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i ndian sonsumers o becoming mers besith
cosmetics. The year 2016 has been a distinct advantage for this industry. lis populanity .
ncreasing year by year . .

In personal care products segments herbal touthpaste is becoming mor and 1ore comunon. = 4
Shifting the preference 1o herbal toothpaste and growth fui demand mwm‘r
m&mmwhﬂimlﬂli.ihdnpﬂtn-hnlcdl"wnm '":.d

—hindmmwcmimmm“hmﬁmmlmn compa -
0 mmwmwﬂhmhuﬂmﬂhﬂbﬂﬂmlm

The nlyective of research paper 1< to analyze and mﬂanum! the hun::l:: stratey

hon of other brands ol herbal 100th paste and CONSUMETS  FESPONSE .
Wmmw“m Mumbai city were questioned on awarencss and usage of herbal prodects,

consumption and satisfaction of using Colgate herbal tooth pastc
KEVWORDS: Personal care products, Herbal Products

INTRODUCTION
he maior  evenue and employment in the

The FMOG sector in one of the bey sectors in India generating ! _
economy. it was worth LSS $2 75 bilhon in 2017-158 and USS 31.6 billwon i 2011, It indicates the robust

growth of this sector and 1s further expected to grow at a compound Annual Growth Rate (CAGR) nl 27 86
per cent.  Personal care producis occupy almost half of FMCG sector. The sersonal-care products industry

Cr=ates. manufactures, and sel's personal-care, beauty, and hvgiene products _
There is wave chanz= i~ consumers’ preference to natural, organic and herbal products. Due 10 inclinaticn for

natural and herbal products, «ts applications 1n personal care products has cxj onentialiy increased
O Herbal products are botanical nutritional supplements denved from plant sources that are typically used in an

ellon lo mamtain of wmprove health, and may be used for other therapeutic punposes
The wave for natural and organic products has been started by spiritual leaders in India like Baba Ramdev and

Sr Sn Ravi Shanker The usc of natural products for skin care, tooth care and in food 15 rooted in Indian
cullure sincc ancient tmes. [he share of natural pe-sonal care products in overall personal products has
sncreased from 32% ‘o March 2017 10 35% in March 2019 Rural Consume~rs are equally prefernng the such
products, ir fact growth rate in rural greas s inore as compared o urban markets

of Colgate 10 heat

ORAL CARE MARKET IN INDIA :
In fast - moving consumer goods market in India, oral care occupies almost  16%
The increasing awarencss on side effects of fluoride in toothpaste had pushed companies 10 roll out herbal and
organic oral care products Herbal toothpastes use natural ingredients like mint, cloves, neem and ather herbs
helps to fight tooth and gums discases
In 2016 Dant kanti by Patangali and Dubur |.al tooth paste and powder had caj tured the market share of gian
players HUL and Colgate. Brands with an herbal offer were having the market share worth Rs 10,000 crore
$ 1.57 billion) oral-carc market in the year 2017, Ayurvedic competitors targeted second-tier cilies
ller towns and had increasing consumer base by aggressive advertising: and creating more awar
nefits. To beat its competitors in 2017, Colgate-Palmolive launched Cibaca \
L. added natural product linc 10 its existing products by buying one ¢
. dilso introduced natural produ
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s and its | ch of dillcrent vanants and demand of it

-
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" 2) To understand the usage of different herbal personal products by consumers
= 'hﬂypubhufludhymummmﬁnfwmm

4) To find out awareness and preference for Colgate tooth paste _
$) To find out knowledge of consuiners on different variants of Colgate tooth paste in oral care market

6) To find out consumurs’ preference and satisfaction on usage of Colgate Swarna herbal toothpaste

of Paper:
1) To study the increasing demand for natural and herbal products . . _
2) To understand companies’ counter sirategies by launching the herbal products in addition to existing
tline.
3} To find the preference and satisfaction of Colgate herbal tooth paste by consumers.

4) To analyze on impact of market sha ¢ of Colgate on before and after introduction of herbal tooth- pasic

in the oral care market of India

Research methodology:
This research paper is Jescriptive in natre considering the facts from articles. journals annual reports and

survey from consumcrs Therzlore, it ¢« vers both pnmary and second: ry dma

Primary data is collecied from consuners o understand preference and usage lor herbal personal care
O products, awareness of Colgate herbal tooth pasie etc Data is collected by preparing the questionnaire

covering the scope and objectives of study, Sample s'ze 1s around 100 and area covered 1s Mumbai,

Data Analysis:
Simple percentage method is applied (. analyzc the different parameter. of questionnaire. For presenting the

data pic charts are uced

Limitation of Study:
~|. The study was limited to around 100 respondents only.
The time limit is one of the main factors to conduci the study effectively
3. The respondent may not be true in filling up the questioniaire.,
4. The reliability of the data may not be dependable.
. T a of study 1s Mumbai only

. 1
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Out of the 104 respondents surveycd, 32 respondents (78 8%) feel that the usage of herbal prod lﬁ
yng. whereas, only 2 respondent (1 9% feels that usage of herbal products has not increased. Hoo o

increasing.
o must be noted that 20 respondents (19 2%) could not ceme to a conclusion _

Data Interpretation

It can be seen that the usage of herbal products amengst the Ind an population is on the rise because herbal
products offer vanous benefits 10 its users, As people are becomi ig more health conscious, they prefer using
herbal products over products which nave a certain chemical cont xnt
2 Reasons for increase in the preference of herbal products:

Following are & few rospores given by the respondents surveyed
=+ Hearbal products heve no sde effects, they are chemical-free, and all 'ngredients used are natural

extracts of the source or the source itsell, without any additives
= People are becoming very health conscivus and they prefer using herbal products due to low nsk of side

cffects
=5 People have realized that being healthy in a natural way can benefit them in the long run

~» Presence of all different plants and its derived components in the pasic which proves to have good

effects
=% Easy availzbilnty, less nish . chemical free

 Dats luterpretation:
._ ﬂhﬂ respondents clearly indicates that awareness and preference for herbal productsis based on
: of side effects of much usage of chemical and antificial products. Easily accessible of natura

products have pushed 1o more demand of herbal products




Dauts Anslvans:
Ot of the 104 respondents surveyed, 82 respondents (78 8% use herbul products, whereas, 22 respondents

(21.2%) do not use
Data Interpretation:

Herbal produces are cost =Mective and have lower nisk of side effects. Also, herbal products are eas)ly avaslable
Wﬂm natural hea mg. Hlence a greater nuinber ul_pcnrrlc are swilching o herbal pmdm.u

4 Number of people 1= :ng or might conuider using FMCG herbai products:

Ot of the 104 respondents surveved respondenta (67.3%) are using or mighi consider using herbal
toothpaste, 28 sesponden s (26 9% herbal shampoc, 60 respondents ($7.7%) herbal face wach, 42 respondents
(490 4%) herbal soap, 24 respoadents (2 o) hertal cosmetics such as herbal kajal, hair dye, lipsticks, rail
paint, e1c.. 14 respondents (13 5% ) herbal bar onl

Data Interpretation:
F rom the above analysis we can see that ingjonity are using or would hik: to use herbal toothpaste. [t indicates
consumers don 't have just awareness and knowled ¢ of herbal products but they consume these products. The

demaznd and consumpiion arc on growing siage
5. Affordability of Herbal products




using herbal products
H;'hm“nﬂhhmum.
No., 1 am not facing any problems using herbal products
No, 1 feel good after using it
No problems but still kook.ng for a better product
The tasie of berbal toothpaste 1s different as compared o other toothpastes
Shampoo herbal denved doesn't suit as it caused more hair fall growth
Toothpasie taste
Finding herbal creain most suitable for my skin
Herbal haw ol has sulved my dandrull problem

b bddiil

Data Interpretation: |
Rlajonty of respondents sharcd positive feedback on using herbal products.  Some came wih response hke

i fferent taste and hugh cost  lsut higher rumber « * respondents find herbal products giving sseful resulls

7. Awarencss of ‘Colgate™ as one ol the most far ous wothpaste brands in Inda

Data Anatyvsn: _ |
Oht of the 104 responderts surveved, all the respo dents ( 100%s) are aware of  Colgate” as me of the lamous

toothpeste brands used in India

"-) Data Interpretation:

. Palmolive (India) Limited is India’s top manufacturer of scienufically proven af @A
s widel -‘Fb,’ucmmm It is the biggest playcr of the tod asa S
~ % A -lu . "}

-




Out of the 104 respondents surveyed, 94 respondents (90.4%) are aware of the vancties that Colgaic has
launched over the past few years, whereas, only 10 rerpondents (9 6%) are unaware of the vanetics that

Colgax has launched over the past few vears

Data Interpretstion.

Colgate has come up with a lot of toothpasic vanants such as Colgate strong teeth, Colgate total, Colgate
visible white, Colgate sensitive, Colgate vedshakt, Colgate active salt, etc Colgate advernses s products
when being launched mo-tly through innovative and creative advertisements

¥ Usage of Vanenes of Colgaic loothpasic

Dats Ana vas:

14 responlents (13 5% ) use Colgate Acuive Salt tocthpaste, 30 respondents (28 8%) use Colgate Strong Tecth
toothpastc .. 4 respondents (3 %) use Colgate Total toothpaste, 24 respondents (23.1%) use Colgate Max Fresh
touthpasic, 10 respondents (9 6%) use Colgate Advanced Wlctening tovthpaste, 30 wespondents (28.8%) used
Colgate Vedshakt toothpasic 1t must be noted that there arc 14 respondents (13 $%) that do not use any of

the above Colgate variant

Dats Interprotation:
ﬂ-.‘ one of the mos: trusied brands of toothpaste n Indin, ('1-Iﬂ1m caters 10w uniguee nesis o all m=
cusiomers. The most used vanan! of Colgate is Colgate strong teeth Since the past 2 years the Indian

population has been actively using Colgaie Vedshakti. All other vanamts of Colgate are also preferred by the

Indian population ac.ording 1o their individual needs
10 Success of the strategic decision of the launch of *Colgate Vedshakti
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respondents (55 8%) agreed on successfulness of strategic decision of the launch of C : B
vhereas, 8 respondents (7 79 dudn’ ' .' ooty
I (7 7%) dwdn't However, 38 (36.5%) respondents had no - _-
'he brand Colgate has been one of the most trusted brands for decades The brand has faced burs's of
competition from time 10 time and has fought back ' :
decision to launch Vedshakt) was successful 10 face the competition giv=n be Dant karti , Dabur Lai and other
herbal tooth paste. .
11, Satisfaction with the usage of “Colgate Vedshakt’

Data Analysis ! ‘
Out of the 104 respondents surviyod, G resp wdents (67 $%) have opinion they are satisfied with '.{_ulgutt
Vedshakti’. 32 respondents (301 %) feel they were not sure asoul it wi le 6 respondents (5. 8% feel that
the they were 1ot sausficd

Data Interpretation .
Most of the people are satisficd vith Coigate Vedshakti, this can be seen from sustanability of Colgate =

market share

12 Affordability of Colgate vedshakt
Data Analysis
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Dats Anahvas: :
Dwring the survey, people wore asked of "Colgate Vedshakti' was competent enough to compete with other
herbal toothpaste brands like HUIL, Patanjali, Dabur, etc. Out of the 104 respondents surveyed, 74 respondents

(71.2%) agreed on &, B respondents (7 7%) didn't agree for it llowever, 22 respondents (21.2%) had no
Orwmon about the same

Dats Interpretation
Colgate has been in the oral heaith scctor lor decades and 1s doing really goaxd for tsell. There are many other
a competlive advantape

Sothpasic brands that have horbal vaaants, but still Colgate has done well and bas
Owver others. This « maunly bocause of the trust that people have on Colgate

O 14, Sustmnabilsty of "Colgase Vedshakt' as a variant of ‘Colgate’ toothpastc in t¢ luture

LLW S
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Colgate has been s
hmn-um.. which e pood
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leadership by introducing Vedsha' ti in the market. Brand awareness and acceptance advantage
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ABSTRACT:

The beauty industry across the globe
comprising of colour cosmetics, skincare
range, fragrances, personal care products,
hair care products, etc, has heen completely
™ by this global pandemic of COVID-

. The sales of the first quarter was quite
weak and widespread closures were
witnessed throughout the world. The
skincare and cosmetics industry has
responded in a very positive manner, with
more and more brands switching the
process of manufacturing for producing
hand sanitizers or some other cleaning
agents. The beautify sector globally
generates about $500 billion sales in a year
and it accounts for many employees. COVID-
19 has had a huge impact on the beauty

industry. It is also being expected that the
r!abal crisis is fundamentally changing the
tudustry and will continue to do so even in
future. This study is empirical in nature and
finds that there has been significant
downfall in the demand for the beauty and
cosmetic products and increase in the
demand of personal hygiene products.

KEYWORDS: beauty industry, COVID-19,
impact of COVID-19, cosmetic products,

personal hygiene products

INTRODUCTION:

The cosmetic companies globally are
acty different kind of beauty and
; m with a mix of chemicals.

d globally for improving

the odorand look of the body of these
consumers. The factors which are fuelling
growth of markets before this global pandemic
include improvement in the present lifestyle,
increasing disposable income along with a
growth in the concerns regarding the looks.
Additionally, companies are also using dilferent
platforms of social media like YouTube and
Instagram for promoting their products and
attracting more and more customers. With the
help of social media influencers and bloggers,
the beauty care companies are displaying their
products on different platforms

According to McKinsey (2020) found
that in there has been a fall of 20-30% in the
demand of cosmetic products in the world. The
pandemic has affected all the countries. The
recovery will take at least a year or more. In the
US, if there is any reoccurrence of the pandemic
situation the demand would go down to 35%.
The reports of the cosmetics industry globally
are segment based on the type of skincare
products, cosmetics, hair care, perfumes,
toiletries, oral cosmetics, etc. Almost all
segments of this industry have witnessed a
similar kind of downfall in terms of sales
during COVID-19 because of closing of the
offline stores at different locations throughout
the world.

In the Indian context it is important to
report that the Indian beauty salon industry
was estimated to be around Rs.10,000 crores. It




T ‘" e sales of eye cosmetic by 150% each
month during Feb 18™ 2020. In contrast, hair
care. bath care skin care and body care
products are enjoying the benefit from the self-
care trends. The agencies which arc tracking
consume spending have reported that the sale
of luxury soaps was up by about B00% in Mar,
2020 in France as it was moving towards
lockdown 3. The biggest lifestyle and fashion E
commerce marketplace, Zalando witnessed a
boom in self<care products category including
aromatherapy. candles, and nail. skin and hair
care products by about 300%. The results from
the E-commerce giant Amazon has been
crusistent for which the sales of makeup in
UsA are showing a slight decline as compared
to same month in the year 201%. While the sale
of nail care cosmetics, hair colour products and
body and bath care products have gone up
Another trend which is being noticed is a rise

in DIY beauty care products. A lot of salons
have shut down and even where they have not,
people are avoiding visiting them. Also, many
consumers are likely to face [financial
difficulties due to lockdown and the pandemic
| etal, 2014)

The preventive measures are becoming
ite popular as people are looking to shield

#a

elves frc - COVID-19. The health
.‘ B ..'-- ..,'a_‘ ‘_“"T. -‘
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severity of the situation and thus have
started grabbing soaps, sanitizers and other
products of hygiene and cleanliness. For
instance, protection glasses, hand sanitizers,
purifiers as well as wet wipes are being chosen
in order to follow the rules of hand hygiene and
cleanliness. As an influence, the products of
skin care like lotions and hand moisturisers are
expected to being prompted keeping the fact in
mind that who have sensitive skin might get
allergy because of frequenthand washing or
they might even suffer from skin peel due to
harmful chemicals present in these products. In
this regard the product manufacturers have an
opportunity of making custom products that
might fulfil the wishes and demands of the
distinct clients like the anti-bacterial creams,
sanitizers meant for sensitive skin, natural
ingredients and the products may be labelled
differently for kids and adults (Kristina and

Kuswahyuning, 2020).

3 =
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LITERATURE REVIEW:
With more and more economists

predicting a future recession for world
economy, the otherwise resilient cosmetic
industry wouldn’t be able to escape its impact,
While Lipstick theory is applicable here that
the consumers would splurge on costly
lipsticks instead of out of the reach luxury
items during times of recession, the economic
fallout of COVID-19 would have a ;
Impact on spending by the cd 19
lot of ml and llllﬂﬂ rodu
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rectly for the ingredients of skin
care (Hsieh, Pan, and Setiono,

of the brand with a slight dedline of about 5%
in the year 2020. During the recession of 2009,
the market also fell by about 8%

- The impact of COVID-19 in the personal
care industry would cause a reduction by the
consumers on the discretionary expenditure on
hair care products and fragrances while
spending money on the basic necessities will be
protected like hand lotions, liquid soaps, etc,

The report of cosmetic industry has
been segmented on the basis of type of
products of makeup, skincare, perfumes, etc

Almost all segments of cosmetics industry have

witnessed a similar type of fall in terms of sales

during this pandemic because of offline stores
shutting down at different  locations

throughout the globe (Ahmed, et al,, 2018)

e The effects of the pandemic on
tgmeu'rs industry may be noted everywhere.
The lockdown has been on for a very long time
according to the Government guidelines
Maximum companies have even laid off the
workforce and some have even sent their
employees on work-from-home state causing a
reduction in the overall rate of production.
Also, similar downfall in the cosmeticsindustry

has been experienced everywhere.

The key brands bring affected by this
pandemic are Chanel SA, Estee Lauder
Companies INC, Beiersdorf AG., Johnson
[ohnson, L'Oreal, etc. The cosmetics companies
like P&G are also taking the brunt. One major
- of the pandemic was seen on the supply

Il"_- m I--__I i_ ..-.:r.x-_' 3 == .

trend, the DIY nail care, skin care and DIY ha
colouring In other catepories of beauty are
attracting more and more customers. Hﬂlﬂl
has reported a rise in salc of hair dye as well as
hair clippers in April, 2020. The sale of the
Madison Reed DIY colours kits rose ten times
from middle of March to middle of April. The
online sale of luxury brands nail paints has also
witnessed double digit rate of growth every
week. The surge in the sale of DIY nail care
compels people to speculate the present crisis
of effect on sale of lipsticks which has an

additional dimension.
While the cosmetics industry could be

relatively strong as compared to other
categories of consumers, the year 2020 has
been very poor in terms of sales. However, it Is
being said that this industry would still remain
to be attractive in coming future, The pandemic
related crisis wold accentuate the trends which

shape the market like a rise in use of E-
commerce rather than touching a new ground
altogether. The consumers throughout the
world are showing through their actions that
people are still finding comfort in simple
pleasures of skin care or a swipe of their
favourite lip colour before an online meeting.

Even before COVID-19 hit the planet,
definition of “Beauty” was being globalised,
intertwined and massive with people having a
sense of self care and wellbeing. The pandemic
related crisis would change such trends and
thus there’s some hope.

In wake of the current circumstances,
humans offering the advertisers are known to
extemporise the current techniques of
promotion and help people coming across
consolation. All the shapes as well as sizes of
the private care and cosmetics suppliers are
preferring online  notifications  regardin

L]




L To explore the influence of Covid19

Pandemic on sales of Cosmetic products

2. To find the impact on sales of Personal
Hygiene products during  Covid19
Pandemic

RESEARCH METHODOLOGY:

Research design: The present study s
descriptive in nature. As a desc riptive study,
the paper finds the opinion of vendors /
retailers who sell the cosmetic and personal
hygiene products. The study investigates that

l"n difficuities the vendors faced during the
ic situation.

Sample size and Sampling method: The
sample size of the study is 180 retail vendors/
retailers who sells both types of the products -
Cosmetics and Personal hygiene. The sample of
respondents includes the store managers &
assistant managers, vendors (who sell on
online marketplaces). Data was collected
hrough a structured questionnaire. The
ampling method was convenience sampling

ical Area: The geographical area
- AIMDdl. mﬂ" i 44
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questionnaire, minor biasness from the

respondents may not be avoided.
FINDINGS AND DISCUSSIONS:
Table 1 Impact of COVID-19 on Sales of
Cosmetic Products
: Average
% age
5. No. Statements 1 .
1. | Decrease in demand for 3%
Beauty and cosmetic products
2. | Decrease in number of I7%:

customers buying beauty/
cosmetic produats

1, Decrease in Customers Total By
basket size (in monetary
terms) for beauty and
Cosmetic products

4. | Decrease in Customers' 39%
enquiring lor new cosmetic
products

5 | Decrease in profits from 2%

beauty and cosmetic segment

Table 1 shows that there has been a
decrease in the overall number of customers
buying the beauty and cosmetic products with
31%. The decrease in number of customers
were witnessed by respondents was 37%, and
decrease in customers’ total basket size (in
monetary terms) was found to be 39%. Las
the decrease in profits was observed

spondents as 32%




i

Figure 1 Impact of COVID-19 19 on Cosmetic
and Beauty Products

O Table 2 Impact of COVID-19 on Sales of
Personal Hygiene Products (Hand Sanitizers,

Hand washes etc)
T Average
5. No. Statements %age
i Increase in demand for Mersonal | A47%
hillt Product
2. Increase i number of customers | 57% |
buying Personal hwicmne
Products
3 increase In Customers Total | 52% |
basket size {Iﬁ monetary L rms )
for Personal hygiene Produdts
‘. Increase in Castomers’ enguining I 5% |
for New Personal hypens
Products |
5 Increase in profits from Por um.li 41 PL_AI
H"En!prudmmluw ;

Table 2 shows the responses for the
Impact of COVID-19 on Sales of Personal
Hygiene Products (Hand Sanitizers, Hand
washes etc). It is found from the table that in
the context of the Personal Hyglene Products
is 44% increase in demand due to the
Ind and at the same time the increase in
mber of customers is 57%. Similarly, the

| hdﬁq customers for these
| m in the monetary
: \quirie

*

Figure 2 Impact of COVID-19 on Personal
Hygiene Products
CONCLUSION:

Pandemic has changed the lifestyle of
People. This study captures the impact of
pandemic on the sales of beauty and cosmetic
products along with the personal hygiene
products. It was found from the study that
there has been remarkable decrease in the
former category and remarkable increase in
the later. This study belongs to the time frame
of around first 5 months of the lockdown hence
the primary data averages the impact of the
pandemic on the mentioned categories,
otherwise the situation in the first 2 months of
the lockdown was even more intense. The
pandemic has changed the mindset of people.
However, after the beginning of the unlock
process the situation has changed but still
people give first priority to the personal safety
and personal hygiene and later second priority
to the beauty and cosmetic products.
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Abstract:
The use of gold has been in art religion, medicine, and currency since back centunes and touches almost

every known culture This metal 1s coveted as one of the precious metals and has been very key pant of

human being’s life
india 1s the largest consumer of gold Post 1990 there has been change 1n buyers perception and preference

for jewellery. Now there are number of players in branded jewellery market

The objective of this research paper 1S to understand female buyers’ behaviour towards gold jewellery

Also, to understand the awareness and preference for branded gold jewellery in the market. This research
1 jewellery on different parameters

paper 1s trying to find out the satisfaction level on buying the branded
*  Research paper is based on pnmary and secondary data Prnimary data was collected from sample size of

eighty female respondents based on city of Mumbai. Mode of collecting data was questionnaire

Keywaords: Gold, Jewellery, Brand Branded outlets

Introduction:
Incha 1s the largest market for gold after China. Annual consumption in India is approximately 800 to 900

lonnes of gold. Indians are great accumulators of it. Indian households may have accumulated up to 25,000
tonnes of gold, thereby retaning the tag of the world's largest holders of the metal, according to the World
Gold Council (WGC) The value of this holding is roughly about 40% of India's nominal gross domestic

product (GDP) in FY 19. Kerala is the top consumer state of gold in the country.
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Jold yewellery is one of preferred jewellery among Indian women. It is also famous among farmers. Itis
most bought afler a good agricultural harvest season. Gold has been important in every stage of Indian

Gtizen’s hife — at bith. mamage, construction of home, festivals, religious ceremonies, setting of a
business. death

-7old has a significant cconomic impact in various ways. [t provides an economic activity in the economy.
Gold as a raw material is converted into different jewellery designs and coins resulting in creating business
opportunities and employment  Also, the industry value-chain has a potential capacity for refining and
muming, which can further generate jobs in the rural areas. It has substantial impact on trade balance and

current account in the Balance of Payments (BoP)

Post 1990s, Indian cconomy was witnessing the major shift with Liberalization, Privatisation and
Globalisation policy The change could be seen in the Indian jewellery market t00. There was a shift in in
consumers’ perceptions of jewellerv. Now buver was not looking buying a gold as only investment or
security option but for its aesthetic appeal The shift was seen in from content to design. Branded jewellery
was a key wave into jewellery market. Buyers now had opuions of branded outlets with traditional
. yewellers
h Branded players such as Tanishg, Kalyan Jewellers, Oyzierbay, Gil and Carbon opened outlets in vanous
parts of the country The branded outlets wooed the customers with punty guarantee, designs, light
weighted jewellery and many more. In the beginning branded outlets had a very small market share in
jewellery market The kev reason was the mind set of buyers as they treated gold jewellery as an investment
and security. Above that they had trust into local and traditional jewellers. Consequently, the branded
- jewellery players tried 10 change the mindset of the people and enticed customers with attractive designs
| ace its brand conveniently in minds of buyers as it is backed by Tata group. It go
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Scope of Study:

1) To understand gold and jewellery market in India

2) Tom-ummorhf-ﬂduhﬂpﬂmlﬂ!

