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Synthesis and Biological Activity of Mixed Ligand Complexes of Zinc (IT) With
Paracetamol and L-Serine

Dinesh V. Bhagat
Department of Chemistry, KES Anandibai Pradhan Science College, Nagothane, India

ABSTRACT

The study was aimed at investigating the suitability and biological activity of Paracetamol-amino acid novel
metal (II) complexes. Synthesis of mixed ligand zinc (II) complexes of the type [M(par)(L)].2H,O have been
carried out by using Analgesic drugs Paracetamol (par) as a primary ligand and Amino acid (HL) such as L-
Serine, L-Proline and L- Isoleucine as a secondary ligand. Synthesized metal (II) complexes have been
subjected for characterization using physical methods such as M.P., solubility, elemental analysis, electrical
conductance, room temperature magnetic susceptibility measurement and spectroscopic analysis such as UV
spectra, FTIR and XRD techniques. An electrical conductance study indicates non-electrolyte nature and
magnetic susceptibility measurement revealed the diamagnetic nature of the complexes. UV spectra show intra-
ligand, charge transfer and d-d transition and IR spectra confirm bonding of metal ion through O or N donar
ligands which further indicates complexation and chemical environment of protons is confirm by NMR studies.
Metal (II) complexes were also screened for antibacterial activity of the complexes against pathogenic bacteria
such as S. Aureus, C. Diphtheriae, S. Typhi and E. coli using agar cup method and tube dilution method. The
results were compared with those of tetracycline as a standard material and all complexes have found mild
biologically active.

Keywords: mixed ligand complexes, paracetamol, amino acids, metal ion.

INTRODUCTION

Transition metals elements comprise of incomplete d or f shells and they have tendency to accept electrons from
the ligand which make them able to form coordination complexes. Transition metal complexes have been found
to be important for their major applications as antibacterial and antitumor agents and biological properties such
as antibacterial, antifungal, antimalarial and anticancer activities [1]. Mixed ligand pharmaceutical active
molecules play an important role in complexation with numerous transition metals. As such complexes of
metals with mixed drugs molecules complexes show wide-ranging pharmaceutical activity, which place them in
several biochemical processes [2]. A series of novel Zn (II) mixed ligands complexes with paracetamol and
amino acids were synthesized and characterized and found biologically active [3]. Recently, similarly a series of
novel Cu (II) mixed ligands complexes with paracetamol and amino acids were synthesized and characterized
and screened for biological activity [4]. These mixed complexes models provide information about how
biological activity achieve, as well as improve [5]. Paracetamol (acetaminophen) is commonly used for relief
pain and fever alone or mixed other medications. It is a major ingredient in many flu andcold remedies as it
exhibits anti-inflammatory property [6-7]. Dose is typically given orally, rectally or intravenously [8]. The
chemical structures of such pharmaceutical drugs lead to act as ligand in coordination with many transition
metals as it alone or as a mixture of two of them. Paracetamol (Para), has IUPAC name N-(4-hydroxyphenyl)
acetamide and it is considered as bi-dentate ligand as it is composed of two functional groups such as —
NHCOCH;(amide) and —OH (hydroxyl)[9]. Synthesis of complexes derived from two or more ligands that are
known as pharmaceutically active medications is a very good strategy to improve both the pharmacokinetic and
pharmacodynamics properties of the parent drug [10]. Amino acids have at least two principal active sites which
lead in formation of metal complexes [11-14]. The important applications of those metal complexes with
pharmaceutical drugs are the increasing solubility and bioavailability as well as reduced side effects and
toxicity. Also, by using an active metal complex of two active organic molecules (as ligands) gives dual-action
drugs which may be more effective than the parent organic drug and are characterised by their biological and
the rapeutic properties[15].Those complexes have been found to exhibits anti-tumour, biological and metabolic
enzymatic activities [16-17].

Therefore it was decided to study synthesis and characterization of novel mixed ligand Zn (II)-pharmaceutical
drugs complexes with amino acids such as L-Serine, L-Proline and L-isoleucine and to determine biological
activity of such complexes by screening those complexes against pathogenic stream S. aureus, C.diphtheria, S.
thyphi and E. coli. This is continuation of the research activities of our group on search for biologically active
metal (II) complexes that could serve as lead compounds in drugs research for pain management and analgesic
and as flavouring agents in food and perfume antibacterial studies
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EXPERIMENTAL

MATERIALS:

Zinc chloride dehydrate ZnCl,. 2H,OAnalytical Grade (A.R) is used and amino acids used such as L-Serine, L-
Proline and L-isoleucine are purchased from S. D. Fine Chemical Mumbai ,India .Solvents like ethanol,
chloroform, DMSO (L.R grade) whenever used were distilled and purified according to standard procedure.Pure
paracetamol was obtained from sigma-Aldrich[18-20].All chemicals of high purity were used and purchased
without any further purification

Preparation and methods

Mixed ligand Zn (II) complexes were prepared by adding Zinc chloride dehydrate ZnCl,.2H,0O solution over
mixture of Paracetamol as primary ligand and Amino Acid as secondary ligand solutions at specific
experimental conditions. In actual Practice to an aqueous solution (100m'3) of Zinc (II) chloride dehydrate
(172.3mg, Immol), ethanol solution (10cm™) of paracetamol (138mg, 1mmol) was added. The reaction mixture
was stirred and kept in boiling water bath for 10 min. To the hot solution, an aqueous solution, (10cm™) amino
acids solution (Immol) was added with constant stirring. The mixture was again heated in a water bath till the
temperature reached at 50°C.The complexes were obtained by raising pHof the reaction mixture by adding
dilute ammonia solution. The mixture was cooled & solid complexes obtained were filtered, washed with water
followed by ethanol. The complexes thus prepared were dried under vacuum.

INSTRUMENTATION

To ascertain the purity of metal complexes their Melting point were determined. Actually the Melting point was
measured using melting point electro thermal IAg100 apparatus. The complexes were analysed for C, H, N& S
contents on thermos Finnegan elemental Analyser, Model No. FLASH EA 1112 Series at Department of
Chemistry, I.I.T. Mumbai. Metal content was estimated complex metrically by standard procedure [21-22].

For all complexes molar Conductance were determined in DMSO (10°M) on an Equiptronics auto ranging
Conductivity Meter Model No. EQ-667 with a dip type conductivity cell fitted with platinum electrodes (cell
constant= 1.0 cm™).

The room temperature magnetic susceptibility measurements of the complexes reported in the present study
were made by the Guoy’s method using Hg [Co(SCN),] as calibrant at Department of Chemistry, L.LT.
Mumbai.

The electronic absorption spectra (U.V.) of all the complexes in DMSO solution (10-°M) in the ultraviolet &
visible region were recorded on Shimadzu UV/VIS-160 spectrometer at GNIRD, Mumbai, using quartz sample
cuvette of 1cnpath length..

Infrared spectra of all the ligands& their metal complexes were recorded in KBr discs on a PerkinElmer FT-IR
spectrophotometer model 1600 in the region 4000-400 cm™ at Department of Chemistry, LI T. Mumbai. The
pellets were prepared taking necessary precautions to avoid moisture. The instrument calibration with respect to
wave number and percent transmission was confirmed by recording the spectrum of standard polystyrene film.
From the spectra, the characteristic groups were assigned by using respective IRfrequencies [23].

The Thermo gravimetric (TG) & Differential Thermal Analysis (DTA) measurements were carried out in
controlled nitrogen atmosphere on a Perkin-Elmer Diamond TG-DTA instrument at the Department of
Chemistry, I. LT. Mumbai by recording the change in weight of the complexes on increasing temperature up to
900°C at heating rate of 10°C per min.

ANTIBACTERIAL SCREENING

Agar cup method

In the Agar cup method, a single compound can be tested against number of organisms or a given organism
against different concentrations of the same compound. The method was found suitable for semisolid or liquid
samples & was used in the present work. In the Agar cup method, a plate of sterile nutrient Agar with the
desired test strain was poured to a height of about 8mm diameter was cut from the centre of the plate with a
sterile core borer. Thereafter, the cup was filled with the sample solution of known concentration & the plate
was incubated at 37°C for 24hrs. The extent of inhibition of growth from the edge of the cup was considered as
a measure of the activity of the given compound. By using several plates simultaneously, the activities of
several samples were quantitatively studied.
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Tube Dilution Method

The test compound (10mg) was dissolved in DMSO (10cm’) so as to prepare a stock solution of concentration
1000ug/mL. From this stock solution, aliquots of 50 to 1000ug/mL were obtained intestbroth. The test
compounds were subjected to in- vitro screening against Staphylococcus Aureus, Corynebacterium Diphtheriae,
Psedomonas Aeruginosa & Escherichia coli using Muller Hinton broth as the culture medium. Bacterial
inoculums were prepared in sterilized Muller Hinton broth incubated for 24 hrs. at 37°C. They was dispersed
(5cm?) in each borosilicate test tube (150x20mm). The test sample solution was added in order to attain final
concentration at 50 to 1000 ug/mL The bacteria inoculums 0.1cm’ of the desired bacterial strain (S. aureus, C.
diphtheriae, P. aeruginosa & E. coli) containing 106 bacteria/cm’were inoculated in the tubes. The tubes were
incubated at 37°C for 24hrs. & then examine for the presence or absence of growth of the test organism. The
lowest concentration which showed no visible growth was noted as minimum inhibitory concentration (MIC).

RESULTS & DISCUSSION:-

Elemental analysis and conductivity measurement

The physical properties and analytical data of the Zn (II) complexes are presented in table 1.Elementalanalysis
data of the synthesised complexes were represented in table 2.According to Elemental analysis data and
physical property data it is concluded that complexes were formed in 1:1:1 proportion of M, L; & L, Their
structures have been proposed on the basis of conductivity and magnetic moment measurements. The molar
conductance of 1x10”M solution of the complexes in DMSO were measured at 30°C. The molar conductance
values which found less than one indicate that the complexes are non-electrolytic in nature [24-25].

MAGNETIC STUDIES

The observed value of effective magnetic moment (u.¢) of Zn (II) complexes at room temperature are given in
Table 2. Magnetic moment values in BM ranging between (1.90-1.94) which explains the extreme environment
and diamagnetic behaviour of Zn (II) complexes. The octahedral geometry has been proposed for zinc
complexes on the basis of conductivity and magnetic moment behaviour [26].

Electronic spectra

The electronic spectra of the metal complexes were recorded in 10° DMSO at 30°C.(Table 4). The spectra show
three transitions in the range 272-280 nm (36765-35714 cm™), and 333-339 nm (30030-29762 cm™) and 386-
398 nm (25907-25126 cm™') ascribed 7 n*,n  m*and the charge transfer transitions (LMCT) from the
ligands to the mgtal, respectively [27-29]. All those band shows bath chromic shift in complexes in comparing
to ligands indicating the coordination process.

FTIR Studies:-

The formation and purity of desired complexes was monitored by TLC and FTIR spectroscopy. FTIR spectra of
the metal complexes were recorded in KBr discs over the range 4000-400 cm™. Some important frequencies are
shown in table 4. Various absorption bands were seen in spectra of ligands and metal complexes. Some of this
band in these ligand disappeared from complex while some of the bands were shifted. This phenomenon
indicates coordination of metal to ligands leads to form metal complexes.

The strong and medium band at 3467, 3452 cm™and 3412.08, 3527 cm™ in paracetamol and serine were due tov
(OH). This band in paracetamol and serine found to be disappearing in metal complexes this clearly indicates
complexations of metal ion through phenolic oxygen of paracetamol.

There is a sharp band in the range of 1622-1595 cm™ in paracetamol which assign due to v (CO) stretching
vibration. This band was found to shift to 1759-1553 cm' in metal complexes conforming complexation of
metal ion through carbonyl oxygen of paracetamol. Furthermore, there are new absorption bands in the range of
596-504 cm-' in metal complexes which were absent in ligand this band were assigned to v(M-O) and not v(M-
N) as absorption band at 440-425 cm™ were absent. The broad band at 3500 cm™ in the metal complexes were
assign to v(OH) of coordinated water

By comparing the spectra of free amino acids, it has been proved that there is decrease in the N-H stretching
frequency on complex formation [30-31]. Character and strength of the M-N bond has been correlated to the
shift of N-H stretching band. A [32-34] broad band observed in the region between 3412.08-3527.80 cm’' due
to asymmetric and symmetric O—H stretching modes and a weak band in the range 1578-1570 cm™ due to H-O—
H bending vibrations indicating presence of water molecules further confirmed by thermal studies
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NMR Spectra

NMR Spectra of complexes in DMSO exhibits a single at & = 2.8ppm (2H, NH,) due to amino group and broad
multiples in the region of & = 6.6-7.8 ppm (m, 4H) due to aromatic protons. The presence of water molecule is
by newly appearance of signal around 6 = 3.5ppm.

In case of serine a triplet at 6 = 2.5 ppm (t, 1H) ofCH proton was obtained due to-CH-CH3 and doublet at 6 =
3.9 ppm (d, 2H) of CH2 proton was obtained due to-CH-CH2OH.A singlet 6 = 5.9 ppm (S, 1H) of OH and A
singlet 6 = 3.9 ppm (S, 2H) of -NH Proton.

A complex of L-Isoleucine shows a triplet at at 6 = 1.0 ppm (t, 3H) of CH3 proton was obtained due to-CH2-
CH3,doublet at at 6 = 1.0 ppm (d, 3H) of CH3 proton was obtained due to-CH-CH3,multiplet ato = 1.5 ppm
(m, 2H) of CH2 proton, another multiplet at 1.6 (m,1H) due to CH proton and a doublet 6 = 1.5 ppm (d, 1H) of
CH proton.

XRD

Like most of the metal organic complexes, these complexes also decompose to a fine powder of metal oxide i.e.
ZnO. The constant weight plateau in TG after 610C indicates completion of the reaction. The ZnO formed was
confirmed by X-ray diffraction pattern of the decomposed product [35].

Tablel. Empirical formula, molecular weight, colour of the Zinccomplexes studied

Sr. No. Complex Empirical Molecular Colour pH
Formula Weight

1 [Zn(Par)(Ser)] 2H20 ZHC1 1H1907N2 356.574 Yellow 7.00

2 [Zn(Par)(Iso0)].2H,0 ZnC4Hy506N, 382.760 Yellow 6.97

3 [Zn(Par)(Pro)].2H,0 | Zn C3H;,,0O6N, 366.717 Yellow 6.98

Par. represents the deprotonated primary ligand paracetamol, whereas Val, Thr and Ser. represent deprotonated
secondary ligands: respectively.

Table 2:- Elemental analysis data, molar conductance & magnetic moments of Zn(Il)

complexes.
Sr. Complex Elemental Analysis Found(Calculated) Molar Mett
No. 9oM 9%C 9%H 90N %S conductance (B.M.)
(Mhoscm2mol-1)
1 [Zn(Par)(Ser)] 18.34 37.36 05.37 07.86 - 0.020 1.90
2H,0 (18.31) | (37.35) | (05.33) | (07.85)
2 [Zn (Par)(Iso)] 17.08 43.93 06.58 07.59 --- 0.019 1.97
.2H,0 (17.05) | (43.91) | (06.55) | (07.63)
3 [Zn (Par)(pro)] 17.83 42.57 05.77 07.63 - 0.021 1.94
2H,0 (17.80) | (42.55) | (05.75) | (07.60)
Abbreviations see Table 1.
Table 3:- IR Spectral values of Zn (II) complexes
S.N. Complex/ -C=C -C-N -O-H -C=0 | -N-H C-0 M-N -M-O
Ligand (AA) | (Par, AA)
1 Paracetamol | 1444.68 | 1107.14- | 3467,3452 | 1622, | 3382 | 1012.63 - -
-566.20 | 1257.89 1595 str.
1566 b
2 Amino acid - 1909.07- | 3412.08- 1687 - 1026.13 - -
1255.66 3527.80 1755. -
str. 2 1141.86
3. [Zn 1440.83- - 1321.24 1656. | 3327.2 | 1016.49 | 420 596,417
(Par)(Ser)] 566.06 (Phb) 9 1 605
.2H,0
4. | [Zn(Par)(Iso) | 1442.83- | 1107.14- 1371.39 1658. | 3330.2 | 1014.56 | 410 596,504
].2H,0 1562.27 | 236.37 (Phb) 85 1 600
5. | [Zn(Par)(Pro) | 1430.3- | 1109.07- 1325.10 1666. | 3332.7 | 1011.63 | 419 596, 503,
1.2H,0 1550.77 | 321.24 5 610
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Table 4:- Electronic Spectral Data of Zn (II) Complexes
Sr. No. Complex A(mm) | v(em™") | Proposed Assignments
1. [Zn (Par)(Ser)].2H,O 274 36496 —> T *
334 29940 —» n n*
394 25381 Charge transfer
2. [Zn(Par)(Is0)].2H,O 272 36765 —» 7T ¥
336 29752 — n n*
288 25773 Charge transfer
3. [Zn(Par)(Pro)].2H,O 280 35714 —» T *
333 30030 — n r*
386 25907 Charge transfer
Table 5. Antibacterial activity (mm) of zinc complex by agar cup method
Sr. No. Complex Test
S. aureus | C. diphteriae | S. typhi E.coli
1 [Zn(Par)(Ser)].2H,0 22 12 20 12
2 [Zn(Par)(Is0)].2H,O 19 13 16 13
3 [Zn (Par)(Pro)].2H,0 15 12 19 14
Table 6. MIC (mg/ml) data of zinc complexes.
Sr. No. Complex S.aureus | C.diphtheriae | S.typhi | E.coli
1 [Zn(Par)(Ser)].2H,0 15 30 10 25
2 [Zn(Par)(Is0)].2H,0 10 20 15 30
3 [Zn (Par)(Pro)].2H,0 15 25 20 25
4. Tetracycline 1.5 2.0 1.5 2.5
5. Paractamol 90 150 120 50

The proposed structures for the complexes are,

— . , p— '

H)\O H)\O /L‘E\\o
0 \ _A° 0
— 2H20 /O 2H20 2.H20
Zn
il
CH-ChsCH

/ \H o Ho/ -

[Zn(Pan)(ser).2H,0 - - [Zn(Par(Is0)].2H0 -

BIOLOGICAL STUDIES
All the metal complexes were screened against Staphylococcus aureus, Corynebacterium diphtheriae,

Salmonella typhi and Escherichia coli.

