRODUCTION:

Climate disruption is a global phenomenon that has led to various environmental changes with
significant impacts on different sectors such as health, agriculture, and livelihoods. As a result of
their need for environmental assets like land, water, and climate, rural lives and agricultural
production are especially susceptible to the impacts of climate change. Also, there is a major risk to
the public's health from the increased prevalence of waterborne and foodborne disorders that have
been related to climate change. This study intends to examine how climate change affects
agricultural output and rural livelihoods, as well as how it affects the frequency of waterborne and
foodborne illnesses. The following topics will be looked at in the paper:

e How patterns associated with changing meteorological conditions affect crop productivity and food
security.

e  The effect of rising temperatures on the health and productivity of livestock.

e How changing precipitation patterns affect water resources and rural livelihoods

e Climate change's impact on the emergence and spread of water- and food-borne illnesses.
e  Environmental change's effects on vulnerable populations and possible solutions
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The study's findings will provide important light on the intricate relationships between agriculture,
health, and climate change. This study's findings can help policy and decision- making processes
that aim to lessen the negative consequences of climate change on agricultural output, rural
livelihoods, and public health.

GLOBAL SCENARIO OF CLIMATE CHANGE:

a) GHG emission pathways 2000—-2100: All AR5 scenarios
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Figure 21.1: United Nation’s Intergovernmental Climate Change Report 2014
Source: IPCC Vth Evaluation Report 2014

The fifth assessment report of the IPCC offers a thorough review of the current status of global
climate awareness (AR5). The report, which was published in 2014 by the Intergovernmental Panel
on Climate Change (IPCC), presents the most recent scientific consensus addressing the physical
science causes, consequences, adaptations, and mitigation of climate change. The study provides a
current understanding of the global climatic system and the physic-chemical causes of the global
climate crisis, such as greenhouses gases emission, which results in illness that interns from human
activity. The study's key finding is that the primary cause of the Earth's climate system warming is
human activity, notably the burning of fossil fuels. The research claims that the Earth's climate is
already changing due to rising temperatures, shifting precipitation patterns, and more frequently
occurring extreme weather events to rising temperatures, shifting precipitation patterns, and more
frequently occurring severe weather conditions, the Earth's climate is already changing. The report
also stresses how important it is to take action to lower greenhouse gas emissions and mitigate the
risks and consequences of climate change. It claims that significant reductions in greenhouse gas
emissions and the implementation of a range of mitigation techniques, including as the use of low-
carbon energy sources and better energy efficiency, are required to keep global warming to 2°C
over pre-industrial levels. A comprehensive overview of the current state of scientific knowledge
regarding climate change and its potential effects is provided in the IPCC Fifth Assessment Report.
The study can be a crucial asset for strengthening the efforts of policymakers, researchers, and the
general public to solve the issues brought on by climate change.
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The report confirms that the warming of the Earth's climate
system i¢ unequivocal and that human activities, particularly
the burning of fossil fuels, are the dominant cause of the

observed warming.
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Figure 21.2: Highlights of the IPCC Fifth Assessment Report

The IPCC Fifth Assessment Report provides a comprehensive and trustworthy assessment of the
current state of scientific knowledge regarding climate change and its potential effects. It is
discussed how urgent it is to take action to cut greenhouse gas emissions and get ready for the

repercussions of climate change.

Cumulative emissions of CO2 and future non-CO:z radiative forcing determine
the probability of limiting warming to 1.5°C

a) Observed global temperature change and modeled
responses to stylized anthropogenic emission and forcing pathways
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Figure 21.3: United Nations Intergovernmental Special Report on Global Warming of 1.5°C (2018)
Source: WMO

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114

Page 177



Page 178

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

ima )
Review of the Second Order Draft
No. of expert and 570 8000 7826
government reviewers: 2000
6000
5000 4409
Tot?l number of 25'590 D00 T 3749 3894 3035
review comments: 1000 2833 2889 .
1960
2000
No. of countries represented: 71 2000 . 2008 s
o - —
Share of review comments 1 2 3 4 5 spM WHOLE
REPORT
15%
M First Order Draft Second Order Draft
{ Chapters 3 - Impacts of 1.5C
3 1- Framing & Context 4 — Strengthening the global response
83% . 2 - Pathways compatible with 1.5C 5 — Sustainable development
. ' ; * The Summary for Policymakers (SPM) only appeared in the Second Order
m Summary for Policymakers = Chapters Draft of the Special Report on 1.5C, not the First Order Draft.

Figure 21.4: United Nations Intergovernmental Special Report on Global Warming of 1.5°C
Source: IPCC-2018

The United Nation’s Intergovernmental Panel on Climate Change (IPCC) released a report in 2018
called the special Report on Global Temperature raise of 1.5°C (SR1.5) (IPCC). The paper
provides a thorough review of the scientific and technical information related to the impacts of a
rise in the global temperature of 1.5°C above pre-industrial levels as well as the strategies for
achieving this objective. Also offers a thorough study of the hazards and difficulties related to
potential effects of 1.5°C globally warming of Land and Water bodies, and extreme weather events.
It gives a general overview of the possible adaptation alternatives and the difficulties involved with
putting them into reality, especially for ecosystems and populations that are fragile.

The United Nations Intergovernmental Panel of Climate Change Special paper on Global Warming
of 1.5°C provides an authoritative with comprehensive examination which effects of 1.5°C of
global Land and Waterbody warming as well as the methods for achieving this target.
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Figure 21.5: Highlights of IPCC Report on Global Warming of 1.5°C
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The United Nations Intergovernmental Panel of Climate Change Special paper on Global Warming
of 1.5°C offers an authoritative with thorough analysis of the impact of 1.5°C global warming as
well as the methods for achieving the goal. It provides crucial information for decision-takers,
researchers, and the Common citizens and highlights the importance of acting quickly to reduce
greenhouse gas emissions and get ready for the repercussions of climate change.

GLOBAL LAND USE IN 2015 (IPCC 2019)

Infrastructure
1%
e _____Cropland
Unused land 12%

28%

Grazing land
37%
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Figure 21.6: The United Nations Intergovernmental Panel of Climate Change Special Report on
Climate Change and Land (2019)
Source: IPCC-2019

The United Nations Intergovernmental Panel on Climate Change (IPCC) released its finding on
2019 named as Special Report on Climate Change and Land (SRCCL) (IPCC). The paper
highlights how important land is to the global climate system and how variations in land use and
management both can exacerbate and mitigate global warming. The report evaluates the possibility
for adaptation and mitigation through modifications to land use, including the reclamation of
degraded lands, adjustments to agricultural methods, and a decrease of food waste. The study
provides guidance on how to deal with the challenges of fulfilling rising food demand while
maintaining sustainable land use practises and goes into additional detail about the relationship
between climate change, land use, and food security.

Overall, The United Nations Intergovernmental Panel on Climate Change (IPCC) Special Report
on Climate Change and Land offers a thorough and reliable assessment of connections between
climate change with food needs and Land/Water bodies, as well as helpful recommendations for
policy and decision-making.
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Figure 21.7: World Wild Life Fund Report
Source: WWF.panda.org
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According to the WWF analysis, human activities have a big influence on how land is used. The
direct emissions results in livestock and soil management methods and indirect emissions results in
soil degradation and deforestation with other changes in land sustainable use, these practises are
also influenced to greenhouse gas emissions as they mentioned in the findings. The paper
emphasises the socio-economic effects of accurately changing in use of land, this also intern effects
on different ecosystems and the environment. Land use changes may result in local communities
being relocated, livelihoods being lost, and the cultural and spiritual values of the land being
degraded. The overall findings of the WWF study is that more sustainable land use techniques are
immediately required to meet the demands of communities, nature, and the environment.
= SR e e b i s v A b e b e S
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Figure 21.8: World Wild Life Fund Report on Land and Climate Change
Source: WWF.panda.org

The WWF report on climate change and land discusses the impact of climate change on land and
ecosystems, and proposes various land use mitigation techniques to address this issue. The report
highlights that the effects of climate change on land are already significant and are expected to
worsen in the future. The proposed land use measures include reducing emissions from
deforestation and forest degradation, improving carbon storage in forests and other ecosystems, and
promoting sustainable agricultural practices. The report stresses the importance of managing land
use holistically, taking into account social, economic, and environmental factors. In addition to
mitigating climate change, sustainable land use practices can also bring benefits such as improved
soil health, better water quality and availability, biodiversity conservation, and increased resilience
to the effects of climate change. Overall, the WWF study underscores the essential role of land use
in addressing climate change and urges action to reduce greenhouse gas emissions from land use
while promoting sustainable land use practices for the benefit of both people and the environment.

United Nations Intergovernmental Panel on Climate Change Special Report findings on the
Ocean and Cryosphere in a Changing Climate (2019):

In the situation of climate change, the United Nations findings on Water bodies and Cryosphere in a
global effecting Climate issue (2019) provides a complete evaluation of the condition of the seas and
cryosphere, or the fixed portions of the Earth's surface, thus glaciers and ice sheets. This report, which
represents the most recent and authoritative scientific consensus on the impacts of climate crises on
the crucial systems, was put together by a team of more than 100 top scientists and vetted by hundreds
of experts and governments. This report emphasizes the urgent need to mitigate how climate crises is
affecting ocean and cryosphere, which are essential to maintaining life on Earth and controlling the
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temperature. The paper also outlines the manner in which these effects are having an influence on
human societies, such as the increasing risk of coastal flooding and eroding, the decrease in
freshwater supply, and the effects on food availability and way of life in coastal areas. The report
emphasizes the urgent need for measures to tackle the underlying causes of climate crisis and
decrease greenhouse gas emissions, which is perhaps what matters the most. It offers a thorough list
of suggestions on steps that can be taken to lessen and prepare for the impacts of climate change on
the ocean and cryosphere for decision-makers, stakeholders, and individuals. This report, published
amid a changing environment, is a crucial work that emphasizes the immediate need for action to
address how climate change is affecting the vital ocean and cryosphere systems on our planet. It
provides a thorough scientific examination of these effects and outlines a plan of action that might
help to mitigate the worst effects of climate change and protect the planet for future generations.

Climate Change Evaluation of Future Guidance for Future Framing of

Research Policy

response changes

To provide a comprehensive
assessment of the latest scientific
knowledge on how the ocean and
cryosphere (the frozen parts of the
Earth) are changing in response to

To evaluate the potential
for future changes in the
ocean and cryosphere
and the associated risks
and opportunities for

ITo identify gaps in knowledge and data
related to the ocean and cryosphere in
a changing climate and provide
guidance for future research.

To provide policy-relevant information
for decision-makers and the public on
the urgent need for action to address
the impacts of climate change on the

climate change and the impacts of and ocean and cryosphere.
these changes on human societies,

ecosystems, and economies.