3 Teo study female buvers’ behaviour on buying gold jewellery.

4) To undersiand frequency of buying, spending amount and objective of buying jewellery.

$) To find out female buyers’ awareness and preference for branded jewellery.

6) To find out and analyse the female buyers' satisfaction level on buying gold jewellery from branded
outlets

Objectives of Paper:
1) To study female buyers’ buying behaviour of gold jewellery
2) To study on the awareness and preference for branded jewellery ’
3) To understand satisfaction level on buying branded gold jewellery by female buyers.

Research methodology:

This research paper 1s descriptive in nature considening the facts from articles, journals, annual reports
and survey from buyers Hence it covers both pnmary and secondary data

Primary data is collected from female buyers. Data is collected by prepanng the questionnaire covering
the scope and objectives of study. Sample size 1s around 80 and area covered is Mumbai.

While selecting the sample of eighty respondents, stratified sampling method was selected based on the
age of female buyers. Within each stratified sample, random sampling was undertaken.

: | .
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e method is applied 1o analyse the different parameters ¢
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No.
e Respondents Percentage
Below 25 vears 20 25 00%
« | Z3Syes 20 25 00%
F IS5y 8 22 50%
Above 45 vears 22 27 50%

The number of respondents in all age group are almost the same. As mentioned in sample design, stratified
sampling method based on age has been selected. Within each age group of age random respondents has

been sclecied
Education of respondents: .
Frequency table

| | No. of

Education f

= Respondents Percentage
 [Up 10 Higher Secondary 20 25.00%

Graduaton [ 21 26.25%

Post-

Graduation/Professional 39 48.75%

indicates 75% of total respondents are graduate and above

-
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‘ 0,000 - Rs. 2,00,600
| Above Rs2,00.000

Above table indicates percentage in interval of Rs. 20,000 — 50,000 and Rs. 1,
same and higher than two other intervals of incomes.

-
Occupation:
Frequency table
N of
Occupation v
Respondents Percentage |
Housewife 25 31.25% |
Self - employed 16 20.00%
Working in private sector 18 22.50%
Working n government
[ sector I 21 26.25% ]

%

Above frequency table indicates higher number of respondents are house wives with percentage of 31.25%
of total number of respondents. Then next higher number of females are working in government sector

with percentage of 26 25%
Marital status:

Frequency table:
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"wm Special occasions and not on time based The percentage of females buying on
occasions is 72 5% whilc 25 % i ¢ . 20 had replied they buy jewellery once in year.

This indicates as gold 1S expensive, consumers are preferring to buy on special occasions when need anscs.
Also, people are becoming aware of other investment options

Awareness of branded jewellery outlets:

Frequency table:
Awareness of Branded | No. of
Jewellery outlets Respondents Percentage
Yes 68 85.00%
- ; A —— il e
No | 12 15.00% ,
J

Out of 80 respondents 68 i e , 85% have awareness on branded jewellery outlets while remaining 15% have
no knowledge on it The marketing strategies by branded outlets and majonty of respondents being

minimum graduate can be the good reasons for having awareness about the branded outlets by majority of
respondents.

Preference to buy type of jewellery:
 Frequency table
ence to buy type of | No. of d
E7Ug R U e
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Yes 5
K 23

r
(ut of total respondents, 71 25% have actually experienced the buying of jewellery from branded outlets

while around 28 75% haven't
The higher percentage can be well connected with awareness and preference to buy the branded jewellery.

Awareness on the of branded jewellery outlets:

Frequency table
|' [No. of
| Awareness on the brands Respondents Percentage
Tamishg 69 86.25%
Kalvan Jewellers 56 70 .00
| Orra Jewellers 40 50 00%
¥ 1 |
PC Jewellers 43 53.75%
!
| Malabar Gold &
[hamonds 42 52.50%
L |

From the above we can see around 69 respondents out of 80 1 ¢ 86 25% are aware about Tanishq brand.
70% of respondents know about Kalyan jewellers, For other brands too more than 50% of respondents |

have awareness on it
It shows that since Tanishq is promoted by Tata group of companies, it is well placed in minds of buyers.
Marketing strategics by Kalyan jewellers like earlier Mr. Amitabh Bachchan and now actress Sonam
Kapoor the brand ambassador of Kalyan Jewellers have contributed in creating awareness and preference

 for branded jewcllery in the market

ationa ‘of Creative R ch Tho (UCRT) W iicri. :
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I the above the respondents coukdtick more than one option. The table clearly indicates major sumber of
m”mtmﬂmwmmmumummm‘
buying as investments in the form of paper gold follows Around 17 respondents (46.25%) buy it from
Avestment point of view too

As we saw mn frequency nfbuyinlthejewuiu)-.mmmyﬂremhmmnhuﬁﬂlﬂ#
OGccasions. In the above frequency table, we can analyse majority number with 65% prefer to buy on
occasions of weddings "birthdays

As in this pnimany data, almost 75% of female respondents are graduate and post graduate/ professional
We can find here educated women are better aware about of gold investment in paper form and they prefer

1o invest in it

Average vearly amount spent on buving the jewellery:

Frequency Tabie
Average vearly amount  No, ol N s

- Percentage
spent Respondents
Below Rs. 50000 |45 $6.25% =l
Rs 50,000 - Rs 200,000 |30 37.50% r
Rs. 2,00,000 - Rs 3,00,000 |5 6.25% o
Above Rs. 3,00,000 0 0.00%

Table indicates around 56% of respondents are spending less than Rs. 50,000 yearly. 37.5% spend between
range of Rs. 50,000 to Rs. 2,00,000. Only 6.25% of sample size of 80 are buying jewellery between Rs.

2,00,000 to Rs. 3,00,000 and nil for above Rs. 3,00,000
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23 28 75% Yy
- e 23 28.75% = H
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5 Above table indicates around 60% of the respondents prefer to buy ear rings 42 50% and 41.25% prefer |
' to buy chan and rings respectively. This shows as majonity of respondents spends less than Rs. 50,000
mostly they prefer to buy light weighted jewellery like ear nings, rings and chain.

The above analysis indicates the behaviour of female consumers. We can analyse the major findings like:

I There 1s awareness on branded gold jewellery stores among female buyers.

[

£ L

Most of female buyers prefers to spend on light weighted jewellery
Spending percentage on jewellery is low and is on special occasions like weddings/birthdays.
Spending objectives 1s extended to investment too  There 1s awareness on including paper gold in

basket of portfolio by female buyers
S Brands like Tanishq and Kalyan jewellers are most known brands in the market.
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Satisfleg o -
No. [% No,
o L8 "R P |
services at %
outlets 10 | 12509 | 46 s
Vaneties of jeweller, S0% 17 1875% |16 |2000%
2 13.75% | 44 ;
Quality of jewellery 5500% |5 f62s |19 [237sm|y |25
-
at branded outlers 20
25.000% | 35 4 1.25%
Discounts provided 375% (6 | 750% |18 |22.50%
at branded outlers 4
S e 500% 129  [3625% |25 [312% |18 |2250% o
hopping as | :
pleasurable and .' : 125%
pleasant experience |17 [2125% |37  |4625% |19 [2375% |6 | 7.50% |1
Visit to  branded 1
outlets only 11 13.75% | 41 $1.25% (23 |2B75% |5 6.25% |0 .
Purity of gold at| | b —
1.25%
branded outlets 26 | 32.50% | 30 37.50% | 3 1i7T% | X 2500% | 1
Attracive gifts and | T .
. | 6.25%
Imuchm 6 |7.50% |21 l:u:iu 23 [2875% |25 |3125%|S -

From the above we can analyse the following

1 Between 68% to 70% of the respondents are satisfied with quahty of services and quality of
jewellery at branded outlets. Between 21% to 24% are dissatisfaction on it. Balance have neutral

view on it

68.75% of respondents are satisfied with varieties of jewellery which branded stores keep while

25% are dissatisfied on it. Balance percentage of respondents have no view on it

3 4125% of respondents are satisfied on discounts offers given by outlets while 27.5% are
dissatisfied on it Here we can see lower number of respondents who are happy on discounts
provided by them.

4 Around 68% find shopping experience at branded outlets as pleasurable and pleasant expenence,

while 8.75% are dis satisfied on it Balance percentage of respondents are not sure about it

70% of respondents have confidence on punity of gold at branded outlets while 26.25% don't have.

-
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insurance and education. It is growing at an
incredible speed India’s healthcare sector valued over 140 billion U.S. dollars
in 2016 is projected to reach up to 372 billion doliars by 2022. Like every
pandemic COVID-19 has affected severely all sectors globally. He_n’rh care
sector is not exception o it. The pandemic has brought forward health nsyrcce
in fromt seat, Pandemic period has made peopie to realize the significance of
tmmunity and investment on health and life. People have understood
significance of ac cessibility of :,u-;-l-"l'.'_‘r health care facilines and avadability of
sufficient finances. This has turned into increasing demand for health insurance.
l'l'l f;ﬂj‘; a'?t‘n.‘h’l‘r‘l‘ s wroance l"u'mg aone of kev segmiens of health care sector s
growing secior. Role of private. public and government is making health
insurance indusiry as one of shinning sector in India. The objective of research
paper is to undersiand the growth of health insurance industry in Industy,
COVID-19 impact on it, Indian government role in preshing this sector and its
Juture prospects.
Keywords- COVID-19, Health insurance

Introduction- Health Care sector is one of largest and booming
sector in India in terms of revenue and employment. It is a diversified sector
compromising of various sub sectors like hospitals, medical instruments and
machines, clinical trials. pharmaceutical, medical tourism and diagnostic
svstems. Each segment is with full of opportunities and bright prospects.

India being the second populated country is expecting to add more
millions of houschold people into middle class group thereby increasing
demand for more health care facilities Increasing awareness on health care.
Indian government spending on it, technological developments,
participation of private players and many more factors are contributing to
exponential growth of health care sector of India.

In 2016 India's healthcare sector was valued at 140 billion U.S.
dollars, with projections to reach upto 372 billion dollars by 2022.

Health insurance is one of core segment of health care sector in

India. In 2018 it was valued at about 370 billion Indian rupees with future
~ projection of to cross over two trillion rupees by financial year 2030
Increasing income and awareness on health are contributory factors in its
rowth story. Government Is coming up with lifferent various
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research papers. This paper is based on mouﬁm[d:u- e, health care

Evolution of Health insurance in India- After in cpendcll W be pech from

sector had a considerable improvement Its history in India a o

Indian govemment initiative of launching of an Employee's stafe Insiity

scheme (ESIS) in 1948, 1t provides health ﬂa_rchm::cs through a

of dispensaries and hospitals that impaneled with ESIS. _.

In 1986, Geh;‘npl Insurance E':rporatinn (GIC) launched India’s first
Mediclaim policy. However, in 1991, a milestone was set in hca!th Insurance
sector with introduction of the new economic p:‘.blic}- and liberalization
process and privatization. Passing of bill, “The Insurance Regulatory and
Development Authority (IRDA)"in the Indian parliament was another
milestone inhealth sector which boosted the confidence for health insurance
in the minds of Indian investors,

Health Insurance growth story in India- Today the health insurance sector
s gaining acceptance and becoming as a one of the emerging and fastest
sectors m non-life insurance segment in India.ln FY 17 health insurance
seclor had a market share of 24 % in the Indian non-life insurance sector
Growth was observed with a strong ( wble-digit growth of 24%.As per the
published records of the financial year 2018-19, general and health
5 insurance companies collected [ 44,873 crore as health insurance premium
which is 21.2% above the premium collected on this head during the
financial year 2017-18. During the years 2014-1510 2018- 19, the growth of
health insurance premium is over 20% in each year. As per TECHSCI
Research India health insurance market is projected to register a CAGR of
29% during 2021 — 2025.At present picture 52 insurance companies are
operating out of which 24 in Life and 28 companies in non-life insurance
segment. Non-life insurance sector in India are dominated by motor
insurance with market share 43%, followed by health insurance (25%). The
strong drivers for robust growth of health insurance are:
. lncrcaiingnwmncssnfhcallhdutlﬂdﬁgmwmghc_llthcuuem;u
o Increasing income level and standard of living of Indlmpo_pulnht:n
e Availability of schemes for senior citizens and ‘childl‘n[l is making
health insurance sector more popularized as it is catering to very
segment of population. - —_-T
Wide range of products providing varied kind of heal
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P8 1E. Strong marketing practices of private players, claim settleme:
ratio. attractive schemes offered by them and increasing public confidence
Mo private companies have contributed to growing market share of private

playvers in health insurance sector of India. 2
Health Insurance during Pandemic COVID-19- Like every pandemic

COVID-19 has affected severely all sectors globally. Health care sector is
not exception to it.Despite India is facing various challenges. there are

prospects and opportunities to be exploited. and the sector has come into
limelight from policymakers. "Healthy India' is one of the key policiesunder
India’s Vision 2030 as the government attempts to cater healthcare needs of
the general public and also make ita driver of economic growth.

COVID-19pandemic has made people to realize the significance of
health and investment on it, showing change in mind set of people. During
this period. we can see people investing money and time on exercises,
meditation, healthy diet, investment planning on life and health insurance
policies. With realization of current challenges in health care sector in India.
people now have importance for good infrastructure in terms of
hosprtalization. clinics, well equipped and advanced diagnostic systems and
guality health care services. They have begun to invest in individual life and
health insurance than depending upon their employers.

I'he Health insurance industry has seen positive Change over the last
tew months. Firstly, almost 30-40% growth was found in the aceeplance in
health insurance adoption across industry players. There has been major
shift towards dignalisation. During the pandemic period from April 1o
September 2020 large amount of premiums was collected making health
insurance a key and valuable segment in non-life insurance sector.
According to the General Industry Council. an industry body, in the total
premiums collected by non-life insurance in first six months of financial
2020-21, the health insurance sector's share was almost 29.7% and motor
insurance came in a close second, with 29% of premiums. In 201415, the
share of premium collections of health insurance was 23.4% and moic
44.4%. It shows the strong demand and growth of health insurance over the
ime ng il the secondshighest growth amang
sectorotind@.
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: . b Y asignil it step 1or
we sector. The object is 10 provide coverage of up
10 INR $00.000 (USD 7.723) to more than 100 million vulnerable families.
his has resulted in netration of health insurance in India, from
 nearly 34%10 50%. 1n 201718 about 47.9 million farmers benefitted under
Mantri FasalBima Yojana (PMFBY). Till now almost sixteen
schemes has been infused in economy. :
Road Ahead- In the financial year 2019 almost 472 million people were
protected under health insurance schemes comprising the highest number of
people covered under government sponsored schemes and low number of
people were of individual policies. Urban and rural health insurance
Coverage stood as 18 per cent and 14.1 per cent of respective population.
Overall, the demand of health insurance in India was at just round 35
percent in financial vear 2018. This indicates untapping of market and true
protentional of growth of this sector in India. This pandemic has kept it on
front sear and one of key economic driver but with some challenges.
Digitalisation of whole process is one them. Introducing more varied and
innovatively designed products in market 1o cater to every segment and type
of customers is the task for private and public players in this sector.
Simplification of procedure and terminologies is need of hour to access the
health insurance products in far remote and rural areas of India. Insurance
companies have challenge of capitalising this pandemic opportunity over
the long run of time.

Reference-

-

. I i L il | | LS AR MR = S T = TR K LS B

®  hitps /fechsciblog com/ndsa-health- insurance-markel-to- skyrocket-at-29-cagr-through- 2025/

@ DERs s merdorniglligernee com/andistn -reporty ind ia-bealth-and -med vl nsrany e -markel.

® Bups s bel e dov nload inurange -2 % ]| IEY
*  hnps //health economictimes indiatimes com/news/insurance how covid- 19-is-changing -the-health- "\-- -

msurance -markel-in-india W

S Biee e s O g gt o DA - (s ol
. l!ﬂﬂlmimﬁ. Health msurance n India- An overview

¢ IRDA annual reports



e Nigroent and ECOROIIICS ; ATl UVET VIET? wa v rmme = =

o Eoonomy " fef i
sy ] 121 (1100 am o

iy g%ﬁaﬂaﬁﬁw&mﬂ
fm H' Fo



NAGRIK SHIKSH AN SANSTHA’S COLLEGE OF COMMERCE I
ECONOMICS, TARDEO, MUMBAI-400 034

(Affiliated to University of Mumbai and NAAC Re-accrediated )

Post Graduate Section (M.Com.) and 1IQAC

Jointly Organized
One Day Multidisciplinary National E-Conference

n
“Contemporary Issues in Commerce, Management and Economies:

An overview of Covid-19 Pandemic and Its impact on Indian

Economy™

On
30" April 2020 at 11.00 am onwards

Media Partner

~

L

ZO00om

g
Reg.No.UT4120 MH2013 PTC 3
bt

rshwardhan Publlcation Pvt.
AL Post Limbaganesh,Tq.



9318 Mﬁﬂ. -
| Impact on COVID 19 on Electronic p |
ayment System in india ¥
Mrs. Simran R Kalyani, Mumbai |
29) Impact of Covid-19 Pandemic on Consumer Behaviour A ,
Pooja Singh, Nashik 11129
NN THE NFED OF REVOLLITIONARY CHANGFES IN INDIAN FDILICATION SYSTEM '
Dr. Seema S. Waghela, Mumbai 11133
31) "‘npm of COVID-19 Pandemic on Autnmnblle Sector in India
Dr. Vishnu J. Bhandare, Mumbai 11137
- 32) Hike in essential commodity prices in Covid 19 crisis
Nital Kothari, Mumbai 11141
33) Use of Avun.ne-duc Medicine as a FHectwe tDDl to cnmhat Pandemic ...
Ashutosh Saxena, Mumbai 11145
34) a STL,L‘W OF QUALITY OF SERVICES PROVIDED BY PMPML IN P'LJNF REGION
Dr. Reshma R. More & Mr. Rohan Gaikwad, Mumbai 11149
35) A Study of Accounting Softwares & It's utility in pandemic situation
Asst. Prof. Nitin Ramchandra Wadhvinde, Thane MS 11154
36) Consumer perception towards green products to raise Immunity - a fight ...
Dr. Bharati Makhijani, Mumba! 11157
37) STUDY OF BLACK MARKETING DURINGCOVID AND ITS IMPACT ON PATIENTS .
Dr. RAVINDRA S. NETAWATE, MUMBAI 1161
38 UNLINE EDULAIIUN IN INUIA UUKING LUVIL-1Y LULKLDUWN
% Mr. Pradeep H. Tawade, Tardeo 11164
39] A study of Indun Heal Estdte Industrv nf Indm
- Dr. Dhiraj Raghunath Ovhal, Mumbai 11167

FERARE ST B .

40] Start -up, Demu;raplic Dividend and Em
Dr. Rajesh Harichandra Bhoite, Mumbai

l“--—

ployability: An outlook of Job ...

EEE SRS e

opportunities and dulm of Fishennen Co-operative ...

Pandharinath Patil, M




on COVID 19 op

Flectronic Payment system in
India

Mrs. Simran R Kalyani
. Assistant Professor,
R.College of Commerce & Economics Mumbai

%
Abstract

. With the expected estimate of $127
billion, fintech has become the fastest
developing sectors across the globe, giving
employment to thousands of individuals and
Eenerating different sources of earnings for
countries across the globe. In the year 2020, the
significance of the fintech industry has played
an important role for curtailing the impact of

COVID-19 on businesses. Different measures
were taken during lockdown phase for assuring
that businesses have continuous access tc
different modes of payment digitally to an extent
that the potential of the infection is curtailed

by avoiding flow of cash in the market and by
adopting digital modes of payments
Safeguarding the current trends and
pushing the use of digital modes of payment
further, the digital modes of payments need to
help the advanced countries for weathering the
impact of COVID-19. Also, it needs to be
combined with the effective efforts for fighting
financial crime and assuring protection of the
users. A survey was conducted on the sample
of 197 respondents to know the impact of Covid
19 on electronic payment system and mean and
I test was applied to get the results, The study
concludes that there is a significant impact of
Covid 19 on the electronic payment system in

[

System in Ing
Introduction :
COVID- 19 has caused prot

some severe disruptions on the lives
across the world in the developes
the developing nations, The g
of the pandemic, that has affected each
every aspect of the society, keeps unfolding as
this huge crisis progresses. It has left profound
marks on the livelihoods of people and also or
the economies of the countries which are
expected to be there for a long time once the
pandemic is over. As a part of global response,
the industry of digital finance has played and
has been playing an important role for providing
and for developing innovations and services
which have mitigated the disruptions which
have been brought through the pandemic on
d.fferent aspects of the lives of people. In
emerging and developing contexts, significanthy,
there's been a substantial increase in the
nterest for sufficient potential that financial
technology carries on preserving the businasses
as well as livelihoods of people and continues
to be immensely threatened by this crisis,
thereby sustaining and enabling within the
societies, cash flow, flow of credit, investments,
and deposits at the regional and national levels.
The private and the public sectors response has
helped in promoting and accelerating process

of inclusion of digital finance in the developing
context significantly in different nations where

the system was lagging behind as compared to

theregional trend (Sowmya and Hebbar, 2020).

In terms of demand for digital payments options,

the developing as well as the developed nations
have witnessed an immense growth in
subscription and usage of the financial services
since people are now looking for alt '
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stitutions
have been compelled to revise their mode| of

55 35 well 3¢ mechanism of

n place. From the viewpoint of development,
the accelerated shift towards development and
use of digital payments option is proving to be
3 boon for the financial inclusion amidst
disruption brought by the pandemic. Before the
pandemic, digital finance used to be the
fundamental enabler for the financial inclusion
for the developing as well as emerging countries
espeCially when it was about reaching
iIsalated individuals
In the context of COVID-19, the rapid
SUrge inthe interest for digital payments on part
of the governments, general public and the
businesses there has to be substantial
implications of increased potential of the digital
payment mechanism (Singh and Misra, 2020).
Literature Review
COVID-19 has put an unprecedented
strain on economy of India. The GDP is being
expected to shrink by about 4.5% this year. The
consumption expenditure mainly accounts for
more than 60% of GDP of India and would be
amongst some of the worst hit by pandemic
The global adoption of the digital payment
systems, helps in facilitating billion of
transactions that happen daily. They are being
expected to play an important role for minimising
an economic fallout of the pandemic (Sahoo
and Ashwani, 2020).
~ The merchants and the consumers are
using the instruments of digital payments. They
Mmainly promote social distancing which is why
ey alsc help in business continuity while the
tnction on are m imposed.

the

m -',j' A -'.Z- '
EdTechs for paying the utility bills(Zhou e
2020)

making digital payments in place of cash fo
facilitating social distancing. With the help of
digital payments, even the cost for casl
reduced for an economy, which is incr ow
since experts are advising that currency notes
sfmﬂdh:wwiwmm’ﬂl‘rlﬂﬂﬂ!' 'y
should be sanitised(Khanna et. al., 2020).