[Zn(par)(Pro)].2H,0

The biological studies are based on agar cup method which revealed that the complexes are more sensitive
against S. aureus and S. typhi. While less sensitive against E. coli and C. diphtheriae

The minimum inhibitory concentration (MIC) of metal complexes ranges between 50-150 pg/cm’while that of
metal complexes ranging between 10 to 30pg/cm3 which clearly indicates that the complexes are more sensitive
against S. aureus and S. typhi. While less sensitive against E. coli and C. diphtheriae

The results show that, as compared to the activity of metal salts and free ligands the metal complexes show
higher activity (Table 5 and 6). An enhanced biological activity of metal complexes is because of chelation. The
chelation reduces considerably the polarity of metal ion I the complexes which in turns increases the
hydrophobic character of the chelates and thus enable its permeation through the lipid layer of microorganism.
On the basis of the physio-chemical studies, all complexes exhibit good antimicrobial activities. The tested
mixed ligand complexes showed higher activities against selected strain microorganism so they are potential
antimicrobial agents.
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CONCLUSIONS

The method has used is very suitable and efficient for synthesis a mixed paracetamol-amino acid drug metal
complexes where both the paracetamol and the amino acid found to act as a bi-dentate chelating ligand. These
mixed ligand complexes were flexible organic backbone and their complexes contains five and six membered
chelate rings, which do not contains strain. An electrical conductance studies shows non-electrolyte nature and
magnetic studies indicate paramagnetic nature of the complexes. Electronic absorption spectra of the complexes
show intra-ligand and charge transfer transitions. IR spectra show bonding of the metal ion through N-and O-
donor atoms of the two ligands. On the basis of above results, square planar structure is proposed for copper
complexes under study. The antibacterial study shows that complexes are found to be more active against S.
aureus and P. aeruginosa as compared to C. diphtheria and E. coli compared to standard antibacterial
compound, tetracycline, and the complexes show satisfactory activity against selected strains of
microorganisms, so they are poetical anti-microbial agents.
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Heavy Metals Analysis and Physico-Chemical Properties of Pongamia Glabra Seed
Oil from Western Rajasthan
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ABSTRACT

Heavy metals are among the major environmental contaminants and pose a severe threat to human and animal
health due to their long-term persistence in environment. Pongamia glabra is a medium-sized tropical tree
belonging to Legumes family that is also known as Karanja in Hindi. Industrial polluted areas were selected for
collection of seeds. Pongamia glabra seed samples were collected from nearby industrial area of Jodhpur,
Rajasthan. Seed oil extracted from powdered seed sample by soxhlet extraction techniques using petroleum
ether (40-60°C) as solvent. Physico-chemical properties and heavy metal analysis of seed oil are performed.
MP-AES technique was used for determination of heavy metals such as Cd, Zn, Fe, Ni, Cu, Mn and Pb etc.
present in seed oil of P. glabra. The physico-chemical properties of P. glabra seed oil was found to be iodine
value 88.72 g/100g, moisture 3%, protein content 15.32%, ash content 2%, acid value 4.92 mg KOH/L,
unsaponified matter 2.83% and saponification value 186 mg KOH/L. Hence the P. glabra seed oil tested during
instant study could be an economical input material for biodiesel production. Methyl esters were synthesized
from karanja oil by acid hydrolysis and then esterification process was performed with methanol and sulfuric
acid (H,SO,) as catalysts. The fatty acids composition was determined by GC-FID of the P. glabra seed oil was
palmitic acid 10.90%, stearic acid 6.28%, oleic acid 59.88%, linoleic acid 12.38%, lignoceric acid 1.35%,
arachidic acid 1.53%, eicosenoic acid 1.34% and behenic acid 4.31%. This oil is a rich source of Omega-9
(oleic acid), which is a mono-unsaturated fatty acid, known to improve heart conditions by lowering cholesterol
and reducing inflammation. The findings with this study might contribute to phytoremediation of heavy metal
from polluted soil.

Keyword: Pongamia glabra, Heavy metals, FAME, GC, MP-AES.

INTRODUCTION

Pongamia Glabra is a medium-sized leguminous Indo-Malaysian fast-growing tree found in alluvial and coastal
environments from India to Fiji, at an elevations range of 1200 meters above sea level (1-2), but also has ability
to grow on marginal land and some tropical regions of Rajasthan. P. Glabra synonyms are Pongamia pinnata
Merr., Millettia pinnata (L.) Panigrahi, pongamia glabra Vent., Derris indicia (Lam.) and Bennett Millettia
novo-guineensis Kane. & Hat is a nitrogen-fixing plant that belongs to the leguminous family. P.glabra is also
known as indian beech, kanji, karum, karanj, ghrtakarauja, pongam tree and karanja tree, depending on where it
grows and what language it is spoken in.

The seeds of P. glabra are used for medicinal purpose and as a therapeutic product to treat different human
disease, including skin problems, ulcers, piles, diabetes, wounds, rheumatism, and tumors, as well as in
traditional Indian medicine (1). P. glabra is used in biomedicine as well as energy generation (3). For centuries,
the pongamia tree has been used to treat illnesses and wounds (4-6) and its leaf extracts exhibits muscle relaxant
and antipyretic properties, as well as corrosion inhibitor properties (7-8). Pongamia seed oil has been used to
make biofuel and to protect crops as a bio-pesticide (9-11). P. glabra is recognised for its oils, which are derived
from the seeds, bark, and roots which contain Karanjin (furanoflavonol) and Pongamol (12). The leaves, on the
other hand, are used for feeding (13).

) i
0 O CHg
Pongamol Karanjin
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It has been cultivated in open fields, gardens and along the roadside in India due to this it consumes a lot of
environmental pollutants emitted by vehicles and industrial wastes. Human activities are the primary source of
heavy metal pollution. Every year, millions of tonnes of heavy metals are released into the atmosphere, ruining
the environment's ecology and ecosystem while also endangering human health (14-19). Heavy metals released
from numerous sources accumulate on the soil's surface. Heavy metals such as Zn, Fe, Ni, Pb, Cd, Co and Cu
are emitted from various vehicle parts (20-24). Emissions by motor vehicles are a major cause of heavy metal
pollution in the environment. Vehicle cables, pipes, battery, alloys, and tyres release heavy metals such as zinc
(Zn), iron (Fe), lead (Pb), cadmium (Cd), cobalt (Co), chromium (Cr), nickel (Ni) and manganese (Mn) into the
environment (25-29). Environmental pollution is caused by toxic substances and energy discharged into the air,
water and land, affecting the earth's ecosystems. Automobiles industry is mainly identified as the world's
leading source of pollution. Automobiles emit nitric oxides, carbon monoxide, lead, some organic compounds,
toxic substances, and tiny particles (30-33). Heavy metals can be found in leather tanning, lead-acid batteries,
fluorescent lighting, thermal power plants, fuel and the battery industries (34).

MATERIALS AND METHODS

Materials Collection and Sample Processing

For sample extraction, Fresh fruits of P. glabra were collected from industrial waste lands in Jodhpur district,
Rajasthan (India). Fruits were washed with tap water to remove dust and other impurities from collected fruits.
Collected fruits were dried further for fifteen days in sun light until fruit capsule were opened. Mature seeds
from sun dried fruits were collected after removal of fruit capsule. Collected seeds were further dried in oven at
105 °C for 6 hrs. Seeds were further grinded to powder form using mortal-pestle and seed powder was used for
analysis immediately. Seed powder was processed for oil extraction through soxhlet method through repeated
washing with hot solvents (35). Two different solvents namely petroleum ether (40-60 ‘C) and n-hexane were
used in study. Petroleum ether and n-hexane solvent was removed completely by creating vacuum using rotary
evaporator. The analytical values of seed and seed oil were determined according to the standard American Oil
Chemist Society (AOCS) methods (36). Methyl esters of oil were prepared using trans-esterification technique
(37), Direct analytical TLC test (38), 2,4ADNP TLC test (39), Halphen test (40), picric-acid TLC test (41) and
alkaline picrate test (42) were also performed on seed oil sample for detection of any unusual fatty acid.

PHYSICO-CHEMICAL ANALYSIS

Oil percentage
The seed oil was extracted from soxhlet extraction process. Excess solvents were reduced by processing sample
in Rota-evaporator and balance solvent traces were removed by heating sample in oven at 105 C for 20 minutes.
Oil present was weighed on weighing machine for measuring oil content and the percentage of oil in the initial
sample was calculated using following formula

weight of oil

il t = x 100
oft percentage weight of flour sample

Calculating of oil content is an important indicator of profitability for a given plant to be used as a potential
source of oil. Higher oil content in plant seeds implies that oil extraction from particular plant would make
economic sense (43).

Specific Gravity

Pycnometer method is used for determining the density of liquids and their specific gravity. Pycnometers are
small volume glass or metal containers (around 2 ml) with a determined volume (44-45). The specific gravity
(SG) of the extracted oils was determined from the ratio of the mass of a specified volume of oil in pycnometer
to the mass of an equal volume of water, at temperatures of 40 C in water bath.

Acid Value

Acid value also known as "neutralization number" or "acid number" or "acidity" is the mass of potassium
hydroxide (KOH) in milligrams that is required to neutralize one gram of chemical substance (46-47). Acid
value of sample shows the purity of oil (48).

Iodine Value

For calculation of iodine content, 0.2 gm Oil was weighed accurately by transfer method into a 250 mL iodine
flask and dissolved in 20 ml chloroform. 20 ml Wij’s reagent was added by pipette method. The flask was
stirred and kept in darkness for 1h with intermittent shaking. Then 15% of potassium iodide solution (10 mL)
and 50 mL of distilled water were added to the flask and mixture was shaken well. The liberated iodine was
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titrated with 0.1 N sodium thiosulfate solution using fresh starch solution as indicator. A blank titration was also
conducted simultaneously (49).

Saponification Value or Koettstorfer Value

Saponification or Koettstorfer value is defined as the number of milligrams of potassium hydroxide required to
saponify 1 gram of oil (50). Oils having high saponification value containing mainly Fatty Acids of lower
molecular mass are useful for soap making industry (51).

Unsaponifiable Matter

For determining unsaponifiable matter content, saponification with alcoholic potassium hydroxide (0.5 M) was
done on oil sample. Diethyl ether was added to saponified sample and sample was separated using a separating
funnel. Crude extract was washed off with water and the organic solvent was evaporated. Subsequently
unsaponifiable matter was dried in oven at 105 C and weighed to calculate the percentage of unsaponifiable
matter. Antioxidant presence was detected in minor quantity in the oil present in unsaponifiable matter thus free
radical elimination by antioxidant and other related health benefits can be derived from seed oil for animals and
human (52). Shea butter, avocado, sesame, soybean and olive oils have high unsaponifiable fractions thus these
plant derived oils are known to be used in cosmetics applications because of higher efficacy on dry and
damaged skins (53-55).

Heavy Metal Analysis

For analysis of metals and metalloids, Microwave Plasma Atomic Emission Spectroscopy (MP-AES) was used
for heavy metal analysis which is a common and effective method instrumental for metal analysis. For heavy
metal analysis, liquid sample was aspirated and mixed with combustible gases namely Nitrogen and air. Ignited
temperature of mixture over a flame ranges from 2100 to 2800°C. Metals which can be analyzed by Microwave
Plasma Atomic Emission Spectroscopy include Zn, Fe, Cu, Cr, Pb, Cd etc. and metalloids like antimony,
arsenic, selenium and tellurium can also be analyzed effectively using hydride generation atomic absorption
spectroscopy (56-57).

Seed Qil Digestion Analysis Method

Samples digestion of sample under study was done using the wet digestion method. For this purpose,
approximately 0.2 g of sample weight was placed in a 100-mL volumetric flask and about 4 mL. of HNO; was
added to volumetric flask. Sample was left undisturbed for a few hours and was later heated carefully over a
water bath till the time red fumes coming out from the flask ceased completely. After this activity, flask was
allowed to cool at room temperature, and added about 4 mL of per-chloric acid. Sample was heated again over
water bath to evaporate such that only a small sample remains. Filter the remaining sample through Whatman
filter paper No. 42 and add up distilled water to make the volume up to 100 ml.

Preparation of Standard Solution for Metal

In spectrophotometric measurements, we are interested in solutions with very low metal concentrations. As a
consequence, the standard solution for analysis will also need to have a very low concentration of the relevant
metal. Standards were prepared by dissolving 1 gram of metal cadmium, nickel, iron, lead, and zinc in a
minimal amount of aqua regia (3:1) HCl and HNO3, and then adding deionized water to make up to 1 liter in a
volumetric flask. That was a stock solution containing about 1mg/L of the needed metals, and the working
standard solution was prepared by further dilution of the stock solution as per requirements.

Fatty Acid Analysis

A two steps process for determination of fatty acids composition of P. glabra plant oil was followed. In first
step, mixed fatty acids were obtained through oil hydrolysis and in second step, thus obtained fatty acid mixture
was further derivatised to their methyl esters. Thin layer chromatography (TLC) was used to indicate formation
of methyl esters. And methyl esters thus obtained were analysed by GC-FID.

RESULTS AND DISCUSSION

Physico-Chemical Analysis Results

AOCS method was used for calculating physico-chemical properties such as oil percentage, moisture content,
ash content, iodine value, acid value, specific gravity, saponification value, unsponification matter percentage
etc. Physico-chemical parameters value are shown in Table 1 below

Table 1: Physico-chemical parameters value
S.NO Physico-chemical properties Value
1 Oil (%) 32.40
2 Moisture (%) 3
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3 Ash content (%) 2

4 Protein content (%) 15.32

5 Acid value (mg KOH/L) 4.92

6 lodine value (g/100g) 88.72

7 Saponification value (mg KOH/L) 186

8 Unsaponifiable matter (%) 2.83

9 Specific gravity 0.9049

HEAVY METAL ANALYSIS RESULT

MP-AES technique was used for detection of heavy metals during study. Wavelength and nebulizer flow for
various metals are shown in Table 2. Nitrogen flame was used as the source gas for detection of heavy metal.
Findings of study are shown in Table 3.

TABLE 2: Wavelength and nebulizer flow for various metals used in MP-AES

S.No | Element | Wavelength(nm) Type Nebulizer flow (L/min)
1 Cr 425.433 Analyte 0.90
2 Mn 403.076 Analyte 0.90
3 Co 340.512 Analyte 0.75
4 Ni 352.454 Analyte 0.70
5 Cu 324.754 Analyte 0.70
6 Zn 213.857 Analyte 0.45
7 Cd 228.802 Analyte 0.50
8 As 234.984 Analyte 0.75
9 Pb 405.781 Analyte 0.75
10 Fe 371.993 Analyte 0.65

TABLE 3: Heavy metal concentration of Pongamia glabra
S.NO. Heavy metals Concentration
1 Zinc (Zn) 25.57 mg/L
2 Manganese (Mn) 2.20 mg/L.

3 Iron (Fe) 1.36 mg/L.

4 Copper (Cu) 0.25 mg/L
5 Lead (Pb) 0.22 mg/LL
6 Chromium (Cr) 0.10 mg/L
7 Nickel (Ni) 0.06 mg/L
8 Cadmium (Cd) 0.02 mg/L
9 Cobalt (Co) 0.02 mg/L

Zn can interrupt the activity in soil thus soil fertility, as it negatively influences the activity of microorganisms
and earthworms in soil, thus retarding the breakdown of organic matter (58). Higher Zinc concentration may
cause vomiting, renal damage, cramps etc in human body. Fe is essential metals for biological processed such as
phyto synthesis, chloroplast development and chlorophyll biosynthesis in all plant and it is a major constituent
of the cell redox system. Fe™ in excess amounts can result into free radical production that impairs cellular
structure. The damage caused by free radicals is generally irreversible and results into damaged membrane,
DNA and Proteins (59-60).

GC-FID Analysis

As determined from GC-FID analysis, P. glabra seed oil contains more unsaturated fatty acids, especially Oleic
acid and Linoleic acid. It can be deduced from Graph 1 and Figure 1 that palmitic acid was the major saturated
fatty acid (10.90%) followed by Stearic acid (6.28%). The unsaturated fatty acids are major constituent of P.
glabra seed oil (containing 73.60% UFAs). Oleic acid (59.88%) was the major unsaturated fatty acid followed
by Linoleic acid (12.38%).Table 4 show all the fatty acid compositions. Other fatty acids present in minute
quantity are Behenic acid (4.31%), Arachidic acid (1.53%), Lignoceric acid (1.35%), Eicosenoic acid (1.34 %),
in P. glabra oil seeds.