Figure 21.9: Objectives of IPCC on the Ocean and Cryosphere in a Changing Climate

A comprehensive report of United Nations IPCC evaluates the impacts of climate crises. With
respect to the report in addition to measuring the risks and opportunities brought on by these
changes, the report also identifies potential options for adaptation and mitigation. Finally, it offers
policymakers and stakeholders advice on how to make well- informed decisions and take the
necessary steps to combat climate change. The report's ultimate goal is to provide scientific
information that can inform climate change policies and initiatives and increase public
understanding of the critical roles that the ocean and cryosphere play in the Earth's climate system.
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Figure 21.10: Effect of Climate Change
Source: IPCC
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According to the report the overall goal is to increase awareness of the ocean and cryosphere's
rapidly changing condition as well as the urgent need to decrease greenhouse chemicals emissions
and get ready for the impacts of climate change.

Global Carbon Budget 2021 (2021):
Source: Stanford News

The reports tells the origin and sinks descends of CO2 in the Earth's surroundings are thoroughly
examined in the Global Carbon Budget, a yearly publication. The study was created by a group of
worldwide scientists, and it is regarded as a crucial resource forresearchers and politicians
interested in climate change. The most recent projections of worldwide CO2 emissions and the
resultant atmospheric concentrations are presented in the Global Carbon Budget 2021 report, which
was published in December 2021. The below are some of the report's main conclusions:

1. World CO, emissions are rapidly increasing again following a decline in 2020 brought on by
the COVID-19 epidemic. According to estimates, emissions in 2021 will be 4-7% more than
they were in 2019, the year before the epidemic.

2. The resurgence of economic activity in many nations and a rise in energy consumption,
particularly for fossil fuels, are the main causes of the increase in emissions.

3. According to the analysis, global CO, emissions would likely reach a new high of almost 43
billion tonnes in 2021.

4. The amount of CO, in the atmosphere is also increasing, and by the end of 2021, levels are
anticipated to surpass 415 parts per million (ppm).

5. Estimates of the contributions of several nations and industry sectors to global CO, emissions
are also included in the report. China continues to be the biggest emitter in the world, making
up over 30% of all emissions, followed by the US, India, and the EU.

6. The report underlines the critical requirement for ambitious action to reduce global CO,
emissions in order to prevent the effects of climate change, including more frequent and severe
heatwaves, droughts, and extreme weather events. The research concludes that net- zero
emissions are necessary to accomplish the Paris Agreement's target of limiting global warming
to 1.5°C by the middle of the century.

2021 Global carbon dioxide emissions
from fossil fuels and industry

China, the United States, the European Union and India were the
biggest producers of carbon dioxide emissions in 2021.

Rest of the world
4a1%

Figure 21.11: The global carbon cycle
Source: Stanford News
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The global carbon cycle is the movement of carbon between the Earth's atmosphere, oceans, land, and
living beings. The Global Carbon Budget 2021 study provides an overview of the global carbon cycle
and the numerous factors that drive variations in atmospheric carbon dioxide (CO,) concentrations.
Below is a summary of the main components of the global carbon cycle based on the report.

[ Giobal waming Achieving net-
015C 7800 ETISSIONS

Figure 21.12: Objectives

In general, the global carbon cycle is a complex and interconnected system that is influenced by
both natural and human processes.Acknowledging the numerous aspects of the carbon cycle is
essential for manner that results and adjusting to the effects of climate change.

Global CO2 Emissions
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43%
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Figure 21.13: Global CO, Emissions

CO, Contributions of Top 4 Countries:
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Figure 21.14: CO, Contributions of Top 4 Countries
Source: WMO-2022
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Global mean temperature
. Compared to 1850-1900 average

Figure 21.15: Global Mean Temperature Graph
Source: WMO-2022

The sixth assessment report, which has come for public in 2022, is anticipated to offer updated data
on the state of climate science and the impacts of climate crisis. Updated facts on the outlay with
breadth for warming, the impacts on ecosystems, and the likelihood of regional and global weather
patterns extremes will probably be included in the report. Researchers who are looking at how climate
change will affect how much food is produced, rural livelihoods, and waterborne and foodborne
diseases will find this material to be extremely important. Also, the IPCC report is likely to include
insightful information about possible adaptation tactics that might be employed to lessen the climate
change's detrimental consequences on various businesses. The utilization of this information can help
to improve policy and decision-making processes that support sustainable farming practices, improve
rural livelihoods, and reduce the risks of getting waterborne and foodborne diseases.

In general, researchers looking into how climate change is affecting food production, rural
livelihoods, and public health are expected to find great value in the IPCC 2022 report. The report
will give a thorough summary of the most recent scientific studies on climate change, which can be
used to show the route for further research, strategy changes, and decision-making procedures
targeted at resolving climate change-related issues.

The State of Climate Services 2020:

The United Nations Meteorological Organization or WMO came up with a report called “The
Status of Climate Services 2020 that evaluates how well climate services are doing right now in
different parts of the world.

Figure 21.16: The Status of Climate Services
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Official website of the United Nation’s Worlds Framework for Climate Mitigation, a framework set
up by the WMO to improve the provision of climate services to aid in making decisions across
numerous sectors, is the subject of this report, which focuses on the progress made in its
implementation.

The report acknowledges that tremendous advancements have been made in the creation and use of
climate services in numerous parts of the world, but it makes no mention of the problem of rural
unemployment. The two topics are strongly related because it is generally known that agriculture is a
key employer in rural areas. To ensure that developing countries can take advantage of climate-related
opportunities and dangers, it also emphasises the need for increased investment in climate services.

Agriculture, water resource management, health, catastrophe risk reduction, and renewable energy
are just a few of the crucial fields where climate services may significantly help, according to the
research. It underlines the necessity of partnerships and collaboration among various stakeholders
in order to create and deliver efficient climate services that satisfy the expectations of customers.

Overall, the paper emphasis’s the value of climate services in tackling climate change's difficulties
and promoting sustainable development. For climate services to effectively assist decision-making
at all levels, it urges additional investment, collaboration, and innovation.

World Metrological Organisation (Wmo) Green House Gas Bulletin 2021:

An update on greenhouse gas concentrations and their effects on the climate is given in the World
Meteorological Organization's (WMOQO) Greenhouse Gas Bulletin 2021. Although the report does
not specifically address how climate change will affect agriculture and rural employment, it does
offer insights into how it will affect these sectors more broadly.

One of the report's main conclusions is that, despite a brief drop in emissions during the COVID-19
pandemic, but the unfortunate use of greenhouse gas emissions in the environment are still
uprising, with carbon dioxide concentrations reaching a record high in 2020. It is anticipated that
this pattern will persist, which will exacerbate the impacts of climate crisis on rural communities
and agriculture. In economically developing nations where many rural households rely on
agriculture for their survival, climate crisis is proactively showing its impact on Agri-production
and food availability.

Changes in temperature, patterns of precipitation, and extreme weather events all have an effect on
crop yields, the incidence of pests and diseases, and the availability of water. As many people in
rural regions depend on agriculture for a living, these effects also have an impact on rural
employment. Climatic change can exacerbate already-existing disparities and vulnerabilities by
causing income loss, fewer employment possibilities, and increasing poverty in rural communities.

The WMO highlights the necessity of prompt and ambitious action to reduce the greenhouse
emissions and create for the impacts of climate change in order to provide solution to this problem.
This includes using climate-smart agricultural techniques, making investments in sustainable rural
lives, and helping vulnerable populations adjust to the changing environment.

Overall, the WMO Greenhouse Gas Bulletin 2021 emphasises how crucial it is to address climate
change in order to safeguard rural populations' livelihoods and maintain agriculture's long-term
viability.

Several papers offer insightful information about how climate change will affect agricultural and
rural employment. Many of the top reports are:
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IPCC REPORT -
2019(C/C & LAND)

This report provides a
comprehensive assessment of
the interactions between
climate change and land,
including the impacts on
agricultural productivity, food
security, and rural
employment. It identifies a
range of adaptation and
mitigation strategies to
address these challenges,
including changes in land use,
soil conservation, and
sustainable agricultural
practices.

Outcome: The report
highlights the urgent need for
action to address climate
change and protect land-
based ecosystems, while also
promoting sustainable
agriculture and rural
development.

FOOD &
AGRICULTURE {2020)

This report focuses on the role
of agricultural innovation in
addressing the challenges of
climate change, including the
impacts on rural employment.
It identifies a range of
innovative solutions, such as
digital technologies, precision
agriculture, and agroforestry
that can help to enhance the
resilience and productivity of
agriculture in the face of
changing climatic conditions.

Outcome: The report
underscores the importance
of investing in agricultural
innovation to promote
sustainable and inclusive rural
development, while also
addressing the urgent
challenges of climate change
and food security.

WORLD BANK
GROUNDWELL(2018)

This report examines the
impacts of climate change on
migration patterns and rural
livelihoods, with a particular
focus on Sub-Saharan Africa,
South Asia, and Latin
America. It identifies the
need for proactive policies
and investments to support
the adaptation and resilience
of rural communities,
including investments in
infrastructure, social
protection, and rural
development.

Outcome: The report
highlights the urgent need for
action to address the impacts
of climate change on rural
communities, including the
need for targeted
investments in adaptation
and resilience-building
measures.

Figure 21.17: Climate Change Reports on Agriculture and Rural Employment

Some countries around the world will face worst problem of Climate crisis. One of them is
Maldives. It is a tiny island nation. Maldives is situated in the Indian Ocean. Beautiful beaches,
crystal-clear oceans, and thriving coral reefs are some of its best qualities. The Maldives' top
industry, which contributes significantly to the economy, is tourism.
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Figure 21.18: Steps Taken By Maldives to Combat Climate Change
Source: NASA Earth Observatory
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Measuring and Tracking Climate Change:

Since monitoring a socio-economic aspects over extended periods of time is necessary to measure
and track climate crisis over a vast surroundings. The following are some of the most popular
indicators for monitoring climate change:

1.

Global Average Temperature: Although rising temperatures are a major sign of a warming
climate, this indication of climate change may be the most well-known. One significant
indicator of how quickly the globe is warming is the sea level rise.

CO, Concentrations in the Atmosphere: Monitoring CO, levels in the ecosystem offers the
crucial measure of how much greenhouse gas is gradually being added to the climate.

Uprising of Sea Levels: As a result of melting ice sheets and glaciers, as well as seawater
expanding thermally as temperatures rise.

Severe Weather Conditions: Among the extreme weather events that are becoming more
common and severe as a result of climate change are heatwaves, droughts, floods, and
hurricanes. It is feasible to see how climate change is affecting different regions of the world
by tracking these events through time.

Biodiversity Loss: While ecosystems struggle to adapt to rapidly transforming climatic
conditions, climate crisis is also influencing the effects on biodiversity.

fishing practices, and promoting sustainable tourism.

The Maldives has built an underwater restaurant,
the first of its kind in the world, to promote
marine conservation and showcase the effects of
climate change. The restaurant, called “Ithaa", is
located 16 feet below sea level and is made of
transparent acrylic, providing diners with a 180-
dearee view of the surroundina coral reef.