For example, the transactions on UP| or
Unified Payments Interface has also increased
by about 33% since Apr, 2020 to June, 2020. The
total cash which has been in circulation in Indian
economy has alse been high. In July, 2020 total
currency worth Rs. 25.8 trillion had been in
circulation, and a rise of about 22.9% over the
period of Jul, 2019

The high circulation of cash in the
economy is driven mainly through transfers of
direct cash from government to the low income
merchants and micro households and the
tendency amongst the households for using cash
during emergencies and uncertainties. As
economy is reopening, it's even more imperative
1o leverage benefits of the digital payments for
tacilitating resilient recovery of the economy.
Addressing the impediments towards the
adoption of digital payments and transactions
and use entails which may help in resolving
frictions (Gopalan and Misra A, 2020).

Repairing poor service, and developing
a strong mechanism for redressal is the need of
the hour. Such interventions would help in
supplementing the efforts that the government
Is mainly making for promoting adoption of
digitalpayments in the country and formalising
the economy. The examples of these kind o
efforts include several amendments 1
Finance Act of 2019 that demands all the
businesses having a turnover of mor th
500 million to offer f '
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for the period of 2
BluERrInt for empowern.
payments experience.
Empowerment of Indians wi
wide range of options of |
tonsidered to be convenient, safe, secure
affordable and quick India has also been hste:i
IMmongst the top innovators i
india & be} ators in the sector. UPI in
ey h"t m::'zi'm across the world and
_ the few countries to adopt
the Chip and Pin innovation method for digital
Payments
'h June, 2020, ORF or the Observer
Research Foundation organised a conference for
Wdentifying the main challenges in the current
regulatory framework which is preventing the
adoption of the digital payments as well as for
exploring the potential options of the policy for
the decision makers(Singh, Sunuwar and Shah,
2021)
T was discussed that the
payments mainly serve the diverse
users in india. Most of the population resides in
the rural areas and they are self-employed. The
micro, small and the medium enterprises
contribute about 28 9% of the GDP of India and
account for about 49% of total exports. Micro
merchants constitute about 99% of total
MSMEs(Singh et. al., 2020).
imposing artificial caps on the number
of transactions that a consumer can undertake
inhibits adoption of electronic payment systems
For instance, several banks limit the number of
transactions on Aadhar-enabled payment
systems to only one per day. These limits appear
to have been imposed because service providers
from high-value transactions rather than
‘number of low-value transactions. This
with the needs of low-income

MSMEs, who require digital

2021 outlines
rment of exceptional

th an access to the
“Payments which are

digita

eeds of

small amounts
needs. It is important

how to create an
transactions(Chan et. al,, 20

Digital payments
of convenience have now become f
today’s times. With most of the
contributing towards digital payments
state of a flux now, it would be still quite
10 assure the effect of the pandemic on
digital payments in the long run.

Objective of the study

1. To find the impact of Covid 19 on
electronic payment system in India.

2. To find the significance of electronic
payment system during Covid 19 in India.
Research Methodology

A sample of 197 respondents was
surveyed with the help of structured
guestionnaire to know the impact of Cowvid 19
on electronic payment system and significance
of electronic payment system during Covid 19
nindia. The primary data was collected through
random sampling and mean and t-test was
applied to get the appropriate result.

Findings of the study
Table 1limpact of Covid 19 on electronic
payment system
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1ean score 4.10 and E
witnessed an massive
and usage of the financ

lectronic payment had
Erowth in subscription

1al services duri Covid
19 pandemic with the mean s:u:.::a.gl

EI::I_;rnnir. payment system had helped in
running and managing the financial aspect of
the .bumntsses with the mean score 3.76 and
Covid 1§ pandemic had accelerated the process
of digitalisation of the financial sector through
electronic payment system with the mean score
4.03. It is also found from the table that
Electronic payment system had facilitated billion
of transactions and helped the economy to kept
on running during Covid 19 pandemic with the
mean score 4.11 and Covid 19 pandemic had
witnessed an increased usage of the online
grocery shops, ad payment portals for paying
the utility bills through electronic payment
system with the mean score 3.90. The table also
shows that the respondents believe that
Electronic payment system had played al

important role in minimising an economic fallout
during Covid 19 pandemic with the mean score
3.73 and Electronic payment system had helpec
the general public to access their money for basic
necessity during pandemic with the mean score
3.80. Electronic payment system had rebooted
the economy during pandemic and in new normal
with the mean score 4.01 and Electronic payment
system had negatively impacted the businesses
in the form of refunds and charge backs during
pandemic with the mean score 4.07. In order to
] test the significance of the statements t test
was applied which shows that the value in the
igr ce column for all the statements is
an 0.05 which means that all the
statements are significant.
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onic payment system in India. | - l use ¢ a0 ‘

he table _tha: Electronic Hiﬂ:n?lvf: :l:rs have been incorporar i's

. Ihilbq.mnuushava:mﬁnuuuu:ceu Pandemic ot Do
erent mmufpivmmtd‘ﬂall}rwﬁhm presents for improving the access t

the digital modes of payment i :
Considered to be a silver ray of hope for the
economies which seek at broadening the
financial inclusion. Since these countries
trying to emerge from the effect of the
pandemic, the authorities are revising the
objectives of their policies for ensuring that
fintech industry continues te flourish despite of
the etfect of pandemic.

The study concludes that there is a
significant impact of Covid 19 on the electronic
payment system in India as it hasassured that
businesses to have continuous access,had
witnessed an massive growth infinancial
services, helped in running and managing the
financial sectors,accelerated the process of
digitalisation of the financial sector,facilitated
billion of transactions,played an important role
in minimising an economic fallout,had rebooted
the economyas it has negatively impacted the
businesses in the form of refunds and charge
backs also

"=
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Abstract-

The Covid-19 pandemic has fundamen-
tally changed the world as we known it. It has
impacted virtually all aspects of our lives. People
are |wing differently, buying differently and in
many ways, thinking differently. Consumers ane
responding in a variety of ways and hawve differ-
ing attitudes, behaviours and purchasing hab-
its. Some feel tense and perturbed, fuelling
panic-buying of staples and hyglene products.

Al tha gither end; CONsGmuans nemain el Tl wd
with it Due to Covid-19 outbreak consumer pri-

arities have become centred on the most basic

needs while non-essential categories ﬂump. E-
Commerce has also seen a thrust as new con-
sumers migrate onling for shopping- an upsurge

that is likely to be sustained post-pandemic. In
this pandemic there is a sudden change in con-
sumer behaviour andfor an organization to sur-
vive and grow, it is essential for it to identify
the needs and wants of their consumers. A com-
prehensive yet meticulous knowledge of con-
sumers and their consumption behaviour is es-
sential for a firm to succeed This paper high-
lights, examine and depicts the impact of Covid-
19 pandemic on consumer behaviour.
Keywords:Covid-19, Pandemic, Consumer
behaviour, Consumers, E-Commerce
Introduction:
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Consumer behaviour is the process
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Among vanious financial i In Inclie
demographic goais, refiremeni planning is an important and essenfial. In Inc
youth fo features, more percentage is of young age Afler the number of years, i@ would shift fig

L oy TOrC Old aged population. With changing Ifestyle and culture, Indian joint family concept is
my.rﬂmﬂnmnmwm' resulting in one havina fo be self — reliant in
refiremznt peroad. Very few organizations are providing the pension shelter o thesr employees. hese
factors are brnging out the significance of retirement planning in order to have a cecent cash Bow of
wcome wh ch helps in facing medical expenses, a good standard of kving and ofher sniergencies. The
area taking the sample sze of around 80 respondents on random convenient

Study 1s done in Mumbai
basis but covenng all age group, uicome and education level. The objective of research paper is to find

ou! the awareness on pension schemes and rebrement planning

€
Keywords: Financial Planmng Retrement Plarnveng Penson Schemes, Medical Expenses, Pension Sheller

—
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Introdu :tion
Financial planning i= @ very systemic and discipined approach to achieve and meel one's

financia goals A good and well-defined financial pian wcts as a controller as you move ahead n Me
mcome, expenses and investments in a such way hal

Fundan entally. ot helps in controlling of one s
money 5 managed appropnalely and financal gosls also can be achweved. Financial planning helps to

determine shon and long financial goals and cieate a balanced plan to mee! those goals. A well planned
awngs, better standard of living, facing emergencies.

and follbwed financial planning results in more
Financiz | planning includes the vanous goals like wealth creation, retirement planning, child' s education
saving of taxes, buying the house property, mamage elc
This siudy is focusir 3 one of the xey and essenhal pari of financial long-iterm goal the
he tetréement ncome goals and necessary aclions 1o

Retiremenl planning. It is process of determin.ng the
retirement it is imporant o consider the varnous

be taken lo achieve those goals \Vriz planning for
imponant aspects such as wdentifynig the ncome sources, estimaling short term and long-lerm expenses,

managing assets and nsk and implementing a saving program. Estmation of fulure cash flow is key in
refirement planning in order lo determine the retirement income This planning actually works when one

starts at young age. Not ,ust saving but investing in right instruments which generate the good rate of

returns is also very important. Retirement planning help in facing the medical emergencies, inflation, a
‘B maintained standard of hving and other uncertainties. Planning commenced at delayed period resulis

either in more savings for retirement goals or compromise on well retirement income n future. This study
is with objective to analyse on retirement planning and awareness on different pension products among

earning people.
Literature Reviews
Sankel Charkha (2018): The objective of research paper titled "A Study of S
Investment Pattern of Salaried Class People with Special Reference to Pune City (India
understand the factors influencing investment decisions, pattern of savings and inves
faced by salaried class of people. The survey is corducted in Pune city. Sainple size of 60 salarie
of people is taken in this research paper. The findings in research paper are ke ) Sign

Assistant Professor, H R. College of Commerce & Economics.



.:‘*'“mhh:wmmmrutﬂm they require a guaranteed source of income. Maje
Ve agreed 1o have different optons for thes retirement planning.
mﬁnﬁlmm:r research paper is Wied as “Retrement Planning of Femaie Faculty
2 nse of Sawving for ", T ha
JF Swareness level of retirement m! .,,..1..;}.-..‘“"r ’mem mn,h. mm" f:- qul'“w are that marmed
Msmm“mﬂimm“m_lmun mamed ‘Vorking females are
rioderate risk takers and they look for safe investment ontions.
. Bomikazi Zekr (2017): The researcher has found the significant impact of an appropriate
reurement planning on adzquacy of retirement funding in paper titled “A Review of the factors imPuencing
I t funding adequacy: A South African Perspective . The study is conducted with reference 1o i
South Africa Various factors financial |deracy, family supporl system. health status is taken nto
consideralicn 10 show the relabonship belween mentioned factors and fincndia! planning.
Research Gap
In research paper the surveyed area is nol covered yet for conducting research on retirement
planning area  The researcher has tried fo finu cut the reasors of not dong retirement planning along
with finding the ¢ gnificart ~elationship of age. income level, and number of dependcris wilh awareness
and doing of retirement planning Most of siudwes on rebrement planning is done on salaied class cf
people and female gender. The study dues not only cover salaned class of privale and government 'l
seclors but business and professional seil-employed dass of people and of all age group are taken for :

sludy on relirsment planning
J Objectves of Study
] - To undersiand investment patlern of Bvestors
] . To analyze the investors awareness cn different retrement pension schemes available in
’ financial markeis
. To understand investment optiuns chosen for reliremant planning
| . To analyze the reasons for not doing tne retrament planming
’ Hypothesis
Hg: There s no signiicant relationship between age and retwement planning
Hq: There is a significant relationship between age and retwement planning
Hs: There is no significant relationship between income and retrement planning.
Hy: There i= a significant relationship between income and retirement planning.
He: There is no signficant relationshup between education and awareness on different pension
schemes.
Hy: There is a significant relationship between education and awareness on different pension
] SCHuMes.
Scope of Study

This study is focusing only on retirement pianning and awareness on different pension schemes
cross all age group, income group and education level in the ity of Mumbai. |

wesling in different financial avenues among investor as per their risk appetite
' goals to achieve, it is too significant 1o save and invest for sufficien




d while the respondents. Mumbai area is selected for study purpose.

| ” .m,ﬂllﬂmlwﬂlhﬁIMI“m
webs have been studied For primary data, closed ended questionnaire through google doc was used 1o
ﬂﬁuhﬂmmnlwmmﬂw.

Statistical Tools Applied
Fummnmu.m.mm-mmm-smnum.
Testing of Hypothesis
For Hypothesis 1° Relationship between age and retrement planning
Yos ! No Total
“Below 25 1 R 4
-30 1 {‘ 15 16
[Ji-40 1 B 12 _ 20
41 .50 rr 12 | B N 20
50 Above - 5 | 7 12
Total O T 55 o a2
Emtistesl lood Chi gmuare tes)

Degroe of Freedomr 4
Level & gigmificance 0 05

Our calculated Chi squared score comes 16 87
ﬂ; m, m \"ﬂh..l'lf" I‘S 9435 AE {:-r.r H.“Jr!"l:'l? e
rejected and alternative hypothesis is accepled I indi

57 and at lever of s.gnificance with above
15 @ greater value hence the null hypothesis is

indcates there is a significant relationship between
age and retirement planning
For Hypothesis 2 Relationship between income and retirement planning

L Ps. ) ) Yes _ Ne 1 Yo

Below 50 D00 Ll - 3 R N 32 ' - 15

51,000 1,00060 12 —B

. 1.01,000--200000 | Pl Fem ] Lt ;

2,00.000 - - 4 00 000 :"___ — W Oy - B Ty 8

Above 4,00,000 ! 3 - 1 4 )

Total | 27 ) 5 ey ‘

mm Cha Squiare g st _I- i

Degree of Freedom 4

Level of significance 0 05 4
Our Calculated Chi-squared score comes 21.077€ and at level of significance with above degree

of freedom, the value is 9 485, As Chi-square score is a greater value hence the null hypothesis is

fw:dﬂmﬁmhrmﬂmﬁhmned.ﬂmes i igni een

income level and retirement planning
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- In occpation, 30 5% of respondents are in business class, 22% sell- employed as professional.
31 T% service in private sactor |5 9% senvice in govermment sector
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28 3% two dependents. 35 4% three dependents, 11% four dependents
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Around 40% of respondents wants 1o retre belore age of 55 years 26 8% at the age of 60
years, balance 32 % af age of 65 and above
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wmmmmaﬁu.ﬁ?mmmmwmwm_

. :m.mummmmmummmmd

n—-mmmm:mmmwmrummu

._-“m.nﬁﬂnwmmmm.mnmm

: 40% in shares, 60% in mutual funds, 66.7% in PPF and 13.3% in others. Here the

could choose more than one oplion.
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Abstract- The value of Indian personal care and heauly indusiry was valued of
Ry 54,550 Crore in 2020. The estimated growth CAGR rate is 1 2% during the
period hetween 2021-2026 (expertmarketrescarch.com). P'ersonal care

products are consisting of Hair care, Skin care, Oral care and Cosmetics.

Personal care industry is the key component of fast-moving consumer goods
industry in India which itself is on high growih ride. In recent years, there has
been shift in consumers' preferences 1o herbal personal care products.
Consumers are hecoming aware about the effects of harmful chemicals used in
symthetic products in long run. There are the various herbal hrands in Indian

market since years which are gaining good attention now.  } sw ventures and
brands are introduced in herbal personal care products market. In this research
paper. research has tried 1o find owt the consumers” awareness on different
herbal personal care products brands available in Indian market. The study is

done on Mumbai City with sample size of around Y0 consumers.

Keywords- Herbal Personal care products. Svathetic producis, Harmful

chemicals ele.
Introduction- Fast moving consumer good (FMCG) which is the

key sector of India has three main sub-sectors ~ food and beverages
occupying almost 19 per cent of the sector, healtheare accounting for 31 per
cent and household and personal care occupying the remaining pant of 50%
(ibef. org) The FMCG is the fourth largest sector of Indian economy.
Changing lifestyle, increasing of standard of living. technological
advancement, digital payment and easily accessibility ol products and
servicesare the key reasons of growth of this sector.

The FMCG sector was valued in 2011 at USS 31.6 billion and in
2017-2018 at US$ 52.75 billion. The sector is further expested to reach US$
220 billion by 2025. This sector is witnessing the high growth rate every
vear. The revenue in the Cosmetics and Personal care products market was

estimated at US$14,443min 2018.
The personal-care products industry includes skin care. hair care,

*LIL.

oral care and cosmetics. It manufactures and sells like cos
toothpastes, sun screen, razors, shaving cream, deodorant, soaps and ot
products for bathing, hair care products, skin care products. nail and cut
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level, social media use, e-commerce
ofherhal personal care products sales.
Review of Literature
Banu Rekha M., Gokila K. (2015)- The researcher in paper titled “A Study
on Consumer awarcness, attitude and preference towards herbal cosmetic
products with special reference to Coimbatore city” has tried to find the
consumer awarcness on herbal cosmetics. Factors influencing on herbal
products buy has oo been studicd. The survey is done 50 consumers of
Coimbatore city. Income level is the key factor affecting on spending of
herbal cosmetics. As herbal products are looked up as natural, safe and
chemical free products hence quality is another key factor which considered
while buying the herbal products. Another key finding was that use of herbal
products is need ol time.
Sundari.,, Murgun (2011) in their studies on “A Study on Faclors
Influencing Post-Purchase Behaviour of Personal care Products in Chennai
City ™ have tried 1o find the brand consciousness among women for personal
care products. Study was done on almost 500 respondents in Chennai city. It
has been studied that factors that effect on purchase decision of personal care
products arc key factors like price, quality and quantity. After key factory.
the other factors which influence the buying decisions are ingredients, the
purpose of the product, product brand image and centification of product.
Asiva Faisal Khan, Mohd. Faisal Khan (2013)- Researchers in their paper
titled “A Study on the Awareness of Product Ingredients among Women Skin
care users in State ol Madhya Pradesh™ have tried to find the ingredients
awareness in skin care products among women users. The sample size is
around 250, The hindings of the study showed that women users have
awareness on presence of ingredients in skin care products. Consumers are
most concern on the quality ol products. It 1s most important that
manufacturers should invest on research 1o bring out most natural

ingredients to make products safe and effective,
Phillip Kotler (1931)- Author has emphasised that consumers are the base
and beginning point for all business activities. So, it is very significant to
understand target consumers' needs, expectations. Consumer behavioris a
complete study which covers activities of buyers' selection, purchase
consumption and dispose the products. It has shown factors affecting t
ouyer pre, during and post purchase.
nent of the Problem- Growth in the demand of herba
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segment ofindustry, essing the various new launch aml start up in this

The study is with special reference to brands sold by some of popular
companies like Dabur Lid., Patanjali Ayurved Lid.. Himalaya 1.1d., Biotique
Pyt Lud, Lotus Herbal, Mamaearth, Wow Skin Science, Ayvur Herbals and
more. The study has lm:d to find the brand awareness across all age groups.

Objectives of the Study-
1. Tostudy the growth of herbal personal care products in India.

2. Toanalyze consumers’ brand awareness of difTerent herbal personal
care products in Mumbai City.
Rescarch Methodology- Some specific methods will be taken for collection
and analysis of date. These methods include:
Methods of Data Collection-
Primary Data- The primary data is collected from the consumers of the city
of Mumbai. Data is collected through structured questionnaire covering the
demographic features of consumers and objectives of study
Scecondary Data- Secondary data are those which have been collected by 1
someone else and which already have been passed through statistical process. 4]
Secondary data is taken from books on herbalism, chemical used in non-
herbal products, product repositioning, internet, newspaper, imagazines and
companics web sites, rescarch journals and articles published, reports ete. ¢
Population of study- This study is conducted in the Mumbai City, '
Maharashtra. The sample size will be around 90 consumers using personal
care products. Questionnaire includes various demographic variables like
age, gender, income groups and marital status. It covers the (uestions on
different brand awareness. Sampling method selected is non-probability
sampling based on convenience sampling ]
T'ools for Data analysis- Percentage method and Chi-square test are used in i
analysis of data collected.
Statement of Hy pothesis-
Hypothesis |
HO: There is no significant relationship between the gender and brand
awareness of herbal personal care products.
H1: There is a significant relationship between the gender and brand
awareness of herbal personal care products.
Hypothuu!
HO: There is no significant relationship between age of consumer and brand
awareness of newly launched herbal personal cuep'odunlmlndlm m;
HL: I‘bm-. is a significant relationship between age of mm
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remaining b are single due to divorce/widow ship.
5. Following findings shows the number and percentage of consumers
who are aware about difYerent brands of herbal personal care

products in Indian markcl

size. 5 (5.55%) do not use w’
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Hypothesis testing- Whilc testing hypothesis | that there is not a significant
relationship between gender and brand awareness of herbal personal care
products. Chi-square test was applied. The data of 1otal number of male and
female and data received on Likert scale from strongly agree to strongly
disagree was considered. Chi- squared score at degree of  freedom of 4 was

12.0220 which 1s greater than 9.488 at Level of significance of 3%.

Therefore, alternative hypothesis lailed to reject.
Hence female consumers Tound to be more aware about various

h-erbll personal care products. | or testing the hypothesis 2 that there is not a
i t relationship between age of consumer and awareness lbnq,l
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newlr laum:hcd herbal brands in market, (.hl-squlr: test was applied.
arld Mamacarth brands are taken into testing purpose
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Constantly moving, relentlessly seeking, furiously exploring

Padma Bhushan Devaki Jain’s The Brass Notebook: A Memoir published at age 87, seems to
have been waiting to burst forth on the literary scene for decades. The memoir contains so much
history, so many facets and such numerous details of a life lived well, lived intensely; it is no
surprise that one had to wait this long for her story to be brought to us, her readers. Devaki Jain’s
life is no ordinary woman’s life. Born in 1933 in an upper caste Mysore family of considerable
privilege, Jain displayed an indomitable spirit that resisted being shackled to a traditional life of a
woman and embraced independence and rebellion to forge her own path in newly independent



India. To put down her life in her own words as an octogenarian reveals how much there was to
tell and how much to live. The Brass Notebook is an earnest attempt to make sense of what it
means to be a woman at the forefront of change both at home and the world; to arrive at an
understanding of her own interiority in terms of her personal relationships with people, both
common and extraordinary; to reveal a personality: public/political and intimate, with
unflinching honesty and undaunting courage.

The Brass Notebook begins with a foreword by Nobel Laureate Amartya Sen who gushes over
her memoir and lavishes praise on her brilliance as a student and as a feminist who had deep
“insights on the place of women in society, particularly on the reach of inequalities based on
gender.” He alludes to the friendship they shared and the vivacity of her intellectual
companionship. He also mentions how Devaki Jain’s life was enriched by the extraordinary
public figures of prominence she had close contacts with, prominent among them being Oxford
intellectuals, writers, feminists, political leaders of great stature such as Nelson Mandela and
Desmond Tutu. His Foreword sets the tone for a very vibrant, intellectually rewarding and
no-holds barred memoir that splendidly recounts the life of a very remarkable woman.