TABLE 4: Fatty acid composition of Pongamia glabra
S.NO. | Name of fatty acids | Lipid number | Fatty acid %
1 Oleic acid 18:1 59.88
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2 Linoleic acid 18:2 12.38
3 Palmitic acid 16:0 10.90
4 Stearic acid 18:0 6.28
5 Behenic acid 22:0 4.31
6 Arachidic acid 20:0 1.53
7 Lignoceric acid 24:0 1.35
8 Eicosenoic acid 20:1 1.34
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Graph 1: Plot shows composition of fatty acids
CONCLUSION

In conclusion, the seed oils of the Pongamia glabra species, which are extensively dispersed in Rajasthan, seem
to be a viable source of polyunsaturated fatty acids, according to the current study. The predominant unsaturated
fatty acids were oleic acid and linoleic acid. Oil from Pongamia glabra seeds has the potential to be a healthy
supply of oil for people in developing countries. High levels of oleic acid (omega-9) and linoleic acid (omega-6)
were detected. Omega-9(oleic acid) is a mono-unsaturated fatty acid, known to improve heart conditions by
lowering cholesterol and reducing inflammation. Oleic acid is an important fatty acid that is utilised in
cosmetics as well as ayurvedic therapeutic remedies and Linoleic acid is a fatty acid that is required for human
survival. Because of the zinc-rich soil in the area, the value of zinc (Zn) was discovered to be substantially
greater throughout the current examination. Excessive concentration of zinc replaces other essential minerals
including iron, manganese, copper and a variety of others in hundreds or possibly thousands of enzyme binding
sites.
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ABSTRACT

Preparation of Lanthanum (III) complexes of type [M (Q) (L).H,O] have been takes place by using 8-hydroxy
quinoline (HQ) as a primary Ligand and N- and O- donor amino acids (HL) such as L-isolucine and L-hydroxy
proline as secondary ligands. The mixed ligand Lanthanum complexes has been characterized by elemental
analysis,electrical conductance room temperature magnetic susceptibility measurement,spectral and thermal
studies. Electrical conductance studies of the complexes shows their non-electrolytic nature.Electrical
conductance room temperature magnetic susceptibility indicates that Lanthanum(III) complexes are dimagnetic
in nature.Electronic Absorption spectra of the complexes explains the intra ligand, charge transfer and d-d
transitions respectively. The thermal analysis data of the complexes specify the presence of coordinated water
molecules. FTIR spectra gives bonding of the metal ion through N- and O- donor atoms of the ligand molecules.
Tube dilution and agar cup methods were implemented for the study of antibacterial activity of the complexes
against S.aureus, C.diphtheriae, S.typhi and P.auruginosa. The antibacterial activity of the prepared lanthanum
complexes have been determined by using tetracycline as standard antibacterial compound and it was found
that, the complexes show mild activity against selected stains of micro- organism than standard tetracycline.

Keywords: Lanthanum complexes, characterization, non electrolytes and standard antibacterial compound.

INTRODUCTION

Researchers have studied characterization and biological study of mixed ligand complexes of transition metals
[1]-[6].Metal complexes play a very important role in biological process [1],[8]. Mixed ligand metal complexes
with 8- Hydroxyquinoline exhibited biological activity [9]-[11]. Mixed ligand complexes are formed with
amino acids which are well known for their biological significance [12]. Mixed ligand complexes of Ce(Ill)
showed that anti fungal activity [13]-[14].These complexes are also characterize for their cytotoxic activity[15].
Lanthanum complexes have been assayed for anticancer activity in vitro against HL-60 (human leukocytoma)
cells,PC-3MIES8 (human prostate carcinoma) cells, BGC-823 (human stomach carcinoma) cells, MDA-MB-435
(human galactophore carcinoma) cells, Bel-7402 (human liver carcinoma) cells and Hela (human cervix
carcinoma) cells [20]-[22].

The author therefore thought to undertake the study of mixed ligand complexes of lanthanum, with 8-
hydroxyquinoline (HQ) as a primary ligand and N- and/or O -donor amino acids (HL) such as, as L-isoleucine
and L-hydroxylproline as secondary ligands. The metal complexes have been characterized by element analysis
and various physic-chemical techniques such as molar conductance, room temperature magnetic susceptibility,
electronic spectra, IR spectra and thermal studies.

EXPERIMENTAL

MATERIALS

Lanthanum (111) chloride heptahydrate of analytical grade was used as such without purification. Amino acids,
L-isoleucine and L-hydroxylproline were obtained from E. Merck. Solvents like DMF and DMSO whenever
used were distilled and purified according to standard procedure (16)-(18).

Synthesis of mixed ligand complexes

The lanthanum (IlI) complexes were synthesized from lanthanum chloride heptahydrate with primary ligand
(HQ) and as L-isoleucine and L-hydroxylproline as secondary ligand (HL) in 1:2:1 proportion. To an aqueous
solution (10ml) of lanthanum (1ll) chloride heptahydrate (371mg, 1mmol), ethanolic solution (20 ml of 8-
hydroxyquinoline (290mg, 2mmol) was added. The mixture was stirred and kept in boiling water bath for 10
minutes. To this hot solution, an aqueous solution (10ml) of amino acids (1mmol) was added with constant
stirring. The mixture was again heated in a water bath till the temperature reached to 50° c. The complexes were
precipitated by raising pH of the reaction mixture by adding diluted amino solution. The mixture was cooled
and solid complex obtained was filtered, washed, with water followed by ethanol. The complexes thus prepared
were dried under vacuum and were used for further studies.
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INSTRUMENTATION

The synthesized lanthanum (1lI) complexes were analyzed for C, H, and N content on Thermo Finnegan
Elemental Analyzer Model no. FLASH EA 1112 series at the department of chemistry, I.I.T.Mumbai. Metal
content was estimated gravimetrically by standard procedure [19], [20]. The molar conductance values were
measured in DMF (1073M) on an Equiptronics Auto ranging Conductivity Meter Model No. EQ-667. Room
temperature magnetic susceptibility were measured by a Guoy method using Hg[Co(SCN),] as a calibrate at the
Department of chemistry, I.I.T. , Mumbai. The electronic absorption spectra of all the complexes in DMF
solution (10"*M) in the ultraviolet and visible region were recorded on Shimadzu UV/VIS-160
spectrophotometer. FT-IR spectra were recorded in KBr disc on PerkinElmer FT-IR spectrophotometer model
1600 at Department of Chemistry, I.L.T.Mumbai. Thermal analysis (TG and DTA) were carried out in control
Nitrogen atmosphere on a Perkin-Elmer Diamond TG-DTA Instrument Department of Chemistry, LLT.,
Mumbai by recording the change in weight of complexes on increasing temperature up to 900° C at the heating
rate of 10° C per minute.

Antibacterial Activity of Lanthanum(IIT) Complexes by

Agar Cup Method

In this method, a single compound can be tested against number of organisms or given organism against
different concentration of the same compound. It was found suitable for semisolid or liquid samples and was
used in the present work. In agar cup method, a plate of sterile nutrient agar with the desired test strain was
poured to a high of about of Smm, allowed solidified and single cup of 8mm diameter was cut from the central
of the plate with sterile cork borer. There after the cup was filled with the sample solution of 1000ug/cm?3
concentration. The test solution was allowed to diffuse in surrounding agar by keeping in refrigerator for
10minutes and the plate was incubated at 37°C for 24 hours. The extent of inhibition of growth from the edge of
the cup was a considered as a measure of the activities of give compound. By using several plates
simultaneously, the activities of several samples could qualitative studied.

Tube Dilution Method
The test compounds were subjected to in vitroscreening against Staphylococcus aureus Corynebacterium
diphtheriae , Salmonella typhi and P. aeruginosa using Muller Hinton broth as the culture medium.

The test compound (10mg) was dissolved in DMSO (10cm3) so as to prepare a stock solution concentration
1000pg/cm?. From the stock solution, aliquots of 5,10,15,20 to ............ , 250 pg/cm® were obtained in test
broth. Bacterial inoculums were prepared in a sterilized Muller Hinton broth and incubated for 24 hrs. at
37%.The aliquots were dispensed(ScmS) in each borosilicate test tube(150x20mm).The bacterial inoculums 0.1
cm’ of the desired bacterial strain(S.aureus, C.diphtheriae, S.typhi and P.auruginosa) containing 10°
bacteria/cm’was inoculated in the tube. The tube was incubated at 37° for 24 hrs. and then examined for the
presence or absence of the growth of the test organisms. Tetracycline was used as standard drug again Gram
positive and Gram negative bacteria by similar screening procedure. The solvent DMSO was also tested as
control to see that it did not affect the growth of the culture .MIC of tetracycline was found to be
1.5ug/cm’against S.aureus 2.0pug/cm’against C.diphtheriae 1.5ug/cm’against S.typhi and 8.0pg/cm’against
P.aeuruginosa.

Results and Discussion

Characterization of metal complexes

The Preparation reaction of mixed ligand La(Ill) complexes may be represented as LaCl;-7H,O + 2HQ + HL
———————————— > [La(Q),(L)-2H,0] + 3HCI + 5H,O (Where, HQ is 8-hydroxyquinoline and HL is an amino acid).

All the complexes are colored, non-hygroscopic and thermally stable solid (Table 1 and 2).indicating a strong
metal-ligand bond. The complexes are insoluble in common organic solvents. Such as ethyl alcohol, acetone,
etc. but are partially soluble in DMF and DMSO. The elemental analysis data (Table 3) of metal complexes is
consistent with their general formulation as 1:2:1, mixed ligand complexes of the type [Ce(Q).(L)-2H,0]. The
molar conductance values of the complexes in DMF at 10° M concentration are found to be 0.0019 — 0.0023
mhos ¢cm? mol™ indicating their non- electrolytic nature [21].

Table 1: Empirical Formula, Molecular Weight and Colour

Complex Empirical Formula | Molecular Weight | Colour
[La(Q)2(Iso)-2H20] LaC24H2806N3 593.40 Brown
[La(Q)2(HPro)-2H20] LaC23H2407N3 593.36 Brown
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Table 2: Decomposition temperature and P"

Complex Decomposition p"
Temperature (°C)
[La(Q)2(Is0)-2H20] 250 6.99
[La(Q)2(HPro)-2H20] 240 7.01

Where Q represents the deprotonated primary ligand 8- Hydroxyquinoline whereas Iso and HPro represents
deprotonated secondary ligands, L-Isoleucine and L-Hydroxylproline respectively.

Table 3: Elemental Analysis Data and Molar Conductance of Cerium Complexes

Elemental Analysis Molar
Complex found(Calculated) Conductance
% M %C %H %N (mhos cm® mol™)
23.46 | 48.60 04.79 07.11
[La(Q)2(1s0)-2H20] | 73°41y | (48.58) | (04.76) | (07.08) 0.0016
2345 | 46.57 04.08 07.10
[La(Q)2(HPro)-2H201 1 2341y | 4656) | (04.08) | (07.08) 0.0012

MAGNETIC STUDIES:

The magnetic moment of the mixed ligand lanthanum (III) complexes (Table 4) were calculated from the
measured magnetic susceptibilities after employing diamagnetic corrections and revealed their paramagnetic
nature [22]-[23].

Table 4: Magnetic susceptibility data of Cerium (IIT) complexes (10 c.g.s. unit)

Complex Xg Xm Uege (B.M)
[La(Q)2(Iso)-2H20] -6.30x 10-7 | -3.57x 10-4 | Diamagnetic
[La(Q)2(HPro)-2H20] | -6.78 x 10-7 | -3.84x 10-4 | Diamagnetic

Electronic absorption spectra

The electronic spectra of the metal complexes in DMF were recorded in the UV-Visible region (Table 5). The
spectra shows three transitions m— n*, n—n* and charge transfer transition from ligand to the metal
respectively [24].

Table 5: The electronic spectra of the metal complexes

Complex A nm vem?! Proposed Assignment
[La(Q),(Iso)-2H,0] 279 35842 n—*
335 29851 n— m*
397 25189 Charge-transfer
[La(Q),(HPro)-2H,O 275 36364 n—¥
335 29851 n— m*
398 25126 Charge-transfer
UV-Visible Spectra of Lanthanum (III) Complexes
[La(Q):(Is0)-2H,0] [La(Q),(HPro)-2H,0
03 7 0.4 -
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Infra-red spectra
The FTIR spectra of the metal complexes were recorded in a KBr disc over the range 4000-400cm™.These
spectra’s were complex due to presence of numerous bands with varying intensities, making the task quite
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difficult. However, an attempt has been made to assign some of the important bands on the basis of reported
infrared spectra of several N and / or O donor ligands, 8-hydroxy quinoline and their metal complexes. An
important feature of infrared spectra of the metal complexes is the absence of band at ~3440 cm™ due to the O-
H stretching vibration of the free O-H group of HQ. This observation leads to the conclusion that complex
formation takes place by deprotonation of hydroxyl group of HQ moiety. A strong v (CO) band observed in the
range of 1110-1105 cm™ in the spectra of the complexes, indicates the presence of the 8-hydroxyquinolate
group in the complexes co-ordinating through its nitrogen and oxygen atoms in uninegetive bidentate ligand.
The v(C=N) mode observed at 1503cm™ in the spectrum of free HQ ligand is found to be shifted to lower wave
at 1503 cm™ in the spectrum of the complexes, suggesting co-ordination through the tertiary nitrogen donor of
HQ. The in-plane and out-of-plane deformation modes observed at ~500 cm™ and ~780 cm™ respectively, in the
spectrum of HQ are shifted to higher wave numbers 504 cm™ and 790 cm™ respectively, conforming co-
ordination through the nitrogen atom of HQ with the metal ion. A broad band observed in the region between
3210-3207 cm™ due to asymmetric and symmetric O-H stretching modes and a weak band in the range of
1577-1575 cm™ due to H-O-H bending vibrations indicating presence of co-ordinate water molecule [25] - [27],
further confirmed by thermal studies. The N-H asymmetric and N-H symmetric vibrations observed at ~3042
cm™ and ~1372 cm™, respectively, in the free amino acids are shifted to higher wave numbers i.e. in the range
3178-3082 cm™ and 3055-3050 cm-1, respectively, in the spectra of the complexes, suggesting co-ordination of
amino group through nitrogen with the metal ion. The Vymmewic (COO-) band of the free amino acid 1, e. ~1590
cm’' is shifted to higher wave number, i.e. in the range 1639-1633 cm’! and Veymmewric (COO-) mode observed at
~1400 cm™ in the spectra of free amino acids are shifted to lower wave numbers in the range of 1377-1372 cm™,
in the spectra of complexes indicating the co-ordination of carboxylic acid group via oxygen with the metal ion.
Coordination through the amino group of the amino acids has been further confirmed by the C-N symmetrical
stretching frequency. It is observed at ~950 cm™ in the spectra of free amino acids and found to be shifted to
lower wave numbers912 cm™ in the spectra of the complexes. Some new bands of weak intensity observed in
the regions around 605-600 cm™ and 409 cm™ may be ascribed to M-O and M-N vibrations respectively. It may
be noted that these vibrational bands are absent in the infra-red spectra of HQ as well as amino acids.

IR Spectra of Lanthanum(III) Complexes
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[La(Q):(Is0)-2H,0] [La(Q)-(HPro)-2H,0]

Thermal studies

The TG and DTA studies of the complexes have been recorded in the nitrogen atmosphere at the constant
heating rate of 10°C / minute. Thermal study
on mixed ligand cerium complexes in controlled nitrogen atmosphere was carried out to understand stages of
decomposition and temperature range of decomposition.The most probable decomposition pattern of the
complexes is proposed on the basis of the careful examination of TG and DTA curves. The thermo analytical
data is summarized in (Table 6, 7 and 8). The thermogram of these complexes shows the loss in weight
corresponding to two water molecules in the temperature range 125-160°C, followed by weight loss due to
amino acids moiety in the temperature range 230-410°C. The final step of decomposition observed in the
temperature range 615-835°C corresponds to two molecules of 8-hydroxyquinoline in the complex. The
constant weight plateau in TG of lanthanum(III) after 835°C indicates completion of the reaction.

Table 6: Thermal data of Lanthanum Complexes showing % Loss due to Water Molecules

Sr.No. Complex % Weight Loss due to Water Molecules
Temperature Range(’C) | Found Calculated
1 [La(Q),(Is0)-2H,0] 130-150 6.00 6.07
2 [La(Q),(HPro)-2H,0] 125-160 6.07 6.07
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Table 7: Thermal data of Lanthanum Complexes showing % Loss due to Amino acid Molecules

Sr.No. Complex % Weight Loss due to Water Molecules
Temperature Range(’C) | Found Calculated
1 [Ce(Q)x(Iso)-2H,0] 250-405 22.10 21.94
2 [Ce(Q).(HPro)-2H,0] 240-400 21.95 21.93
Table 8: Thermal data of Lanthanum Complexes showing % Loss due to 8-HQ Molecules
Sr.No. Complex % Weight Loss due to Water Molecules
Temperature Range(’C) | Found Calculated
1 [Ce(Q)x(Iso)-2H,0] 620-840 48.65 48.59
2 [Ce(Q),(HPro)-2H,0] 610-830 48.64 48.59

TG Curves of Lanthanum(III) Complexes

T T T T T T T

[La(Q),(Is0)- 2H,0] T [La(Q).(HPro) 2,0

On the basis of physico-chemical studies, the bonding and structure for the lerium complexes may be

represented as.
\ H OH,
N\ L
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<
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\
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Figure 1: Proposed Structure of [La (Q) »(Iso) -2H,0]

HO
Figure 2: Proposed Structure of [La (Q) ,(HPro) -2H,0]

BIOLOGICAL STUDIES

The lanthanum complexes were screened against Staphylococcus aureus, Corynebacterium diphtheriae,
Salmonella typhi and P. aeruginosa.