Renewable The Maldives is committed to becoming carbon
2 Ener neutral by 2022 and has set a target of generating 60%
gy of its electricity from renewable sources by 2020. The
country has invested heavily in solar and wind power,
with several large-scale projects underway.

The Maldives is home to some of the world's most
beautiful and diverse coral reefs, which are under
threat from rising sea temperatures and ocean
acidification. The government has implemented
several measures to protect these reefs, including

setting up marine protected areas, banning certain The Maldives has also developed a comprehensive
7 disaster management plan to deal with the effects of
Disaster climate change, including sea-level rise, flooding, and
stronger storms. The plan includes early warning
Management systems, evacuation procedures, and infrastructure
improvements to make buildings and other critical
infrastructure more resilient.

4

Figure 21.19: Solution taken by Maldives for Climate Change
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IPCC 5TH ASSESSMENT
REPORT 2014

Tuels, have caused the Earih’s chmate to
warm over the past century. It also predicis
that global temperatures could rise by 1.5

0 4.5°C by the end of the century,
depending on how much greenhouse gas

emissions are reduced.

IPCC REPORT ON OCEAN &
CRYOSPHERE 2019

Oceans and cryosphere (ice-covered
areas) in regulating the Earth’s climate and
the impacts of climate change on these
systems, such as ocean acidification, sea-
level rise, and melting glaciers.it also
emphasizes the need for urgent action to
reduce greenhouse gas emissions and

protect these systems.

The Findings from the Reports Related to Climate Change:

IPCC REPORT ON GLOBAL
WARMING 2018

This report highlights the urgent need to
limit global warming to 1.5°C above pre-
industrial levels to avoid the worst impacts
of climate change, such as exireme weather
events, sea-fevel nise, and loss of

GLOBAL CARBON BUDGET
2021

OCEANS AND LOW CARBON
CRYOSPHERE ECONOMY

update on global carbon emissions and
their sources. It shows that despite the
pandemic-induced dip in emissions in 2020,
global emissions are expected to reach
record levels in 2021. The report also
emphasizes the need for urgent and
sustained efforts fo reduce emissions and

transition fo a low-carbon economy.

WMO GREEN HOUSE GA“
BULLETIN 2021

RAISE OF CO2, Atmospheric concenfrations of
CH4, N20

'carbon dioxide (CO2), methane (CH4),
and nitrous oxide (N20) continued to
increase in 2020, despite the economic
slowdown caused by the COVID-19
pandemic. The increase in atmospheric
CO2 concentration is atfributed to human
activities such as fossil fuel combustion,

deforestafion, and land-use change.

IPCC REPORT ON CLIMATE
CHANGE & LAND 2019

role of fand in the chimate system and the
impacts of climate change on fand and ifs
ecosystems. It also provides insights on
how land-use practices can help mifigate
chimate change, such as sustainable fand

management practices & reducing food

THE STATE OF CLIMATE ‘
SERVICES 2020

=

Increasing demand for climate services
to support decision-making in sectors such
as agriculture, water management, and
disaster risk reduction., user centred
approach to climate service development
with partnerships and colaborations. The
atmosphere has reached - CO2 413.2

PPM(2020) from 410.5 PPM(2019)

Figure 21.20: Findings from the Authentic report
(Impacts of Climate crisis towards Agro-Rural livelihood)
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RESULTS OF CLIMATE CRISIS ON AGRICULTURE:

Climate change can affect on rural livelihood on various ways. Among them six factors are mentioned
here which can have an impact on agriculture. They are temperature variations, precipitation patterns,
soil degradation, pests and diseases, water availability, and extreme weather occurrences.

Climate Change can affect on
agriculture on below ways

J

-

Difference in Temperature

Changes in Precipitation
Patterns

Soil Degradation

Pests and Diseases

l

Water Awvailabilty

Extreme Weather events

l

MNo problem on Food
security

Alter plant
dewvelopment

Reduced
Srowth omn

Froblem of Food
security and
Economic crisis

Scarcity of Water

Owerilow of Wiater

causes waler borne
diseases

water Food security issues

availability

Reduces ability fo
store water S
Nutrlents

Reduced Soil Cuality

Reduce arable land

hange

in Pests and
Driseases

outbreak

Tropical countries

Reduces
irrigation water
supply

Reduced water for
livestock

Difmicult o control in ]

Flatural Disasters Hurricanes, Torrlldcls]

and Heat Wawves

Reduced agriculiural productivity, leading to food insecurity, economic losses,
and environmental degradation.

Figure 21.21: Results of Climate Crisis on Agriculture

EFFECTS OF CLIMATE CHANGE ON RURAL LIVELIHOOD:

There are five ways that climate change can impact on rural livelihood - agriculture, social
protection, natural resources, diverse rural domains of natural disasters, non-farm activities.
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Figure 21.22: Effects of Climate Change on Rural Livelihood

As we all know, for an economy to function well, all three sectors must function effectively. As an
outcome, the activities of weather and climate have a drastic effect on both Agro and Non-Agro
activities in rural households. There won't be investment if the rural economy is struggling. The
pattern of economic expansion and contraction that takes place throughout time is referred to as the
cyclic form of the economy. The four phases of this cycle are typically growth, peak, contraction,
and trough. The economy is more active during the expansion phase, and businesses grow and
make more money. In this stage, commercial activity slows down and there may be losses, which
might result in a shortage of goods and services. The contraction phase comes to a close at the
trough.and it is distinguished by an extended period of economic stability. At this stage, the
economy starts to improve and firms begin to grow once more, resuming the expansion phase. It

has been documented throughout history that the economy has a cyclical structure.
The diagrams below illustrate how the economy is cyclic.
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Figure 21.23: Cyclic Economy
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EVALUATING HOW CLIMATE CRISIS MAY AFFECT AGRO/RURAL COMMUNITIES:

Findings from a Survey:

The impact of climate crisis on afro/rural life is one of the serious issues concerns facing humanity
today. A multitude of factors, including temperature changes, precipitation and occurrences such as
droughts and floods, are affecting agriculture. Crop yields could be drastically reduced as a result
of these changes, which could also jeopardise global food security and harm rural populations'
means of subsistence.

Understanding the effects of climate crisis on agro/rural life is goal of this survey. We want to learn
more from farmers and agricultural workers and rural areas about how climate change has impacted
their capacity to farm food, rear cattle, and earn a living in rural areas. Understanding these
consequences will enable us to develop mitigation methods for climate change as well as more
resilient agricultural systems that can be adapted to shifting climatic factors.

The poll will include a variety of climate crisis and agro-related themes are as follows:

e  Temperature and precipitation patterns changing
e  Severe weather affects animal output and health, as well as crop yields and quality
e  Changes in the patterns of illness and pests
¢ Impacts on availability of water and other resources
e Climate change adaptation tactics
e  Events aimed at assisting farmers and rural communities
= ¢ e
o
= e
L e i G B Pruhatiy
Tl | Y i S R
W e el i
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Figure 21.24: Poll Representation
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KEY FACTS:
These are the key findings from the text:

1. Over half (53.85%) of respondents were aware of the effect of climate crisis on agro- sector,
only 42.31% felt they had a good understanding of it.

2. The vast majority (80.77%) believed that climate crisis will be result in a major impact on
agriculture with only a small proportion (19.23%) saying it will probably have an impact.

3. Half of the respondents (50%) noticed a significant change in the quality or availability of food
products due to climate change, while 30.77% noticed a somewhat change

4. The majority (84.62%) believed that climate crisis is the resultant of human practices.

5. Over two-thirds (69.23%) believed that climate change will significantly affect rural
employment opportunities and agricultural production.

6. A large proportion (65.38%) strongly agreed that the government should take wonderful initiative
to combat climate change and create awareness for rural employment, while 30.77% agreed.

7. Rising global temperatures were seen as the most pressing issue related to climate change by
more than half (53.85%) of respondents, followed by extreme weather events (19.23%), loss of
biodiversity and ecosystem degradation (19.23%), and melting ice caps and rising sea levels
(7.69%).

8. A majority (63.38%) strongly agreed that the government should provide more support for
farmers and create rural employment opportunities, while 26.92% agreed.

9. Just 0.85% of respondents were not at all concerned about how climate change may affect rural
jobs and agricultural production, compared to 19.23% who were only somewhat concerned.

SUMMARY:

The article covers a survey on people's awareness of climate crisis will badly affect on Agri/Rural
lives. Majority was aware and believed it will have a significant impact. They noticed changes in
food quality and believe human activity is a major cause. Respondents also believed climate change
will affect rural employment and agreed that the government should combat it and create
awareness. Rising temperatures were identified as the most pressing issue. Respondents strongly
agreed that the government should provide more support for farmers and create rural employment.
Most expressed concern about the impact on agriculture and rural employment.

CONCLUSION:

In order to address the complex and multifaceted issue of how climate change is affecting
agricultural production and rural life, policymakers, researchers, and farmers must all focus on it.
Complete detailed analyses of the various ways that climate change is affecting agricultural output
and rural livelihoods around the world were presented in the research paper. The proliferation of
pests and illnesses, changes in temperature and precipitation patterns, soil deterioration, and a lack
of water were some of these repercussions. The paper emphasised the severe implications of
climate crisis, specially on small and marginal farmers, those are more susceptible to its effects
because of their scarce resources, inability to obtain financing or insurance, and reliance on rain-fed
agriculture. The research article emphasised the importance of adaption methods, such as the
promotion of climate-resilient crops, improved water management practises, and the development
of climate-smart technologies, to decrease the consequences of climate change on agricultural
output and rural lives. The research paper's conclusion emphasises the urgency of taking
coordinated action to address how climate change is affecting agro/rural lives. So as to create and
put into action effective methods to adapt to the varying climate, secure the lives of small and
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marginal farmers, and guarantee to ensure food safety for future generations, it calls for concerted
action from governments, farmers, researchers, and other stakeholders.
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ABSTRACT:

In India, e-commerce is helping businesses grow to new heights. It can serve as a venue for online
commerce in addition to social networking. The COVID-19 epidemic is causing an increase in e-
commerce, as seen by the public. Women are starting businesses founded on e-commerce because
of the work's flexibility and the value of fiscal empowerment. This essay explains how e-commerce
allows women to achieve economic independence in light of the COVID-19 pandemic. Instead of
seeing the value of economic empowerment, they are beginning to become business entrepreneurs
because they are having money difficulties. E-commerce is emerging as a powerful tool for
women's empowerment in developing countries. For women entrepreneurs, especially those with
small e-commerce businesses, access to ICT can bring additional information resources and open
new communication channels, particularly for marginalised communities. Therefore, equitable
access to e-commerce for women entrepreneurs needs to be taken into account by support services
in areas such as training, gender analysis, planning, design, implementation, monitoring, and
assessment, with particular attention paid to the effect on women's lives and conditions. If women
are given more authority, they might be able to use it. They may benefit from being able to stand
with males in dignity. More supportive policies are required in developing countries to support
women e-commerce entrepreneurs by providing them with adequate training programmes and
information, easing the payment channel and access to finance, and echoing their voices. The
advantages of e-commerce are described in this study. The area around Bangalore provided the
study's respondents. This research identifies the factors that influence women's participation in
online shopping as well as the difficulties they face.