The Foreword is followed by a very candid Author’s Note in which she gives her reasons for
writing the memoir and lets the reader know some details of the structure and narrative that was
employed in penning down seven decades of adult life. She mentions how her inspiration of the
memoir came from Doris Lessing’s The Golden Notebook (1962) and a conversation she had
with the writer in 1958 who was at that time working on her pioneering novel. With the
publication of The Brass Notebook, Devaki Jani proudly affirms her conviction that freedom to
be is her most important search and her story with all the contours of a lived life, with all the
attendant risks of writing about one’s past as a woman, shall be one more attempt at liberating
the soul from the burden of bonds that constrain. She tells us that the title of her memoir 7he
Brass Notebook is a reflection of her imperfections and frailties, it reflects her love for the
ordinary in the extraordinary, her preference for utility and her desire for earthly, everyday
experiences that make us human.

The memoir is divided into seven parts starting with the memories of her childhood from birth to
growing up years and ending with a reflection on death and loss, spanning life’s arc in a
recollection that is riveting, challenging and beautifully written in a language devoid of
archaism, circumlocution and verbosity. Part One: “Where I Come From” has four distinct
chapters dividing phases of her early life. Chapter One: “An Extraordinary Man” is an attempt to
etch out the character of her father Mandayam Ananthampillai Sreenivasan who comes across as
an orthodox Brahmin yet liberated enough to encourage his daughters to study and engage in
outdoor activities that was befitting of an administrative officer in colonial India. However, this
chapter also traces the deeply patriarchal structure of the family and the stranglehold of traditions
governing women’s bodies. Jain is critical of such rituals that operate on the bodies of women
(particularly menstruating women) and is candid about the brouhaha around marriage for women
who had just reached puberty.

The first part goes into reminiscing about growing up in a very privileged setting, her father’s
ministerial association with the State of Mysore in colonial India, convent schooling details,



being chided as a British bootlicker by her classmates, and her gradual awakening of political
consciousness amidst the rising anti-colonial movements of 1942. Part Two ends with her
awareness of the Indian freedom movement and her induction into the deeply spiritual
connections with Gandhian thought, ethos and way of life. In the subsequent parts of her
memoir, she charts out her journey into the world. A lot of time is devoted to recounting her days
at Oxford, her adventures in Europe and her romantic dalliances. The highlight of this part is the
sense of boundless energy and taste of freedom that she experiences and how that sense of being
unbounded excites and transforms her. She begins Part Three with a quote from Albert Camus:
“The only way to deal with an unfree world is to become so absolutely free that your existence is
an act of rebellion”, amply testifying her undying zeal to always put personal freedom,
emancipation as a woman, above all else. Her memoir clearly indicates that her life has been a
quest for both freedom and emancipation, a search for exciting encounters and an exploration of
love and longing that went far beyond the social context of her time and age.

Some of the most interesting chapters of her memoir are those in which she bares her soul and
with unflinching honesty talks about her love life, her romantic affairs, her physical
relationships. Her deep love for her husband Lakshmi Jain constitutes some of the most moving
passages of the memoir. Their inter-caste marriage after elopement, their struggles as a newly
married couple also battling family, caste and class prejudices are recorded vividly. Her husband,
another important political figure and a Gandhian social activist, is described as a public
personality who contributed immensely towards community upliftment with his work; yet there
are flashes of resentment that Devaki reveals when she is left at home after childbirth and feels
her life curtailed by domestic responsibilities. However, the readers sense that theirs is a rare
match; a meeting of kindred souls, a meeting of minds. Here is an explosive, passionate
partnership, based on friendship and tied together with similar political and social interests.

In Part Four of her memoir Devaki Jain exposes the dark, ugly, hidden secrets that traumatised
her as a child and as an adult woman in the world of predators. She reveals two specific episodes
of sexual assault one by a family member when she was ten years old and the other by a
renowned Swedish economist at Oxford where she was working as his research assistant.
Incidents of sexual assault, as she confesses left her humiliated, destroying her self-worth and
confidence for a long time. She mentions how with no MeToo campaign at that time, the feeling
of isolation was real; how freedom and self-reliance came with some amount of risk for a woman
who wanted to live life on her own terms.

Another significant aspect of her memoir is her incredibly fortunate linkages with stalwarts and
great personalities and intellectual giants of our times. Her time as an academician and as a
feminist economist also makes for very interesting reading. Her work on gender economics put
the spotlight on women’s struggle in independent India for a more egalitarian, more humane and
more just society. Breaking stereotypes and challenging conventions Devaki Jain became one of
the first women economists to understand poverty and women’s work and contributed greatly to
a deeper understanding of gender in the context of livelihood, dispossession and exploitation of
women in modern India.

This memoir is an important work not simply because it sheds intimate light on a public figure



who founded several important institutions such as the Development Alternatives for Women for
a New Era (DAWN), but also because it reveals in depth the extent of Devaki Jain’s engagement
with and contribution towards social and economic justice for women of her country. Although
her work many times did not translate into real policy for change as she sadly remembers in spite
of being on several policy making boards both in India and abroad, there is a sense of personal
achievement that is unmistakable. In one of her chapters “Upturning Hierarchies” she rues the
fact that the global North and South divide was a real threat to understanding and progress and
later in the chapter “Claiming Histories, Claiming the South” she enthuses about and celebrates
her connections with the countries in Global South and Cuba. There are important geo-political
insights to be gained from these chapters in Part Six which detail her travel to various corners of
the decolonized world.

Constantly moving, relentlessly seeking, furiously exploring, Devaki Jain’s life is a story of not
just a woman coming into her own as a feminist and developmental activist but also a story of a
nation making its way into the world as a socialist, secular, democratic republic. This is a
memoir that will interest all those who want to know of the early stages of feminist history,
women’s contribution in the field of economics and social justice after India’s independence, and
of the initial phases of India’s struggle to understand inequality and discrimination. The Brass
Notebook shall no doubt catch the attention of readers who are interested in women’s personal
stories and would be an inspiring read for those who want to know more about a pioneering
gender and social activist of modern India.
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The impact of Technological revolution in the society is more than Agricultural and Industrial
Technology plays an important role in our lives. The advent of Internet and the World Wide Web has turned the
world into a global village. Technological revolution has brought about changes in every ficld be it education,
health services, transportation, communication system as well as agriculture. In cach and every field we use
computers so that we can complete our work fast and efficiently. The requirement of computers, laptops are
increasing day by day. As long as we are using computers they require clectricity to run, not only that they
generate heat which requires cooling mechanisms which too requires electricity not only that it is responsible
for the production of a relevant portion of overall CO. emission , as well as greenhouse gases which are thus
released into our atmosphere. We live in a tech savvy environment. More and more products are coming inlo
the market. As newer products come into the market people buy these new products and throw the old products.
Because of the rapid growth of technology, the problem that we face today 1s the disposability of e-waste , some
part of these products arc not recyclable if left they emit harmful radioactive rays which results in major
environmental health hazards. These affect the nature, its greenery, and other species. Here the need of green
computing comes into the scenario. Green computing is the utmost requirement 1o protect our environment and
save energy along with operational expenscs in today's increasingly competitive world. The following graph
shows the trend in E-waste growth in India. The E-waste 1s clearly shows an increasing trend.
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products and factory waste
Green computing is the practice of using computing resources efficiently. Modern IT systems rely upon a
complicated mix of people, networks, and hardware. A groen computing initiative must be systematic in nature
and address increasmgly sophisticated problems. The main topic of concern in green technology is to reduce the
envionmental impact of industrial processes. Basically, the efficient use of computers and computing is what
green computing is all abowt. Social responsibility, economic viability and the impact on the environment is also
considered. The massive production of computers worldwide has a direct impact on environmental issues, and
scientists are conducting numerous studies 1o reduce the negative impact of computing technology on our
natural resources. In [ndustry initiatives in India one is the Climate Savers Computing Initiative (CSCI) is an

effort to reduce the electric power consumption of PCs in active and inactive mode. The CSCI provides a
catalog of green products from s member organizations and information for reducing PC power consumpiion.

It was started on 2007-06-12.

SIMPLE STEPS TO GO GREEN

*  Simple initiative like setting the power options on one's computer or phones to switch to sleep mode when
it's not active. Setting your PC to stand-by mode and turning off the monitor when you're going to be away
from your PC for more than a few minutes, will save a huge amount of energy.

Producers’ manufacturcs should take the feedback of the consumer and address their needs by
manufacturing products which include natural or eco-friendly materials

As a corsumer, one has to demand more eco-friendly products
*  Virtualezation is one of the most effective tools for cost-effective, greener-energy efficient computing
where each server is divided into multiple virtual machines that run different applications and in this way

companics can mcrease ther server uhhzation rates

More-efficient processors are also critical energy-saving clements, companies such as Intel, Advanced

Micro Devices, and Sun Microsystems have adopted this concept

Flmt panel monitors usc less encrgy than tradinonal CRT monitors. Avouding the use of screen savers

contributes to energy savings by allowing a monitor to enter in stand-by mode.

®  Use of toxic materials like lead can be replaced by silver and copper which make recycling of computers
(which is expensive and time consuming at present) easier as we can recycle computer parts separately
with an option of reuse or resale.

® A central point of rescarch is to test and apply alternative nonhazardous materials in the products
manufacturing process. The idea 1s to make computers from beginning 1o end a green product.

Mhummm“m&m CC

energy —cfficient and environmentally friendly components which will have minimal

ent. Restoration and reuse of Old devices and care has to take for proper recycling

electronic parts.
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The following major companies are taking initiatives in this direction:
®  HP - Programs to reduce GHG and Toxic wastes in their products and supply chains.
. g:lz;}m'bﬂ'm Headquarters uses | (6% Renewable energy. computer products use 25% less power
®  Intel - focus is on increasing speed while reducing energy usage in their products.
IBM - Has had formal Envitonmental policies since 1971, and requires all employees to have

environmental awarencss training.
B0% of their Europcan companies use renewable energy, while 32% of their US

- :
o C

¢ (Cisco Systems -
companics do.

. I
Sun Microsystems - Requires environment management accreditation from suppliers and posts information
about their energy uses and greenhouse consumption on their website
Adobe Systems - Offsct all carbon emissions for therr Northern Cahiforma sites {429 of thew total carbon
emussions ) and are [HJEBIHI'I:H'IH their software pac L.1pr."k to be more fl'l'lr"lfl-""'l'lmﬂ'ltil"}-' E‘Ilﬂﬁ.’-"'

®  AMD - Reducing their GHG and PFC emissions and debuting halogen free products (with lead free
products coming next)
Microsoft - New design of Windows uses less energy. Also includes the use of wirtualization tu;]u'ﬂo'iu_

L

. AutoDesk - Makes software products incorporating minimal waste, reduced energy use, and green h.llldll.'l.'
design.

CONCLUSHON:

The time has come 1o think about the cfficient use of the computer along with its speed and memory capacity. It
1§ nof easy 1o be green, but it's possible. It requires some planning and investment like using gadgets for a longer
period of time , if it is necessary then buy a new one. Companies can benefit by taking these challenges as
strategic opportunities. The IT sector and its users must develop a positive aititude toward addressing

environmental concerns and adopt forward-looking, green-fniendly policies and practices.
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AT ABSTRACT

With the rise in the digital technology. Virtual Internship have become an important o
bridpe the gap between students, companies and academics especially in this lockdown period coused
due to COVID-19 pandemic attack affected all over the world. Virtual internship is a platform where
the participants also called interns are aliowed to gain work experiences and explore 1o various
apporneily to acquire professional skill by working on project online. It's an attempi 1o create a
connection berween industry and academic during the learmng process of students. It also aims 1o
promote globalization and help the snidents and employvees worldwide 1o easily uccess each other. The
rpase of this paper is to discuss the emergence of adoption af this virtual internship. its motivational
Jactor and possible pitfalls that may be faced. It also Jocuses on awareness and adoption of virtual
imternship among the students in this era
Keyweords: Digital technology. Vietial Dieer nship, COVID-19, students
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INTRODUCTION

As the job market has become more
competitive m today economic situation due to
COVID 19, attending virtual internships is more
mmportani than ever, as they help students to take
the first sweps in their career and explore
themselves i a  challenging  economic
eovonment. Unlike the conventional internship,
students called interns in virtual internships work
remotely from a location of their choosing,
communicating with professionals through E-
Commerce. It provides various opportunities to
the students o develop both technical and soft
skills. As the popularity of online education

continues tv increase, both universities and
employers have tumed to technology to look for
more effective and modem means of improving
the intemship process by way of virtual
Intemchips.

VIRTUAL INTERNSHIP

Due 1o technological upgradation it's no
surpnse 0 hear that many employees are
working remotely from home instead of the
office. A virtual internship is just like that. These
intemships allow participants or interns, to gai
expenience  while  working in a2 remote
professional setting and is not physically pres
at the job location. v

tant Professor, H. R. Colleye of Commerce and Economscs

College of Commerce and Economics, K. P B, i
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A lﬁt h been reported i virtual
internships in lockdown period all over India due
o COVID-19 pandemic attack. The most
common virtual internships are available in the
stream  suwch  as  software  development,
mnformaticn technology, social media, marketing,
rescarch, joumalism, wrnting, media, video
creation and editing, pre- and post-event
planning, human resources, scarch engine
optimization and marketing, graphic design,
political internships, non-profits and govemment
mternships, public  relations  internships,
engineering intemships and many more

Virtual internsh'p represents as a great
opportunity for students as well as employers.
BENEFITS FOR EMPLOYERS

< Completion of designated projects or
“deliverables™ for employer

¢ stumulate the Interest in a particular

company or industry among future
generations of employees

% Enlargement of a potential candidates from
qualified apphcants.

4 Space and equipment saving.

" 1- Eliminate the number of unproductive
s and paid hours of work

t in corporate image
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Opportunity to work in
which offers Mexibility

Gain expenence and can understand how
their chosen field work -

Networking with professional people
Leamning opportunities
Certificate of expenence

+*

<

¢ o <o o

Monetary rewards

CHALLENGES OF VIRTUAL
INTERNSHIP

Depending on your stream of study or llh‘.
tvpe of career students hope 10 establish, a v
mternship might not be a good fit. Hll the
humanities and social sciences. for example,
interacting face-to-face 1s often a defining feature
of the job which may not be possible in Virtual
Internship. While not universally true, many
customer oniented skills can be difficult to build
up if you spend most of your tme
communicating with others through E-commerce
such as email or video chat resulting into
communication problems ad misunderstanding.

Similarly, working remotely can h
chnllmslnslfuﬂitmymnmdm
a project. In mdmnl way of i
,
guidance and support at a moment’s notic
may not be possible resulting into ¢
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Eroup mn that case such type of virtual internship
might not be beneficial and it may possibly be
also work i your favor if one of your objectives
5 W develop the skills necessary to work
mdependently. As compare 1©0 the formal
employees the expectation of an intern will be
somewhat less. which can allow for the space to

make mistakes and build the skills to self-direct
withm moderation

NEED FOR THE STUDY

Doing miemships 1s no longer an option

but a necessity for college students
number of universies and colicges across India
have made internships a part of their cumiculum
resuling mio providing more opportunities for
the students to develop their sofi skills and gain
expenence. However, the internship scenario n
India is highly inclined wowards that of traditional
uternship options. College students in India were
unwilling to accept the idea of virtual
mternships. But, if considered at a global level
virtual internships have ganed a lot of
populanty. A probability to work with
international company and gain global exposure
ﬁnm opportunity for many students (o
ﬂﬂ' Also due 10 COVID-19
1 M Intemships

A large

'Whﬂﬂ
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To evaluate the adoption of Virtua
internship among the students.

REVIEW OF LITERATURE

(Vriens, Manet & Op de Beeck, llse &
Gruyter, Johannes & Petegem, Wim, 2010) in
their paper “Virtual Placements: improving the
intermational  work  experience of siudents.”
Descnbed about the global exposure provided 10
students through virual mtemship as compared
to the movement of students through wraditional
form of physical mobility, Virtual Internship
prove to be more beneficial. The paper also
explamned  the various opportunities and -
challenges  in  implementation of  Virtual
Intemshp.

(Hasan Ali, Ahsan M. Sayad, 2013) m
their research paper  “Increasing  Virtual
Education Effectiveness by Quantfying Student
Learning Trajectories and Virtual Internships™
have explained about the importance of virtual
ntermship in development of a student leaming.
It he!s 1o formulate and understand practices to
be inculcated by teachers and instumtion for
promotion of virtual University programs.

(Cortesao, Marta & Alessandro, Elia &
Mndmml. Ana, 2015) m their m

‘Using  Virtual Imemhhn as nov
learning technique” have
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- The study will result 10 be of a great help to
- employer of various company in the N

city. The result of the study will reveal the
importance, awareness level and adoption of

Virtual internship amongst the student, colleges
and vanous academic institution in Mumbai.

RESEARCH METHODOLOGY

The study aimed 10 know the awareness
and adoption level of students of Mumbar city
and hence the rescarch design of the study s
descniptive in nature

DATA COLLECTION

The first hand data are collected directly
fromm the respondents with the help of
DATA ANALYSIS AND INTERPRETATION

- I' I. y Ii ...
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reepondents thon Mamisai ity |

RESEARCH LIMITATIONS .

Mumbai is one of the most significant
city of the country and lakhs of student’s study in
Mumbai. The study limits to 97 samples selected
from the city, however it cannot be considered as
a complete representation of Mumbai.

However, the objective of the survey was
to verify the student’s awareness and adoption of
Viral  Intemship with  regards 1©0  digital
upgradation,

B
il Rie
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Chant |1 Awareness about Virtual internship among students.
The above chart depicts that 61.9% of the sample are aware about the virtual internship while

28.9% are completely unaware about it.




Churt 1.2 Adoption of vistual Intership assoug stdests ' 'a
The above chart depicts that 12.4% of the sample are doing virtual illnﬁp'ﬂll
hesitant in adopting it.

What motivates you to opt for virtual internship 7
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Chart 1.3 Motivational factors for opting Virtual internship

The above chart represents various factors that motivates students for opting virtual internship
whereby the maximum weightage is dnven by professional expenence followed by leaming
opportunities, certification, flexibility and monetary rewards.

i no, what are the reasons far not doing any Virtual Internship?

21 responzen

] 12 -]
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Chart 1.5 Future preference of students for Virtual Intemship

The above chart depicts that majority of the sample in inclined to opt for virtual intermnship in

future.

Does your college placement cell provide any Virtual Internshig?

Q7 respoTEES

o
o

Chart 1.6 Adoption of virtual intemship among colleges.

The above chan represents that 47.4%
provides wirtual intemship with the help of
placements cell while 52.6% are yet 10 adopt this

~ Virtal internship or E- internship 1s the
dm--mmmm

it. Which shows that there 1s immense need to

create more feasible means, more favorable .-
environment to be created for its adoption. The
pandemic COVID-19 has also created shift in

mind set of people to adopt the Virtual form in :
place of radinonal form of working. However
technological needs 10 be resolved to make a
technological advantage for India. The data also
pmmﬂntnqmtynfﬁmm de
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actices. This research s based on the secondary data.
eywords: - Authority. fabrication, falsification. plagiarism. peer reviewed, research frauds
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" which are guidelines for a conduct in a particular simple terms
mm'umﬁmmwxwrh.mwmmmww
mon - acceptable. Foundation of ethics Is laid down in individuals at home. school,
educational and religious institutions at their early age. Ethics is followed in various
disciplines, institutions and at the Organizational level In the Organization, ethics is
followed in marketing. finance. human resource department and other functional
departments Researcher should follow certain ethical principles which should be laid down
by the institution, like at any given time participants should not be harmed in any way be it
physically. psychologically. financially. By all means the anonymity and confidentiality of
the participant should be maintained. Researcher should be sensitive towards the participants
and should take care of their likes and dislikes. Whenever there is a requirement to share the
information. researcher should follow the principle of consent from the participant. Under no
grounds researcher should take decision to share the information of participants unless
permitied. Principle of providing right to withdraw where participants have full right to
withdraw from the research process at any given time. In addition to these principle of
honesty, transparency . openness, respect to privacy. intellectual property . social
responsibility and Jegality should be maintained 1o adhere the research ethics . Since research
in every field is gaining so much of relevance and number of researchers are increasing
relatively year by year. few repercussions have been seen as a result of which has caused
researchers to follow cenain unethical practices intentionally and un-intentionally leading to
research misconduct. Research misconduct can be defined as “It is the process of

identifying and reporting unethical or unsound research”

Research misconduct is done intentionally by researchers due to many reasons. One of the

reasons amongst all for misconduct is that researchers get tempted by the grant
funded by the public authorities. Other reasons for research miscenduct are that most of the
institutions have become research oriented; there are lot of incentives offered by the
institutes to the researchers, institutional pressure, career ambitions and competitive
environment. There is a rise in the research misconduct also due to the improvement of
technology and easily availability and accessibility of the content.

faced due to unethical misconduct done intentionally or unintentionally are
the same. It affects the reputation of the researcher, reviewer, author, and publisher and
holistically it tamishes the brand image of the institution. Hence . researcher intends to cover
this holistic picture by reviewing articles, research papers , journals and books on ethics in
suggestions and measures o overcome the same . It has been rese that earlie

b g |
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! Shilp: - This is a kind of research misconduct when it is not decided that whose name
M:ﬂnn--ﬁumm~um.ﬁhmu-mmwﬂ::
papers are written under collaboration. It is a misconduct when people names are put

they have done a very little contribution towards the research It is unintentional . when there
are more authors and the names are written in the alphabetical order so researcher/person’s
name written at first automatically is considered as the first author. At time it is observed that
in the research paper when the author has not made a significant contribution but still his /
her name is put 10 add up on the publication list. This terminology in authorship is called as
Bift author. It is expected that same would be done by others for the author in their

Plagiarism: - “is the reproduction or paraphrasing, without acknowledgement, from public
or private (ie: unpublished) material (including material downloaded from the internet)

to, or which is the intellectual property of, another including the work of
students. “Plagiarism is another type of research misconduct which is to steal the idea or
writing of others and not putting the acknowledgement. Al times plagiarism comes
unintentional when the rescarcher is not able 1o provide the source or submit it buy claiming
its work. Alternatively. plagiarism is reported when the researcher has copied word by word
of the author's work without acknowledging the original author Very commaon type of
misconduct in plagiarism is patch writing. when researcher tends to replace only few words

with its synonyms and keep rest of the sentence as it is

Falsification and Fabrication:

“Falsification is the changing or emission of research results (data) te suppori claims,
hypotheses, other data, etc.’lt is done when the real answers received from (he

respondents are tempered

Fabrication is the construction and/or addition of data, observations, or
characterizations that never occurred in (he gathering of data or running of
experiments. Research misconduct is done when imaginary respondents are created in a

survey
Peer reviewed:- is when authors submit their articles and it is reviewed by the experts and

Joumal editors . The misconduct could take place when experts have their own known people
whose papers have come for the review to them and they would be giving more weight age

to the known ones

Resubmission: - At times it is seen that manuscript is resubmitted or few of the researchers
make minor changes and re- submit it that counts 1o unethical research ethics

Management: - Errors or unethical practices are followed in data collection when data
orded properly and there is no authenticity that data would not be leaked or shar
earch. 3:..7_._'-.' ! = ---’ > Ul '
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the environment researcher of the questions are close
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now would like to present certain ways 1o overcome the unethical misconduct in the research
in the terms mentioned above:

is very essential 1o decide the authority of

Autherity:- To avoid authorship misconduct, it

the research. Discussion should start on the entitlement, when there are more authors for a

plﬂhﬂmdmuMﬁpwmnudnmhrﬂgmdhﬂmhmilnmhmuf
the person reflects in the journal unwilling, he / she can appeal to the owner of the journal to
withdraw the name of the person from the paper. Authors are asked to mention the amount of
content contribution they have given to the paper which gets easier to authorize as main
author or co-author. Each person who Is named as author has to be part in the research and
writing both and should be able to take complete responsibility of the contents mentioned in

a very limited answers since most

the research.
In the research, people should participate voluntary and should not be forced to participate.
Researcher should only go ahead with the research il participants give their consent.