The studies based on agar cup method revealed that the complexes are more sensitive against S. aureus and S.
typhi while less sensitive against C. diphtheria and P.auruginosa. (Table 9) The minimum inhibitory
concentration (MIC) of ligand and the metal salts ranges between 50 and 300 ug / mL while that of metal
complexes ranges between 5 and 35 pg/mL (Table 10).The complexes are found to be more active against S.

aureus and S. typhi as compare to C. diphtheria and P.auruginosa. As compared to standard antibacterial
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compound tetracycline, the complexes show moderate activity against selected strains of microorganisms. The
results show that, as compared to the activity of metal salt and free ligand, the metal complexes show higher
activity [28]. The activity of metal complexes is enhanced due to which in turn increases the hydrophobic
character of the chelate and thus enables its permeation through the lipid layer of microorganism [29].

Table 9: Antibacterial Activity (mm) of Cerium Complexes by Agar Cup Method

Complex Antibacterial Activity (mm) with
S. aureus | C.diphtheria | S.typhi | P.auruginosa
[La(Q),(Is0)-2H,0] 26 15 23 13
[La(Q),(HPro)-2H,0] 24 14 22 12
Tetracycline 30 25 26 18
Table 10: MIC (ug/mL) Data of Cerium Complexes
Complex MIC (ug/mL)
S. aureus | S. aureus S. aureus S. aureus
[La(Q),(Iso0)-2H,0] 10 20 15 35
[La(Q),(HPro)-2H,0] 05 20 15 25
8-hydroxyquinoline 50 200 150 250
Tetracycline 1.5 2.0 1.5 8.0

CONCLUSION
On the basis of the above observations, following conclusions are made.
The higher decomposition temperatures of the complexes indicate a strong metal-ligand bond.

Electrical conductance studies show non-electrolytic nature of the complexes.

Magnetic studies indicate dimagnetic nature of the Lanthanum complexes.

Electronic absorption spectra of the complexes show intra-ligand and charge transfer transitions .
IR spectra show bonding of the metal ion through N- and O- donor atoms of the two ligands.
Thermal analysis confirms presence of co-ordinated water molecules in Lanthanum complexes.

On the basis of above results, coordination number eight is proposed for all Lanthanum complexes.

The antibacterial study shows that Lanthanum(IIl) complexes are found to be more active against S. aureus and
S. typhi as compared to C. diphtheriae and P. aeruginosa.

The microbial study of lanthanum(IIl) complexes shows that the potency of the complexes depends on various
factors such as the composition of ligand,type of microorganism and the ability of metal ion to coordinate with
ligand.

FUTURE SCOPE
The lanthanum complexes can be useful in pharmaceutical field by studying cytotoxic activities of these
complexes.
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ABSTRACT

Today, patients are more empowered and informative than ever because of which the aim of the health
ecosystem is to centre on the patient centred goals. The term patient centricity is no longer a health care
buzzword; however, a lot needs to be done to implement this concept in the real world. Therefore, the objective
of the current article is to bring in the importance of cultural change in the health ecosystem for the smooth flow
of patient centricity.

The current article is exploratory in nature that tried to explore the concept of patient centricity in the health
ecosystem through various works published. The article utilized secondary sources such as Journal articles,
reports, and such others to draw how OCTAPACE culture is important in health ecosystem for promoting
patient centricity. The eight strong pillars of OCTAPACE are Openness, Confrontation, Trust, Autonomy,
Proactivity, Authenticity, Collaboration, and Experimentation and its relationship with patient centricity is
proposed. The readers can reasonably deduce that patient centricity requires a changed mindset and vision
shared by all the stakeholders. For this, support from regulators, pharmaceutical companies, health care
professionals etc. are required.

The article highlights the importance of OCTAPACE culture in health ecosystem. This construct to meet patient
centric goals is worthy of additional study. From the practical standpoint, training can be provided to all the
employees of the entire health ecosystem to incorporate the OCTAPACE culture and to meet the demands of
the patients and caregivers.

Keywords: Culture, health ecosystem, OCTAPACE, patient centricity.

I. INTRODUCTION
“No decision about me, without me”
-NHS Britain

There is no doubt in the fact that one in twenty google searches is now related to health- related information.
Revolution in Digital technology and social media have reached the plethora of patients in bringing awareness
of patient centricity. Because of which today patients are voicing about the type of care they get, the medicines
that are being developed, its applicative use, and about the regulatory path they can have'. This highlights the
growing need of patient centricity in the entire health ecosystem. However, the question arises how to develop a
patient centric approach within and between stakeholder organizations of health ecosystem? To answer this
question, one will have to think about why there is a move towards patient centricity?, Why OCTAPACE
culture is required to promote it? and what measures can be taken in order to endorse it in health ecosystem?

II. A MOVE TOWARDS PATIENT CENTRICITY

A move towards patient centricity was started when Food and Drug Administration (FDA) was working on the
patient focussed Drug Development Initiative in 2012, and the term patient centricity was heard in 2014 when
FDA Commissioner Margaret Hamburg’s was delivering speech at New York BIO. Dr. Hamburg focused how
FDA was collaborating with patients and advocacy groups in understanding the diseases better and how
effective and user-friendly medical interventions can be developed®. Since then all the stakeholder organizations
started working seriously towards patient centred goals.

The current article tries to associate the notion of patient centricity to the Customer Focussed Theory (CFT)’.
The theory talks about gathering and understanding customer’s requirement, collecting and utilising customer
information, receiving the customer feedback and improving relationship with the customers. Similarly, patient
centricity in the health ecosystem requires understanding the patient’s needs and wants, capturing patient
information and feedback and building relationship with the patients.

Today, Patient centricity is gaining importance because it is observed that a) there is an increase in usage of
personal health monitoring devices among patients, b) patients have realised their decision making power and
independence in healthcare system, c) patients are willing to share personal data in return for greater health
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insights, d) patients are now more proactive and informed with access to medical information given in digital
(web/internet sources) and non-digital sources (books, scientific literature, newspapers etc.), and e) new
treatments are quite expensive®. In addition to it, patients are also demanding their involvement and engagement
in the drug development process”.

Patient centricity is defined as putting the patient first in the continuous engagement to achieve the best
experience and outcome respectfully and compassionately for the patient and their family®. The focus is on
education and information, co-creation, access, and transparency as the pillars of patient centricity. It means
reaching out to patients and making them understand the disease with the assumption that better they are
informed - better they will be able to take control and adhere to the treatment’. Construct of patient centricity
revolves around communicating with patients about their preferences, needs and wants, exchange forums (e.g.
patient advocacy groups), marketing practices, design and execution of clinical protocols and drug
development process to meet the specific needs of individuals and their caregivers®.

The approach to patient centricity if followed in the right manner, will be a win-win situation for the patients
and the stakeholders of health ecosystem. As it will improve the patients’ satisfaction, quality of care, clinical
outcomes and along with reduced cost for healthcare. In turn, positive patient experiences will lead to increased
brand reputation, better financial performance, new acquisitions of patients, and word of mouth advocacy for
stakeholder organizations’.

III. CHANGING ROLES OF DIFFERENT STAKEHOLDERS

Health ecosystem is evolving into a complex network of interconnected stakeholders that serve patients with
different business models i.e. payers, hospitality, technology, manufacturing, regulations etc. having diverse
approaches. It comprises of all the players which directly or indirectly are involved in catering to the patient’s
needs. Now, there are more stakeholders than before and there is an opportunity for each stakeholder to
choreograph the others in a way that drives true patient centricity'’. Different stakeholder organizations such as
payers, hospitals, insurers, pharmaceutical companies, regulators etc. in the health ecosystem need to
understand the implications of creating a patient centric culture in terms of decision-making processes,
institutional habits (rules and norms), and information flow. Health ecosystem could gain patient centricity by
collaboration with various organizations that are already experienced in patient interaction and work under
defined protocols and regulatory framework. E.g. there is an ongoing collaboration between the FDA and
European Medicines Agency (EMA) on patient involvement which enables the agencies to share the best
practices in different domains. The role of different stakeholders in the health ecosystem is discussed as follows:

Payers (Government, Private insurers, and employers): Today, reimbursements of medicines are becoming
increasingly dependent on the demonstrated value of medicines to patients. Therefore, payers are seeking
confirmation in the form of Patient Reported Outcomes (PROs) and are involving Health-Technology
Assessments (HTAs)"".

Health Care Professionals (HCPs): HCPs are the first point of contact for the patient when he/she enters the
health care system'’. Therefore, it becomes imperative for HCPs in knowing the preferences, needs and
experiences of the patients in their journey of treatment which will further help pharma companies to become
more patient centric for their drug development process.

Government Agencies (FDA, EMA etc.): In the current scenario, Government agencies in the health
ecosystem are taking initiatives by laying down standards and protocols for patient centricity. For instance,
Regulatory bodies such as EMA, the National Institute for Health and Care Excellence (NICE) and different
HTA groups have already established frameworks for patient engagement. Moreover, Consensus Framework
for Ethical Collaboration is a multi-stakeholder platform that guides the conduct of various actors in health
ecosystem on shared principles of ethical patient care".

Clinical Research Organizations (CROs): Today, CRO’s help sponsors and pharma companies by improving
their connections with patients by addressing the challenges of identifying and recruiting the appropriate
patients for trials with better methods of identification, engagement, and interaction with patients. CROs
engages with patients in a meaningful way throughout the design and execution of a clinical trial to meet patient
centric goals'*",

Pharmaceutical Industry: Pharma is one of the stakeholders of ever evolving health ecosystem that has the
intellectual and financial means to take on the role to choreograph the other stakeholders to drive the patient
centricity as it has the right capabilities, relationships, and insights to integrate the ecosystem'’. To cater to
patient goals, continuous engagements with patients and other stakeholders are required from the product
development stages to commercialization stages and even beyond that'®. PROs are becoming important in trials
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as it captures relevant information for patients, identify their preferences, and better inform treatment decision
making'”.

Patient Advocacy Groups (PAGs): PAGs are non-profit groups whose primary mission is to combat a
particular disease or disability and to improve the health and wellbeing of patient. PAGs offer practical advice
and emotional support to patients by showing empathy and understanding. PAGs can be formal organizations
like the American Heart Association and March of Dimes, or they can be informal cooperatives like the
Diabetes Online Community'®. PAGs also campaign to make sure that patients’ needs are recognized and
supported within healthcare systems at national and international levels to ensure patient centricity'.

Healthcare Technology Facilitators: Nowadays, healthcare facilitators are evolving day by day. Technology-
enabled healthcare is the future and its growth is fuelled by increasing reach of the internet and rising
consumption of data. Blockchain, Artificial Intelligence (AI), Internet of Things and such other technologies
have the capability to integrate various patient services and stakeholder partnerships in the health ecosystem.
Therefore, digital mind-set is crucial for patient centricity®.

IV. Enabling Patient Centric Culture Through Octapace- A Way Forward

Entire health ecosystem must strategically align towards increase in patient centricity by being transparent,
building trust, improving Research and Development, and by refining the overall experience of patients®'. Vaida
maintained that advancements are required within and between stakeholders in the healthcare system™. Few
researchers maintained that there is a need to build a good culture in the system'’. The culture of patient
centricity should be adopted at every level in the health ecosystem. This will not only bring positivity for
patients but a lasting change in the organizations as a whole and enlarge the employee’s engagement and
experience™. Therefore, the intent of the current article is to build OCTAPACE culture within and between the
different stakeholder organizations of health ecosystem to imbibe the true essence of patient centricity.

Organizational culture (OC) can be outlined as the underlying spirit of character of an entity that is made up of
its beliefs, customs, and practices. OC includes the values, beliefs, behavioural norms, and shared expectations
among the members of the organizations. In terms of patient centricity, patient centric culture in any
organization is defined as an architectural configuration of values, tasks, functions, policies, and practices that
puts the patient at the core of the system. This culture allows the organization to focus on patients in their end to
end journey. Patient centricity is also considered as the mindset that is infused throughout the organization from
top to bottom>. A healthy OC rests on the eight strong pillars of OCTAPACE referring to Openness,
Confrontation, Trust, Authenticity, Proactivity, Autonomy, Collaboration and Experimentation which were
pioneered by Udai Pareek and T.V. Rao™.

The eight dimensions of OCTAPACE culture® and their outcomes in health ecosystem are discussed. The
article proposes the model based on the collected works as shown in Figure 1.

OPENNESS

Openness means when employees feel free to discuss and exchange ideas and information with one another
which results in better performance. It is a tool to promote unbiased performance feedback and facilitate in
problem solving ability. Organizations in health ecosystem should also create the open environment where
employees can discuss freely on the patient centric goals. Openness will promote setting of common goals and
objectives towards patient-centricity of different stakeholders. It will also contribute to strategies development
through free interaction among various team players of the health ecosystem in achieving that common goal.
For instance, PROs that are reported directly by the patients such as symptoms, health related quality of life or
the health status can be discussed freely within and outside the organizations among clinicians, and policy
makers to give the patients best therapeutic treatment and quality care to meet patient centricity™.

Proposition 1: Openness is positively related to Patient Centricity

CONFRONTATION

Confrontation basically means taking up the challenges upfront and with equity. All the problems should be
investigated deeply, and proper discussion should be made without hurting anybody’s feeling in solving the
problem. If done in the right perspective it will lead to positive mind-set, better role clarity and willingness to
solve the problem. Confrontation will allow to reach consensus for patient-centricity by different stakeholders
of the health ecosystem if they find deviations in the patient centred goals. For instance, proper confrontation
may help reduce the challenges such as: patent/exclusivity, novel therapies and technology, protection of public
health, unethical clinical trials, healthcare policies and regulatory framework in the health ecosystem to promote
patient centricity”.
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Proposition 2: Confrontation is positively related to Patient Centricity

Trust: Trust is when employees, departments, and groups can be relied upon to do whatever they say they will
do. In the organizations, trustworthiness is improved by maintaining the confidentiality of information shared
and in not misusing it. If there is low trust in any organization, the credibility of the system goes down. In health
ecosystem where diversified stakeholders are involved, trust will help in reduction of stress as well as in
simplification of forms and procedures. Trust will also lead to higher empathy and timely support for the
stakeholders in achieving the common objective of patient centricity. Furthermore, patients often lack clarity
about maintenance of their health records and struggle to access their own data. Data sharing and privacy issues
always remain a concern for them, therefore, privacy must be protected, data ownership should be clear, and
standards of protection should be followed to promote trust among patients™. Trust can also be built through
clear communication about medicines’ risk benefit profiles and a transparent drug development process. In this
case, good relationships between patients, industry, and healthcare practitioners are essential for building
credibility towards patient centricity'®.

Proposition 3: Trust is positively related to Patient Centricity
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Fig. 1: OCTAPACE Culture elements and its relation with Patient Centricity

AUTHENTICITY

Authenticity means up to what extent the employees are keeping their promises and are truthful. It measures
congruence between what one’s say, feel and deliver. It also promotes owning up of mistakes without any fear.
In health ecosystem where widespread stakeholders are working closely, it is essential to have less distorted
communication. For instance, Gritzalis endorsed that authenticity of Electronic Health Records is crucial for the
trustworthiness of a Health Information System, especially in networked environments where data is transmitted
over insecure channels and where different stakeholders have not met in person®. However, sharing the
information raises security issues such as: privacy, confidentiality and integrity’’. Therefore, it becomes
necessary to protect the health information from unauthorized access, use, disclosure, disruption, modification
or destruction. Hence, authenticity is the only solution towards patient centricity.

Proposition 4: Authenticity is positively related to Patient Centricity

Pro-Activity: Pro-Activity means anticipating issues in advance to take necessary action Proactiveness also
implies encouraging employees to take initiative so that culture of innovation and creativity can be developed in
the organization. A proactive healthcare approach focusses on what different stakeholders can do to prevent
potential health issues before they occur. For instance, proactive healthcare initiatives always strive to involve
patients in their own care, allowing physicians, patient advocacy groups, healthcare technologies and patients to
work together to address health problems before they advance. This may help patients to improve their health
through lifestyle changes, rather than the drastic intervention. With smart Al capabilities, patient monitoring is
possible which will proactively detect patient deterioration before-hand*'. Tech companies are hurrying up in
using Al to develop Digital Therapeutics that deliver personalized advice to help people lead healthier happier
lives, or maximize their treatment regimens’' by being proactive.