Keywords: E-commerce, Women, Empowerment, Economic Empowerment.

INTRODUCTION:

We may observe that COVID-19 and its economic repercussions are having a regressive impact on
gender equality as the epidemic continues to have an impact on people's lives and livelihoods
around the world. According to calculations, women's jobs are 1.8 times riskier during this crisis
than men's jobs. Women make up 39% of the workforce globally, yet they are also responsible for
54% of all job losses. Many women began their own web businesses in order to better their
families' financial situation. Reiterating this point, some women have launched enterprises to
realize their aspirations of becoming entrepreneurs and to establish their own identities.
Technology is enabling women to become more economically independent. E-commerce has
gained popularity in recent years. It stands for social networking sites with online commerce.
During this COVID-19 pandemic, e-commerce grew significantly. Upholding social distance is the
main reason for this incident. Yet technology has also made it possible for people to work from
home. People must rely on online shopping because they are unable to physically go to markets and
get the goods they need. This inspired and motivated women to engage in e-commerce and market
goods, primarily apparel, accessories, and food items. A hugely popular social networking service
is E-commerce. For this reason, a lot of women created Facebook groups and pages to market their
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goods. Facebook aided in their fame and consumer acquisition. While selling things online, women
do encounter some challenges. E-commerce is assisting women in achieving economic
independence and empowerment, but it also presents some challenges. In order to gather
information regarding women in e-commerce, this study used a survey and in-depth interviews as
its techniques.

Finally, this study attempted to analysis the engagement of women, their views on economic
empowerment, and the challenges they encounter in online commerce - The Impact of the COVID-
19 Pandemic on Women.

LITERATURE REVIEW:

According to Islam and Human (2019), women dominate the e-commerce market as consumers and
business owners. Using Facebook as a medium, ladies are becoming business visionaries with the
least amount of capital. A portion of the ladies businesspeople is selling different items, including
garments, gems, painstaking work, and instant food. Many are attempting to feature the native
culture. Somebody has started a new business with extravagant items (Fariha, 2021). These ladies
are taught. Many couldn't find a new line of work because of different issues, including family
pressure. Still uncertain about trying to do something on your own.. Subsequently, other than
dealing with the family, women's advantage in autonomous business is expanding. Consequently,
they can now improve their expectations for everyday comforts and furthermore spur different
ladies to turn out to be monetarily subordinate. Contrasted with non-undertaking ladies
(housewives), ladies in online business have more command over assets, resource possession,
social and financial portability, political support, and contribution in the family and family
wellbeing direction. This is the ideal stage for battling against the ongoing separations among
people in business (Khanum et al., 2020).

According to the WTO (2020), women are suffering more during the COVID-19 situation than the
(Ali et al., 2020a; Ali et al., 2020b; Chowdhury et al., 2020; F. Chowdhury et al., 2021; S.
Chowdhury et al., 2021; Igbal et al., 2021; Kader et al., 2019; Kader et al., 2019 Although COVID-
19 continues to have a negative financial impact, this predicament also presents an opportunity to
reinvent the wheel.

OBJECTIVES OF THE RESEARCH:

1. To understand the factors and processes influencing women's e-commerce activity during the
COVID-19 pandemic.

2. Tounderstand the e-commerce-based process of economic independence for women.

3. To evaluate the challenges that women encounter when conducting online commerce.

RESEARCH METHODOLOGY:

The writing of this work has been done using qualitative methods. Women who run their
enterprises through various online platforms make up the study's population of e-commerce
entrepreneurs. Using the non-probabilistic sampling method, a sample size of 100 users has been
established from this group in the Bangalore region. This non-probabilistic sampling technique
enables the selection of actual female e-commerce entrepreneurs rather than randomly selecting
respondents who are not the target respondents. Primary and secondary sources of data collection
exist, according to Hox and Boejje (2005). To complete this paper, both primary and secondary
data were employed. In order to get primary data from the sample population, a questionnaire is
created for the primary source of information.

Nagarjuna Degree College, School of Management — MBA E-ISBN: 9789392229145 / P-ISBN: 9789392229114



Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023
Demographic Factors:

Age
EBelow 25 [M25-35 [@35-45 O Above 45
8%

18% 26%

48%

Figure 22.1: Age of the Respondents

It is observed that numerous ladies who are into web-based business are in the age bunch between 25

and 35, i.e., housewives, and in the rundown, the second most noteworthy age bunch is under 25,
meaning that people who are doing graduation and post-graduation are more into online business.

Marital Status

E Married Osingle

32%

68%

Figure 22.2: Women Entrepreneurs Marital Status
A survey indicated that married women are more engaged in e-commerce than unmarried women.

Graduation,
22

Post-
Graduation,
12

Literate, 8

Figure 22.3: Educational Qualification of Respondents

The study discovered that more women who are into online business are undergraduates (22%) and

have graduated, a few have done their post-graduation (12%), and together they contribute 34%,
making them the least proficient ladies we can find.
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Figure 22.4: Financial Status of the Respondents

We can infer from the study's finding that women who engage in online business more often have
lower income status compared to other women on the list that, in addition to being motivated by
passion, many women engage in business to increase their financial empowerment and enhance

their standard of living.
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Figure 22.5: Reason to Start Online Business

Through the survey, it is evident that the majority of women who engage in e-commerce do so
primarily to increase their financial independence and to enjoy a high standard of living in

comparison to other reasons.
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Figure 22.6: Source of Income to Startup the Business

A greater part of the ladies have contributed their investment funds as a kind of revenue to fire up
the web-based business, and few were through credit, and exceptionally less have selected cash as

an asset to startup the business.
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Figure 22.7: E-Commerce Site Preferred for Online Business

Numerous ladies business visionaries have picked Amazon's internet business webpage to do their

business; the second most popular web-based business webpage is Flipkart, trailed by Myntra,
Meesho, YouTube and Facebook.

12%

H Food
32%
{ .‘ i Clothing

56% L1 Accessories

Figure 22.8: Product Type

According to a study, the majority of businesses are engaged in the clothing and accessory
industries, and very few are in the food sector.
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Figure 22.9: Duration

The research showed that more women are currently engaged in e-commerce than they were prior to the
epidemic. We can see that many of them have—22% of them started their businesses—because of the
pandemic since 57% of respondents said they had been operating an online company for the previous
three years. Only 21% of Americans have engaged in online commerce over the past five years.
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s G C s
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Figure 22.10: Support from Family and Society while Starting Online Business

The majority of female company owners claim that their families provide dependable support. Only
30% of themes receive very little help running their online businesses.
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Figure 22.11: Kind of Challenges Faced in Online Business

The act of conducting business online presents a difficult problem for women. Many women have
started their own businesses to get out of the financial bind that the COVID-19 pandemic left them in. In
assessing funding and developing support systems during the business-running process, many people
have encountered difficulties. In addition to this, many people encounter difficulties such as restricted
mobility, a lack of business knowledge, difficulty managing gender roles, stress, and many others.

0,
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Figure 22.12: Online Business Reducing Financial Burden

According to 78% of female business owners, operating an online firm has significantly lowered
their financial difficulties. On the other hand, 22% of respondents claimed that it didn't do so.
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Figure 22.13: Online Business has Provided You Complete Encryption

Many female company owners have complained that the protection and security they receive when
conducting online transactions is inadequate 48% of respondents indicated that they were neutral
on the subject of encryption.

60
40
20
0 L= 1 I I l l O Seriesl
Strongly Disagree Niether Agree  Strongly
Disagree agree nor agree
disagree

Figure 22.14: Ability to Generate Income to Maintain Your Economic Stability
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More than 58% of female business owners concur that doing business online has given them the
chance to make money and maintain their financial security. Only 26% of respondents said they
could not keep their economies stable through online trading.

60 52
40
5 18 18
0 4 8
0 I 1 I I | | I |
Strongly Disagree  Niether agree Agree Strongly agree
Disagree nor disagree

Figure 22.15: Women Friendly Business Platform

As per concentrate on it is viewed that as 70% of the answered have said web-based business is a
ladies accommodating business stage.

32% HYes

68% ONo

Figure22.16: Change for the Demand of the Product Post-COVID

According to the respondents' information, the majority of them have reported that their sales have
improved since the COVID.

FINDINGS:

1. Through inventive actions, women find new ways to raise their socioeconomic position. E-
commerce has unquestionably become a fantastic platform for the advancement of women in
the current world.

2. Although it faces numerous obstacles, it continues to provide new information resources and
develop communication channels for women business owners from marginalized communities.

3. Unqguestionably, the e-commerce revolution has given women a strong sense of financial
freedom and creative fulfillment.

4. They are currently actively taking part in decision-making and developing into strong leaders.

5. The financial support of women's families is no longer necessary. Due to the Corona virus
outbreak, many women lost their jobs. Instead of protesting, many turned to e-commerce to
sell products of their own or as businesses.

RECOMMENEDATION AND CONCLUSION:

With the help of e-commerce, women can start their own companies and become financially
independent while juggling their personal and professional obligations. Through income-generating
activities, they may now support their families and the national economy. But when they make an
effort to become financially secure or independent, they face numerous obstacles. To give them a
better e-commerce platform, the relevant authority should carefully manage these issues. But even
so, the number of women participating in e-commerce is steadily rising since it enables them to
work from home, combat inequality, and conquer poverty.
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The following laws are recommended to support women's efforts to become more powerful through
e-commerce and to help them develop. They need the most up-to-date internet infrastructure across
the nation, as well as knowledge of e-commerce website construction, advertising, online
transactions, flexible payment options, and other services. We need more guys who are eager to help
out with domestic duties, more men who are willing to take on leadership roles, and more companies
that are interested in providing more flexible work environments for women in online industries.
According to the research, 70% of respondents believe that web-based business is a lady-friendly
business stage. Training on personal branding via social media is necessary.
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ABSTRACT:

The market for Electric vehicle has been profoundly high in the present scenario. Major
automobile companies are eagerly shifting their production timeline to electric vehicles and new
establishments also enter into the industry. The initiative of government also boosts both consumer
as well the marketer to accept the changing automobile industry. Consumers of electric vehicle are
going for it for the purpose of environmental sustainability and eradicating cost on petrol
consumption. E vehicle are less costlier than petrol enable vehicle and high on full efficiency, a unit
charge is only comes 5 to 10 rupees which will give an mile of 40 to 50 km/unit. Consumer
preference towards purchase of electric vehicle is high due to various factors. The purpose of this
study is to quantify the electric vehicle features that affect customer perceptions behaviour towards
Electric Vehicles (EV)s. This research also gauges the attitudes and purchasing intentions of
customers towards EV. The research has used non probability sampling method for data collection
using convenient sampling method from 70 respondent using electric vehicles in Yelahanka of
Bangaluru city. The results of the study show 15 Determinants of Consumer Purchase Behaviour of
E-vehicle have been factorised into three dominant factors namely Responsibility and Variance
Factor, Infrastructure and Procurement Factor and Optimal and Amenities Factor. The results of the
multiple linear regression show gender and annual income of the E vehicle consumer significantly
determines the Determinants of Consumer Purchase Behaviour of E-vehicle. It is suggested that
marketer should also focuses on female consumers and lower income group.