Participants should be informed about both the benefits and risks invaolved in being the part
of research.

Plagiarism: - To avoid plagiarism, researcher must write the original source If any given
time he or she has taken it as a reference. Acknowledgement should be given to the author.
Use quotation marks for some other work, proper citation should be mentioned if quotes are
used. Content should be read properly and paraphrased in researchers own language. Ideally
researcher at the first should read the entire article and then should phrase it in its own

language rather than conversion of each single line which does not puts down the risk of

plagiarism.

Peer reviewed, the authorities / reviewers should not be aware about the name of the
researchers. Editors should rely on the decision of the reviewers. Foot notes should be

written and the source should be mentioned. Some publishers in order to correct the
plagiarism ask the authors to only write the affected text in their own language.

Data management is a very essential so few things should be clear like: who would be
collecting the data. how the data would be protected and how the intellectual property rights

ting
ﬂlhm.ﬂmhmslmuldbewelluumdfmatmam
- Manuscript should only be published in the single publication

should be prohibited
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Suggestions: - Given the importance of ethics for the conduct of research, it should come as o
. that many differem professional associations government agencles.

policies relating to research ethics.

and universities have adopied specific codes. rules. and
Resear: b different journals and articles feels that certain board on ethics

afier
definitely would take adequate measures to manage ethics. at the same time institutions
should provide wraining in ethics which would surely reduce ethical dilemma or provide

guidelines 10 follow ethical practices. A course on ethics should be introduced as a core
*hﬁm-lm:lmldhrmmiuuﬂtymadelnaﬂemi‘l‘on-hl

more acceptable additional credit should be granted to the researcher for the completion of
the course

-v#_'
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~ and processes and are required to rethink on their business models to meet the _
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playing key role in the Business continuity planning and operations. Working remotely

has become the new normal. This article majorly covers the current challenges faced by
the businesses and explains how digitalization can convert these challenges into

opportunities.
Key words: Digitalization. Business Continuity Planning. The New Normal

Intreduction: - It's been really difficult 1o manage the situation the way positive cases
of COVID- 19 are spiking at an alarming rate in India and other parts of world. To
control this pandemic India’s Prime Minister Mr. Narendra Modi installed lockdown
from March 22. 2020. In response to this. Organizations have moved to remote
working methodologies and it has become the New Normal The sooner they embrace
these changes the better they will survive these times and come oul
successfully. Digital platforms are helping managers to track the performances of the
employees and enable seamless collaboration and business continuity during this time.

Challenges in Education field:-Few challenges students are facing is 1o sirike a
balance of life physically and mentally Work from home has its own challenges, There

are times when an important office meeting is lined up and at the same time employee
has 1o go 1o the grocery shop as during lock down the shops are open only for limited
hours. It has not only impacted the employees but their family members too. Children
had started their fresh sessions on virtual modes. Not all the family members would
have dedicated laptops or mobile phones at their disposal and have to juggle between
the gadgets. Kids lecture timings are same as their parenis important meeting hours, it
gets difficult for parents to assist for online classes especially small kids in case they
need any help for getting connected. The middle - upper class groups can manage well
with their WI-FI and data connections but the major difficulty comes for lower classes.
Even they have children going to school but due to this urgent lockdown announced
these kids are suffering as they would not have a smart phone and other connecting
devices. Recently, a young girl child in Kerala of Std IX committed suicide because her

parents could not afford smart phone and she had to miss her school lectures.
Irrespective 10 connecting or taking lectures via online classes , kids screen time has
increased This is one of the biggest inevitable challenge as schools do not want the
kids to suffer so they have extensively started conducting classes and that has adversely
mpacted to more eye strain and mental anxiety . Since kids earlier have never been
much exposed to online classes running 6 to 7 hours per day . It's taking a toll on their
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reaching 1o the required destinations. Crops are getting destroyed :

Challenges in real estate: - Dye 10 COVID the requirements and specifications of the
customers are changing . Properties will have 1o be promated digitally which will not

give comfor 1o the buvers

Challenges in tourism Zero tourism means zero income . Due 1o COVID outbreak
the travel and tourism business has come to halt

Challenges faced by Banks, IT and ITES most of the client requirement was that 50
!mnnhﬂlngnmﬂwdﬂrrmhfthanM{pﬂuwnpmh
Government notification)  Since digitalization is still evolving there are few
departments which cannot work from home as data could be insecured or hacked easily

through home network
Challenges to the restaurants and hotels : From June 8. restaurants and hotels were

allowed 1o open however the response is not good due to 9 pm curfew Due 1o low
customer footfall and high electricity costs, rents and staff wages 20-30 percent of

restaurants and hotels are closing again

Most of the organization were not ready for remote working and had to face many
challenges of operation . During lock down Organization faced one of the major
challenges like to arrange laptops, smart phones and functional servers at the nth hour.
Not all the offices are affected due to lock down , offices which had embraced
digialization on time have been seamlessly operating their business But majority of

them were in their process of digitalization and were not geared to operate during these
red for the Business Continuity Plan (BCP)

exigencies Organizations are not fully prepa
are been laid off in masses , there are major pay and bonus cuts . Our

Prime Minister Shri. Narendra Modi had asked the Organization not to lay off or cut
salaries of the employees . But unfortunately most of the Organization are not able to
follow this due 1o loss in their operating costs, Uber laid off 3,700 employees over the
Zoom call in order 10 reduce their operating costs. Other organizations to name few
Swiggy, Udaan , OYO . Landmark group and many other retail institutions have
Mﬂmmmcmmm&imhﬂummhhmmx
- iﬁ:nmmmn.dmmnmdwmmm-mum
utin cities where houses are small it could be difficult for the employees to
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Converting challenges to opportunities through digitalization .

Mm—-uumynmmuw-rm
employees and want 10 preserve their jobs. Employers who have been able to retain the
Jobs of their employees and have successfully taken the well being of the employees
will be later look up to having loyal and dedicated employees. Organization collaborate
through various modes like teams, hangouts and now Government has come up with
the collaboration tool named “Namaste” to replace Chinese digital tools. One of the
Software Organization 1o keep the staff engaged and their morale high has taken an
initiative like CHAI Pe CHARCHA where employees connect virtually over a cup of
tea in the evening similarly they used 1o connect in the evening when they were in
office, Organizations are arranging regular webinars 10 up skill the employees, regular
w.ﬁmmmumermnmdlﬂmﬂmﬂtntuﬂﬂm
levels of the employees Companies are coming up with initiatives like virual coffee
sessions, D] nights, musical evening . online tambola etc.

Microsoft has a dedicated 24/7 COVID-19 Medical Advisory Helpline for their
employees and their families. This helpline can be used as a virtually for consulting
with medical practitioner to discuss on the COVID symptoms if there are any and gel
medical guidance Microsofl Cares takes care of the emotional and mental well being of

the employees from time (o time.

Zoho an organization has asked the employees to Work from home till the month
of December. Kissflow SAS organization . have proposed hybrid remote working
model in which employees need to come to the office only once a week in a month.
Not only that Twitter . Face book , Tata Consultancy Services has announced that
their emplovees can work from home forever . Companies are launching chat bots
and Al which will be very soon checking the emotional health of the employees

GE has suggested that more cross functional communication and collaboration
needs to be conducted . Cross functional teams can be helpful during the

exigencies.
Nike office has installed plexi- glasses in between the work station to follow the re

engineering of office post lock down.

SBI's new mantra for employees amid pandemic: Work from anywhere article in Live
mint . SBI main focus in this difficult time is 1 rapidly adopt digitalization . The focus
is also now on risk assessment and giving flexibility to the employees to Work from
Anywhere not only Work from Home. Government action on the migrants who have
moved to their home towns will be to use these workers for the infrastructure projects

and provide them livelihood.

Issue 1-12, 2020




only in touch with the employees but also required 1o check their well being time 10
time . Office work is happening in a smooth manner Future is shaping up and
employees are trained in skills which are required 1o make them super successful in the
future. Organizations are getting more innovative and discovering new business
“models. Crisis is a time when new business models come up and thrive .

Initiative Atmanirbhar by PM emphasize to reduce dependency on China and due 10
which industry like pharma, FMCG . Health . Logistics and e commerce will pick up
after lock down and will open more job opportunities for people . However , travel,
tourism. hospitality real estate and ententainment will take some time to gel back.
Government {s coming up with many more skills development programme like Pradhan
Mantri Kaushal vikas Yojana , India Skills and Rozgar Yojana under Prime Minister
Skill India Mission. As the lockdown is getting released gradually employees have
started or very soon will start physically going to office We will not have the same
comfort . Things will be totally different. experience ol joining back will not be the
same as there will anxiety and fear in the employees of not catching COVID which
would surely affect their productivity and efficiency. This lock down has given a

leaming opportunity for business to change forevers

Future challenge is that Organization need 10 freeze new work model and that is
modalities of working from home. However, working from home reduced the
transportation cost and cut down on operating cost. horizon of the business would
widen and the employee can be associated with the Organization from any part of the
world. [n coming times there will be no boundarics on the geographies or territones.
Skills, talent and experience would be given the utmost consideration and importance
as they will be accessible from anywhere, But al the same ~time biggest challenge an
Organization will have is to maintain the standard culture. At the same time there arises
a big question that wills this work from home option is sustainable? Immediate
challenge, post lockdown, is to have less people on the factory floor in compliance with
the social distancing norms. According to Johns Hopkins Medicine. staying at least six
feet away from one another reduces the chances of catching covid-19. This implies
factory-floor modifications with lifting and shifting of machinery. It is easier said than
done when the lockdown Is still in force. Companies have made their online virtual
. stores and they have made a conversational marketing . Even automobile industries are _
launching their new models Since companies are not able 1o put exhibitions and trade
shows they are taking the call to use that money in investing in digital advertising,

"“I“j tions: Organization should come up with revised policies like providing them




fvent
technologies 10T, Cloud. AL Mobile Internet. design
Exponential technologies come together is magical. One of the best way judging
the team performance is through sociometer. 1t Is a Artificial intelligence tool which
helps in decoding human interactions and part of predicting human interactions by face
to face and gestures It will help predicting the engagement levels of employees. One
thing will remain common in these unprecedented time is that the leader of any
businesses should be humble and by not keeping much business profit in mind, they
should keep their emplovees physical. mental and emotional well being into
consideration. HR needs 1o think building engagement in digital remote working
environment. No one is aware that when COVID situation would normalize, still the
role of employers is 10 see that the most important thing i.e networking should not
suffer in the virtual world It is important to understand which jobs can be done

remotely and which cannot be

Condlusion:- Lockdown has accelerated the wansformation of work place.

Organizations which had been due to change from conventional work place practices
have been forced 10 embrace the changes. COVID has made employers realized that

work from home is one of the best option specially for the employees staying in metros
which would make them rid of exhaustive travels and that efforts can be very well
utilized in improving the work efficiency and productivity. It also saves the space of
accommodating employees which is 100 expensive in metros. Whether working in the
future has 10 be in office, home, co- working space or a café the entire goal should be
1o make it collaborative. creative, innovative and engaging. This crises has given time
1o mother nature 10 heal Cities air pollution levels have come down, air has become
relatively clean Water pollution was the major concern for the past few years , since
lock down it has been seen that holy Ganga water has been so clean . This pandemic
has been an eye- opener for the businesses in the true sense, things which they have
never imagined could be managed from home are getting managed due to the use of
digital wols. COVID 19 has provided an opportunity to the Organization to move their
businesses 0 the next level where future lies in Al, automation and use of digital
ologies. Remote working hours will help the employees to stay online and
1o their tasks . However, Managers should not dictate the style of working or

L -_'_._..a-; . e h“m

hell, we can say that the world is going (0 experience a paradigm shift in the
ing. Work from Home or *“Living at Work” and Virtual Business
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DECODING CHINA’S MASTER PLAN

J Dr. Tasneem Razmi*
Dhruvi Sanghvi**

i ABSTRACT O

If we Indians keep appeasing China because of our addiction to trade with them and overlook
everything else for our benefit then, Indians have a chance of repeating history. Just the way in the
late 1930s, the British government led by Chamberlin kept appeasing Hitler and giving into its
demands, it eventually led to the Second World War. If Indians continue on the same path then, we
might either be leading the world to a Third World War or a World dominated and colonized by
China. If this be the case then we, the citizens of the World should use our wallet judiciously and hit
China where it hurts most, the Economy i.e., defeat China not through war but by not being a victim of
their economic progress. If the entire world decides not to sponsor this regime then that will see the
China’s worst nightmare coming true. China wants to emerge out victorious and make a mark which
highlights them forever. In this unfortunate scenario, India should support our Hon. Prime Minister
Shri. Narendra Modi by becoming self-subsistent and curb out China from our economy. This paper
basically is an attempt of self-awareness as well as an action put forward to become self-reliant.

Keywords: Boycott Chinese Products, China’s Masterplan, Economy, Indo-China conflict, Covid-19.

Introduction: this war shall be the Economy. The President of
China Xi Jinping has publicly told its military to

start preparing for war.
Aims & Objectives:

The Economy of India currently is what is going
to destroy us and not Covid-19 or nukes. A lot of
questions have been arising now in our minds
which earlier had been overlooked. In March
2020, the Indian navy had found 12 underwater 1
drones in IOR coming all the way from Beijing.

Presently, the entire world is fighting against the 2
unfortunate Covid-19; in such a situation China 3.
is pushing its borders against Japan, Australia,
Vietnam and even India. In the middle of this
health crisis, China is becoming political. The

To understand the severity of the Economy
of India currently due to the COVID-109.

To understand China’s Masterplan.

To understand the strategy to make India
Self-reliant.

Research Methodology:

Indo-China conflict has been existing since
several years now as China openly claims
Ladakh and Arunachal Pradesh to be its own
territory. But, since the last couple of days, there
have been several problems constantly occurring
at our border. This is the worst time for India to
go to war with China as the biggest weapon in

For this research paper, the information has been
collected using secondary sources including
newspaper, articles, websites and magazines
available online. Also, a survey had been
conducted with 700 individuals. The analysis
presented is solely based on the references
mentioned for this paper.

*H.R. College of Commerce and Economics
**H.R. College of Commerce and Economics
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Data Interpretation/ Analysis: - single child policy, Falun Gong organ

harvesting, the invasion of Tibet, Child

1. Ground realities - Trade figures suggest

that India is the biggest importer of Chinese
consumer goods. India imports
approximately seven times more from
China than it exports to it. India has a huge
trade deficit with China — its largest with
any country. In the year 2018-19, India’s
exports to China were mere $16.7 billion,
while imports were $70.3 billion, leaving a
trade deficit of $53.6 billion. The range of
goods that we import from China is quite
massive; consumer durables such as
electronic goods, smartphones, industrial
goods, vehicles, solar cells, and essential
pharmaceutical products including
tuberculosis and leprosy drugs and
antibiotics, among many others.

Quality goods is compromised: - In 1949,
Chinese communists took control of China.
Since the 1980s, Chinese leaders have made
economic development as one of their first
priorities. Chinese businesses quite often
produce goods tailored to market
expectations; therefore, Chinese products
may not be high in quality when consumers
prefer to pay a low price. Overpopulation in
China is a possible reason for
manufacturing low-quality products. Some
firms cannot find enough of the needed raw
materials to produce goods that serve the
customer requirements, producing instead
various versions made with cheaper or low-
quality material. At this point in time, many
companies and businesses might also lack
capital, industry expertise, and marketing
power, leading to counterfeit products.
Many unethical companies produced hoax
goods to earn more benefits. At times,
products of famous corporations like Apple,
Hyatt and Starbucks are copied.

Human Rights Violation: - Human Rights
Violations have spurred support for the
movement, forced/arranged marriage, the
massacre of Tiananmen Square in 1989,

workers, abusive  working  conditions
throughout China's production processes,
abuse in re-education camps and the
escalating and ongoing conflict and military
presence in Hong Kong in which Human
Rights violations are being broken e.g. the
right to peacefully protest, police brutality
(kidnapping and associated organ harvesting
then execution, excessive force, attempted
vehicular homicide, etc.

Overstating of its bills: -
Hydroxychloroquine is a drug used to cure
Malaria and research shows that it can
prove to be useful against Covid-19 as well.
India is the largest manufactures of this
drug and we recently exported 50 million
pills to the US. But the raw material for this
drug comes from China and during this
pandemic, China suddenly raised it prices.
China is playing smart by improving its
Economy by undertaking such horrendous
steps. Efforts by an Indian agency to procure
rapid antibody coronavirus test kits from
China have come to naught, with the Indian
government deciding to withdraw the
"faulty” test kits from use and cancelling all
procurement orders. The controversy around
the efficacy and pricing of the rapid tests is
set to change the way India now tests for the
novel Coronavirus.

Debt Diplomacy: - Asia and Africa have a
lot of countries that require financial help.
But to take a loan from the IMF or World
Bank, the country needs to meet certain
strict criteria. In such a scenario, China is
helping them. China is building a highway
in Pakistan, it is funding a port named
Hambantota Port in Sri Lanka and many
other projects in countries like Myanmar,
Maldives and even Nepal. The problem that
arises is that these countries may not be able
to pay China back and that’s where China’s
Debt Diplomacy begins. Pakistan owes
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more money to China than any other
financial institution in the world. Recently,
Pakistan unearthed a scam of $630 million
regarding two Chinese companies that
supplied power to China Pakistan Economic
Corridor. It takes time for a country to
repay the money borrowed as with passing

is China’s ‘String of Pearls’ using the
Economy to surround India and stay
prepared. In case of war, chances are that
the attack won’t be from one side but from
multiple sides.

Analysis of the Survey:

time the loan piles on hence the interest also 1. A sample survey had been conducted where
increases. This is when China comes into we collected approx. 700 responses. This
action and states that they should have survey had been conducted during the mid-
complete power over that area so that they May. Sample profile is as follows:
can operate the way they want to. This is e 539% of the responders were male whereas
how the Chinese population increases in 47% of them were females
that area or country. In case of war, China
can easily convert these trade bases into * 49% of them were studenFs, 37% of them
military bases. belonged from the working-class sector,
14% others.

Strategic Investments in countries to
surround India: - Djibouti is a small ° 54% of the responders were under the age
African country and China practically owns of 30, 39% were under the age of 60 and the
it as it has created a military set up there. rest 7% were above the age of 60.
Like-wise it has invested in other countries 2. We asked the responders whether they shall
as well like Myanmar, Bangladesh, Sri be using Made in China products after being
Lanka, Maldives, Pakistan,  Africa, aware of the China’s masterplan as well as
Cambodia, Hong Kong, etc.,, which their scams.
surround India from all possible areas hence
becomes easy for them to activate these
areas for an attack in India at anytime. This

Made in China

Will you use Chinese products?

Observations and Suggestions: -

e |India is depended upon China
because it receives majority of its
raw materials as well as finished
goods from China as it is the
cheapest available there. Indians

13% ’
35% 52%

= No
Neutral
mYes

need to find an alternative for
maximum  products which we
receive from China like toys,
gadgets, electronics, consumer able
items, etc.
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e Indians need to be self-reliant
enough and need to start
incorporating Made in India

products and goods in their day to
day life so that we are not depended
upon China made goods. Though
being a little slight expensive than
the Chinese products, we should not
stop ourselves from buying Made in
India products as the quality of
China made goods are usually
compromised unlike most Made in
India goods.

e In the last 2 months, a new industry
worth Rs. 10,000 crores is born in
India. The textile industry had to
close down due to the Covid-19.
But, even during these tough times,
Indians found an opportunity. Rather
than shutting down factories, they
started making PPE kits. One private
company had started it, then many
joined and today India makes
450,000 kits per day. In these 2
months, India has now become the
world’s second largest supplier of
PPE kits. This new industry shall be
worth $60,000,000,000 by 2025. All
of this happened in less than 60

days.

e The Mahua flower from
Chhattisgarh is used to make local
liguor. The tribal women in

Chhattisgarh used this flower to
make alcohol which is the base
product used in hand sanitizers when
India was scrambling to get enough
supply of hand sanitizers. A tribal
solution saved lives.

e “India looks to lure more than 1000
American companies out of China”-
The Economic Times. Around 300
companies have already given their
confirmation on paper. These
companies will not manufacture in

| Vol. 10 * Issue 38 % April to June 2020

big metropolitan cities but in small
cities, in the interiors. Luxembourg
is a country in Europe, India offers
land twice Luxembourg’s size to
firms leaving China and settling in
India.

e India has a long way to go and
Indians cannot boycott China in one
day. It is a fact that we don’t have
electricity, infrastructure and even
skilled labour for that matter. But it
is also a fact that we have a lot of
untapped potential.

e In 2014, India had only 2 mobile
manufacturing units. Today, we have
268 factories including Samsung’s
largest factory in the world. This is
the best time for India to work on its
negatives and take a step forward in
becoming self-reliant or else it shall
lose a big opportunity towards
making a mark of success.

Conclusion: -

China is using Economy to boost its politics and
military. China has created a situation for India
where Indians cannot afford a war because, in
case of a conflict in the future, then tackling it
only by force is not an option for India anymore.
Because with the money power, China has its
allies all around us. So if we cannot use ‘Bullet
force’ then let’s use ‘Wallet force’ rightly said by
Mr. Sonam Wangchuk ( China’s People's
Liberation Army, Indian engineer, educator and
innovator). If Economy is a weapon, then Indians
itself are its distributors. Indians have to boycott
Chinese products. Mr. Sonam Wangchuk stated
that Indians should remove Chinese software
from their phones in a week and Chinese
hardware in a year. 8/10 items in an Indian’s
house is made in China; if so then throwing them
away makes no sense. This is an unrealistic and
foolish expectation. Instead, while purchasing
something from the next time, make sure to
check whether there is a local alternative
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available. If each citizen actually starts
implementing on this then, in a span of 5 years’
time, Indians shall be depended on China only
for a few essential products. India is not in the
China’s Debt Diplomacy trap yet unlike
countries like Pakistan, Sri Lanka and
Bangladesh. Its yet not too late to make a change
and implement on the necessity. In this Covid-19
situation, our government has realised how
dangerous China could be hence, India notifies
FDI policy change mandating prior nod for
border sharing countries. This is done so that in
this crisis, no Indian company becomes a
Chinese puppet. Great historical progress always
happens after major disasters. This is the time
when India has to prove itself to its countrymen
as well as the world. Whenever the country hits
rock bottom, it is the people of that country who
bring the light back to life.
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ABSTRACT

In the modern woeld of technology. not oaly Business and commercial activities have gone

change, but it has its impact on Education sector also. The paper deals with Opportunities and challenges in EduTech
The Unit of Analysis is Users of EduTech facilines The charactenstic of Interest 1s opportunities and challenges i field
of edutech. The objectives of the rescarch methodology are To discover new opportunitics in the fickd of EduTech, To

know about the major aspects 1o be tackled for getting EduTech to rural India, To know about imponance of EduTech
for students, To ascertam the impact of affordability factor in EduTech, To know if edutech is providing the suppon of
teamwork in schools. To know about the benefits and drawbacks of EduTech for its users. The Methodological
Approach of this research is the quantitative approach by conducted Survey. The Sources of Data of this report is based
on primary data; Primary source of data used 15 the questionnaire. Also secondary sources of data have been used like
the references of various Google scholar anticles and some articles from newspaper. Data collected was analytical,
tabulated and percentages were calculated by using pie chants for the purpose of easy understanding. Sample method
was Convenient sampling method Sampling units was customers of EduTech portals and Sample size was 40-50. The
Research instruments were Structured Questionnaire 1s used as an mstrument, to collect valid primary data. The
mmplication seen that the major users of EduTech are from the age group 20-25. There are still many drawbacks of
EduTech which need 1o be taken care of. The next big opportunity is taking EduTech to the rural areas of India. But this
will take as there are a lot many hurdles 1o be considered while planning the move for this opportunity. But at the same

time they are hoping for various improvements

Kl.:l'l"rﬂl : Education, Tﬂhnang}; |'}|51t;|| . Cloud computing, ¥ irtual Reality

| e —_—
INTRODUCTION
Education Technology 1s an cthical practice for
facilitating learning and better performance by creating,
using and managing appropnate technological processes
and resources. Although this _ficld may sound highly
specialized, its potential implications are far-reaching
and affect many segments of the population.