Proposition 5: Proactivity is positively related to Patient Centricity

Autonomy: Autonomy is the willingness to use the power and freedom to act independently within the
boundaries of the role. Organizations must avoid autocratic type of environment and give chance to their
employees to use their powers in a positive way. All the stakeholders will be able to take their decisions freely
within the prescribed boundaries if autonomy is implemented in the health ecosystem. Through autonomy
biggest advantage is that mutual relationships can be developed among different stakeholders which in turn will
help in better coordination. Davies and Elwyn maintained that promoting patient autonomy has become a key
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imperative in the healthcare. Patient autonomy is the right of patients to make their decisions about their own
medical care without the interference of health care providers trying to influence their decision™.

Proposition 6: Autonomy is positively related to Patient Centricity

Collaboration: Collaboration involves working together in a team for a common purpose. It is a process of
exchanging information, sharing resources, enhancing capacity for mutual benefits to achieve a common goal.
Individuals solve their problem by sharing their concerns and develop strategies and work together. When
working together in achieving the common goal of patient wellbeing, it is vital to share the common resources
by different stakeholders of the health ecosystem. Collaboration helps in achieving the objective with improved
communication and timely completion of tasks of different stakeholders. For instance, the Consensus
Framework for Ethical Collaboration ensures that all the partners in health ecosystem have a mutual interest of
patient centricity by ensuring that the relationship between patients, healthcare professionals, the
pharmalc6eutica1 sector, and other life sciences and healthcare organizations, is based on ethical decision
making .

Proposition 7: Collaboration is positively related to Patient Centricity

Experimentation: Experimentation involves using and encouraging innovative approaches to solve the
problems. It emphasizes on trying out new ways of dealing with problems in the organizations. Achieving
patient centricity require lots of innovation and experimentation by different stakeholders of the ecosystem.
New procedures, methods and other development programs need to be redefined by all the elements of the
ecosystem and experimentation is the only way to promote and support the idea. For instance, The Consensus
Framework for Ethical Collaboration promotes for ethical research and innovation in the entire health
ecosystem'® to meet patient centricity. Moreover, recently Yaakov and others argued that crisis in the public
health demand to accelerate healthcare innovation™.

Proposition 8: Experimentation is positively related to Patient Centricity

There could be some perceived benefits of patient centricity in the healthcare if properly applied in
organizations by developing the OCTAPACE culture. The benefits could be: a) Increased engagement with all
the stakeholders of the healthcare system b) enhanced knowledge about patients c¢) better decision making
regarding patients d) increased competitive advantage for different stakeholders of health ecosystem e) better
quality of life and satisfaction for patients and employees of stakeholder organizations™'.

V. IMPLICATIONS

From the practical standpoint, it is important that each stakeholder organization trains its employees to develop
the OCTAPACE culture that will help attain the patient centricity. To integrate the OCTAPACE culture in the
health ecosystem, good leadership is the key. Efforts could be made in developing leadership competencies to
act as a change analyst for bringing change in the culture of the organization. Second, programs could be
designed to make employees understand patient needs and evolve offerings such needs. In addition to it,
employees should be motivated to think out of the box where they try new ways of doing work and their ideas
which are patient centric must be heard, appraised, and rewarded. This might promote Experimentation in the
health ecosystem. Third, organizations could organize some Information sharing Summits wherein employees
from different teams and stakeholder organizations can come together to share patient experiences on patient
centric initiatives as well as could also resolve the conflicting issues in the interest of the patients. As a
consequence, it would lead to Openness and Confrontation in the entire system. Fourth, stakeholder
organizations could possibly conduct patient engagement sessions wherein employees could directly engage
with patients to understand their lifestyle and how these patients could cope with diseases. This might perhaps
enhance the Trust and Collaboration levels between the patients and different stakeholder organisations. Fifth,
the performance of the stakeholder organizations towards patient centricity could be measured by developing
patient feedback mechanisms and periodic evaluations. Actual feedback from patients and their carers on their
experience with the stakeholder’s offerings could be collected which could act as a tool to continuously improve
on the performances. This can be done through surveys and interviews. Periodic evaluations of changes in
internal practices could be done to maintain value-based outcomes for the patients. Incorporating the more
informed perspectives of the patients at regular intervals, may well lead to more Proactive decisions in the
organisations. Sixth, the stakeholders in the health ecosystem should share the electronic health records and
others patients related information in a manner which does not raise the issue of privacy, confidentiality and
integrity. Only then Authenticity could be claimed or maintained in the system leading to better patient centred
results. Last but not the least, patients should be given the freedom to choose the services or products from the
stakeholder organisation of their choice. This might promote Autonomy among patients in the health ecosystem.
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The current article tries to answer the raised question i.e. how to develop a patient centric approach within and
between stakeholder organizations of health ecosystem, through the suggestions proposed in this section by
bringing OCTAPACE Culture in the health ecosystem.

VI. CONCLUSION

It can be reasonably deduced with confidence that patient centricity requires a vision shared by all the
stakeholders. There is a need to change the mindset of the whole healthcare system. There is a need for
continuous patient engagement for capturing their views, preferences, and experiences in the entire health
ecosystem. Simply talking to patients is not enough but involving them in every aspect is required. Extended
emotional support should be given.

To achieve patient centricity in health ecosystem, it is maintained that employees’ capabilities should be
continually developed, sharpened, and used. For this an enabling OC is essential”’. When employees take
initiatives, take risks, conduct experiments, promote innovations, and make things happen, the organizations
may be said to have a patient centric culture™.
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Role of Social Media in Marketing

Trupti Sachin Gupte, Riddhi Vidyadhar Sawant and Vaishnavi Milind Jadhav
PTVA’s Institute of Management, India

ABSTRACT

Social media platforms are the method to interact socially. Social media plays various roles in creating
relationships with people. Social media is an emerging phenomenon in marketing of businesses. The blast of
social media phenomenon is astonishing. It is helping businesses to create a bond with its consumers. Many
businesses are trying to do their best to promote their brands on social media platforms. Companies are
incorporating various types of social media marketing strategies in order to expand their business. They are able
to create brand awareness. With the help of distinct social media marketing tools. Social media is helping
businesses in developing a wide audience and loyal customers which in turn helps in the growth of the business.

Keywords: Social media, social media marketing tools, customer relationship, social media marketing,
marketing strategies.

1. INTRODUCTION

The world has changed dramatically since the rise of the Internet. Eventually the Internet overtook the power
of controlling the human mind. However, anything that is shown on the internet has become the truth for
today’s generation. There are a number of different things available on the Internet for everyone to see, there
are many other things that people can use for the purpose of Entertainment. And the most important part of
that is “Social media”. Social media is being increasingly embraced by this new generation. Nowadays, being
active on social media and having access to social media has become the basic need of human beings. Not only
the new generation is crazy about social media but also every person of every generation is shifting to social
media as it is the best platform for entertainment as well as very informative at the same time. Creating social
groups or communities has become easy with the help of social media. Anyone can be a part of that
community and use this social platform for their own wellbeing.

Businesses and Companies however are using social media as a platform for marketing their products and
services. As social media is used by every second person in the world; it’s easier for them to convey their
message to the public and get more and more people to buy their product or service. Social media helps
marketers to understand the consumers purchasing behaviour and know about a suitable market for them.
Social media marketing allows marketers to conversate with their customers directly through any social media
platform they’re using. There are many such platforms such as Facebook, Instagram, Twitter, and WhatsApp
and so on. Using these platforms, marketers are trying to build a direct relation between their customers and
trying to provide them with assurance about their brand. Marketers not only try to keep a good relation
between their regular customers but they also try to attract new customers by providing them the experience of
their old and regular customers.

It is examined how social media has taken marketing to the level where marketers can easily influence their
customer towards their brand and turn the customers minds into buying the same. The objective is to identify
the role that social media is playing in marketing and how it influences consumer behaviour.

2. SECTOR OVERVIEW

When looking at social media as a mode of communication, it has evolved enormously from the earlier modes
of communication. The evolution starts from the ancient method such as cave paintings, carrier pigeons to the
effective way such as postal system, newspapers, radios, telephone, television etc. Now all these modes were
not only meant for communicating to the family and friends but also about sharing the worldwide events.
There was one discovery which is remarkable, useful till date and not lagging behind is the discovery of the
internet. Discovery of the internet has laid the newer and convenient perspective for the communication
amongst individuals and peers. Now-a-days every small activity revolves around the use of the internet starting
from education to businesses. Email was the first way of online communication which is till date a formal way
to communicate. With the development of mobile phones, text message facility was available for informal
communication. Later a lot of social media sites were discovered and gained importance for different
perspectives.

Social media is a networking term which is popularly known for applications that are mainly used for
communication purposes. It acts as a platform for the world to be connected. Today, Instagram, Facebook,
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WhatsApp are the most popular social media applications. All of these applications are collectively called
social media networking sites.

It generally operates with the help of internet connectivity. One cannot use social media without having an
active Internet connection. To engage on social media, users use different electronic items like a smartphone,
computer, tablets, TV etc. There are many social media sites launching every year. People can have their
account on these various social media applications, all they need to do is to fill in their authentic details for
their identity verification and immediately their account gets created.

Social media applications are used by a wide audience to communicate with friends and family and to stay in
touch with what’s happening in the world. Social media not only allows people to hear what others say but
also enables to respond. It connects people all across the world to interact with each other and share their
opinion, views and thoughts. Along with that people also share their personal photos, videos, documents and
their information through social media. Additionally, social media is being used as a medium to document
memories; learn and explore about different things, advertise oneself and form friendships with people along
with the growth of ideas from the creation of blogs, podcasts, videos, and gaming sites. Today, Ideas of people
all across the world are being shared on these virtual networking platforms.

These social platforms not only help in improving an individual's sense of connectedness with real
or online communities but also it can be an effective communication (or marketing) tool for corporations,
entrepreneurs, non-profit organizations, influencers, advocacy groups, political parties, and governments.
Therefore, it is adopted by businesses wanting to take advantage of a popular new communication method to
reach out to their customers which is nothing but marketing. It has also been observed that there has been a
rise in social movements using this, as a tool for communicating and reaching towards a larger audience for
gaining broader perspective about different kinds of social awareness. Because it is known to connect an
individual or group of people to new ties and social networks, and is found to increase entrepreneurship and
innovation, especially for those individuals who lack conventional information channels due to their lower
socioeconomic background.

It is believed that the power of social media is the ability to connect and share information with anyone on
Earth or with many people simultaneously. Therefore, it is a platform with a wide range of utilities to choose
from.

Although it has a lot of positive impact on human beings, it has been observed that there are negative impacts
as well when it comes to the use of social media.

Social media roughly falls under following categories:

Modes Examples
Audio sharing Podcast
Blogs Huffington Post
Business networks LinkedIn, Indeed
Business mails Microsoft business mail, Gmail
Encyclopaedia (online) Wikipedia
Forums Quora
Microblogs Twitter
Photo sharing Flickr
Products/services review Amazon, Flipkart
Social bookmarking Pinterest
Social networks Facebook, Instagram
Video sharing YouTube

3. ROLE OF SOCIAL MEDIA IN MARKETING

Earlier social media was used mainly by individuals to basically communicate with each other but today it's
used in many more ways other than just communication. The role of social media in marketing is very
important than what people think. Social media is an extremely flexible platform where both businesses and
customers are able to know about the needs of each other. Businesses nowadays are enjoying the full benefit of
social media. With creating and developing websites, businesses are using social media to expand their brand,
to connect with the audience. It is important for marketers to know that social media marketing will lead to
more and more success. It helps the marketers to give a voice to communicate with potential consumers as
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well. Traditional methods of marketing like printing in brochures or in newspapers or any other modes are less
preferred as it reaches a lesser audience and also is not cost-effective. But now-a-days, starting from small
businesses to the biggest companies from the entire world are using social media to spread a word about their
brand, products as well as services.

There are no restrictions as to who can enjoy the benefit of social media. It's something any kind of brand can
leverage. The brand doesn't have to fit in to a certain category to be on social media. The right way to promote
a brand is what helps engage more audience. Social media marketing is an important tool which if used rightly
does wonders for the brand.

In addition, social media provides relevant statistical information about their target market, such as their likes
and dislikes, demographics, etc. which they otherwise would have
to collect through extremely expensive market research companies. Social media plays primary role in digital
marketing because of its extensive reach and the fact that it is very unlikely for a business to grow without
the assistance of social media.

Creating brand awareness is a key step in promoting any product. Social media helps businesses to create their
own identity or space in the market where everybody can review it. Businesses can showcase their products
and services online by creating various campaigns or strategies. There are various social media tools for
marketing research, communication, sales promotions/discounts, informal employee-learning/organizational
development, relationship development/loyalty programs, as well as e-Commerce.
Brand awareness and credibility will be developed and sales will increase when the product

or business is talked about on social media. =~ Collaborating with  influential  people witha  large social
media following that can lead these followers to follow the brand is an important way to grow brand’s word-of-
mouth on social media. Social media is a good source of information of industry trends for a business to
embrace changes to get a higher level of recognition and association to avail the product and services.

It is safe to say that the main role of social media marketing is to drive online traffic. The term online traffic
refers to the visitors landing on the home web page through various digital platforms. It is considered to be the
biggest contributor to increase the branch website tracking to stop in getting the right target audience and
provide more reach. Reach refers to the number of people who can see the content. Getting reach is the most
important thing especially if it’s a start-up. After Google's regular search, social media is the second most likely
source of digital traffic and is consideredas one of the best sources of traffic for websites.
Research and patience are important components in this process. Social media plays an important role in
marketing, the purpose being to find the right target group through social media.

Social media has a wide range of audience from different age groups and different areas. Everyone cannot be
included in targeted audience. A targeted audience is a set of people who are most likely to purchase the
product. Social media provides different rules to keep a track on the targeted audience like gaining valuable
information about their customers which will help to make smarter business decisions.

Any business or brand has the advantage of interacting with its customers, so they can quickly respond and
have direct conversations with them. Businesses can know who is interested in their business because they’ve
chosen to follow that business’s account. The business or the brand can also take feedback from their
customers and deal with their concerns and problems, helping businesses to perform better.

Communicating through social media also helps businesses to create brand loyalty. One of the main objectives
of businesses is generally building loyal customers. Loyal customers help the business to maintain its profits.
Regular contact and interaction with the help of social media with customers helps to create a brand loyalty
which is the positive and genuine image of the brand. As channels for direct communication with the
company, these platforms are seen as ways of serving consumers.

Constant interaction also helps in creating consumer's trust which is one of the main parts of business.
Different factors of social media marketing can help businesses to create that consumer trust which in turn
helps the brand to grow. Interaction not only includes communicating with consumers but also following the
trends in the social market, carrying out new campaigns according to festivities round about the corner,
creating different contest alerts, reaching out for the promotions etc. Promotions may include pay-per-click
advertising, influencer outreach, PR, email marketing, newsletters, display advertising, affiliate marketing, etc.

A strong content promotion strategy will include a multi-channel approach. Digital marketing is not an either-
or choice. However, digital platforms work best when its used in conjunction with one another. When creating
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a strategy, it is also important how many of the resources a brand is willing to consider if it wants to reach a
specific goal.

In today's market landscape, as there are many brands trying to gain reach for the audience, the quality and
transparency of content as well as the product/ service is also very important as there may be possibility that
the brand reaches wider audience but if the product/service is not genuine it is not going to last for a longer
period.

All of this effort puts brand in a specific algorithm which gets picked up making the brand fetch the larger
audience apart from its existing customers.

4. CONCLUSION

The use of social media is increasing day by day and marketers are taking proper advantage of it by
marketing their brands on social media and making an impact on their targeted consumers.

Many marketers have embraced social media as a platform for communication and for research of
customers.

Marketing on social media improves brand awareness and reputation and can improve the business to
consumer relations.

Due to the ever-increasing popularity of social networks, small as well as growing companies
must use several different social media platforms to market their products.

Overall, it is concluded that social media has a great impact on marketing.
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Advent of Digital Platforms
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ABSTRACT

The purpose of this paper is to review the sustainability of Corporate Social Responsibility in Indian Corporate
in terms of current digital technology. Corporate Social Responsibility is not a new concept that is aware of the
society as well as the companies after the amendment of companies act, 2013. This paper shows that the
various literature survey which studies the Corporate Social Responsibility activities in Indian companies and
how they are developing and positively promoting the CSR practices with good impact with digital platform
strategies. The COVID year 2020 changed the dynamics of almost everything. Work was stalled for months in
organisations. However, the CSR fraternity continued their projects albeit in a tweaked way. The changing
environment also brought many new learning in administering the CSR activities. The foundations established
by organisations and Trusts learned how to continue outreaching the communities and helping them without
doing mass gathering. The idea of designing a digital platform integrating the co-operative communities,
charitable trusts, corporate CSR foundations, Non-Governmental Organizations, NOT for profit institutions,
Health centres into one platform to cater the needs of the people at various levels with just a click away.

Keywords: Corporate Social Responsibility, Digital Platform, Digital Strategies, CSR foundations, Indian
Corporate.

1. INTRODUCTION

Corporate Social responsibility (CSR) is an ongoing commitment by business and not a just philanthropic
activity which needs to integrate the social activities and environmental conscious in their regular day to day
operations. Each and every corporate /company need to play an active role and has a moral responsibility in
delivering the social obligations and to integrate the concerns of both social and environmental into their
strategic management. However, this completely depends on the financial health of the company in the Indian
industry.