Keywords: Sustainability, Efficiency, Perception, Infrastructure Procurement.

INTRODUCTION:

BEV-enabled electric vehicles are powered exclusively by electricity. The enormous batterypack that
houses the electricity needed to power the car may be charged by hooking it to the power grid.
Battery Electric Vehicles usually referred to as BEVs and more frequently as EVs, are entirely
electric cars without a gasoline engine. The nation's e-mobility industry has grown significantly
thanks in large part to India. The Indian government has offered support and encouragement to the
EV industry, which is in development. With a target of 30% e-mobility by 2030, the Indian
government has launched a number of initiatives to advance the e-mobility market in the nation.

These initiatives include the Nation E-Mobility Program, Faster Adoption and Manufacture of
Hybrid and Electric Vehicles, and the National Electric Mobility Mission Plan. Electric vehicles are
saving the climate — and our lives. The largest source of climatization in all the countries is because
of Transportation. To solve the climate crisis, we mistake the vehicles on our roads as clean as
possible. We have only a decade left to change the way we use energy to avoid the worst impacts of
climate change. Emissions from cars and trucks are not only bad for our planet; they’re bad for our
health. Air pollutants from gasoline- and diesel-powered vehicles cause asthma, bronchitis, cancer,
and premature death. The health impacts of localized air pollution last a lifetime, with the effects
borne out in asthma attacks, lung damage, and heart conditions.


https://www.eia.gov/totalenergy/data/monthly/pdf/flow/css_2019_energy.pdf
https://www.un.org/press/en/2019/ga12131.doc.htm

Page 206

Post-Pandemic Recovery in Business and Its Impact on Various Stake Holders — Strategies, Issues and Challenges
International Conference Held on 12" & 13" April, 2023

REASONS TO PRIORITIZE ELECTRIC VEHICLES AFTER COVID-19:

COVID-19 has affected almost all aspects of transportation. For the public sector, economic
shutdowns have gutted the tax revenue needed to buy and maintain government vehicle fleets.
Perhaps no municipal entity has been hit harder than public transit agencies, which have seen
ridership, plummet by up to 97%. Some transit operators are close to bankruptcy, while some bus
services may face permanent closure. For the private sector, COVID-19 has increased interest in
private vehicle use as consumers feel safer and more protected from the virus in cars than they do
on public transit. Not only are people grabbing their keys instead of transit passes, but those who
never had keys to begin with are now considering a vehicle purchase. These are troubling trends
that threaten the fundamental tenets of sustainable mobility: improved mass transit and reduced
private vehicle use. Public transportation is fundamental for creating more efficient and sustainable
cities, and cities should continue to prioritize public transit over private vehicles. However, private
vehicles are unlikely to ever disappear, and those which are purchased should be electric. Through
the right policies and investments, local governments can encourage consumers to make the right
choice while also expanding their own electric vehicle (EV) fleets and growing their economies.
Given the issues posed by COVID-19, now is the perfect time for vehicle owners and operators to
invest in EVs, especially electric buses.

The COVID-19 epidemic significantly disrupted the auto sector, which in turn influenced
consumer demand for electric automobiles, electric two-wheelers, and electric three-wheelers.
According to the Society of Electric Vehicle Manufacturers (SMEV), sales of all electric vehicle
registrations fell by 20% to 236 802 units in FY21 from 295 683 in FY20.The largest of the three,
electric two-wheelers (E2W), had a fall of 6%. 143,837 electric two-wheelers were sold at the end
of FY21, down from 152,000 in FY20. During FY21, a combined 40,836 high-speed and 103,000
low-speed E2Ws were sold. The pandemic had the greatest effect on electric three-wheelers (E3W),
just like it did on the market for three-wheelers fuelled by fossil fuels. Sales for the E3W sector
were 88,378 units, a decrease of 37.

GOVERNMENT AND E-VEHICLES:

It is illegal to drive your vehicle on public roads without it. However, if your EV is a two- wheeler
with a top speed of up to 25 km/h and a power output of up to 250 watts, you do not need a driver's
license to operate it.In a move that could affect electric vehicle (EV) adoption in Karnataka,the state
transport department is mulling ending the 100% road tax exemption given to battery-run vehicles.
If approved, EVs will be costlier in the state. Sources in the transport department said discussions
are going on to include this proposal in the upcoming budget. “By 2030, a significant number of
vehicles will be electric, especially in Bengaluru. Motor vehicle tax is one of the major revenues of
the state government and any shortfall will affect infrastructure and social welfare schemes. There will be
a separate tax slab for EVs. But talks are in early stages. The state government will haveto approve the
proposal,” the sources said. Transport commissioner SN Siddaramappa said, “EV's willhave to reach a
threshold. It’s still in the discussion stage.” Karnataka has more than two crore registered vehicles of
which EVs are only 1.5 lakh till December. Between May and December 2022, 61,598 EVs were
registered in the state.®!

The CM stated that the Karnataka Electric Bike Taxi Scheme will act as a link between everyday
commuters and public transportation by the year 2023. Also, it will help to produce autonomous
employment, maintain an eco-friendly environment, conserve fuel, strengthen public
transportation, and strengthen the basis of linked enterprises. Participation in this system will be

available to individuals, partnership firms, and businesses.”
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OBJECTIVE OF THE STUDY:

1. To examine the demographic profile of E-vehicle buyers and users.

2. To determine the dominant dimension of Determinants of Consumers of Purchase Behaviour
of E-vehicle.

3. Toassess the significant influence of demographic profile of E-vehicle buyers on Determinants
of Consumers of Purchase Behaviour of E-vehicle.

4. To suggest means in enhancing consumer satisfaction from E-vehicle usage and market for E-
vehicle.

REVIEW OF LITERATURE:

In their research on customer preference for e-vehicles, Craig Morton et al. (2016) have claim to
have noticed the consumer demand, innovative perception, the functional capabilities, as well as
influence on e-vehicles. This study offered a framework for examining how customer innovation
and attitudes affect the functional quality of electric vehicles.

Nazneen et al. (2018) aimed in their study to determine how consumers see the advantagesof EVs
in terms of the environment, automotive costs, comfort, trust, technology, infrastructure, and social
acceptability. The advantages for the environment are well known to consumers. The government
needs more facilities for infrastructure. Governments and businesses must make investments to
influence customer perceptions and provide the desired qualities. The eight potential causes of the
sluggish growth of EVs in India were listed by (Tornekar, 2020). He listed the following as
barriers to the rise of EVs in India: charging time, price of an EV, range based on battery capacity,
charging infrastructure, finite battery life, fear of new technology, government incentives, a lack of
ads, and awareness campaigns.

Huang, X. et al. (2021) have analysed how consumers' technological knowledge affects their
intention to adopt EVs consumer technological knowledge is positively and significantly
related to EVs' perceived usefulness, perceived ease of use, perceived fun to use and consumers'
intention to adopt EVs. In addition, no direct and significant relationship is found between perceived
fun to use and willingness to adopt EVs, from the technical knowledge dimension. Dash, A. (2021) has
explored and analysed the factors affecting adoption or acceptance of eco-friendly electric vehicles
in India. A statistically significant relationship between environmental concern, knowledge of EV,
subjective norm and attitude toward electric vehicle were investigated. Similarly attitude is
responsible for a significant variation in adoption decision.

Stockkamp, C et al. (2021) have investigated the role of EV in sustainable urban development. It
also applies a systematic literature review to establish a status quo of factors associated with the
adoption of EVs. The results from the systematic literature review were synthesized. The article ends
with implications for policymakers and suggests fruitful research avenues for future investigations.
Xiuhong Hea et al. (2018) proposed a personality-perception- intention framework to explore
consumers' EV adoption behavior. The research model is empirically tested with data collected from
369 participants in China. Results indicate that the EV purchase intention can be explained 57.1%
variance by consumer perception and personality. Two types of personality, such as personal
innovativeness and environmental concern, significantly affect EV purchase intention directly.

RESEARCH METHODOLOGY:

The used both primary data and secondary data for the study. Primary data were collected from the
consumers of electric vehicle in Yelahanka of Bangaluru city. The city of Bengaluru is theprominent
hub for industrial setups. It also the technological capital of India and major share of population are
well educated and earn handful of income. Bangaluru city is highly dense populatedcity and usage
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of automobile for transportation is very high, these leads to release of toxic gases and
environmental degradation. To overcome this condition people are shifting towards electric vehicle
and minimising petrol consumption. The market for electric vehicle in Bengaluru city is very high,
eminent companies are opening their retail shoppes in the city and new companies are entering into
the market. Hence, this study is aiming to examine the determinants of consumer purchase
behaviour towards electric vehicle. The researchers have used convenient sampling methodfor data
collection from the consumer of electric vehicle. Around 70 consumers were observed for the
study. The researcher used both nominal scale and 5 point likeart scale for data collection. 5 point
scale of strongly agree to strongly disagree have been used with a weightage of 5,4,3,2 and 1 has
been used in measuring Determinants of Consumer Purchase Behaviour of E-vehicle.

DATA ANALYSIS AND INTERPRETATION:

The demographic profile of the E-vehicle users shows majority of the users are male (74.3%)in the
age group of 26 to 35 years (84%). Sizable number of uses is salaried employees (80%) andearning
an annual income of Rs.5 to 10 Lakhs per annum (57.2%). Majority of the users of E- vehicle are
only one E-vehicle.