Services like Byju's and Unacademy provide
solutions for teachers and schools. Upon its development
and correct application, educational technology can truly
be an industry-changing experience for educators in
streamlining lesson planning, reporting, and record-
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keeping which s fime consuming and simplifying
communication

Successful development of EduTech will help
improve the future. Accessible and effective solutions for
superior education empower students and teachers 1w
focus on the aspect of leaming and understanding. They
can do much more with the resources they have, for
example, improving the quality of education available 1o
youth around the world and better equipping them for the
future.
VARIOUS SERVICES PROVIDED BY
EDUCATION TECHNOLOGIES
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ity
oud computing has impacied Mgh technology
‘education in a big way Tt helps 1o store data of students on
clouds The smytime-anywhere accessibility of
informanon stored m remote cloud servers of the apps has
‘made it possible 10 sccess courseware and educational
materials from any device and from anvwhere
X Speech-Te-Text Oprions
A vast mapority of devices and app platforms are
providing features like Samsung's Bixby. Such sman
assistants respond to vosce commands and make things
camer for learmmg
4. Virtual and Augmenied Learning Experiences
- Virtual Reality and Augmented Reality i1s a big
boost 10 Ediech. If vou want 1o lcarn about space objects
just by running 3D space video on your VR headgear,
you can flost in space while a background voice
continues depicting you the Milky Way in detail. Real-
time broadcasting of critical surgical operations allows
medical students 10 learn through a more Immersive
expenence
£ 3D Pristisg
3D printing. which is also known as prototyping,
allows students 1o lcarn with a morc tangible and physical

ANALYSIS
L. Age

Undorsmading the

v _.Ii“ I'r-

FuTech in the digital era.
Problem Statement -on-d-l-

EduTech
Unitof Analysis - Usersof EduTech facilities

Characteristic of Interest — opportunities and ¢

in field of EduTech

METHODOLOGICALAPPROACH

In this report we used the quantitative approach by

conducted Survey.

SOURCES OF DATA

. This report is based on primary data.

. Primary source of data used is the questionnaire.

. Also secondary sources of data have been used like
the references of vanous Google scholar articles
and some articles from newspaper.

TOOLS USED FOR DATAANALYSIS

Data collected was analytical, tabulated and percentages

were calculated by using pie charts for the purpose of

casy understanding

Sample method- Convenient sampling method

Sampling units- customers of EduTech portals

Sample size- 40-30
Research instruments- Structured Questionnaire 15 used
as an instrument, to collect valid primary data.




Males are the dominant users of the services.
3. Users of edutech services

1. Have you ever used Edutech services?

il DO

About 64% of the sample has used edtech services.
4. Applications used

2. If yes, which of these have you used?

o TR 5+~
|

b Edvmans | 1% 5.
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Most people are of the opinion that edutech mﬂmﬂhﬂﬂﬁdmh heo
practical.

4 How useful is EouTech 1o you as & student?

A W
i 3 ] ] L

There are an equal number of respondents who  voted for neutral and very useful.

7. Affordability being a constraint

5. Do you think affordability is a constraint in Edutech?

Thtluqnl number of respondents who aren't
ty being a constraint and those who

sue 39 @ July to September 2020 SA00K SUNCAAR BALETN
e~
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9. Major drawbacks

7 What are the drawbacks of such technology?
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Most people have said that the major disadvantage  lot of distraction when studying through devices because
is that there is little ort no face to face interaction, along  of vanous games and chat options available on the
with an increased amount of screen ime. Also there 1sa  device

10.  Pros of Edutech making it up for the cons of traditional education system

B Do you thenk the peos of EduTech can mske uwp for 1he cons of
ol leaching methoos




The first question s regarding the beher
opporusies edutech can provide, and a high percentage
of the sample size agrees that it can provide betier

The second question is regarding the
improvements in edutech and if it nceds better
assessments for students who use the facilies. Again

10. Are you content with EduTech?

dd maponte s

mast people agree with the idea that improvements are
needed,

The last question in this section 1s if people think
that edutech should be independently used by students or
if it should be supplemented with teacher designed
lessons. Here the opinions are quite spread out but agam
the highest votes are for people agreeing that it should
supplement teacher designed lessons.
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Most people agree that taking edutech 1o the rural lot of hurdles in the way, which arc listed in the next
villages of India would not be an easy task as there are a question.

14.  Major challenges in taking edutech to rural India.

12 Whal would be the major sspects 10 be tackled for gettong EduTech
hnl'ihﬁl"‘
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Broadband, equipment and software would come rural areas of India.
asmajor challenges in the task. . But this will take as there are a lot many hurdles to
CONCLUSION be considered while planning the move for this
& Itisscen that that major users of EduTech are from opportunity.
the age group 20-25. e  Still most people are content with EduTech.
There are still many drawbacks of EduTech which e But at the same time they are hoping for various
- mneedto be taken care of. improvements.

h ; big opportunity is taking EduTechtothe o  These include improving the
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Keywords — Spiritual Tourism, Approaches. Prospects. Pilgrimage

INTRODUCTION:
Spirttual tourism is becoming a major heightening area of the Indhan travel market with more Indians opting 10
g0 on pilgrimage across the India. Emem“-wHﬂuhgﬂlinphd_h-hm

travel, it has been observed that nearly 60" of domestic tourism in India is religion-based. [t is fascinating 1o
see that youngsters along with adulis are showang quite a high propensi'y towards exploring indigenous cultural

experiences in our country. One of the key perveived factors of spiriual foensm s that it is formed out of ihe
desire for some form of change and the belief which can he found at the pilgrimage site.Over the years travel 1o

sperstual place have increased, believe s spuituality has uspired people 10 travel even with poor infrastructure,

commumication and mavelling.
| K 3 oy that Spermuality has been the Despite the
he spintual wons of the country were able to

There has been abundant manmifesi doded across the count
destruction made by the attacker frowm the other countries. the
resuscitale themselves awd procure hack their onginal glory and fame comersione of India and it was

pnlrmlﬁ by all the King s through dilTeren! centuries
e pivel of several relipions and practices. Jainism,

Indiz is a pivol for Spiritual tourism
Since the classical imes, India has been known a

Hinduism, Christianity, Islam, Sikhisn are the most popular religions in India. There have been remarkable
centers for all these religions which are the places for the community worship and social harmony, The Kings

who had been reigning the different parts of the country were very keen in patromzing the worship place in their
region and ensuning that gradual augmentation and developments are baing done over the decade. From the
palecontologyengraving it can be scen that The Kings have contnbuted huge arcas of lands and the proceeds
from the lands are 10 be used for the uninterrupted services 1o the temple and the divinity,

You can pever find in any pant of the world the kind of structured armangements for safeguarding and
naintaming the holy centers which are considaed to play an essential role in the people lives and the society.
Several Mutts MonasteriesandAshrams, are bemg run were the religious and educational institutions are sprint

to benefit the society.

Spiritual Tourism in India
Spiritual tourism in India focuses on the strateme destinations of the country where you can traverse the essence
of spirituality and try to expenence the intramural peace. The temples urespective of any religion is constructed

s0 magnificently to symbolize the ideology of life’s uncertainty and the need to surrender to God to get relieved

from the cycles of birth and death.

In a comprehensive perspective, it can be also noticed that the majonty of the tourists are atiracted and driven
by the religious belief and value, on the other side it has also been remark that spiritual tourism only secks the
essence of spiritual experiences without any religious references. Although spiritual tourism is an immense form

of religious tourism through which tourists expenence more than therr expectation.
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ould be case specific as differont spirtual places are located

(N. R Vembu, 2017)mn their paper “Speritual tourism and identification of satisfaction among pilgrims - An
wmumﬁwfhpﬂﬂu‘lmm-imuhﬂhuhmtmﬂﬁ
help of the Primary data. The rescarcher Enhighted the need of proactive monitoring of Municipality in
Kanchipuram temples for the provision of water and rest room facihines. proper gude with relevant language
and slang, mainfenance of neat and hygienic, waiting rooms especially breast-feeding mothers, reasonable cost

for prasatham to ensure the satisfaction of pilgrims,
(Banerjce, 2015) in her paper ~SpiritualTourism: A tool for Socio-Cultural and Sustamable Development™ had

presented a way of healthy life by way of sptuality and control social cnime, and akso suggesied how the
responsible and sustaimable use of nanmal and culiural assets i the development of spiritual lourism can
creategencrate income, alleviate poverty, emplovment opportunities,prompt product diversification, resirain
rural flight migration and bring up a semise of pride among communities and destinanons

(S. Vasgheese Antony Jesurajan, 2012) in their paper “Dimensions of Spintual Tourism in Tuticonin District of
Tamil Nadu in India - A critical analysis™ based on secondary data has mvestigated pilgrimage tourism and s
issue and challenges and its cultural importance and socio economic development through pilgrimage tounsm
and also it analysis the basic infrastruciure issucs in plgrimage sites,

ORJIECTIVES:

After detailed review of literature including books, articles, research papers and journals, researchers have

identified following objectives for the study.

1. To swmdy current positioning of spiritual tounsm industry

2. Toreview the trends in tounists’ responsiveness towards spiritual tourism industry
3. To analyze the perception of tounsts towards spiritual tounsm industry.

4. To =edict the potentials of spiritual tourism industry for furure.

HYPOTHESIS:
Researchers have decided to form following hypothesis based on objectives formulated for the study
HO: the satisfaction level about public utility services at Spiritual Tourist places does not affect the decision

I.
of visiting the place
2. HO: Non - religious factors do not affect decision of visiting Spinitual Tounst places
3. HO: There is no correlation between Age and Amount willing to spend on Spiritual Places

Research Design of the study is exploratory research design. The first hand data are cc
from the respondents with the help of questionnaire as an instrument for the study. The secondary ds
llected from sources such as various 'Mmchmm_ books and website

Technique is used with the help of SPSS software.

' T

B = |

RESEARCH METHODOLOGY
‘This study aims to cnitically evaluate the approaches and prospects of Spintual Tourism of India in Mumbai.



Tablke 1.1

From the chi square output table. we see that a significance level of 0.409 which is more than 0,08 (Pearson).
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between the above fwo vanshles.
b) Drinking water 1
Chil- Sipiaie Tesls e
f . 1
Valug i (X-sidad)
Pearson Chr5Square 0. 468" 1 033 |
Lil-=ihood R atio 9218 | 044
Linear-by-Line ar 1.612 . 204 { .
Associaton
M of Valid Cases 101 |
lable 1.2

From the clu Square outout table, we see that a \IHTI:I-IJHCC level of 0,033 which = less than 0.05 [m]
Hence we reject the null hypothesis, which means that ch square test is showing a significant association

between the above o variables.
€} Cleanliness and Hygiene

Chi-Square Tests
ASYMP. Shy
Valusa i (J-sided)
Pearson Chi-Square 2461 4 652
Likelihood R atio 2428 4 658
Linear-by-Linear 290 1 614
; Association
N of Valid Cases 101 [
Tablke 1.3

From the chi square output table, we see that a significance level of 0.652 which is more 0.05 (Pearsom),
Hence we accept the null hypothesis, which means that chi square test is showing a non-significant assoc
'ween the above two variables. ) '




b - = e

’ .' .: e r L iad ."-JE. able | . Iz r B .

€)  Local enteries

gy
: erifican

Nl E - m - {:‘ " ¥ ' . I e

Paaaer © e 5 gaae 1TE i k - g

. L Meastibns o iars a LT s &

. Limeai by Linew 53 ' 615 o ]
ARESLA i
M owl el £ a34% 1491 ] =1

Table 1.5 g
! From the chi square output table, we see that a sigmficance level of 0.529 which 15 more (han 0.05 (Pearson).

Hence we accept the null hypothesis, which means that chi square lest is showing a pon-significant association
between the above rwo vanables

A f)  Accommaodations
Chi Soprare Tastd

Ay Sig

ARE -'1' o= nilciad)
Pearson Chi-Squaie aa* ] e
Likelhood Fabo e | i Bs2
Lm@ar-by-Lin=aat 1 1]
AFFOCILAbON
M of Valid Cases 101 I

Table 1.6

From the chi square output table, we see that a significance level of 0.851 which is more than 0.05 (Pearson).
Hence we accept the null hypothesis, which means that chi square test is showing a non-significant association

between the above two vanables.
2. Relation between Non - religious factors and decision of visiting spiritual tourist places.

a) Local Transport

: Chi-Square Tests
Asymp. Sig.
Valua df {2-sided)
Pearson Chi-Square 8 590* 4 072
Likelihood Rabo 7.756 4 10
Lin&ai- by Lingar 882 1 348
Association
el N of Valid Cases 101
S
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N of Valid Cases

Table 2.2

From the chi square output table, “ﬂhunhinn-'uhﬂd&!lﬂﬂimlhwm
Hence we accept the null hypothesis. which means that chi square test is showing a non-significant association
between the above two variables.

€}  Shopkecpers and vendors

Chi Square Tests
Asymp. Sig

i alus df (2-sided)
Pearson ChSquara 1 289* 3 732
Likélihood Rato 1.4 3 736
Linve ai-bwy-Line ad 13 1 £76
Assoclaton
N of Valid Cases 101

lable 1.3

From the chi sgquare oulpul table, we see that a sigmificance level of 0,731 which 8 more than 0.05 (Pearson).

Hence we accept the null hypothesis, which mweans that ¢ha square teit 5 showing a non-significant associalion

between the above two variables
d) Entertainments

Chi-Square Tests

Asymp. Sig
Valus dt (2-sided)
Pearson Chi-Square 5033* 4 284
Likslihood Ratio 6471 4 A67
Linear-by-Linear 2.326 1 A7
- Association
|
A N of Valid Cases 101
Table 2.4 =

e chi square output table. we see that a significance level of 0.284 which is more than 0.05 (
hﬂmﬂﬂ“ﬁﬂﬁwﬂlh‘l‘*
uunhli-.
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. hhﬂ“mﬂh“mh-wmimﬂhm on 0.
Hence we acoept the null hypothesis, which mears that chi square test is showing a

“between the above two variables.
3. Correlations between age and amount willing to spend on spiritual place in India
LT L]
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Tahble 3 I
Fm Ih W lation test output table, we see a sigmiican level of 0,211 which i more than 0,05 ﬂ'ld
hence we accept the null hypothesis. This means there 15 no correlanion between the two variables. ]

4. Significance test of two vanables 1.e. Annual Income and travel plan by way of T-Test
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Table 4 . &

From the above T-Test output table, we see significant level of 0.141 which is more than 0.05, hence we accept
~ the null hypothesis. Significant value of two tailed indicates there is no major difference in lower and upper
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the changing work culture and incre e

) food habits of people in 21 st century. Traditionally in India hom d ame
consumption has part of the culture but, as modern solution to modern issues. ready to eat food
The paper aims ai assessing the perception of people in Mumbai and Thane bout consumption,
rediability and accessibility of ready to eat food products. It also attempts to explore potentials of the market fo
analyzed the responses of 158 samples on various parameters. The study shows that there is immense po hal
Sfor this industry to grow as factors having positive co-relation are on rise. )
Keywords — Ready to Eat Food Industry, Consumer Perception, Potential, Buying Trends.

INTRODUCTION
Ready-to-eat, instant food mix or heat and serve food - regardless of what you call it, there is no denying that
ready-to-cat meals are the most convenient food products present in the market today.

Ready-to-eat (RTE) foods are a group of food products that are pre-cleaned, precooked, mostly packaged and
ready for consumption without prior preparation or cooking. According to the 2009 US Food code (FDA, 2009),

RTE foods should be in an edible form without an additional preparation step to achieve food safety. They can
be refrigerated, shelf-stable, require minimal heating or are served hot. Ready to cat foods have specific
guidelines to ensure that there is no contamination or chance of bacteria forming afier the foods have already
been prepared. The study “Flavors of Incredible India-Opportunities in the Food Industry” carried on by FICCL
~Emst & Young notes that the Indian Food industry 1s a sigmificant part of the Indian Economy with food

constituting about 30% of the consumer wallet.

India ready-to-eat food market stood at £ 261 million in 2017 and is projected to grow at a CAGR of over 16%
during 2018-2023 to reach $ 647 million by 2023 Anticipated growth in the market can be attributed to rising
urbanization, increasing disposable income of middle-class population and changing taste preferences of Indian

consumers. Moreover, growing demand for quick food and presence of freshness and high nutritional value in
these foods is further aiding growth of India ready-to-eat food market. Demand for ready-to-cat food products is

recording high growth in metros where a lot of working people don't get enough time to cook proper meals.
Additionally, longer shelf life and casy availability of ready-to-cat food products is further pushing their

demand across the country. The most popular ready-to-eat items include preparations of paneer, chana masala,
rajma masala, pavbhaji, etc. Rise in demand for ready-to-cat food products has created the interest among man
companies to enter this space which is likely to contribute to the growth of the market in the com

vears. Furthermore, innovation in products offerings, sustainable packaging, preference of single serving froz
products, aggressive marketing & promotional strategies would steer growth in the market during forecas

period.
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Source; TechSci Research

Some of the major players Operating in the India ready-to-cat food market are McCain Foods India Pvt Lid,
Haldiram Snacks Pwvt. Lid,, kissan Limited, balaji

MTR Foods Pvt Limited, fortune Food Products Pvt Lid.
Foods Pvt. Lid.. disano Foods Limited etc

ustomer selects, buys, uses, and disposes ideas, goods, and services to

Consumer behavior is a Study of how a ¢
products arc those offered to the customer after being washed, cooked,

satisfy his needs and wants. RTE food
frozen and processed, and vet consume
around 80% of the people consume ready-to-cat food

Growth drivers and challenges faced by RTE food products in India
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Growth drivers
1. Surge in per capita income and average consumption

Aside from the rise in per capita income, many women have joined the workforce. This allows an

number of earning members in a family, raising per capita spending capacity.




Sl e e
' lood cts through these | els. It's na
¥ | - ‘d.'.!....- ’ .-' o T .-j-u- - I1-:_|J_-1| .'... ey % -. _I - :u-

' oserme Siguificnss poiat o€ mie fur ATE amd "

for 75% of frozen food sales. They are doing this through promotional
about stores where their products are ble.

1. Lack of effective product distribution system
The RTE market in India is largely composed of unbranded products. As a resull, the supply chain contains
many small stakcholders like raw material producers, rescarch and quality testing units, suppliers of RTE
manufacturers among others. Many such siloed units are making the food distribution system & complex one. i
Also, lack of proper storage facilitics end up in considerable food wastage
2, Negative perception affecting consumer behavior adyersely
It is noticed that most of the aged crty dwellers are under the impression that the food-preservatives used in the
RTE products reduce their nutritional value. As a rosult, they prohibit the younger generation from consuming
the packaged ready-to-consume food products, hampering overall RTE product sales in India.

liabetes and heant diseases. This deters health

3. Increased health concern
Many health experts state that frequent consumption of RTE food products might lead to high blood pressure

and cholesterol. Also, such food tems develop hypertension
conscious consumers from purchasing such food products. Indians often consider that packaged ready-to-
consume food stems contain a high concentration of salt, sugar, and fat These beliefs deter them from

consuming such products,
LITERATURE REVIEW

Sundaram, vijaybhaskar (2012) in their study ttled ‘A MARKET STUDY ON KEY DETERMINANTS OF
READY-TOEAT/COOK PRODUCTS WITH RESPECT TO TIER-I CITIES IN SOUTHERN INDIA® have
used survey based model targeting age group 25 10 40 for their research. The results of their study have shown

the ready-to-eat market segment is defined by high growth in middle class section peoples and their life style
changes due to job factors. This study shows that there is a greater demand for ready-1o-eat food segments and

the major attraction for these products are convemenceavailability and less time consumption to cook.
Customers in this study are surveyed in shopping malls but morder to understand general consumer perception

it is also important to study consumer behavior from all sections of society
Chaurasiya , Pandey et al (2020) in the study titled ‘Consumer Behavior towards Ready-to-Eat (RTE) Market:
A Study of MTR Foods’ found out that MTR Foods is not a well-known brand in Malaysia, yet considered as

popular brand in India. Most of the respondents in this study purchase or prefer the MTR Foods Ready-to Eat
meals on the criteria of taste and nutrition , convenience and pricing. The respondents were most likely satisfied
with MTR Foods. Few of the respondents were highly satisfied with the products. Our study focuses on RTE in

general rather than a particular brand.
Nirmalraj R.J.T. (2012): This study reveal the factors that are affected consumer buying behavior of

Foods in India” A descriptive study was conducted 1o attain an insight in to customer’s perception a




R ﬂ-ilm--uuliin T
" 7 ﬁ“hﬂhﬂ-mmﬂ-ﬂﬂ
3 “-hhnwd-uu—-nmmnuh_ym
g 4. To predict the potentials of ready 1o eat industry for future

METHODOLOGY

An empirical investigation has been done 1o study the determinants of market potential of E_.'_-
using reliable data sources. The literature reviews are done base

consumption mn thane and Mumbai region using
the secondary mformation’s available iuh-ulhm-h:ln&m:wdpﬁlﬂ-lniﬂﬂm}
Secondary data are collected from journals, magazine, and websites of marketing management. ,

Sample Size
Sample size of 158 respondents through filling questionnaire as primary data is taken for the research.

Sampling Procedure

The researchers adopied convenient sampling methed for collection of primary data through the questionnaire
designed Online surveys are conducted to artive at the result. Our questionnaire was created using Google
Forms.

Dats Analyvsis
Profile of respondents

A. on the basis of age
15 w0 25 — 40.5%

261035 -21.5%
36045 -323%
46 and above - 5.7%

B. on the basis of gender
fe-24.7%

Female - 75.3%

C. occupation of respondents
Student - 31.6 %

Professional - 30. 4%
Business - 1.9%
Homemaker - 4.4 %
Service - 30.4%
~ Others- 1.3%
. relationship status of respondents
Marmied- 43.7 %

o
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00,001 and above- 7,74,

 FINDINGS :
‘ - LI
. :l::mﬂ?“-mmnmmm ' -
1% respondents who , ' TS
'ﬂrmhmiuu.ﬂm&:ﬁ“ﬁﬂﬂﬂ-ﬁmlﬁﬁ- basis
*  When ol :

*  People prefer RTE foods for breakfast(37.6%) and dinner (57.3%)

®  B2.9% of the respondents spend less than 10 percent of their income on RTE foods

*  Major reasons for buying RTE foods are time saving availability, casy to use,clean and hygienic
The concerns with RTE foods are

a.  freshly cooked food ishealthier

b. contains large amount ofpreservatives

c.  less nutritional value

d leads 1o weight gain becauscof high salt and sugar content

e  41.9% belicve that their purchase of RTE foods has been reduced during the pandemic.

s  Since 67.5% people order food online , this could be the reason why during pandemic there was not much
increase in sales of RTE foods, because people prefer freshly cooked food.