2. CSR CONCEPT IN INDIA

During April 2014, following the amendment to Companies Act 2013, Corporate Social Responsibility has been
made mandatory for the companies in India. India became the pioneer in the world to make CSR mandatory for
the companies listed in India by investing their profits, in areas such as Health, Poverty, Education and hunger
as part of any CSR compliance. A legislation has been made by India the need to undertake CSR initiatives and
activities and mandatorily report under the new Companies Act 2013. Even before 2013 it was mandatory to
disclose their CSR spending. Corporate social responsibility can be seen and broken into four
categories: environmental, philanthropic, ethical, and economic responsibility.

2.1. CSR Trends in India

The corporate world in India, started realizing to take up and integrate CSR activities with their businesses.
Within the company, the managements are setting up specific teams to develop processes, policies and goals for
their CSR initiatives / projects and allocating separate budgets to support them.

In the Indian pre independence era, the CSR idea has been followed by the businesses who pioneered
industrialisation while fighting for independence. They started execution of CSR initiatives by setting up CSR
foundations, educational and healthcare institutions, and trusts for development of community. The donations
for the CSR are either in the form of money or other means were not properly maintained as part of
philanthropy and derived out of personal savings which are not related to either stakeholders or form part of an
integral business.

With the changing dynamics of almost everything during the year 2020 and 2021 due to Pandemic, work was on
hold for months in organisations. However, in a squeezed way the CSR foundations continued their activities /
projects and the changing environment also brought many new learnings in administering the CSR activities.
The foundations emanated from organisations and Trusts started and learned how to continue outreaching the
different sections of society and helping them with social distancing or without mass gathering.
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The advent of digital technology became a big saviour for many CSR projects, especially in the education and
healthcare sector. The learnings during the pandemic can be utilised by CSR stakeholders to make their CSR
projects ready to challenge the technological advancements. Implementation and execution are two integral
parts in technology adoption while working. (Ref Article: International Journal of Corporate Social
Responsibility by Carol A Tilt dt. 5™ July 2016)

3. ROLE OF DIGITAL PLATFORMS IN CSR IN INDIA

Sustainability and Digitization have become two significant business trends over the past few years. While the
one deals with human’s natural world and latter deals with virtual world. (Ref: Article: ‘Corporate
responsibility in Digital Era’ by Michael Wade, April 2020)

Though the digital aspects of sustainability not entirely overlooked, they have been spread moderately across
various corporate departments. These much needed and fragmented essentials together under a single roof
allows them to be processed in an efficient manner. This can be hypothetically called as corporate digital
responsibility as a consolidated focus and this is a subset of CSR which is an already established entity in many
companies.

As sustainability and digital technology trends continue to grow, companies need to study how their digital
infrastructure and practices impact their stakeholders and society at large. At the same time, in future,
Corporate Digital Social Responsibility become increasingly relevant for the performance of the company, both
in terms of mitigating risks and to make happy the digitally and sustainability-savvy consumers in innovative
ways. Failing to take CDR in a synergistic approach and in a coordinated way, companies to may find
themselves in trouble with stakeholders and regulators.

The most important factors in the world are CSR and digital transformation for global competitiveness in the
current scenario. With the emergence of digital platform and digital strategies, the business environment is
continually changing and these changes are highly influenced by technological advancement. The fourth
industrial revolution has brough many changes in the digital technology in civilization and social communities
resulting the ongoing research projects or programs being executed with the support of World Economic Forum,
Davos.

It can be thought that the digital transformation is most important paradigm shift of our time and the
technological advancements indicates the fundamental change for the humankind. For any innovation, the most
important two pillars are the knowledge and the source which is filled with right content that gives birth to the
innovative ideas viz., Big Data, warables, Mobility, Nano-technology, Digital platforms, IOT, Renewable
Energy, Circular economy, Share-economy.

Klaus Schwab, founder and chairman of the World Economic Forum, called emerging challenges the
fourth industrial revolution. While the 1* and 2™ industrial revolutions have become the driving forces of
industrialization, the effects and innovations and the new digital trends are the results of fourth industrial
revolution from the foundation of 3" industrial revolution

Between 3™ and 4™ Industrial Revolution, the changes in organizational and technological are stressing the need
for transition into digital transformation emerged from digital technologies. All processes and systems in the
industries are being changed along with radical improvements in the work environment and the way of
communication. Hence, this is clearly evident from these improvements that the digital strategies and digital
platforms will help and support the execution of social activities to cater the needs of rural villages of India.

3.1. Approach to Digital Sustainability of CSR

For every corporate, changing the course to implement digital transformation strategies and technology has not
been an easy task though the current competitive world requires it. Businesses must afford to get up-to-date,
quick and readymade solutions that meet to cater the needs of the community and stay relevant.

The digital aspects of four categories of CSR i.e., Social, Economic, Technological and Environmental
responsibility have been taken care by many organizational processes, and practices with much lower
coordination or optimization. For example, while the responsibility of Cybersecurity is with IT team, the
automation of workforce fall under the purview of operations, and still the other essentials may be with other
business functions of the company.

To ensure ethical and sustainable business practices and better mitigation of risks, these areas should be
coordinated in a collective way of approach. It will have a much needed impact if the responsibility for this
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consolidated approach is given to a Digital Corporate Social Responsibility office that coordinates and manages
the role of digital infrastructure and technologies.

It has been noticed that during the current phase of fourth industrial revolution and with the pandemic
constraints, the Corporate companies have adopted digital technologies into CSR as well though not much
successfully able to cater to the needs of the community. The basic lifestyle of the community and humankind
has been changed with the emergence of “Digitization” which proves how the spread of technologies have
changed completely.

It has also been noticed that the firms are now doing CSR projects based on digital technology like provision of
free broadband and setting up of technology research labs in the rural villages and provision of WiFi hotspots
around the towns and cities across India by companies like Reliance JIO, Bharti Airtel, Alphabet Inc.(Google),
Apple and Microsoft and strive to bring net neutrality, as a part of their CSR in the current scenario.

In the corporate businesses, digital innovation is the key for all evolutions. Many corporates are transitioning to
a fully digital approach in all critical functions of the business. For every corporate who wants to focus on a
committed and honest image, corporate social responsibility is crucial. To engage employees to perform in
philanthropic projects in an efficient manner, a digitalized CSR platform is the easiest way to foster measurable
change.

4. CONCLUSION

It is evident from the above that the technology playing a vital role in CSR and the gaps where technological
advancements needed in the CSR execution. To make the process more efficient, the communication and digital
technology needs to be improved. The identification of technological gaps and framing better CSR policies that
are focused on removing the gaps is the way forward. This study is a review from historical literatures and has
limitations. This study to be refined with quantitative analysis to get a clearer picture as this is solely based on
the qualitative analysis. The scope purely depends on the meta-analysis, selection of sample and sample group
to evaluate the digital CSR efficiency.

In the coming years, with the advent of digital platforms, we can expect that the brands team up with the
governments and influencers will be larger part of CSR initiatives and to fight global issues like climate
change, environmental issues, and more.

Even after the pandemic turned out to be endemic, online volunteering prospects are only expected to grow in
future. In a hybrid working environment, working from home options are here to stay. Companies are now
offering these options to their employees and they’ll be offering online volunteering prospects to match.
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Challenges Faced by the Organization in Managing Overseas Employees during
Covid 19

Tejashree Deshmukh
PTVA’s Institute of Management, India

ABSTRACT

Sudden outbreak of COVID 19 and subsequent lockdown over around two years changed drastically the way
corporate world worked till then. It brought with itself both opportunities and challenges that no one expected
before. Virtual work which was once thought of as a fantasy became the reality. Employers and employees both
were confined to their homes and worked from their using digital platforms. Work from Home (WFH) became a
new norm. Though both employers and employees gave their best in adjusting themselves to the new way of
working, it was challenging especially in case of the employees who were working for their organizations on
the foreign lands. It was equally challenging for their organizations to ensure the safety, physical and mental
well-being of these employees, especially with the limited access to mobilize the employees and the constraints
put up by COVID 19. This research paper tries to understand the challenges faced by the organization while
managing their overseas employees during COVID 19 and the ways adopted by them to handle these
challenges.

Keywords: Overseas employees, COVID 19, Pandemic, Onsite Employees, Virtual work

INTRODUCTION

One of the most challenging and costliest functions for HR to handle successfully is undoubtedly managing the
overseas employees. Sudden outbreak of COVID 19 and subsequent lockdown over around two years changed
drastically the way corporate world worked till then. It brought with itself both opportunities and challenges that
no one expected before. Organizations were required to make crucial decisions in a very short span of time that
included decisions about who would continue working and who would be required to leave; how, when and
where employees could be shifted into digital workplace. They were required to prioritize about their
commitments to the business and employees at the same time; and also decide how these priorities be best
communicated to the staff. (Caligiuri et al, 2020)

HR professionals as strategic business partners, especially in the organizations that had/ have presence in
multiple countries had to undertake cautious yet major decisions to alleviate the adverse impact of COVID 19
on the business and the employees working overseas.. In most instances these decisions were related to
managing distance as well as to rethinking boundaries. This became the primary focus of the HRs of such
organizations. (Caligiuri et al, 2020)

A survey conducted by Ernst and Young in 2019 of 500 top management executives revealed that only 20% of
their organizations were prepared to handle large adverse risk effectively. (EY, 2020). COVID-19 pandemic
that arrived only a few months later confirmed the concerns strongly. The pandemic did not only bring concerns
related to global supply chain management and financial resilience to the fore, but also concerns related to
crucial strategic human resource talent. COVID-19 pandemic has become a ‘‘people-based crisis.”” It started
emphasizing the role and importance of Human Resource function in successfully allowing their organizations
to sail through the pandemic. (Caligiuri et al, 2020)

Anderzen et al (1997), Richards (1996), Stahl et al (2005) discussed how employees when they face novel and/
or uncertain situations, experience stress and anxiety. They respond to such anxiety and stress by leveraging
their dispositional traits and defence mechanisms. This kind of anxiety and stress affects the emotional well-
being of the employee and also their emotional intelligence. (Caligiuri et al, 2020)

Research shows that when an individual experiences periods of anxiety and stress, he/she reaches out to seek
and find comfort in people, places, and even food that they are familiar with. This explains why there are expat
communities, demographic fault-lines, and comfort food in every culture around the globe. When employees are
facing high levels of anxiety and stress and they are emotionally vulnerable, they find it difficult working
effectively in foreign land and with colleagues coming from diverse cultures. This has been a case with most of
the employees working overseas for their organizations since the pandemic began.

Organizations and especially their HR teams are constantly trying to manage and to provide necessary support
to their overseas employees during this crucial period. They are putting emphasis on three competencies while
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selecting their employees for the overseas assignments: 1. tolerance for ambiguity, 2. resilience, 3. curiosity.
Employees who are working virtually and interact with clients, vendors, or colleagues from diverse cultures too
need these competencies to be effective. Selecting the right candidate for such overseas assignments is a key.
Organizations are trying to assess their bench strength for culturally agile talent in order to understand who will
be most effective in situations of growing novelty and uncertainty. (Caligiuri et al, 2020)

When one is in the state of anxiety, one experiences a natural desire for affiliation. In order to address this issue,
the organizations are especially trying to involve their overseas employees into the activities that foster cross-
cultural cohesiveness and validate expectations of reliability since the health-related stress is prevalent all over
the world. Training to support relationship formation is being conducted by the organizations at this crucial time
when every overseas employee, irrespective of their geographical boundary, is going through a similar stressor.

Takeuchi et al (2009) found out that an individual’s success depends on the comfort level and/ or fit within a
given environment. Organizational support is found to be positively related to an employee’s capacity to adjust
in a novel situation and/ or environment. Organizations with the employees working overseas have started
support practices to help ease out stress related to such issues and the ambiguity and uncertainty arising out of
COVID 19 pandemic. Such practices are found to be especially useful for overseas employees who face greater
stress due to being away from their people. Overseas employees were found to be more vulnerable to social
isolation and fear about uncertainty related to their health on the foreign land, employment, and overall future.
This made them more susceptible to mental stress and affected their mental well-being. The companies hence
started educating these employees vigorously about empathy, emotional intelligence, and many of them started
offering practical support for ensuring the health and safety of these overseas employees. "We have leveraged
collaboration platforms across geographies for bringing employees together. In addition, we conducted
webinars for learning yoga and live cooking sessions. Virtual connect with families of employees and children
has also invited tremendous response,” says Chief Human Resources Officer of TCS, Milind Lakkad. TCS
organized sessions for their overseas employees that were designed to help them handle stress and maintain
work-life balance. "We are continuing with our journey to reimagine and transform the HR value chain by
leveraging technology," says Lakkad.

While these companies were primarily concerned about safety as well as well-being of their overseas
employees, they were facing another major problem. The demand for the onsite employees fell down drastically
due to COVID 19 pandemic. This meant that there was either no work for the onsite employees or it was
considerably reduced. Moreover the onsite employees were also working from remote places in the foreign
countries as they were not allowed to report to their offices physically. This meant an additional and
unnecessary expense to the organizations that were having their employees working overseas. This formed a
strong business case for bringing back these employees to the home country. “It helps to save or realign the cost
also for service providers. If someone who is not required overseas is kept overseas, it adds to the cost for
service providers,” said a founder of one of the outsourcing advisory firms working with international clients.
“This is a proactive measure by service providers to realign their operations and cost without waiting for
commercial travel to become normal,” he concluded. (ET, 2020)

Companies faced the instances wherein the onsite employee’s visa was about to expire and then there were few
employees who were sent abroad for short-term assignments. However, many of them got stranded in those
foreign countries because the countries closed their boundaries owing to COVID 19 pandemic and the flights
thus got cancelled. IT giants in India including TCS arranged chartered flights to get back their employees who
were stranded abroad, especially in the US, UK and Europe. Vande Bharat Mission flights were very helpful to
these companies in getting their stranded overseas people to India. These organizations indulged in thorough
due diligence to decide whom to get back and whom to retain on the foreign land taking into account not just
the financial implications, but also issues related to people management. They reduced traveling to onsite
locations, especially for initial transitions and knowledge transfer.

However, expansion of the business in other countries also posed a challenge for the organizations as embassies
and consulates of the most countries were closed for the operations and so were the flights operating between
these countries. Moreover, in the last two years even the lockdown periods of the countries belonging to
different continents varied and at many time they clashed with each other, making it nearly impossible for the
organizations to facilitate travelling of their employees from the home country to the foreign land, let aside
making arrangements for these onsite employees to live there comfortably.

Tax liabilities with respect to onsite employees again posed a major challenge to the organizations as the
outbreak of COVID pandemic began around February/ March 2020 which was almost the end of the financial
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year and making projections related to the compensation and tax liabilities of the overseas employees in those
situations, were difficult tasks to perform.

Measures undertaken by the Organizations to face these Challenges:

Employers adopted various measures including asking onsite employees to avail paid leaves which were either
accrued or unused, reduction in the salaries of the employees; deferment of salary increment, paying bonuses
and other recognition rewards; and implementation of furloughs.

Those onsite employees who had valid visas to continue their stay in the respective countries, but had no work
either because the project was over or it was terminated, were accommodated by placing them in some other
project team in the same country, whenever and wherever possible.

The HR teams of these companies were in constant touch with these onsite employees and were checking
regularly on their physical and mental health. The counselling sessions were specially organized to help these
employees. Some companies including TCS even ensured that these onsite employees had their regular stock of
groceries in place during the lockdown.

These organizations prioritize which employees could be sent back to the home country based on the validity of
their visas, the status of their current assignments, possibility of shifting these employees to some other projects
in the same country overseas, cost of continuing the stay of such employees in the foreign country, etc.

The employees working overseas were also extremely worried about their families in the home country and
good employers such as TCS ensured that they took good care of the families of these employees back in India
that included the vaccination of the family members, home isolation and/ or hospitalization of the family
members who contracted COVID 19, regular follow-up after they were declared COVID negative and
counselling facilities for these family members.

CONCLUSION

Though COVID 19 pandemic posed a major challenge to the HR functions with respect to their overseas
employees, most of the companies could effectively and efficiently managed handling this challenge by taking
proactive and reactive steps that included checking on the mental and physical health of such overseas
employees and also their family members back in the home country, providing medical assistance and
quarantine facilities whenever and wherever required, getting the employees back to the home country either by
arranging the chartered flights and/ or by using Vande Bharat flights, etc. What remains to be explored now is:
how these employees will be getting the work allocation after the world starts to stabilize now, as COVID 19has
started becoming “endemic” rather than “pandemic”.
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ABSTRACT

Online shopping industry has been booming now days, and after the current pandemic situation everything
becomes more convenient on online shopping sites where websites like Amazon, Flipkart, Myntra, E-bay and
other sites where one can find literally everything under a single roof leads to a great shift for online and E-
commerce industry. Knowing the factors affecting consumer buying habit and their behaviour could create a
great buzz and hike in online industry, This research paper focuses on various factors affecting consumer’s
buying habit and their buying behaviour which when analysed could work in favour of online industry and
entrepreneur and they can use this data for marketing and advertising their product to create a greater impact on
their consumer and also form a strong brand base creating a loyal customer. This research paper also shows the
impact of factors like social , economic , monetary , sale , coupons , variety, great quality and authenticity .It is
observed that when there is a sale like Big billion day or Great Indian festival people tend to buy more as well
as when brands use various techniques like social media marketing, influential marketing and digital marketing,
where a survey was conducted which justifies the fact that various factors do affect buying behaviour and
buying habit of consumer and also profits the business.