Determinants of Consumer . .
. Factor Mean Std. . Eigen | Variance
Purchase Behaviour of E- . .. Communalities . Factor Name
. Loading Value | Deviation Value | Explained
Vehicle
Socially responsible 0.779 4.500 0.668 0.637
Available variety 0.711 4.310 0.787 0.608 Responsibility
Regulations and Incentives 0.656 4370 0.714 0.564 3.309 | 22.063% |andVarianceF
Fuel price 0.589 4.420 0.721 0.485 actor(RVF)
Price of battery 0.489 4.390 0.694 0.394
Lack of infrastructure 0.788 4.170 0.769 0.641
Peer pressure to purchase 0.757 4.270 0.723 0.636 Infrastructure
Purchase Price - 0.518 4.340 0.748 0.555 2780 | 18.533% and
Service and maintenance cost 0.491 4.330 0.760 0.369 Procurement
Environmental concerned 0.483 4.410 0.744 0.465 Factor(IPF)
Market awareness 0.440 4.190 0.874 0.342
Smaller range 0.801 4.410 0.789 0.713 Optimal d
ptimal  an
Sl to refil 0.731 4.150 0.929 0.721
ower 7o rere 2.021 | 13.471% |Amenities
Recharge time 0.554 4.350 0.757 0.600
- Factor (OAF)
Costlier 0.459 4.360 0.671 0.381

KMO: 0.871, Bartlett's Test of Sphericity: 876.782, Df: 105, P value: 0.000,
Total Variance Explained: 54.068%

Table 23.1: Determinants of Consumer Purchase Behaviour of E-vehicle

Table 23.1 explicates factorisation of fifteen Determinants of Consumer Purchase Behaviour of E-
vehicle (DCPBE) variables. The Determinants of Consumer Purchase Behaviour of E-vehiclehave
been measured with fifteen variables and factorised using factor analysis. The results of the factor
analysis revealed that 15 Determinants of Consumer Purchase Behaviour of E-vehicle have been
extracted into three dominant latent factors which gather explaining 54.068% of the variance. KMO
test has been used to determine the sampling adequacy of the project taken on determining
consumer perception on E vechicle usage. The KMO value of 0.871 reveals a strong compability of
running factor analysis to 15 DCPBE variables. The Bartlett’s test of Sphercity 876.782 with Df of
105 and P value of 0.000 indicates a close association among the variables. The standard deviation
values are strong mearues of mean as standard deviation value is lowre than men values. The
communalities values are more than the thresh hold limits of 0.500. Therefore, it shows factor
anlaysis can bee applied to those 15 DCPBE variables. The three independent factors have been
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extracted and the first factor 1 consists of five variables with Eigen value of 3.309 and it explaining
22.063% of variance in DCPBE. The five variabels of Factor 1 are Socially responsible, Available
variety, Regulations and Incentives, Fuel price and Price of battery in the position of their relative
correlation among the variables and spot it has been labelled as Responsibility and Variance
Factor (RVF). The second factor 2 holds six variables with Eigen value of 2.780 and explaining
18.533% of variance in DCPBE. The six variables of Factor 2 are Lack of infrastructure, Peer
pressure to purchase, Purchase Price, Service and maintenance cost, Environmental concerned and
Market awareness in the position of their relative correlation among the variables and place it has
been named as Infrastructure and Procurement Factor (IPF). The third Factor 3 consists of four
variables with Eigen value of 2.021 and explaining 13.471% of variance in DCPBE. The four
variables of Factor 3 are Smaller range, Slower to refile, Recharge time and Costlier in the place of
their relative correlation among the variables and position it has been termed as Optimal and
Amenities Factor (OAF).

CFA OF DETERMINANTS OF CONSUMER PURCHASE BEHAVIOUR OF E-VEHICLE:

CFA confirms how well indicators represent the latent constructs. It validates the
measurement model which consist of three factors namely RVF, IPF and OAF with loadings of
fifteen items. The constructed model examine the inter relationship between exogenous variables
and endogenous variable.

2 <6 2o 52 - 3

2 2 3 2
IIPF1 ]IIPF2l[IPF3l[lPFd]IlF’FE)]IIPFGI

Figure 23.1 Determinants of Consumer Purchase Behaviour of E-vehicle CFA model

The functional value consisting of three sub dimensions viz, Responsibility and VarianceFactor
(RVF), Infrastructure and Procurement Factor (IPF) and Optimal and Amenities Factor
(OAF). Five items have been determined in RVF and six items in IPF and four items in OAF.
Observing at each of the construct’s values separately at the constructed CFA model of
Determinants of Consumer Purchase Behaviour of E-vehicle meausrement model, establish
using standarided co-efficient and Squared Multiple Correlation. RVF3 signifies an important role
(0.690) in determining responsibility and variance factor, while IPF4 indicates prominent role
(0.720) in determining Infrastructure and procurement factor and OAF 3 indicates an indispansiable
role (0.703) in determining Optimal and Amenities factor.

The constructed model shows an association which significantly explaining the fitness of the
constructed model. Indices such as CFl, RMSEA, GFI, NFI reveals goodness of the fit for the
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present constructed model with the support of CFA the present model has been well developed and
validated.

The constructed model has validated and fitted in each dimension with the support of Confirmatory
Factor Analysis indices. The value of CMIN/DF or Chi-square is 1.784 express far lower to
threshold limit of 5, simultaneously the value of CFI, AGFI and GFI is very close to 1 indicating
the model is well fitted in every dimension. Therefore, it is identified that the Determinants of
Consumer Purchase Behaviour of E-vehicle measurement model is significantly fitted. The
value of RMSEA is 0.067 shows below the thershold value of 0.080. All the above indicies are
reflects a strong reliability and validity of the sclae used in construction of the measurement model.

Unstandardized Co-efficient

Influencing Variables Standardized Co-efficient t Value P Value
B Std. Error

(Constant) 20.653 0.593 34.825 0.000**

Gender 1.062 0.446 0.378 6.384 0.008*

Annual Income 0.811 0.658 0.416 5.882 0.012*

R=0.578, R2=0.320, Adjusted R2 =0.260, F value: 15.685, P value<0.018

Table 23.2: Influence of Demographic profile E-Vehicle users on Overall Determinants of
Consumer Purchase Behaviour of E-vehicle

Table 23.2 reveals impact of demographic profile of the E-vehicle users on Determinants of
Consumer Purchase Behaviour of E-vehicle with the support of Multiple Linear Regression method.
The gender and annual income of the E vehicle users have positive and significant influence on
Determinants of Consumer Purchase Behaviour of E-vehicle. Gender shows male have higher
determination for purchasing of E-vehicle compare to female users of E-vehicle. The annual income
of E-vehicle users shows, higher the income level higher would the determination for purchase E-
vehicle. The impact of gender shows beta value of 0.378 indicating rate of usage of E-vehicle among
the gender groups and the relationship is significant at 1% level of significance. The impact of
annual income shows beta value of 0.416 indicating rate of usage of E-vehicle based on annual
income. Other personal profile and number of E-vehicle have no significant impact on Determinants
of Consumer Purchase Behaviour of E-vehicle.

RESULTS AND DISCUSSION:

The market for E-vehicle has been substantially booming over the years after government of India
initiative for environmental sustainability. The market is made free for all companies for entry and
making prominent research and development. The present study examines the determinants of
consumer behaviour towards E-vehicle usage and purchase. Sizable number of buyers is male who
shows keen interest in purchasing and using E-vehicles. The dominant age groups using and
purchasing E-vehicles are young and dynamics who have clear mind for environment protection
and environment sustainability.

The price of the E-vehicle hare high due to its production cost and distribution cost, the usersare
identified to be moderate earning groups due to their affordability to purchase it. Sizable numberof
salaried employees goes for credit purchase and instalment purchase system.

The Determinants of Consumer Purchase Behaviour of E-vehicle has been assessed using 15
statement which are measured using five point likert scale of strongly agree to strongly disagreewith
an weightage of 5,4,3,2 and 1 respectively. The fifteen statements have been factorised using factor
analysis using exploratory factor analysis and principle component analysis. The fifteen factors
have been bringing down into three dominant factors based on the rotated component varimax
method. The first factor 1 holds five variables which represents social responsibility of the e-vehicle
users, availability of vehicle, regulation and incentives from government sides, expense on charging
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price these variables are segregated based on the relative correlation among the variables and it has
been termed as Responsibility and Variance Factor.

The second factor 2 holds six variables namely lack of infrastructure for development and carrying
e-vehicle usage, Peer pressure to purchase e-vehicle, Purchase Price of the product, Service and
maintenance cost incurred in maintain e-vehicle, Environmental concerned and Market awareness
in the position of their relative correlation among the variables and place it has been named as
Infrastructure and Procurement Factor.

The third Factor 3 consist of four variables namely smaller range of e-vehicle available in the
market, Slower to refile of e-vehicle, Recharge time taking for recharging e-vehicle and Cost ofe-
vehicel in the place of their relative correlation among the variables and position it has been termed
as Optimal and Amenities Factor.

The gender and annual income of the E vehicle users have positive and significant influence on
Determinants of Consumer Purchase Behaviour of E-vehicle. Gender shows male have higher
determination for purchasing of E-vehicle compare to female users of E-vehicle. The annual income of
E-vehicle users’ shows, higher the income level higher would the determination for purchase E- vehicle.

CONCLUSION:

The market for electric vehicle has been significantly taking over the fuel vehicle due to number of
factors. Consumers’ behaviour towards fuel enable vehicle has reducing over the period of time.
The initiative of the government also pawed the way for consumer of automobile to shift towards
electric vehicle, the cost and maintaining cost of fuel enable vehicle is very high compare to
electric vehicle. Market for electric vehicle in the city of Bengaluru is dominant one, due to
availability of infrastructure and segment of consumers. Bengaluru city is highly populated and well
established city and people are well educated and high income group. People perception towards
usage of electric vehicle is very high. Hence, to examine the purchase behaviour of electric vehicle
among common masses of Bengaluru city has been observed. The study observed fifteen variables
determining the purchase behaviour of the consumers of electric vehicle. The variables have
factorised and identified the three latent dimensions namely Responsibility and Variance Factor,
Infrastructure and Procurement Factor and Optimal and Amenities Factor. The personal profile of
the consumers of electric vehicle has significant influence overall determinants of the purchase
behaviour of the consumers of electric vehicle. Gender has significant and positive influence over
purchase behaviour of the consumers of electric vehicle, male consumers are higher for electric
vehicle compare to female consumers, consumer from higher income group have significant
influence on purchase behaviour of consumers of electric vehicle. It would be suggested that
marketer should be focuses on female consumers as well as on low income group consumers in
Bengaluru city. They need to provide needful amenities to attract consumer for electric vehicle.
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ABSTRACT:

The study aims to analyze the challenges and opportunities for startups in India, with a focus on
the state of Karnataka and its capital, Bangalore. The growth of the startup ecosystem in India has
been remarkable in recent years, however, there are still several obstacles that startups face in
their journey toward success. This study will explore the key challenges faced by startups in India,
such as access to funding, lack of mentorship, and limited market access. Additionally, the study
will examine the opportunities available to startups in India, such as supportive government
policies and a large pool of talented young individuals. The study will use both primary and
secondary data sources to gather insights and provide recommendations to startups in the region.
The findings of this study are expected to provide valuable insights to entrepreneurs, investors, and
policymakers, and contribute to the development of the startup ecosystem in India.

Keywords: Start-up, Funding, Challenges.

INTRODUCTION:

Innovation is a phrase that would best describe starting something new or different from the
existing ones. Innovation can be anywhere, from trying a new dish to turning around the tableson the
corporate board, innovation is present. The innovation described in this particular paperis about
ideas that would bring some kind of monetary benefits in terms of Business.

Startups mean innovative ideas transformed into work or business, i.e., a person deciding to start a
business that is either entirely new in the market, taking an existing one and developingit through
setting standards, or investing in his ideas or starting something new through continuous research
and rework. In general, Startups mean not only starting a business that is completely different from
others but also starting an existing business on a smaller scale or sometimes even rendering
services for a limited scale of operations.