CONCLUSIONS

Since 67.5% people order food online, this could be the reason why during pandemic there was not much
increase in sales of RTE foods, because people prefer freshly cooked food. Out of total respondents, only 74.1%
consume RTE products, which mean the producers still need 1o attract the rest towards their products. The
concerns raised in this study can be addressed by the producers in order to change consumers perception

towards RTE foods.
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more than 1.2 billion people, yet, a mere 3.5% are mutual fund unit investors. This study :
iness, perception and experiences towards mutual funds in the Indian city of indore. The sample s
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Cts and pests tend to breed again. This treatment also does not take care of
at feed on organic substances. India has a warm and humid climate that

Library preservation, microbial contamination, natural preservatives

Introduction

Most of the insect species that are likely to infest
paper collections are attracted to paper because of its
size and the adhesives and starches that are used,
which all provide food for various insects. Many
chemical methods are used regularly to control pests
such as silverfish, firebrats, psocids (also known as
booklice) and cockroaches. However, paper, being
organic in nature, can also be a feeding ground for
microorganisms. Moreover, packed bookshelves may
obstruct airflow and allow airborne microorganisms
to settle and grow on books. Countries like India have
a warm and humid climate, which encourages the
growth of microorganisms that degrade paper.

The control of these microorganisms is a challen-
ging task as they do not respond to the regular clean-
ing and pest-control methods of a library. The library
environment offers optimal conditions for the prolif-
eration of microorganisms, and this contamination not
only has adverse effects on the life of books, but can
also affect the health of users along with the air qual-
ity of the library.

A study was undertaken to identify the microorgan-
isms growing on paper that had been put through

regular biannual pest control. Based on the presence
of microorganisms, the action of naturally occurring
substances on these microorganisms was studied.

Need for the study

Various library studies carried out across the world
have found the existence of bacteria-contaminated
collections, despite all the precautions taken against
thisJAQ5]. Such contamination can also have adverse
effects on the health of library users. Hence, the
researchers were interested in verifying the bacterial

contamination found in a library collection and study-

ing the impact of various natural ingredients on these
microorganisms. For this study, commonly occurring
substances such as pepper powder, cinnamon powder,
neem oil, clove powder and a mixture of all of these
were used to study their inhibitory effects.
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Table 1. [AQ1]

4 5
Box number | 2 3
Wheat flour + a
AQT e our ¥ Wheat flour + Wh::t gs:j;e:- JWhisat flour. mixture of all the
& 1 neel
[@%2] ;‘:&Zr:: 4 pepper powder [A"Qi:gp} gOvepawdar i beand spices
b value 033947 .008919 249982 .386154 157923

Method and observation

The researchers have backgrounds in analytical and
medicinal chemistry and organic chemistry, respec-
tively, and were keen to undertake the present study.
They sought guidance and support from the Biotech-
nology Department at the SIES College of Arts, Sci-
ence and Commerce, which is the parent body of one
of the researchers. The college is located in the heart
of Mumbai, India, and known as a well-respected
institution that has served the ever-growing educa-
tional needs of students from the north and central
Mumbai suburbs since 1960. The Biotechnology
Department was established in 2002 and offers
courses for undergraduate, postgraduate and PhD sty-
dents; it is equipped with a state-of-the-art laboratory
and other required facilities (such as PCR [AQ6]and a
spectrophotometer). The Biotechnology Department
was used to conduct the tests as the materials and
instruments required for this study were readily avail-
able. The late Dr Rajalaxmi Amudan, an experienced
biotechnologist and faculty member of the SIES Col-
lege of Arts, Science and Commerce, mentored the
experimental study.

All of the books selected for the study were sub-
jected to chemical pest control three times a year.
However, the samples collected from these books
showed the presence of microorganisms. These
microorganisms were identified as belonging to the
Bacillus species by 16S ribosomal RNA tests. The
subsequent step was to try and inhibit the growth of
these microorganisms with the available resources.
Naturally occurring substances like neem, cinnamon,
cloves and pepper are readily available and used in
day-to-day life. Further, they are known for their med-
icinal properties. It was therefore decided to study the
inhibitory effects of these substances.

To study the effect of naturally occurring sub-
stances like neem, cinnamon, cloves and pepper,
books belonging to different accession numbers were
selected with the view that older books may have
more contamination compared to newly acquired
books. A ditch-plate method was used to check the
inhibitory action of neem powder[AQ7], cinnamon
powder, clove powder and pepper powder. This

method consisted of preparing a ditch in a sterile
nutrient agar plate. The ditch was then filled with the
substance mixed in nutrient agar and set[AQ8]. The
organisms were streaked evenly across the ditch and
incubated for 24 [AQ9]at 37°C. The observed zones of
inhibition provided the measurable sensitivity of the
bacteria to the antimicrobial substance. The entire
procedure was done under sterile conditions to pre-
vent contamination.

A microbial inhibitory count for neem oil was per-
formed in order to confirm its inhibitory action by
using slants (5 ml) of nutrient broth and neem oil
(1 ml to 3 ml). It was observed that 3 ml of neem oil
had the maximum inhibitory effect. Further, to con-
firm inhibitory action, pellets were made of an equal
proportion of wheat flour and cinnamon powder,
wheat flour and pepper powder, wheat flour and neem
oil, wheat flour and clove powder, and wheat flour
and a mixture of all of the above. These pellets were
put in boxes containing eight books each, and a stan-
dard without any inhibitory agent was also main-
tained. Swabs were taken before placing the pellets
in their respective boxes and after 1 day and 23 days.
The microbial counts were compared, and it was
observed thatfAQ10]. :

The results of a paired ¢ test to test for a significant
drop in the number of microorganisms for all five
methods are shown in Table 1.

All of the boxes showed a reduction in the number
of microorganisms. However, Box 1 and Box 2 — that
is, wheat flour + cinnamon powder and wheat flour +
pepper powder — showed the greatest reduction in the
number of microorganisms over the 1-23-day period.
The box without any inhibitory agent showed an

increase (matlike appearance) in the number of
microorganisms.

Findings and suggestions

Even though neem, cinnamon, cloves and pepper all
exhibited inhibitory properties, neem powder
[AQ¥4]was the most effective. However, a dusting
of neem powder on books would leave a residue and
stick to the hands of users. Neem oil exhibited the =
greatest effect on microorganisms[AQH5]. Neem oil o
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could therefore be mixed with methanol and placed in
small bottles on bookshelves; being volatile, it would
evaporate and inhibit the growth of microorganisms.
A mixture of neem oil and methanol in the proportion
of 3:2 could be sprayed on shelves or cotton-wool
balls dipped in neem oil could be placed on shelves.
A further detailed study is required to determine the
best method of application.

Components such as cinnamon powder, pepper
powder and clove powder, and a mixture of all four
herbs and spices, displayed a considerable reduction
in microbial activity. Hence, placing pellets made by
mixing equal proportions of wheat flour with cinna-
mon powder, pepper powder, clove powder or a mix-
ture of all four herbs and spices (and water, and then

drying them) among book stacks can restrict the
growth of microorganisms.
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Introduction vhe i 0

e

The novel Coronavirus disease 2019 (COVID-19) was first identified in C
ﬂhmmnhm:mmpreodgobuNnurqﬂﬂMﬂuﬂdﬂ
Organization confirmed it as pandemic on 1l March 2020. it has affected 225
countries and territories with over 27,36.979 reported cases and 192125 deaths

i up till April 24, 2020 (Wikipedia, 2020). Most countries have implemented social
distancing measures to curb the spread of infection and minimise the impact of
the virus. Closure of educational institutes was part of the preventive measures
followed by 181 countries. As of 24 April 2020, approximately 1579,634,506 learmers
have been affected due to school closures in response to the pandemic (UNESCOL,

2020).

| How is the education sector dealing with tho
! scenario? ,
' o ar

3
" Fl ':

The reaction of education sector to this novel scenario was mixed. E
developed countries fumbled in dealing with this nrthormu ecrete
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g this situation, many experts in the field come forward 1« "!‘_;.J_;'...

UNESCO launched a global education coalition programme on March 26, 2020. it
aims to support countries in scaling up their best distance learming practices with
the help of private sector. philanthropic and non-profit organizations. Microsoft,
GSMA, Weidong, Google, Facebook, Zoom. KPMG, Coursera, Khan Academy. Dubai

Cares, Profuturo and Sesame Street joined the codlition They agreed to contribute

their resources, services and expertise around technology to support schools,
teachers, parents and leamers during this time of unparalleled educational
disruption. Companies using learner and educational data have committed to

uphold ethical standards.

The education ministries and educational institutions worldwide have begun
using various distance education methods. Educational resources are made
avaoilable to learners via open educational resources and digital repositories.
Various online courses are made available to students ond teachers. Teachers
continued their teaching work with the help of various online solutions such as
Google classroom, Google hangout, G-suit, YouTube, Moodle, Skype, Blackboard,
Office 365, Ted Ed, Zoom. Many countries where availability of infrastructure and
internet is a challenge have adopted traditional modes of broadcasting lectures
via television and Radio. Countries like Argenting, Fiji, Kenya, Korea, Malaysia,
Maldives, Nigeria, Peru have started training via radio to reach the maximum

leamers. Many countries like Argentina, Bhutan, Bulgaria, India, Indonesia, Japan,

q-'

- have incorporated television broadcast of educatione
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Preparedness of the stakeholders

2 “_m%mmlh:mmdnnmmm
occess to students' data, educational resources and expertise to generate
mmmambythnMMMmﬂhﬂmm.
assessment and evaluation framaework added further to ambiguity.

Teachers:Majority of teoching foculty were not famihar with the technical aspects
of enline delivery. Lock of technical expertise, scarce infrastructure, unfamiliarity
with effective online delivery techniques of educational content became obvious,
though many experts came forward to offer training and solutions, the crucial
sime of teachers is being spent in getting familiarised and learning the online
education delivery channels rother than actual online delivery of education. In
addition, online teaching is different than traditional face to face teaching. The

teachers are yet 1o discover the required skills ond techniques to engage the
students by creating supportive online leaming environment.

Students: Similar to teachers, majority of students are exposed to online training
mode to such a great extent for the first time. Students who were familiar with

face to foce learning means are missing social contact. They are experiencing
low engagement in the online learning mode. When the researcher talked with
‘around 100 school and college students found that lack of appropriate leaming
low speed of intemet, technical hitches and a plenty of oth
the reasons for this low attainment. Absenc ! procti




-‘.‘ﬂn L -.*_ ...
: MHMMMMM
d current situation are m“mﬂnmm
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occess to books, school supplies, smart gadgets, Wi-Fi and libraries are limiting
the parents - especially the low-income familios. Inadequate access mechanism,
multiple children ond disturbed learning schedule are making the home-
schooling experience ineffective. As per Los Angeles Times poll, 89% of parents
are concerned about ensuring their children do not fall behind academically
during school closures, and 79% are worried about their children’s mentol well-
being while at home (Kohli 2020).

Infrastructure

Educational resources: For online delivery of education, teachers and learners
need educational resources like books, journals, reports, etc. Most of the schools,
college and universities don't have online content of the required material. A
few institutions, which have their own digital repositories offers the access only
on the campus due to copyright aspects. Open education resources may not
meet the specific requirements of the teaching learning community. Distribution
of free PDFs of copyrighted material is making the publishers uncomfortable.
Notably a number of publishers responded to the need of the time and made

their resources freely available to all for the limited time.

~ Internet access: Speed of internet access, cost of data transfer and privacy of
mwmm::mummmnnmpui-m-umm
Mm:mmhwmmmmm ess
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Equipment and learning environment: In @ house, there might be more tha
one learming child, but the household might not have sufficient smart phone
computers for every student. mm;m-mmumhww
are stuck at home. Daily life problems, financial crunches and uncertainty of
future are leading to psychological disturbance in students and parents equally.
This is affecting the learning environment.

Guidance and Support

in this time, all the stakeholders need timely, easily accessible guidance and

support for their varied doubts. Educational institutions want guidance on how
to cope up with changing needs, teachers need to learn about various online
teaching learning platforms, students want somebody to answer their quernes
and solve their problems regarding syllobi and its access mechanism. Parents

require tips to keep the students motivated and on education track Psychological
help and solutions for anxiety are required. Some organisations are offering such
help mechanisms but the efforts are scattered and hence the degree of quality
differs.

Best Practices adopted by various countries

Mmmhmmmmnwmmmmﬁnﬂﬂumm
mﬁmmwmwmm
mmmmw hows o ter
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@ day of radic educational content. The television broadcasts premiered on
the public channels and ore also broodcast by private. provinciol university,
cooperative ond community channels. Rodio broadcasts via National ond
fis 48 subsidiories throughout the country. For students without occess
to technology or connectivity, this television ond radio progromming is
supplemented with ‘notebooks’ packed with learning resources that have
boen debvered to homos of thoso students.

®  UNICEF Bhutanis workingwith the education ministry toensurethateducation

comtinuity is implemented in the current emeargency context through the
national broodcaster

o Mexico government is using television for education since 1968. Rt is
capitalzing on the existing educational tolevision to provide remote
learning opportunities to students

®  Soud Arabio - the Ministry of Education (MOE) is utilizing TV and social
media to broadcast nationally daily lessons for all grades in 12 educational
subjects through 18 TV channels (broadcasting). Students are offered five
options for virtual learning by the ministry,

lnru'-lnmlng:
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A content platform is developed by the Ministry of Education, Austria and |
hosted on its website. It offors large number of content and free resources
by numerous publishers and schoolbooks providers. It also offers leaming
and exercise material from private providers for students of all school levels
to practise at home.

®  In Belize, their Caribbean Examinations Council (CXC) has developed an
e-Learning Hub for high-quality resources for learners, educators, parents

and employers.

® The Ministry of Education and Science of Bulgaria has laounched an e-learning
system on its website offering free resources by numerous publishers

- Ministry of Human Resource Development of india also made available

e-rasources such as e-textbooks for school children and e-content of B7

undergraduate courses. Online courses are made accessible with the
help of e portals like SWAYAM, UG/PG MOOCs, and Spoken tutorials. Online
lectures for all level of students are provided via e-PG Pathshala and UGC-
CEC You tube channel National Digital Library of india (NDU), Shodhganga

and e-shodhsindhu offers digital repository for academic content, Indian
theses and dissertations and e-journals. Virtual Labs (Viabs), e-Yantra
simulation software and FOSSEE (Free/libre and Open Source Software
for Education) project are aiding the academia and research during the

lockdown.
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Qally schedules and resources for students. The resources include video
mammmummmq'_m'“m
1o ask children, worksheets, assignments. learming activities for younger .f
Students involving their family members, as well as further self-paced
mhmrummu

2 Ministry of Human Resourceo Development of incha released an alternative
Ocademic colendar for school students. It has to be followed by the _
teachers, students and parents to cover the syllabus during the lockdown. |
l The alternative academic calendar is developed by NCERT to help in

keeping the students busy and at the same time maintain continuity of
their leamning during the lockdown period. |

Guidance and Support: |

The Bhutan Ministry of Education prosented its ‘guidelines for curriculum

implementation plan for education in emergency (EiE) related to the

implementation of é-Learning in school education, roles and responsibility "
of different stakeholders, early childhood care and development and A
special education needs, non-formal education, reaching the unreached .
WMMMMWHMnthumn
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 1aunched a hotiine to support regional ministries, schools, and tortk
Manmmmmm
provided to educational leaders and staff on how to cope with the pandemic
ot the psychologicol level. The Ministry holds regular online transiation on
its YouTube channel and organizes webinars for universities. it has also
launched @ hotline and a website for universities with methodological
support and free online courses on its website. Universities are motivated
to share their experience in the educational process online on a dedicated
telegram channel. The Ministry is currently piloting a new service for school
graduates so that they can apply to the university programs online, using
o state portal

* Belize's CXC Learning Hub enable the teachers to create virtual classrooms
where they can interact directly with students, in real time, incorporating
content ovailable on the CXC Learning Hub as well as their own content

developed to support teaching and learning.

_. ®  Mexico uses its television for education system for training and supporting
| - teachers with ‘digital education and training’ using Massive Open Online
| Courses (MOOCs), online nano courses and online conferences.

2 began “telephone e-education” service to answer questions and
wmmdtnu-nmom A
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i1 China, the Ministry of Education partnered with the Ministry of Industry
9nd Information Teehnology upgraded the bandwidth of mojor online
education service platforms, especially the capacity of the National Cloud-
latform for Educational Resources and Public Service in serving milions of
visitors simultaneously especially for the under-served regions.

The Paraguay Government signed an agroement with Microsoft to cover
the e~learning needs of 60,000 teachers and 1.200,000 students at 2ero cost.

| ®  Boston United states has bought 20,000 Chrome books and is creating
hotspots around the city where children and fomilies can go to get internet
OCCess.

What next? |_

This pandemic surely disturbed the smooth working of educational institutions.

but ot the same time it gave a chance to reimagine and redesign the education

sector. On a fire fighting level all the stakeholders tried to learn new skills ond '
techniques to keep the teaching learning on-going. Yet it's not over and there

is a lot to do and achieve. There are some issues of concern which need to be
resolved

Lack of protocols in education, varied syliabi. and different exam patterns are
some of the challenges one needs to deal with. It is essential to develop more
ope mm-m:ymmhmnmuhnmu
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with ability to process the information. There is @ noed to concentrate on low
toch solutions as altemative ecucational dolivery channels to balance the
variable impact on different strata of learners and to reach to maximum student

population

Such global calomity can adversely atfect the funding of educational institutions.
A recent exampie is the request made by Education Ministry of US to wealthy
educational institutions for rejocting the stimulation funding which is provided
for assisting students’ travel and living expenses and aiding their transition to
onling learning. Similar cuts might be common on a global level, Lack of funding

may affect the upgradation of educational institutions. In addition, this pandemic

may keep foreign students at bay. There are chances of incroased dropout rate
from financially affected low-income families. The education sector has to pay
attention to survival, outcome and dropout of students post COVIDIS attack.

Conclusion

Lectures cancelled, exams postponed, practicals are on a standstill, uncertainty
about reopening dates of educationol institutions and dubiety about the
outcomes — this is the current picture of education sector throughout the world.
Butthere is a silver lining - all the education sectors came together to deal with the
situation. Teachers are learning now skils to reach out to their students. A new
ore bonding is being developed among the education stakeholders. A heal
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Abstract:

Education creates ample opportunity and paves the path to success. The present condition wants
everyone to be a continuous learner, have technological skills and communication skills.
Advance in technology in all areas has brought changes in the education system. Learners are
now able to increase their knowledge and skillsets by opting for courses taught by the renowned
professors of the prestigious universities. As an enhancement of skill is expected,the standard for
better grades, better job opportunities, makes more and more people opting for online courses as
it can be accessed anytime anywhere. There are many apps with which one can enhance his
knowledge. People in remote areas can not only access the online classes but they can overcome
the problem of lack of educational resources. To access these materials, they need a laptop,
desktop, or a simple handheld device like mobile. Internet is available everywhere and mobile
has multiple features and is essential for everyone This paper analyses the purpose of students
using mobile phones, the number of hours they are spending to access the educational

information, and the effect of it on their performance level.
Keywords: Education, Mobile technology, online courses, APPs
Introduction:

The main purpose of education is to facilitate learning. The advancement in technology enables
learning can happen anytime, anywhere. Education via digital platforms making its path into our

education system. Presently there is lot of online educational portals providing educational
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mailto:Vijaya_0712@rediffmail.com

p kal ISSN:0971-2143
urakala Vol-31-1ssue-56-June -2020

(UGC Care Journal)

facilities in almost all subjects, catering to the needs of students of all level from schools,
colleges to working professionals.These platforms can take learning resources, instructional
materials such as videos, notes, examination preparation material, examination into the vicinity
of learners wherever he is using digital technology. Thus, learners across the globe and any age
group can acquire the knowledge and skills they want. Learners living in remote areas and
cannot attend proper educational Institutions can opt for online learning platform. Government e-
e-pathshala enables students, parents, educators to access resources (textbooks, audio, video) via
any digital device. In India Tata Interactive Systems, Educomp Solutions, NIIT etc. are
providing innovative and cost-effective digital learning solutions. People from the rural areas
who are deprived of world-class education can enroll in these online courses for free or for a
nominal fee which is affordable to many. They can connect to these courses through their
computer, laptop, iPad, mobiles. Of these mobiles is commonly owned by everyone. Nearly all
students nowadays own mobile devices and more than half own more than one.People can access
these courses through their mobile connected to the internet. So, the future of learning is mobile.
It can be used to deliver important instructions, to deliver lectures. M-learning is a new and
independent part of e-learning where the education contents, delivery instructions, notices are
handled solely by mobile devices. The online and technology-driven education is playing an
important role in evading the challenges of classroom-based education with the 3’A’s
Accessible, Anywhere, Anytime. Apart from students, working professionals and others who
want to learn can increase their skill set by opting for courses taught by renowned Professors
from the top Universities of the world. Usage of mobile in learning in addition to other activity
provides flexibility in learning and as it is used by many it will become a trend to use it in
learning, considering the advancement of technology andits integration into the society and
circumstances are changing. Learner can use mobile devices not only to access educational
information from various resources, they can create contents by themselves; share these
resources to others both within the classroom environment and outside also. The use of mobile
technologies can help teaching faculties to adopt a learner-centered approach to learning.
Learning can result in different ways: learners can use mobile devices to access educational
materials from various links, creates their own content, connect with others to share the
resources, both within and outside the classroom infrastructure. Educational materials can be

shared among everyone by using the same content, which leads to instant feedback and

Page |183 Copyright © 2020Author



p kal ISSN:0971-2143
urakala Vol-31-1ssue-56-June -2020

(UGC Care Journal)

instructions. Most of the students, researchers, and educators view M- learning as the immediate
successor of eLearning.

Review of Literature:

Several studies have been conducted in an attempt to find the growing use of mobiles in learning.
Cheung and Hew (2009) reviewed 44 articles published until the end of 2008found that
descriptive research was the most dominant method in studying mobile learning in schools and
higher education where the data for studies is collected through questionnaires. Learning
happening with the help of mobile devices is known as M-learning (Toteja& Kumar 2013). M-
learning makes it possible for students to communicate, interact, and behave among each other
with the aid of mobile devices (Al-Emran, Elsherif, and Shaalan2015). BlankaKlimova and Petra
Poulova(2015) conducted a survey and found that the majority of students use mobile devices for
learning for their studies to complete the missing information from their regular classes. Gikas&
Grant (2013) found that mobilephones allowed students to access course materials andalso gave
them the opportunity to share the contents, potentially contributing to bridging the gap between

learning and real life.
Objective: To investigate whether mobile devices can improve the student’sgrades.
Hypothesis:

Ho: There is no association between gender and grade after using mobile devices for studies by

learners.

Hi: There is an association between gender and grade after using mobile devices for studies by

learners.
Methodology:

Survey method was used to collect the relevant data for the present data. A survey was taken
from students of Mumbai Suburban colleges studying in Commerce, Social Sciences, Science
and Technology, Medicine and Pharmacy branches. The data is also collected from various

publications, articles, reports, and websites.

Tools: The researcher prepared a questionnaire based on the usage of Mobile Technology in

learning. The questionnaire covered all the aspects of the study needed for the research. A survey
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was taken from students of Mumbai Suburban colleges studying in Commerce, Social Sciences,
Science and Technology, Medicine and Pharmacy branches. The purpose of the survey

questionnaire is to study the student’s awareness of M-learning.
Summary of the Survey:

A survey of 70 students was carried out in which they responded to the questions in the
questionnaire out of this 44.3% are male and 55.7% are female students. Among this 40% of the
students were 19 years of age. These students were studying in FY (11.4%), SY (44.3%), TY
(27.1%), PG (17.1%) classes. 51.4% of students are from Commerce,11.4% of students from
Science, 2.9% of from Social sciences, 8.6% of students from Technology and 25.7% of students
from Pharmacy took part in the survey.