Keywords: Online shopping, social media marketing, Influential marketing, Factors affecting consumer buying
habit, Consumer behaviour.

1: INTRODUCTION

In these global pandemic eras, where people were locked inside their house feeling basic necessity was a
difficult task for many people, this was the moment when the E-commerce business rise to its pick of around
18% which was 13.6% in 2019 and is said to be around 21% in 2024.This rise in the market was influenced by
various factors observing the current environment ,with the rise of E-commerce the industry has also seen an
elevation for
technology.The online market is a rapidly marketplace, and online buying is a fastgrowing condition. Increasing
numbers of people are shopping for things online. For online buying, the quality of the services and products is

quite crucial. [1] As a result online shopping environment are becoming more important in the overall
connection between marketers and consumers creating wonderful opportunity for brands like Amazon, Flipkart,
Myntra, Lens-kart and many more to create a market where they can market their product effectively leading to
profits for their business. Online shopping has seen a sudden rise as there is a shift observed by Gen-z and
millennials, as now we can easily buy or find anything and everything online creating a greater demand of
online shopping which is used as an advantage by many firms in influencing consumers buying habit.
Marketing on social media not only helps in promotion of products at minimum cost but also reaches to
maximum people as now-a-days right from children to adults they all have one thing in common that is mobile
phone and internet where you can literally buy your favourite pair of shoes or any apparel all around the world
at just a single click by sitting in your comfort zone. [2]. Technology is like cherry on cake for E-commerce
websites as it makes the marketing of product quite convenient and interesting. Technology has introduced us to
numerous new brands and website similarly new areas to analyse consumers buying habit and understand their
behaviour and use this information to their own benefits and form a brand’s base. Brand is a reference to a
business which helps people identify a product, or company , It is said to be a promise to consumer that the
product they are using is of a superior quality like Nike ,Audi, Apple all the brands mentioned here are a
statement. Consumers have a blind faith on these brands and these products do serve its purpose, once you have
a strong base over brand you don’t need to market your product the brand itself brings in customer loyalty
which is one of the essential thing for an Entrepreneur.

For retail shoppers, the internet is a more useful shopping medium. In recent years, online stores have become i
ncreasingly crucial in terms of services and time savings. People's desire to shop via the Internet is largely moti
vated by the need to save time [3]

One of the most significant challenges to internet buying is a lack of consumer trust in the product. The link bet
ween knowledge and quality, on the other hand, is undeniable.
Millennials are the primary consumers and followers of social media, which has become one of the most boomi
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ng areas. Regardless of whether they are in the private or public sector, social media marketing (SMM) has beco
me the trendiest medium of promotion for most busines.

The majority of entrepreneurs, whether small, medium, or large, use social media to promote their businesses an
d generate leads.

Entrepreneurs have recognized the value of social media in terms of brand awareness and consumer
relationships. [4]

In comparison to traditional shopping, the internet platform adds a more convenient and appealing place to shop
for consumers, such as the ability to view and buy new products at any time, visualize their needs with products,
compare different brands of products with other consumer options up on delivery, and so on. [5]

2:-SECTOR OVERVIEW

Online shopping was introduced long ago, with a limited number of company but as the consumer sales
increased, we saw a rise in companies providing their product online. Online shopping has seen an increase of
around 25% from the year 2020, witnessing a pandemic rise, as majority of consumer found it very convenient
to buy products online right from electronics to basic essential necessity, consumers could find it all under a
single roof. However for online shopping ,consumer satisfaction holds an important spot as with the rise in
consumer shift there is also a rise in competition so it is very essential for a brand or company to witness
consumer loyalty by providing them superior services and products [6].Amazon, Flipkart, Myntra ,Lens-kart are
some of the leading online shopping websites who have succeeded in online selling of their products by
successfully understanding consumer’s buying behaviour and using it for their own benefit to market their
product as they had a brief understanding of what exactly does a consumer looks upon for buying a product
online . This sector increased its sales drastically as consumer gets a wide range of varieties, along with quite
reasonable pricing , Here one can compare two or more products quiet easily and also could return the product
if you are not satisfied without going anywhere which saves a lot of time on consumers end and the consumer is
satisfied as he gets what he wants by sitting at any corner and order goods from any website he wishes
to[7].With this basic understanding of consumer companies can market their product quite conveniently by
providing ads of the product and also promoting their product on social media like Facebook marketing,
Instagram post , WhatsApp marketing, linked in marketing , also on twitter these social media application has
laid a helping hand in rise of online shopping .As today’s generation has a screen time of around 6-8 hours a
day , while the maximum time spend is on Instagram and other social media application , hence the company
have got a new approach of starting to market and advertise their product on social media app so as they can get
maximum views leading to an increase in demand of consumer buying the goods. On an average around 2.14
billion people have purchased goods online till 2021, [8]because of global pandemic and also various lucrative
offers provided by online shopping websites like “Big Billion day “, “Great Indian Festival “and many other
seasonal sales which motivates people to buy more and more products online leading to a higher profit for
online shopping websites.

3:-LITERATURE REVIEW

1. Factors Influencing Online Shopping Purchases

Yi jin lim, abdulla Osman, shahrul Salahuddin,abdul Rahim romle along with safizal Abdullah in their paper
discussed about how internet became an essential tool used for marketing in the business world and predicted
their results with the help of proper analysis and research conducted on around 600 people by the data was then
evaluated using analytic software such as SPSS and AMOS.

The Theory of Planned Behavior serves as the foundation for this study (TPB). [12]

.claim that the modified TPB model has superior interpretation ability than the pure TPB and TRA models. Bec
ause online shopping is technologically oriented, it is appropriate to alter TPB model in this empirical investigat
ion to provide a more complete architecture of online shopping behaviour. The theoretical foundation for this st
udy was updated to suit the current study by adding one variable (perceived usefulness) to the TPB model in ord
er to improve Ajzen's Theory of Planned Behavior (TPB).Obtained from three assumptions were found to be su
pported.

2. Consumer Online Purchases and Social Behaviour

This paper has its major focus on few techniques used for marketing like Search engine optimisation where
advertisers pay to certain search engine as a part of mechanism where when people search for that word if
directs them their shopping site or for instance when a person looks for a particular products on search engine
,that product is seen flashing over all the social media site visited by the user as a part of marketing strategy
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used by giants like amazon ,Flipkart ,Myntra and other shopping sites .1t is said to be one of the most useful and
effective form of social media marketing where either by consumers will or due to being annoyed due to
repetitive ads ends up buying certain product which leads to increase in sale of online products also depicting a
major part of behaviour of consumers on online shopping site.[13]

The purchasing funnel (also known as the purchase funnel, buying cycle, or purchase cycle) is a staged process
by which customers purchase a product from the first time they become aware of it to the ultimate act of acquiri
ngit[14]  Advertisers who are familiar with the buying funnel will be able to better monitor and  consumer
behaviour throughout the sales cycle. This tunnel includes various phases like

PREFEREMNCE

FROMOTION

CONVICTION

Whenever a consumer wants to buy a good he needs to be aware initially after which he will gain more
knowledge on the same after which the consumer most probably develops liking for product.

The three key roles of advertising are represented by the six steps listed here [15]

(1) Information or concepts are associated to awareness and knowledge, (2) attitude or sentiments about the obje
ct are related to liking and preference, and (3) the next two phases, conviction and purchase, are tied to action.

3. Influence of Social Media on Consumer

As per author Dr.Vinoth and Dr. Dilip in their research paper concludes that,
in comparison to traditional shopping, the internet platform adds a more convenient and appealing place to shop
for consumers, such as the ability to view and purchase products at any time, visualize their needs with product
s, compare different brands of products with other consumer games up on delivery, and so [16]

Now a days we can witness a shift in consumer buying behaviour as maximum people have started shopping
online and lead to a shift of segmented market to standard , Which leads to a conclusion of a great potential of
social media and online shopping sites with digital marketing as to comprehend their customer’s post purchase
behaviour ,author also emphasize on future research should include customer concerns with social media
marketing, engagement , post purchase behaviour and the influence on promotional campaigns as per this study

Numerous obstacles have hampered the expansion of e-commerce in these economies.
According to Uwemi and Fournier-Bonilla), [17]

Consumers in industrialised nations have grown accustomed to using the Internet and have benefited from e-
commerce, which has changed their lifestyles.

Consumers in poor countries, on the other hand, are accustomed to face-to-
face transactions, do not trust computerised systems, and cannot afford the risk.

This situation highlights the importance of researching the critical aspects that may lead customers in developin
g countries to adopt e-commerce in order to reap the same economic and social benefits as developed countries.

The goal of this study is to evaluate the key ideas concerning consumer behaviour and decision-

making from a social psychology approach. Here they even try to understand aspects of culture in consumer
behaviour and they have a great impact on national culture.
As per indices of the features that characterize the national culture, [18]
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4. Impact Of Social Media Celebrity’s Post On Consumers.

According to author Abaid ullah zafar and Mohsin Shahzad, multiple interacting variables, social commerce has
changed the consumption experience users are more likely to buy impulsively in such environment in case of S-
commerce, with help of latent state trait theory this study looks into influence of celebrity’s post authenticity,
emotion polarity, observational learning and impulse purchase behaviour. [19]

4: -RESEARCH METHODOLOGY

PRIMARY DATA
Primary data is referring as data which is collected in form of questionnaires, survey data, examination and
other form in order to generate more detailed view of research topic and get a better idea on the same.

For the research 95 samples were collected by providing a questionnaire consisting of around 16 questions
based on various marketing techniques and consumer’s buying behavior and analyzing it and understand
various factors affecting consumer’s buying decision

SECONDARY DATA-
Secondary data refers to a part of organizational record maintenance using existing data created by huge
government institute, healthcare services and others, which is then retrieved from a variety of data files.

SAMPLE DESIGN-
A sample design is a method for selecting a representative sample from a sample of participants which refers to
method or strategy used by the study to pick things for the sample.

OBJECTIVE-
1. To analyze consumer behavior -

2. To understand consumer’s buying habit
3. To recognize factors affecting buying habit

4. To understand influence of social media marketing and various tools used for marketing

factors

affecting
buying

habit

consumer
behavior

branding

To facilitate the transition to online activities, particularly in commercial aspects, demand for online data servic
es and logistics has expanded. Although the sale rate has been considerably greater for seller as evidenced by
the aforement ioned data, negotiating power has migrated to the customer because they can acquire more
information about products and compare costs more easily before purchasing.

This has resulted in an increase in online purchases of items and digital services, which may influence consumer
s' attitudes toward online shopping as a result of the convenience. This makes it more competitive to satisfy buy
ers in an online market, and it makes brand loyalty less important. [9]

In the current pandemic scenario we all noticed increase in sales and purchase of particular products like mask,
sanitizer, gloves etc. similarly consumers buying habit depends on the external environment like we see rise in
clothing apparel sales during Diwali, Ganpati, or other such occasion whereas during months of February to
April we observe a decline in apparel purchases and in case of any sale or big billion days we observe consumer
ends up buying much more than what would be needed indicating variation in consumers buying habit .

Similarly, there are various factors affecting buying habits of consumer
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billion day

Consume buying behaviour is highly influenced at various stages of consumers decision making process during
buying.

Consumer behaviour has changed as a result of it. Consumers are no longer waiting for corporations to send the
m messages; instead, they are searching for information immediately on social media. By permitting mutual con
nection, social media has drastically impacted consumerbusiness relationships [10] and a new advertising metho
d known as "Social Media Marketing" has emerged.

Consumers' goals for using social media provide insights into their lives. Consumers have three primary goals o
r purposes while using the Internet as a medium: information, entertainment, and social interaction [11]

5:-DATA ANALYSIS AND INTERPRETATION
1. Familiar Online Shopping Sites-

1 Amazon 35.37 35.37
2 Myntra 23.60 23.60
3 Flipkart 9.8 27.83
4 E-bay 1.6 4.71
5 Shopee 1 2.83
6 Meesho 2 5.66

The above table and chart represent various online shopping websites used by consumer on a regular bases,
according to the data collected around 35%no of people are quite familiar with Amazon while few people find
Myntra more relevant then flip kart at 23.60% and 27.83% range, with just 4.71%, 2.83%, 5.66% no of clicks E-
Bay, Shopee and Meesho were a little fewer known website.

2. Authenticity of Product-

1 Trust Completely 28.7 29

2 Had To Trust 34 35

3 Do Not Trust Completely 34 35

4 Do Not Trust At All 3.2 1
Sales

= TRUST COMPLETELY

= HAD TO TRUST

m DO NOT TRUST COMPLETELY
DO NOT TRUST AT ALL
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The above data and chart represent consumers experience on authenticity of product which plays a major role in
consumer buying behavior as 29% no of people feel they can trust completely, while 35% no of people had to
trust the authenticity of product, while 35% with 1% are the people who do not trust authenticity of products
online.

3. Attractive Point
1 Home Delivery 30.4 31
2 Discount And Coupon 39.1 40
3 Referral Code 4.3 2
4 Convenience Of Return 26.1 27
Sales

m HOME DELIVERY

m DISCOUNT AND COUPONS

m REFERRALCODE
CONVENIENCE OF RETURN

The above data and chart represent several attractive points according to consumer 31% no feel home delivery
is an attractive point, while 40% no of people find discount and coupons as an attractive part of online shopping
where as convenience of return is an important point for 27% people and only 2% people feel referral code as a
main point.

4. Last Viewed Advertisement

1 Amazon 22.6 43

2 Myntra 14 23

3 Flipkart 22.6 14

4 Ebay 15.1 4

5 Shopee 4.3 1

6 Meesho 1.1 15
Sales

= AMAZON

= MYNTRA

w FLIPKART
EBAY

= SHOPEE

= MEESHO

The above data and chart represent few last viewed advertisements where 43% people saw amazon’s ad, 23%
saw Myntra’s ad, and 14% people saw flip kart’s ad and 4%, 1% and 15% people viewed eBay, Shopee and
meesho ad.
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5. Product showcased on digital advertisement

Yes 41.9 43
2 No 58.1 57

p—

Sales

m YES
= NO

The above data and chart represent advertisement decision made by people where around 57% people control
the advertisement on their social media handles while 43%do not do the same.

6. Purchase from Repetitive Ads

1 Very Often 6.7 7

2 Often 18.9 19

3 Frequently 26.7 27

4 Rarely 33.3 33

5 Not At All 14.4 14
Sales

= VERY OFTEN

m OFTEN

= FREQUENTLY
RARELY

= NOTATALL

The above data and chart represent what is the occasion of them buying the product where around 7% people
buy products very often,19% buys it often,27% buys it frequently,33% buys rarely and 14% do not buy it at all.

7. Emerging Innovation

Sales

m YES
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The above data and chart represent consumer’s buying behavior on bases of emerging innovation where around
74% do believe and buys the emerging innovation where 26% do not.

8. Products by Influencers

Sales

mYES
mNO
= SOMETIMES

The above data represents the effect of influential marketing where around 15% people buys the product, 46%
do not and 39% buys the product at times.

9. Influential Marketing

NOT SO INFLUENTIAL
MODERATELY IFLUENTIAL

VERY INFLUENTIAL

The above data and chart represent how influential is influential marketing for people where it was found
around 24% people found influential marketing very effective ,29% while people found it moderately
influential, while 28% found it not so influential and 19% found it not at all influential.

Sales

= VERY INFLUENCING

m MODERATE

m NOT SO INFLUENCING
NOT AT ALL INFLUENCING
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10. Attributes of a Brand

Sales

B AUTHENTICITY

= QUALITY

= BRAND NAME
POSITION

 DISTINCTIVE

The above data and chart represent various attribute of brand where around 61% feel quality is a major attribute
while 16% find brand name as an attribute and 16%, 5% and 1% feel position, authenticity and distinctive as a
major attribute respectfully.

11. Referral Code /Coupons

Sales

= YES
uNO
= MAYBE

The above data and chart represent use of referral coupons and discount on online sites where around 60%
people use this coupon, 9% do not use it and 31% may use it at times.

12. Factors Affecting Buying Decision

Chart Title

20
15
10
A B B
0

QCCASION SALE COUPONS ADVERTISMENT

mim3m2ml

The above data and chart represent various factors affecting consumer’s buying behavior

Where occasion influences 35% people, sale influences 33% people, coupons affect 31% people and
advertisement affects 1% people
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Sales

m OCCASION

mSALE

= COUPONS
ADVERTISEMENT

13. Rating of Websites

ml2 m22 m3 4 w5

' Jl L L

AMAZON FLIPKART MYNTRA

20

14

HO

SHOPEE MEES

The above data and chart represent what do people feel or how was their experience on online shopping sites
where 30% people found Amazon better, while30%people feel flip kart effective, while Myntra liked by 30%
number of people, while eBay, Shopee and meesho were loved by 4%,2%,4%.