According to the Ministry of corporate affairs (MCA) the phrase ‘Startup’ can be similar to those
ventures whose name shall have the adjective Private Limited on its name and as well benotified by
the DIPP, Ministry of Commerce & Industry.

For any startup, it is important to address its key roles in and around the market for which it has to
undergo various feasibility studies, market analysis, competitor analysis, SWOT analysis, etc
which helps in ease of carrying out business ventures in a perfect competition manner.

REVIEW OF LITERATURE:

There exist similarities between Bangalore and Silicon Valley that binds the market in raisingfunds,
cultural factors, legal-political factors, and socio-economic factors and these lead to negative
business aspects for Startups in the ecosystem (Sebastien Bianchi, 2015).
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According to Sumit Mishra's article “Start-up in India: Opportunities and Challenges” this study
paper is focused on the Start-up India Campaign, which was launched on August 15, 2015. This
article's main goal is to shed some insight into the obstacles that startup entrepreneurs must
overcome and the chances that the Indian government's program presents (January 2017).

The Age of the founders, their interests, experience in the industry line, entrepreneurs’ dedication,
and efforts leading to Startups is been thoroughly examined using primary data collected from the
founders of Karnataka-based Startups by which it can be concluded that theabove factors are also
some of the reasons for the Startups in India (Dr. Rizwana M & Dr. Padmalini Singh, 2019).

According to Bala Subrahmanya M H (2020), Bangalore city constitutes more technology- related
or associated Startups of which most of which feel difficult to sustain in the heavy competition. The
challenges, processes involved, and key factors for the running of tech-based Startups are been
discussed in their study.

According to Praveen M Kulkarni and team (2021), their paper aimed in understanding the
problems related to rural areas where most Startups failed to perform well verse due to
implementation challenges, seed capital, and lastly the growth factor was major prob in rural areas
of Karnataka.

In the publication “Challenges Faced by Startup Entrepreneurs- A Review Study” by Dr. Veena.M
and Mrs. Anitha, unemployment is the country's main problem and it can only be resolved by
addressing the difficulties faced by startup entrepreneurs. The studies conducted thus far and the
efforts made to analyze the difficulties faced by startup business owners were the primary subject
matter of this paper. (April 2022)

THE OBJECTIVE OF THE RESEARCH:

e To analyze the ongoing state of the startup ecosystem in Karnataka, India, including the
challenges faced by startups and the opportunities available to them.

e To identify the key factors affecting the growth of startups in India, such as access tofunding,
regulations, and talent.

e To understand the trends and patterns in the startup landscape in India, including thesectors that
are attracting the most investment and the startups that are leading the way.

e To provide recommendations to startups, investors, and the government on how toovercome
the challenges and leverage the opportunities in the Indian startup ecosystem.

SCOPE OF THE STUDY:
e Geographical Scope: The study will focus specifically on the startup ecosystem in Karnataka, with
a special emphasis on Bangalore.

e Sectoral Scope: The study will cover startups across various sectors, including technology,
healthcare, education, fintech, and more.

e Time Frame: The study will consider the current challenges and opportunities faced bystartups in
Karnataka, with toward wards recent developments and future trends.

e Data sources: The study uses a combination of both Secondary and primary data sources,
including surveys, interviews, etc.

e Methodology: The study is of a mixed-methods approach, which includes both qualitative and
quantitative aspects to analyze the data collected.

e Challenges and Opportunities: The study will focus on the key challenges faced by startups in
Karnataka, such as access to funding, regulations, and talent, as well as the opportunities available
to them, such as government support, local ecosystems, and market demand.
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e Recommendations: The study will provide recommendations to startups, investors, and the
government on how to overcome the challenges and leverage the opportunities in the startup
ecosystem in Karnataka.

e Limitations: The study will acknowledge any limitations of the research, including thescope of the
data collected and the limitations of the methods used.

RESEARCH METHODOLOGY:

Research Design: In terms of investigation, the current learning is observational. The research
strategy for the study is a quantitative one. A descriptive study aims to extract as much information
as possible from secondary sources. It aids in determining the specified goal.

Data Collection: A combination of primary and secondary data sources will be used to collectdata
for the study. Primary data sources will include surveys and in-depth interviews with startup
founders, investors, and relevant stakeholders in the startup ecosystem in Karnataka, Bangalore.
Secondary data sources will include government reports, academic literature, and news articles.

Primary Data: It is done through personnel interviews and online forms sent to respondents
through mail or WhatsApp. The analysis is based on the ratio and percentage methods.

Sampling: A convenient sampling method will be used to select the sample of startup foundersand
investors to be interviewed. The sample size is 138 respondents spread across areas of Bangalore,
Karnataka.

Survey Design: The survey will be designed to collect data on the challenges faced by startupsin
Karnataka, their access to funding and support systems, and their future plans and prospects. The
survey will be administered online to a large number of startup founders in Karnataka.

Sample Size: The total number of respondents collected for the Survey is 138 respondents spread
across regions of Bangalore, Karnataka.

Interviews: In-depth interviews will be conducted with a select group of startup founders,
professionals, IT employees, and relevant stakeholders in the startup ecosystem in Karnataka. The
interviews will be used to gain a deeper understanding of the challenges faced by startupsand the
opportunities available to them.

Data Analysis: Both qualitative and quantitative techniques will be used to analyze the data that
has been gathered. While the quantitative information obtained from questionnaires will be
examined using descriptive statistics and percentage analysis, the qualitative data obtained through
conversations will be examined using analysis of content methods.

Population: The population of this study constitutes businessmen, IT professionals, professionals,
and also small or daily laborers.

Validity and Reliability: The use of standardised survey instruments, numerous data sources,and
frequent data quality reviews are just a few of the steps that will be taken to guarantee the validity
and reliability of the data that is gathered.

Ethical Considerations: The study will comply with ethical research standards, including
informed consent, confidentiality, and protection of participant privacy.

The research methodology will be designed to provide a comprehensive and nuanced
understanding of the challenges and opportunities faced by startups in Bangalore, and Karnataka
with a view toward providing actionable recommendations for the improvement of the startup
ecosystem.
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ANALYSIS AND DISCUSSION:
Background of Startups in India:

The startup ecosystem in India has rapidly evolved over the past few decades, with several factors
contributing to its growth. The following are some of the key milestones in the background of
startups in India:

e Economic Liberalization: India's economic liberalization in the early 1990s opened up the
country's economy to foreign investment and trade. This created a more conducive
environment for entrepreneurship and innovation.

e |IT Boom: India's IT industry saw explosive growth in the late 1990s and early 2000s, with the
rise of companies such as Infosys and Wipro. This paved the way for several startups in the
technology sector.

o Mobile Revolution: The widespread adoption of mobile phones and internet access in the late
2000s and early 2010s created new opportunities for startups in areas such as e-commerce,
fintech, and healthcare.

e Startup Initiatives: The Indian government launched several initiatives to support startups,
including the Startup India program, which aims to create a startup-friendly environment in the
country. Several state governments also launched similar initiatives to support startups.

e Venture Capital: The growth of the startup ecosystem in India has attracted significant
venture capital investment, with several domestic and international firms investing in Indian
startups.

Today, India has a thriving startup ecosystem, with several successful startups in various sectors
such as e-commerce (Flipkart, Snapdeal), fintech (Paytm, PhonePe), healthcare (Practo,Portea), and
transportation (Ola, Swiggy). The country's large and diverse population, increasing access to
technology, and supportive government policies have contributed to the growth of startups in India.

Opportunities Available to Startups in India:

India offers numerous opportunities for startups, thanks to its rapidly growing economy, large
population, and increasing access to technology. Some of the opportunities available to startups in
India include:

e Large Domestic Market: India has a large and diverse population of over 1.3 billion people,
presenting a significant domestic market for startups to tap into. This presents opportunities for
startups in areas such as e-commerce, fintech, healthcare, and education.

e Growing Middle Class: India's middle class is rapidly expanding, with more people joining
its ranks every year. This presents opportunities for startups in areas such as consumer goods,
luxury products, and services catering to the middle class.

o Digital Transformation: India is undergoing a digital transformation, with increasing internet
penetration and smartphone adoption. This presents opportunities for startups in areas such as
e-commerce, digital payments, and online education.

e Skilled Workforce: India has a large and skilled workforce, particularly in areas such as
software development, engineering, and data analytics. This presents opportunities for startups
to tap into this talent pool and build innovative solutions.

e Government Support: The Indian government has launched several initiatives to support
startups, including funding schemes, tax incentives, and incubation programs. This presents
opportunities for startups to access funding and mentorship, as well as to connect with other
startups and industry players.

e Infrastructure Development: The Indian government is making significant investments in the
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growth of its infrastructure, especially in sectors like transportation, electricity, and
communication. Startups in industries like transportation, green energy, and
telecommunications can benefit from this.

e Social Impact: India faces several social challenges, including poverty, healthcare, and
education. Startups that focus on social impact and provide innovative solutions to these
challenges have a significant opportunity to make a positive difference in the country.

India presents numerous opportunities for startups across various sectors. With the right strategy,
funding, and execution, startups can leverage these opportunities to build successful businesses and
make a significant impact in the country.

Trends Followed by Startups in India:
There are several trends that startups in India are currently following, including:

e E-commerce: E-commerce continues to be a popular trend among startups in India. With the
rise of digital technology and the increase in the number of people using the internet, e-
commerce has become a viable option for entrepreneurs in India.

o Fintech: The financial technology sector is growing rapidly in India, with many startups
offering innovative solutions in areas such as mobile payments, lending, and insurance.

e Healthtech: With India’s large population and increasing healthcare needs, health-tech startups
are emerging to provide innovative solutions to healthcare challenges.

e Edtech: Education technology startups are also on the rise in India, with companies offering
online learning solutions, test preparation services, and educational content.

e Agritech: As agriculture is a major industry in India, there is a growing trend of startups
focused on agriculture technology, offering solutions in areas such as crop monitoring,
irrigation management, and soil testing.

e Sustainability: Startups focused on sustainability and eco-friendly solutions are also gaining
traction in India, with companies offering products and services that are environmentally
friendly.

e Al and Machine Learning: Many startups in India are leveraging artificial intelligence and
machine learning to create innovative solutions in various industries such as healthcare,
finance, and e-commerce.

e On-Demand Services: Startups offering on-demand services, such as food delivery,
transportation, and house cleaning, is also growing in popularity in India.

The Indian startup ecosystem is dynamic and constantly evolving, with new trends and areas of
focus emerging regularly.

Key Challenges faced by Startups in India:

As a large and diverse country, India presents a unique set of challenges for startups. Some ofthe
key challenges faced by startups in India include:

e Funding: Access to funding is one of the major challenges for startups in India. While there
are several government initiatives and private investors, the competition is fierce, and only a
few startups manage to secure funding.

e Regulations: The regulatory environment in India can be complex and challenging for
startups, particularly in sectors such as healthcare, education, and finance. The need to
navigate multiple regulations and compliance requirements can be a significant barrier for
startups.
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Talent Acquisition: The availability of skilled talent can be a challenge for startups,
particularly in emerging areas such as artificial intelligence and blockchain. With a shortage of
skilled workers in some sectors, startups often struggle to attract and retain top talent.