Profile | Classification Number | Percentage
Male 31 44.3
Gender | Female 39 55.7
18 9 12.9
19 28 40
Age 20 17 24.3
group 21 8 11.4
22 And above 8 11.4
FY 8 11.4
Class SY 31 44.3
TY 19 27.1
PG 12 17.1
Technology 6 8.6
Stream | Medicine & Pharmacy | 18 25.7
Science 8 11.4
Commerce 36 51.4
Social Science 2 2.9

Table 1: Demographic profile of the respondents

Owning of mobile devices and availability of the Internet:

64.5% of students surveyed had their phones at the age of 14-16 years. 97.1% of the respondent
had access to the internet. It is important to note that 97.1% of the students surveyed had internet

access on their mobile.62.9% students said that net connectivity is good.
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Net Connectivity Good | Average Poor

Speed

No. 44 22 4

Percentage 629 |31.4 5.7

Table 2: student’s opinion about the availability of the Internet
Usage of Mobile Phones:

Mobile is used for several purposes such as Communication, education, Music; Location-based
information, games, shopping, Finance, job search, entertainment and news. College students use
smartphones as learning aids in e-learning, web-based learning, to know their course schedule.

Students have high smartphone self-efficacy.

Communication 60 (85.7%%)
54 (FT7.1%)

55 (T8.6%)

Education

Music

Location Based information 38 (55.T%)
Games
Shopping
Finance
Job Search

25 (35.7%)
25 (35.79%)
19 (27_1%)

15 (21.4%)

Entertainmaent 50 (71.4%)

News A2 (BO%:)

o 20 40 =l

Preference of Mohile access by functional Category

Among this, maximum number of students are using mobile for communication as it is designed
for that and 77.1% of them are using it for education purposes. 85.7% of respondents are using
mobile for learning. Maximum of 44.3% of students are spending 1-3 hours on mobilefor

learning activities.

No.Of Hour’s Less Than 1 Hour | 1-3 Hour | 3-5 Hour | More Than 5 Hours
Spent

No. 27 31 9 3

Percentage 38.6 44.3 12.8 4.3

Table 3: No. of hours spent studying using mobile devices by learners

Students access content such as course schedule, video content, and assignment on mobile. The
learning activity includes viewing course videos and contents developed by their teacher or

someone else, one can download the content and can use later. The learner’s responses show that
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38.6% prefer to view course videos and animation developed by others and 14.3% are viewing
the course materials created by their teachers.47.1% are downloadingand saving content for

lateral use.Learner’s preference of learning activity can be shown in the following graphs.

Aocess course schedule

Aoccess o course related lask

Access to assignmentproject/
naotes

38 (54.3%)
Engage in course discussion

Laaming related online courses

Take quizzes 20 {28.6%)

Search for course: related

52 (T4.3%)
materials om

o 20 <0 &0

There are
many Apps freely available for educational purposes and students are making use of these to get
a better understanding of their subjects and get additional knowledge. Contents in these Apps can
be downloaded and viewed later also. YouTube and Wikipedia are used by many than accessing
TED, Khan Academy, Coursera, Duolingo, Lyndaand Lumosity. As there are many apps are
available, they can have a choice of selecting from any one of these. All the contents are free, but
the challenge is to select the best one and the one relevant to the course. They are happy with the

contents available in the App.

Course Content | Excellent | Satisfactory | Average
No. 28 35 7
Percentage 40 50 10
Table 4: student’s opinion about course content

As contents can be viewed from their mobile devices from Any time, Anyone, Anywhere. They

can make use of their time to improve their grade.

Grades Improved | Not improved
No. 39 31
Percentages | 55.71 44.29

Table 5: Student’s view on the impact of these Apps on their grades:

Chi-Square test in R is used to check the hypothesis.

Improved | Not Improved Sum
Male 18 13 31
Female | 21 18 39
Sum 39 31 70
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By using Chi-square test of independence,

Pearson's Chi-squared test with Yates' continuity correction
data: tbl

X-squared = 0.01226, df = 1, p-value = 0.9118.

Since P-value is greater than 0.05. Hence, we do not reject the null hypothesis at a 5% level of

] n ) a2
| I —]

significance and our data reveals that there is no association between Gender and Grade.

Students preferred mobile for learning as it is easy to carry and few do not have a desktop or

laptop at home so using mobile as a device they can access the content and in their class group.
Conclusion:

Constant up-gradation of the knowledge is the need of the hour. Enhancement of skills is
required in all employment sector. The result of the survey indicated that the majority of the
students are using mobile for learning and are aware of the various application available. Mobile
learning helps the students to access to multiple information sources and makes the learning
flexible. The m-learning environment will provide more learning opportunities for the learner
which allows him to study at anytime, anywhere he wanted to study.
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ABSTRACT

Purpose:The main purpose of this study is to analyze the factors that which influences
responsible green consumption behavior of Chemical industries across India. It has
been attempted to study new variables such as Clean Water Concern and readiness to
pay extra price for green consumption.

Design/methodology/approach:The primary data were obtained with the help of Google
form and 300 CEO and top level executives were selected from various chemical
companies located in different geographical areas of India. To test the identified model
procedure in IBM SPSS AMOS related Structural equation modeling has been used.
Findings: Barring the positive correlation between social influence and intention to
consume the research showed a favorable inclination towards TPB framework. It was
proven from the study that Green consumption intention was indirectly influenced by
clean water concern by way of its effect on perceived behavior, social influence and
attitude. The relationship of consumption intention with responsible green consumption
behavior was moderated by readiness to pay extra price. It was found that consumption
intention had an influence on responsible green consumption behavior.

Practical implications: The current study focuses on the factors that influence
responsible green consumption and helps manufacturers to take advantage of the
potential opportunities of responsible green consumption strategies across chemical
industries in India.
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Originality/value: The study is an extension of the existing materials on record by
authenticating and enhancing the model of responsible consumption behaviorin a novel
Indian context and getting an advanced clarity of psychological mechanisms lying
beneath and limitations between the association of Consumption Intentions and
responsible green consumption behavior.

Keywords: Green Consumption, Clean Water Concern, Psychological Mechanisms,

Modeling Procedures, Perceived Behavior

INTRODUCTION

Manufacturers are now more sensitive towards the environment due to which green
consumption has become an increasing trend. In order to mitigate their carbon footprints, the
industrialists are adopting environmentally friendly approaches. Encouraging others and
following green consumption behaviour will not only lead to improved health but will also
provide a platform that will add to creating a sustainable environment(Leonidou et al.,
2013).Understanding the increased awareness about sustainability among the masses,
consistent efforts are made by the chemical manufacturing companies on green consumption
and focusing on catering to the changing customer needs by providing them with green
products.

Due to rapid industrialization in the developing nations there has been an increase in the
environmental damage and numerous health problems. Hence to protect the environment and
for better health, green consumerism is catching up gradually in India. The factors which
affect green consumerism like the thought process and the way the consumer uses green
products are social, cultural and economic. Therefore, in developing nations like India, it is
imperative to study the intention of the industrial consumers and their behaviour towards
green products. The current study tries to gain the knowledge of the behaviour towards
buying and intention of chemical companies located in India towards green products. In India
millions of people every year succumb to pollution. Despite this, the research, on testing their
purchase intention and purchase behavior towards green consumption of products and
services are limited

This research Supplements the planned behavior theory(Ajzen, 1991), by focusing on
understanding the responsible green consumption behavior of chemical companies in India.
To have and understanding the green marketers and manufactures should select India as a
target markets as India has the World’s second largest population In order to validate theory
of planned behaviour with respect to Indian markets this study examines the three main

forecasters which are perceived behaviour ,norms which are subjective and buying attitude
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towards green product. In this study, the three main predictors examined are attitude towards
buying green products, subjective norms and perceived behavior to find out the predictive
ability to test whether PBT is valid in the Indian scenario or not. The research adds two more
variables, clean water concern and readiness to pay extra price.

The research sample was different as compared to the sample of the previous studies and the
focus of the research was to test whether Planned Behaviour Theory is applicable in an Indian
context. Moreover, the study tries to understand the complex relationship between the
variables which dependent and independent by finding out the social-psychological processes
that explain the nature of relationships. The current research attempts to examine by
suggesting and examining readiness to shell out extra price as a moderating variable which
wasn’t done in the previous studies. This research will help the green manufacturer in India to
formulate customized consumption plans and help them to become responsible chemical

companies of the nation.

THEORETICAL FRAMEWORK AND HYPOTHESES DEVELOPMENT

The PBT explains the behavioral intent in the context of perceived behaviour, social
influence ,view point towards the behavior .Based on situation of the relative significance of
the above three factors was asserted by Ajzen (1991). He also stated that depending upon the
situation in certain circumstances a single variable may materially impact on the intention
whereas in certain other circumstances two or three variables may be required to explain the
individual’s intention and behaviors this is also supported by the study carried out by (Chan
and Lau, 2002)All these variables are described below:

Attitude

An attitude is referred to be an individual’s performance of concerned behavior which may be
positive or negative Ajzen (1991). A positive correlation between view point towards green
manufacturing and green consumption behavior was supplemented by empirical evidence
provided by few studies conducted in India Khare (2015) by conducting a study on
consumers from metropolitan cities in India concluded that there exist a positive correlation
between past green attitude and green consumption behavior. Manaktola and Jauhari
(2007) in travel sector the consumers attitude towards green consumption influences the
willingness of the consumers to opt for staying in hotel adopting green practices Prakash
and Pathak (2017) concluded that view point towards green packing has a positive
influence on the intention to purchase products that have ecofriendly packagingGreen PI and

view point towards green packing were found to direct relationship Paul et al. (2016) and
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YadavandPathak (2017). Whereas another study done by Ramayah et al. (2010) stated that
there is non-significant association between attitude towards consequences and intentions of

green consumption.

Social Influence

Social pressure for conducting or non-conducting of a particular behavior is perceived as
social influence (Ajzen, 1991). The former studies have reported that the positive perception
of important people like family, friends , relatives and peers towards eco —friendly products
have a material impact on individuals green consumption intention (Deanet al.,
2012; Teng et al., 2014). Yadav and Pathak (2017) found that in relation to Indian context

the PI is significantly impacted by SN in general towards green product.

Perceived Behaviour

The prior studies have concluded that the perceived ease of performing a particular behavior
is the strongest forecasters of intentions and behavioural pattern of human being across a
basket of green services and products e.g. Hotels that adopt green practices(Teng et al., 2014)
and organic food products(Thggersen, 2007)

Consumption Intention and Consumption Behaviour

Acceptance to perform a particular behaviour is referred as intention (Yadav and Pathak,
2017). The focus is to find out the motivating factor that leads to enactment of a behavior for
example readiness to behave in a particular manner and the quantum individual effort that
one is willing to take. Planned Behavior states that the intentions result into performance
when one behaves according to one’s own free will. As far as green products are concerned,
Yadav and Pathak (2017) based on significant evidence concluded that the relation between

the green consumption behavior and behavioral intentions.is positive

The following hypotheses are developed, based on the above arguments and the theoretical
framework of TPB:

H1: There relation between Attitude and Green Consumption Intention is positive

H2: The intention to consume green product and Social Influence are positively related

H3: Perceived Behavior and Green Consumption Intention are positively related to each other
H4: The association between Consumption Intentions and responsible green consumption

behavior is positive
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Considering the available literature with respect to Indian context this study adds two
variables to the model clean water concern and willingness to shell out extra price.
Clean Water Concern as Environment concern

Chen and Tung (2014) found out that Clean Water Concern as environment concern is

animportant variable which has positive significant effect on consumption intention via its
effect on attitude, social influence and perceived behavior. The consumption intention is
affected directly or indirectly by clean water concern as environment concern with the
development of positive attitude towards responsible green consumption behavior of

chemical companies Hartmann and Apaolaza-lbanez (2012). Paul et al. (2016) with

respect to Indian Context found that green consumption intentions are significantly directly
and indirectly impacted by clean water concern as environment concern through the
mediations of readiness to pay extra price. Therefore, we hypothesize the following:

H5. Attitude and Clean Water Concern are positively related

H6. There is a positive relation between Clean Water Concern and Social influence

H7. Clean water concern relates positively to perceived behavior

H8. There exist a positive relation between clean water concern and green consumption
intention

Readiness to pay extra price

Due to high costs of production the cost of green products are much higher than the
conventional products.(Ling, 2013.) Thus in green consumption price becomes a huge

deterrent.(Gleim et al., 2013; Nasir _and Karakaya, 2014).Environmentally concerned

individuals have an inelastic demand for green products as per some researchers from the

west.(Grankvist and Biel, 2001; Cronin etal., 2011).Contradictory to these researches, Yadav and

Pathak (2017) and Prakash and Pathak (2017) in their study researched that for eco-friendly

products customers are ready to shell out extra price . As there is a difference in findings it becomes
necessary to analyze thecauses that influence to pay premium amount on green consumption and

responsible green consumption behaviour. Hence, we formulate the following hypothesis:

H9. Readiness to shell out premium price has an influence on the relation between green

Consumption Intentions and responsible green consumption behavour.
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Research Methodology

Judgmental sampling method was adopted by the researcher in selection of “Industrialists of
the chemical companies” to represent the chemical industries in India. The industries located
in different geographical locations of India constituted the sample. An online google form
was used in the collection of primary data due to which there was a probability that each
industrialist got an equal chance to be a part of the research. The Industrialist were send a
questionnaire on their official email id in the month of December 2019.0ut of the 320 total
responses received 300 were found appropriate for further research after removing the
outliers and incomplete responses.Since judgmental sampling technique has been used which
focused on educated managers and executives of the chemical companies, the results cannot
be generalized to the entire consumer base in the country. In order to improve the results and

make it more general to the entire population in future random sampling can be used.
Data Analysis

Table I mean, standard deviation and inter-correlations among the study variables

Variable Mean sD 1 2 3 4 3 6 7
Clean Water | 3.1612 | 0.6092 |1

Concem 4

Attitude 3.1511 | 06021 | 0619 1

Social 23521 | 07016 | 0315 0.439 1

Influence

Perceived 42351 | 0.7046 | 0.528 0.637 0.709 1

Consumption

Behaviour

Readiness to | 34041 | 06921 | 0568 0.635 0.606 0.531 1 1
pav Extra

Price

Consumption | 2.9525 | 06812 | 0587 0.895 0.777 0.597 0.776 1
Intentions

Consumption | 2.0336 | 1.2131 | 0.352 0.488 0.665 0323 | 0612 0.626 1

Behaviour

Data Analysis was done by using SPSS AMOS 24An ideal sample size of 150 was

recommended by lacobucci (2010) to arrive at better and convergent solution in place of
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following various rules of thumb for three or more indicators per factor. Hence structural
equation modeling (SEM) can be taken as the criteria of the required sample size for SEM
had been met. Confirmatory factor analysis (CFA) was used to find out the convergent and
discriminant validity of the research. In order to test the fitness of the proposed model SEM

used.
Results

Table 1 depicts the inter-correlations standard deviation and Mean, among the study
variables. The mean scores of the respondent’s shows it can be seemed that the concern for
clean water is highand consumption intention and attitude with respect toconsumption of
green products and services is significantly positive. There was a significant association

between all the research variables.
Measurement model

Table Il Confirmatory factor analysis

Model x? x?/df | GFI CFI IFI TLI RMSEA

Final Modified | 490.26 1.325 | 0.910 | 0.906 | 0.909 0.969 | 0.0405

Seven —factor model

To test the fitness of the Seven —factor model CFA was used. Some of the items were
removed and CFA was run again as the factor loading for these items were below 0.50.1n the
final model good fit to the data was found and as every factor loadings were found to be
significant at 0.05,between the constructs there is a convergent validity.(Anderson and
Gerbing, 1988)

Table I11. Reliability and Validity indicators

Construct Indicators CR | AV | MS | ASV | Factor
E \Y/ loading

Clean Water | Our company is concerned about | 0.85 | 0.79 | 0.68 | 0.45 | 0.823
Concern Clean Water
Our company would be willing to 0.869
protect clean water by reducing
consumption

0.831
In to protect the natural water, social
changes are a must 0.849
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Water pollution laws should have a
strict enforcement

Attitude

We believe in consumption of green
products

Consuming green is our priority
We have a positive attitude toward
consuming green products

0.85

0.69

0.62

0.49

0.885
0.898
0.863

Social
Influence

The most important stakeholders
think we should consume green
products.

Stakeholders who are our
beneficiary would want us to
consume green products

Stakeholders whose opinions are
important to us prefer that We
consume green products
A positive  opinion of  our
counterparts motivates us to
consume green product

0.72

0.68

0.46

0.38

0.893

0.888

0.845

0.802

Perceived
Consumption
Behaviour

We Dbelieve that we have the
capability to consume green products
If the decision is left to us ,we are
sure that we will purchase green
products

we see ourselves as being able to
consume green products in future
We are ready to consume green
products and we have enough tine
and resources for the same.

0.89

0.69

0.62

0.59

0.895

0.838

0.821
0.726

Readiness to
Pay Extra
Price

We would be willing to shell out
premium price for those product
which is going an extra mile to be
environmentally sustainable

To make the organization’s/product
effort more sustainable
environmentally ~ we would be
willing to shell out premium price
towards ecofriendly products

Even though cost of green eco
friendly products are higher than
conventional products, we feel a
sense of pride towards our company
since we have such products.

0.79

0.71

0.63

0.49

0.802

0.879

0.859

Consumption
intention

Since green products are less
polluting, we will we will try to
move towards purchasing such
products

0.91

0.69

0.61

0.57

0.808
0.836
0.896
0.879
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Due to ecological reasons we will
gradually move towards environment
friendly brands

In comparison to traditional products
we will pay more for green products
Due to its positive environmental
contribution it is expected that we
will buy such products in future

We are sure that we are willing to
buy environment friendly products
in times to come

0.835

Consumption
Behaviour

We have been using green
ecofriendly products on an in day
today life

Even for the recurring daily
consumption we  have  been
consuming green products

Over the past two quarters we have
exhibited green consumption
behavior

0.81

0.78

0.54

0.38

0.888

0.867
0.796

(AVE) values (Table 111) (Hair et al., 2010). In Addition to it, the respective AVE values
(Table I11) were found to be higher than the respective average shared variance (ASV) and
maximum shared variance(MSV), which shows discriminant validity (Hair et al., 2010).

Hence, in the hypothesized model convergent and discriminant validity of the constructs was

confirmed.

Structural model: after ensuring that the variables are valid and reliable, whether the model is
fit or not and testing of hypothesis has been done.SEM was used to test the proposed. With
the respective subscale means as indicators of the latent factors all the study measure were
modeled as latent constructs. There was good fit to the data as found in the proposed model

which can be seen in the table as the CFI, TLI and IFI values were more than 0.90 (Bagozzi

and Yi, 1988) and RMSEA value was less than 0.08 (Browne and Cudeck, 1993).

Table IV SEM model fit indices

Model fit | Structural
indices model

x? 393.16
x2/df 3.038
GFlI 0.918
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CFI 0.908
IFI 0.919
TLI 0.909
RMSEA 0.076
R2(CI) 0.928
R%(CB) 0.510

We can conclude that outlook toward green consumption behavior, influence of the society
and Perceived consumption behaviour was significantly influenced by Clean Water Concern.
As expected, the influence of Perceived consumption behaviour on both consumption
intention and consumption behaviour was significant. Also consumption behaviour was
predicted using consumption intentions significantly at 95% confidence level. Table V
depicts the standardized path coefficients showing the direct effects and the coefficient is

significant at 0.05 levels.

Table V Path relationships

Paths B t-value | p-value | Relationship
coefficient

CWC-ATT | 0.71 6.944 | 0.001 Supported
CWC-SN | 0.53 5251 |0.001 Supported
CWC-PCB | 0.49 6.01 0.001 Supported
CwWC-ClI 0.08 0.498 | 0.041 Supported
SI-ATT 0.18 2.282 |0.022 Supported
SI-PCB 0.68 8.874 | 0.001 Supported
SI-Cl 0.08 -0.597 | 0.005 Supported
CB-ClI 0.65 3.993 |0.001 Supported
PCB-CB 0.89 4.13 0.001 Supported
CI-CB Supported
Cl x RP- Supported
CB

RP-CB Supported
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A hypothesis test was conducted to study the effect of the moderator variable i.e. readiness to
pay on the two variables: purchase intention and behavior. In order to test the moderation,
predictor variableand interaction term, once both these variables were standardized and were
regressed on the outcome variable. At 90% confidence level the B coefficient for the

interaction term was found to be significant variation was explained in the moderation model.
Discussion and theoretical implications

The study was conducted in a developing economy to forecast green CI’s and CB’s among
educated consumers. Earlier limited research was conducted on Cls and CBs of Indian

consumers towards green products.

It was found that Social influence affects the attitudes and perceptions of behavioral control
and has indirect but significant influence on Cls and CBs. The study also strongly highlights
that green CB is the after effect of green CIl. By examining the indirect effects, the study
focuses on the processes through which green buying behaviour is influenced by CWC,
attitudes, SI and PCB via their influence on CI. Thus, the study reveals the changes
underlying of the correlation between variables. Hence the study proves the effectiveness of
the model in explaining green consumptions of educated Indians who are working in
chemical industries. The study establishes the use of the above construct in estimating
intentions and behaviors which is an extension of the theory. This research validates the
findings done by Paul et al. (2016). He found out that among Indian consumers predictor
variables mediated the association between EC and PI. The study brings out the
psychological mechanisms, which explains the relationship between EC and Pl of educated
executives and managers of India who are working in chemical industries, by analyzing the
indirect effects. In addition to this, the readiness to pay a extra price towards green products
was found to have a strong relationship on the vitality of the association among CI and CB.
The consumers, who had more readiness to pay than the others, displayed a stronger
relationship between Cl and CB. Vital information is provided to the marketers through this
study on the conditions that may strengthen the relationships between behavior and intentions
Also, this study goes one step ahead of the previous studies which were limited to the
investigation of Cls only. This study finds out the link between intentions and actual

consumption behaviour and proves that intension has positive significant effect on behaviour.

Practical implications
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The study will be of great use to organizational managers who produce and market
ecofriendly products. By using this research the marketers will be able perceive the intention
of customer’s to buy green products. As it was found that CI was a significant forecaster of
CB, it becomes necessary that efforts are made by the marketers so that the perceptions of all
the forecasting variables can be improved .Further, the marketers by orienting themselves
towards different variables may have an advantage. Marketers would be able to target the
right group of people, who will be more responsive by showcasing strong green Cl and CB,
by appropriate market segmentation. Attitude and PCBC were the predictors which were

directly impacting ClI

Hence efforts should be made to changes the attitudes of consumers and influence the
consumers towards green product by setting a positive picture of the green products through
increased promotions highlighting the utilities of ecofriendly products. How easily
ecofriendly products can acquired can be highlighted by the marketers will help them to
increase their market for ecofriendly products, as the strongest predictor of Cl and CB was
PBC. The green marketers should focus on making availability of the green product to the
consumers with no extra efforts .To take a further step in this direction it is necessary to lay
more emphasis on R&D and create alternative distribution channels which will help the
marketers to broaden green choices and more accessibility to green products (Paul et al.,
2016). There will be ease in acquiring green products by reducing perceived problems in
acquisition of green products by enhancing consumer’s perception of control. The
organizations in its CSR activities may take up the above activities having a double edge
sword effect in the form of enhanced external prestige and more revenue from green product
sales. There is a need to integrate the “green” with corporate strategy contributing to
environmental competitiveness of the organizations to achieve the desired objectives.
Marketers need to focus on another factor which is willingness to shell out premium to
convert Pl into PB. As the consumers who were a part of the sample had limited purchasing
power, Efforts should be made for reinforcement of perceived benefits resulting out of use of
green products which will help to increase the willingness to premium price for green

products.

Thus, a conclusion can be made, that the study focused on enhancing the understanding on
the factors having an impact on Cl and CB among educated Indian will assist the policy
makers to frame plans programs and policies, with the objective to achieve environmental

sustainability by enhancing the adoption of green CBs. Since for developing countries like
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India which is included in the 30 most polluted countries around the World, environmental

sustainability is extremely crucial, this study by making it easier to understand the causes that

predict attitudes which are environment friendly and behavior’s in consumers who are

educated will lead to a reduction in the environmental impact as they will indulge in smart

purchasing.
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