Infrastructure: Infrastructure is another key challenge for startups in India. Inadequate
transportation and logistics infrastructure can result in delays and increased costs for startups,
particularly those operating in remote areas.

Market Access: India is a large and diverse market, and startups often struggle to gain access
to customers in different regions. Localizing products and services to meet the necessity of
different regions can be a time-taking and costly process.

Cultural Barriers: India is a country with diverse cultures, languages, and customs. Startups
may face challenges in navigating these differences and building relationships with customers
and partners from different backgrounds.

Competition: There are many companies competing for the same market share in India's
startup environment, which is very competitive. In such a competitive climate, startups must
stand out from the crowd and remain on top of developments. while India offers numerous
opportunities for startups, it is essential to recognize and address these challenges to succeed in
the country's dynamic business environment.

Incentives Offered to Startups in Karnataka:

Karnataka is one of the leading states in India when it comes to promoting startups and
entrepreneurship. The state government has launched several initiatives and incentive programs to
encourage the growth of startups in the state. Some of the key incentives offered to startups in
Karnataka include:

Karnataka Startup Cell: The state government has set up a dedicated startup cell to provide
guidance and support to startups. The cell provides assistance in areas such as registration,
funding, mentorship, and networking.

Seed Fund: The state government has set up a seed fund of INR 400 crore (approximately
USD 56 million) to provide early-stage funding to startups. The fund is managed by the
Karnataka Biotechnology and Information Technology Services (KBITS) and offers funding of
up to INR 50 lakhs (approximately USD 70,000) to selected startups.

Tax Incentives: Karnataka offers several tax incentives to startups, including exemption from
payment of stamp duty and registration fees for company incorporation, and reimbursement of
patent filing and trademark registration fees.

Incubation Centers: Karnataka has several incubation centers, such as the Indian Institute of
Science (11Sc) incubation center, the NSRCEL incubation center at the Indian Institute of
Management Bangalore (IIMB), and the Karnataka Innovation and Technology Society
(KITS) incubation center. These centers provide startups with access to mentorship,
networking opportunities, and funding.

Karnataka Electronic System Design and Manufacturing (ESDM) Policy: The state
government has launched an ESDM policy to promote the electronics and hardware sector.
The policy offers incentives such as reimbursement of up to 50% of the cost of land and
building for setting up ESDM units, exemption from payment of electricity duty for a period of
five years, and reimbursement of the cost of obtaining certifications.

Innovation Fund: The Karnataka government has set up an innovation fund of INR 200 crore
(approximately USD 28 million) to promote innovation and entrepreneurship in the state. The
fund provides financial assistance to startups in areas such as agriculture, healthcare, and
education.
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These are some of the key incentives offered to startups in Karnataka. The state government is

committed to promoting the startup ecosystem in the state and has launched several other initiatives
and programs to support startups

RESULT OF ANALYSIS AND INTERPRETATION:

Age Groups (in years) Respondents Percentage (in %)
18 -25 27 19
25-45 63 46
45 - 60 29 21
60 and Above 19 14
Total 138 100

Table 24.1: Frequency distribution of Age Group of Respondents

PIE CHART REPRESENTING DATA OF AGE GROUPS OF RESPONDENTS

14%

21%
26% B 1825 years
25-45 years
45-60 years

60 and above

Figure 24.1: Frequency Distribution of Age Group of Respondents

Interpretation: From the above distribution, we can say that 19% of people belonged to the 18 —
25 years agegroup, 46% belonged to the 25-45 years, 21% people belonged to the 45-60 years and
14% ofthe respondents belonged to the 60 years and above category, from this, it can be inferred

that people in the age group 25- 45 years are more encaustic in starting their own business or
working in the field of their own profession.

Respondents Occupation Respondents Percentage (in %)
Business 56 41
Profession 24 17
IT 37 27
Others 21 15
Total 138 100

Table 24.2: Frequency Distribution of Respondents’ Occupation

as

Business Profession IT Others

®m Respondents (in %)

Figure 24.2: Frequency Distribution of Respondents’ Occupation
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Interpretation: According to the aforementioned graph, the majority of respondents were from the
business profession; the next largest profession was IT; and the least was predicted in the other
categories, where most respondents either worked as day laborers or werelooking for piecework

Views Respondents Percentage (in %)
Very much useful 71 51
Useful 23 17
Cannot be determined 30 22
Not Useful 14 10
Total 138 100

Table 24.3: Frequency Distribution of Respondents’ Views on Whether Government Schemes and
Policies are Helpful in Their Occupation

60

50

a0

30

20

10

-
Very much Useful Cannot be Not Useful

Respondents (in %)

Figure 24.3: Frequency Distribution of Respondents’ Views on Whether Government Schemes and
Policies are Helpful in Their Occupation

Interpretation: From the above context it can said that nearly 51% of the respondents were satisfied
and foundthe government policies useful in their day-to-day profession whereas a minority of the
respondents felt or in the belief that the policies and Schemes which are available to them are found
not useful this may either be the wrong interpretation or lack of complete knowledge onthe schemes
provided by the government.

Amount (in lakhs rupees) Respondents Percentage (in %)
0-25 34 24
25-50 45 33
50-75 21 15
75 and Above 38 28
Total 138 100

Table 24.4: Frequency Distribution of Respondents Turnover/Yearly Sales/ Yearlylncome

75 and above

50-75

25-50

= Respondents (in %)

Figure 24.4: Frequency Distribution of Respondents Turnover/Yearly Sales/ Yearlylncome
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Interpretation: From the above chart, we can say that the yearly turnover has been majorly in the
range of 25-30 lakh rupees, which might be because of the size and nature of the business
associated with them or the position and designation of the employees associated.

Views Respondents Percentage (in %)
Seed Capital phase 29 21
Planning Phase 37 27
Organising Phase 41 30
Staffing Phase 17 12
Directing and controlling Phase 14 10
Total 138 100

Table 24.5: Frequency Distribution of Respondents’ Views on Areas of Challenges Faced by Startups

Respondents [in percentage)

B Seed Capital Phase
B Planning Phase 12

B Organising Phase
StaffingPhase

B Directingand cantralling Phase

30

Figure 24.5: Frequency Distribution of Respondents’ Views on Areas of Challenges Faced by Startups

Interpretation: From the above chart, it can be inferred that 30% or the majority of the people feel
that organizing the resources and procuring them is a difficult task and these needs to be maintained
with expert advice whereas 27% of the respondents feel that the planning stage is a challengingtask
as they may not be well equipped with the Legal formalities and procedures for registration, etc.
nevertheless one or another phase of a start-up or a business cycle is equally important and crucial
for that matter.

Views Respondents Percentage (in %)
Necessary 44 32
Maybe or may not be. 12 9
Not necessary. 82 59
Total 138 100

Table 24.6: Frequency Distribution of Respondents’ Views on Whether an Educational
Qualification is Necessary for Starting a Startup

RESPONDENTS (IN %)

Necessary, 32

Not necessary, 59

Maybe or may not be, 9

Figure 24.6: Frequency Distribution of Respondents’ Views on Whether an Educational
Qualification is Necessary for Starting a Startup
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Interpretation: From the above chart we can say that 59% of the respondents so collected feel that
educationalqualification is not at all necessary for a good startup, this may be because they feel that
the knowledge they have gained through their ancestral or family is sufficient enough for a good
start-up whereas 32% of them are in a strong opinion that educational qualification is requiredfor a
good startup this may be because for going through legal formalities and other kinds of stuff which
comes across in a business world.

Views Respondents Percentage (in %)
Very Easy Compliance 41 30
Little Time-Consuming process 49 35
Moderate Compliance 29 21
Difficult Compliance 19 14
Total 138 100

Table 24.7: Frequency Distribution of Respondent’s Views on Tax Compliance for Starting a Startup
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Process Difficult Compliance
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Figure 24.7: Frequency Distribution of Respondent’s Views on Tax Compliance for Starting a Startup

Interpretation: From the above data it can be concluded that 35% of the respondents feel Tax
compliance fora start-up is a ‘Little time-consuming process’ as they may not be completely aware
or are in the dilemma of choosing what is right and good for the business, Tax Compliance is one of
thebiggest and serious issues which every business, company or startup must adhere to as they form
the revenue for the government and also on a further date may help in stabilizing BOP ifexported
outside the nation.

FINDINGS:

Access to Funding: One of the main challenges faced by startups in Karnataka is access to
funding. The study may find that startups in Karnataka have difficulty securing seed and growth
capital, which is critical for their survival and growth.

Talent Shortage: Another challenge faced by startups in Karnataka is a shortage of skilled talent.
The study may find that startups struggle to attract and retain top talent, which can hinder their
growth and competitiveness.

Regulatory Barriers: Startups in Karnataka may also face regulatory barriers that make it difficult
to set up and operate a business. The study may find that these barriers create obstacles for startups,
reducing their ability to grow and succeed.

Support Systems: The study may also find that there are limited support systems available to
startups in Karnataka, such as incubators, accelerators, and mentorship programs. This lack of
support may impact the growth and sustainability of startups in the region.
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SUGGESTIONS:

Access to Funding: To address the issue of access to funding, the study may suggest that the
government and private sector invest in venture capital and angel investment programs to support
startups in Karnataka.

Talent Shortage: To address the talent shortage, the study may suggest that the government and
private sector investment in training and education programs to build a skilled workforce in the region.

Regulatory Barriers: To overcome the regulatory barriers, the study may suggest that the
government simplify and streamline the regulatory process for startups, making it easier for them to
set up and operate a business.

Support Systems: To address the lack of support systems, the study may suggest that the
government and private sector invest in incubators, accelerators, and mentorship programs to
provide startups with the support they need to grow and succeed.

CONCLUSION:

Many people dream of starting a business and seeing it through to a successful conclusion. They
must commit a lot of time, money, and effort when they launch a new company, or startup, in order
to make it lucrative and successful. Although start-ups face several obstacles, money, talent
management, and client awareness are the key ones. The biggest barrier to starting a business is
money, but it's also important in the early stages of a company to locate investors and persuade
them to support its expansion. Additionally, a growing tendency suggests that small investments in
start-ups in their early stages are preferable to large investments in larger start-ups.

The issue of raising capital is one side of the coin, and the other is that finding the appropriatetalent
at the right moment is essential for survival and competing in the market. The best use of resources
is essential to the success of every firm. Start-ups should thus make the most of their efforts to meet
such hurdles and advance successfully. Startups in all industries, not just technology, need to be
supported by the government if they want to succeed in the long run. The Indian government is
giving startups plenty of opportunities. India was the third-place startup development country in the
world. It would need joint efforts from the government and start-ups to address these problems
because there are more potential and challenges for start- ups in India.
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ANNEXTURE
Link to access Questionnaire- “https://forms.gle/sCe39VWvcTHXxQCMFA”
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