6: SUGGESTION
o Online shopping websites are indeed a boon for our society and is utilized on its maximum quantity

o Technology has paved the path for betterment of our society bringing new innovations in online shopping
and innovative product formation as well

o This technology along with right strategy leads to a new brand formation and also innovation of existing
brands creating wonderful opportunities for consumers and entrepreneur as well

o Online shopping websites have a complete understanding of various factors affecting consumers buying
behavior delivering correct product at correct time and correct place.

o A proper analysis of consumers buying habit can be benefitted to both consumer and business person
creating a wonderful opportunity for marketing of a product

7: CONCLUSION

As in the current scenario technology is booming all round the world ,noting down the current scenario of the
global pandemic where it would have been next to impossible to survive without technology and online
shopping site have paved the path for betterment of worldwide .Currently online shopping sites have millions of
user and with the help of same we can find any goods from any random place at any time for a comparatively
lower cost and numerous varieties and also superior quality luxury products at our comfort zone or just by
clicking few websites at the comfort of your home. Be it Louie Philippine or a local apparel brand we find it
listed all together sharing the same platform, also online shopping has created marvellous opportunity for locals
or small-scale business solving problem of inflation. Online shopping and technology go hands in hands and
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created a great buzz amongst consumers and entrepreneurs creating an amazing platform benefiting both ends.
Online shopping is one of the best solutions in today’s hectic world, and maximum number of consumers are
shifting online as not only is it quite convenient but also consumer gets the overall benefits and leverages, while
studying consumer behaviour we observe that various factors affecting consumer buying needs to be studied
and its future scope should be explored.
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ANNEXURE
1. Amongst the websites listed below which are the most familiar online shopping websites?

e Amazon

e Myntra

o Flipkart

e E-bay

e Shopee

e Meesho

2. How much do you trust the authenticity of the product purchase online?
e Trust completely

e Had to trust

e Do not trust completely

e Do not trust at all

3. Which point attracts you the most?
e Home Delivery

e Discount and Coupons

e Referral code

e Convenience of return

4. Among the brand mentioned below, which was the last viewed advertisement?
e Amazon

e Myntra

o Flipkart

e E-bay
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Shopee
Meesho

. How do you find the quality of product ordered online?

Superior
Optimum
Low

Vet low

. Do you decide product showcased in digital advertisement?

Yes
No

. If yes, how often do you buy from repetitive ads?

Very often
Often
Frequently
Rarely
Not at all

. Do you trust emerging innovation in online shopping?

Yes

No

Do you buy products advertised by influencers?
Yes

No

Sometimes

10.How influential is social media marketing for you?

Very influential
Moderately influential
Not so influential

Not at all influential

11.How often do you visit the website?

Once or twice
More than twice a week
Thrice a week

More than twice a month

12.What attributes makes you choose a brand?

Authenticity
Quality

Brand name
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e Position

e Distinctive

13.How much money do you spend per month on online shopping?
e Below 500

e 500-1000

e 1000-3000

e Above 3000

14.Rate the website? ?[On scale of 5 to 1, where 5 being highest and 1 being lowest]
e Amazon

o Flipkart

e Myntra

e E-bay

e Shopee

e Meesho

15.Do you use coupons/referral codes during online purchase?

e Yes

e No

e Maybe

16.Rate the factors affecting buying decisions?[On scale of 5 to 1 , where 5 being highest and 1 being
lowest]

e (ccasion
e Sale
e Coupons

e Advertisement
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ABSTRACT

In India, banks are playing main role in the insurance market. Bancassurance is a French word which is defined
as the distribution of insurance products through banks. This term is called “allfinaz” which can fulfill both
Insurance and Banking needs of the customers under one roof. In view of the customers, bancassurance is an
extravaganza in terms of high quality products, reduced price and door steps delivery. Firstly, on one side day
by day customers preferences are changing as they have the lot of choices to choose insurance policy from any
distribution channel. However, providing banking and insurance services to enhance satisfaction level.

Purpose: The purpose of this study aims at looking at the level of Customer satisfaction on bancassurance
services towards public and private banks. Customer satisfaction in terms of service quality provided by banks
while purchasing insurance policies and to find out the reasons for taking insurance policies from the same
banks where they are having their bank accounts.

Methodology: Primary and secondary are collected. Data has been collected from 110 Customers. Those
Customers are having Bank Accounts in Private and Public Sector Banks in Mumbai City.

Contribution: Paper is focusing on measuring the overall Customer satisfactions from customers towards
insurance policies offered by the bank (public and private). There has been high expectation of customers when
it comes to service quality provided by the banks. As introduction of bancassurance has happened so there is the
change in level of satisfactions and overall service expectations of these customers.

Keywords: Customer Satisfaction, Service Quality, Bancassurance, Public and Private Sector Banks.

1. INTRODUCTION
The factors which indicates customer satisfaction level regarding bancassurance of private and public sector

customers, it was noticed that “cost to quality worthiness”; “word of mouth publicity”; and “post purchase
action” are the vital factors.

A customer’s choice is to earn returns, to know more about the products charges, lesser premiums and other
benefits of insurance policies to choose from (Devasenathipathi et al 2007). With an intention to provide a
comprehensive financial service under one roof, bancassurance benefits customers by providing advices on
financial planning, better service quality ease of renewals, electronic banking, credibility, transparency in
dealings as mentioned by Kumaraswamy, 2012.

Earlier, insurance policies were sold by only insurance agent. But after the entry of bancassurance business
poses a different channel for customers in availing insurance service. However, in bancassurance, banks face
rigid competition not only within banking industry but also in insurance industry.

By selling the products and services of an insurance provider, banks try to increase their revenue. Insurance
Companies by doing the tie-ups, will lead to increase its customer base with range of banks which ultimately
ends up in increasing the customers.

2. LITERATURE REVIEW

The key objective of the literature review is to examine over existing research, like case studies, empirical
papers, and proceedings, to see what factors influence customers' encounters with bancassurance. In strategies
to succeed, banks, as discussed by Muthumari et al. (2017), must constantly follow the trend and explore the
prospect of having customised services. Furthermore, per the report, bank loyal customers are satisfied with the
services provided by the bank. Customers, in other words, want banks to always fix their problems and keeping
their financial services up to date.

According to Chari & Jaylakshmi (2014) et al., the fundamental reasons for clients' strong demand for insurance
products through banks are convenience, long-term relationships with banks, financial services under one roof,
trust, and the overall image of the banks. Per the Meera et al. (2011), clients frequent bank branches and have
little or no influence over cross-selling of insurance products.
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3. OBJECTIVES
. To study the influencing factors for the purchase of Bancassurance.

—

2. To study the Customer Satisfaction level for purchasing the bancassurance across public and private sector
banks.

3. To study associations between the types of insurance policy purchased by public and private sector banks.

4. To study comparison between type of various reasons to purchase bancassurance by the customers of the
bank.

4. HYPOTHESES

Therefore, current hypothesis is discussed and accordingly research questions have been framed below.
Customer satisfaction means the perception that customers have towards the bank when their expectations have
been exceeded or met. Customer satisfaction helps the banks to identify and grab the opportunities for product
or services innovation.

Hy;: There is no significant difference in the influencing factors for purchase of Bancassurance.
Hjj: There is a significant difference in the influencing factors for purchase of Bancassurance.

Hy,: There is no significant difference in the Satisfaction level for purchasing Bancassurance across the type of
Bank.

H,: There is a significant difference in the Satisfaction level for purchasing Bancassurance across the type of
Bank.

Hy;: There is no significant association between type of Insurance plan purchased and type of Bank.
Hj;: There is no significant association between type of Insurance plan purchased and type of Bank.
Hy,: There is no significant difference between type of reasons to purchase Bancassurance by the respondents.

H,4: There is no significant difference between type of reasons to purchase Bancassurance by the respondents.

5. RESEARCH METHODOLOGY

Data was collected in the month of January 2022. Total 110 Customers of the banks, having insurance, has
been selected to participate in the study. Banks consists of private and public sector banks. Customers were
from Mumbai City. Cronbach’s alpha test was conducted to test the reliability of the data. There are two types
of statistics used in data analysis. Descriptive statistics consists of Arithmetic mean and standard deviations are
calculated. Inferential statistics is used for testing of hypothesis. Statistical tools such Anova F test, Chi-square
test, Freidman’s test was conducted to test the Hypotheses, by using SPSS software.

5.1 SAMPLE DESIGN

Information was collected through a Structured Questionnaire from 110 respondents. Out of 110 customers, 40
had their accounts in public sector banks and 70 had their accounts in private sector banks. Variables considered
were Customer Satisfaction of Service Quality.

5.2 QUESTIONNAIRE DESIGN

The test of Cronbach Alpha is used for the purpose of validation of likert scale. Questionnaire was framed as
per the variables. Likert scale was ranging as Not Satisfied, Partly Satisfied, Mostly Satisfied, Completely
Satisfied. To test the satisfaction level of customers of insurance through banks. Banking Information and other
Demographic Information was also collected. Test is applied for all 110 respondents and parameters were
measured of Customer Satisfaction of Service Quality.

6. RESULTS
Data related to the Demographics is rated, classified in the following table:
Table 1
Demographics Frequency | Percentage
Gender Male 48 43.6
Female 62 56.4
Age group 21 to 30 years 59 53.6
31 to 40 years 24 21.8
41 to 50 years 10 9.1
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Above 50 years 17 15.5
Qualification HSC 22 20.0
Graduate 34 30.9
Postgraduate 40 36.4
Professional 14 12.7
Monthly Income Up to Rs 25000 47 42.7
Rs 25000 to Rs 50000 28 25.5
Rs 50000 to Rs 75000 13 11.8
More than Rs 75000 22 20.0

The above table indicates that out of 110 respondents, there are 48 male and 62 female respondents. Among
these, 59 respondents are aged between 21 to 30 years, 24 are aged between 31 to 40 years, 10 are aged between
41 to 50 years and 17 respondents are aged above 50 years. Of these 110 respondents, 22 are HSC passed, 34
are graduates, 40 are postgraduates and 14 respondents are professionally qualified. Also, 47 respondents have a
monthly income up to Rs 25000, 28 respondents have a monthly income between Rs 25000 to Rs 50000, 13
respondents have a monthly income between Rs 50000 to Rs 75000 and 22 respondents have monthly income
of more than Rs 75000.

Satisfaction for Bancassurance:
Responses related to Satisfaction level of factors influencing purchase of Bancassurance are rated suitably.
Mean Scores for the same are calculated using appropriate formula and presented in the table:

Table 2
Descriptive
N Minimum | Maximum Mean Std. Deviation
Satisfaction 110 40.0 100.0 71.727 14.8646
Valid N (listwise) 110

The above table indicates that the Mean score for Satisfaction level for purchasing Bancassurance is 71.72
percent. Corresponding standard deviation is 14.86, suggesting that there is a moderate variation in the
responses.

CRONBACH’S ALPHA TEST:

This test is used for validation of Likert scale which is present in the questionnaire. To validate the scale,
Cronbach Alpha test is applied for all 110 respondents. The Cronbach Alpha value for the variable Satisfaction
for Purchasing Bancassurance is 0.914. As it is more than required value of 0.700, therefor the test is accepted
and scale is reliable and accepted

HYPOTHESIS TESTING:
Hy;: There is no significant difference in the influencing factors for purchase of Bancassurance.

H;: There is a significant difference in the influencing factors for purchase of Bancassurance.

To test the above Null Hypothesis, Friedman’s test is applied and p-value is calculated. Results are shown in the
table below:

Table 3
Test Statistics®
N 110
Chi-Square 49.579
Df 9
p-value .000
a. Friedman Test

INTERPRETATION
The above results indicate that calculated p-value is 0.000. It is less than 0.05. Therefore, Friedman’s test is
rejected. Hence Null hypothesis is rejected and Alternate hypothesis is rejected.

CONCLUSION
There is a significant difference in the influencing factors for purchase of Bancassurance.
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FINDING

Is that the ranking of influencing factors for purchase of Bancassurance is significantly different. It is observed
that there is a significant difference in the mean rank of the most important and the least important factors. This
can be observed in the following table:

Table 4
Ranks
Mean Rank

Q14.1 Low Premium 5.11
Q14.2 Ease of Documentation 5.21
Q14.3 Ease of Processing 5.38
Q14.4 Trustworthy and Secured 6.29
Q14.5 Single point contact 5.70
Q14.6 Recommendation by bank staff 5.07
Q14.7 Quick and Efficient Service 5.50
Q14.8 Convenient mode of payment 6.46
Q14.9 Proper guidance for selection of plan 5.00
Q14.10 Expert Advice from Relationship Officer 5.28

The above table indicates that the two most influencing factor for purchasing Bancassurance by the respondents
are “Convenient mode of payment” followed by “Trustworthy and secure way” as it has the highest rank of 6.46
and 6.29 respectively. Similarly, the two least important influencing factor for purchasing Bancassurance by the
respondents are “Proper guidance for selection of plan” and “Recommendation by bank staff”, as it has the
lowest rank of 5.00 and 5.07 respectively.

Hy,: There is no significant difference in the Satisfaction level for purchasing Bancassurance across the type of
Bank.

Hj,: There is a significant difference in the Satisfaction level for purchasing Bancassurance across the type of
Bank.

To test the above Null Hypothesis ANOVA is obtained and F-test is applied. Results are shown in the table
below:

Table 5
ANOVA
Satisfaction
Sum of Squares df Mean Square F Sig.
Between Groups 1800.657 1 1800.657 8.727 | .004
Within Groups 22283.661 108 206.330
Total 24084.318 109

INTERPRETATION
The above results indicate that calculated p-value for Satisfaction is 0.000. It is less than 0.05. Therefore F-test
is rejected. Hence Null hypothesis is rejected and Alternate hypothesis is accepted.

CONCLUSION
There is a significant difference in the Satisfaction level for purchasing Bancassurance across the type of Bank.

FINDING

Is that the Mean Score for Satisfaction level for purchasing Bancassurance is significantly different across the
Type of Bank of the respondents. It is higher for the respondents with account in Private Banks as compared to
the Public sector banks. This can be observed in the following table:

Table 6
Report
Satisfaction
Type of Bank Mean | N Std. Deviation
Private Sector Bank 74.786| 70 15.2262
Public Sector Bank 66.375| 40 12.6965
Total 71.727|110 14.8646
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The above table indicates that the Mean Score for Satisfaction level for purchasing Bancassurance is higher at
74.78 percent for respondents with account in Private Banks, while it is lower at 66.37 percent for respondents
with account in Public sector Banks. This validates our findings.

Hy;: There is no significant association between type of Insurance plan purchased and type of Bank.
H,;: There is no significant association between type of Insurance plan purchased and type of Bank.

To test the association, Pearson Chi-square test and p-value is calculated. The results are as follows:

Table 7
Type of Bank * Type of Insurance purchased
Type of Insurance p-value Result
Life Insurance 0.509 Not Significant
Health Insurance 0.828 Not Significant
Investment Insurance 0.966 Not Significant
General Insurance 0.205 Not Significant

INTERPRETATION
The calculated p-value for all four types of Insurance is 0.509, 0.828, 0.966 and 0.205 respectively. This are
more than 0.05. Hence, the Chi-square test is accepted. Hence Null Hypothesis is accepted and Alternate
Hypothesis is rejected.

CONCLUSION
There is no significant association between type of Insurance plan purchased and type of Bank.

FINDING
Is that there is a similar proportion of respondents purchasing various types of Insurance from both Private and
Public sector banks.

Table 8
Life Insurance | Health Insurance Investment General Insurance | Total
Insurance
Freq | Percent | Freq | Percent Freq | Percent | Freq Percent
Private Bank 43 61.4% 33 47.1% 16 22.9% 35 50.0% 70
Public Bank 22 55.0% 18 45.0% 9 22.5% 15 37.5% 40

The above table indicates that 43 respondents (61.4%) purchase Life Insurance from Private Banks, while 22
respondents (55.0%) purchase it from Public sector banks. 33 (47.1%) respondents purchase Health Insurance
from Private Banks, while 18 (45.0%) respondents purchase it from Public sector banks. 16 respondents
(22.9%) purchase Investment Insurance plan from Private Banks, while 9 respondents (22.5%) purchase it from
Public sector banks. 35 respondents (50.0%) purchase General Insurance from Private Banks, while 15
respondents (37.5%) purchase it from Public sector banks.

This suggests that there is particular choice of type of banks to purchase various Insurance plans. The
respondents purchase it from both the banks in a similar pattern.

Hy4: There is no significant difference between type of reasons to purchase Bancassurance by the respondents.
H,4: There is no significant difference between type of reasons to purchase Bancassurance by the respondents.

To test the association, Chi-square test is applied and the p-value is calculated. The results are as follows:

Table 9
Test Statistics
most important reason to take insurance policy
Chi-Square 42.891°
df 2
p-value .000
a. 0 cells (0.0%) have expected frequencies less than 5. The minimum
expected cell frequency is 36.7.
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INTERPRETATION
The calculated p-value is 0.000. This is less than 0.05. Hence, the Chi-square test is rejected. Hence Null
Hypothesis is rejected and Alternate Hypothesis is accepted.

CONCLUSION
There is no significant difference between type of reasons to purchase Bancassurance by the respondents.

FINDING

Is that the observed number of respondents purchasing Bancassurance for Financial security for Family is
significantly different to the expected responses for the same. Also, there are significantly less responses for
‘Compulsion from bank while taking loan’ as the reason for purchasing Bancassurance.

Table 10
What is most important reason to take insurance policy?

Observed N | Expected N | Residual
Financial Security for Family 61 36.7 24.3
Savings and Investments 43 36.7 6.3
Compulsion from bank while taking loan 6 36.7 -30.7
Total 110

The above table indicates that there are 61 responses for ‘Financial security for family’ as the reason for
purchasing Bancassurance as compared to the expected responses at 36.7 for the same. This suggests that a
significantly higher number of respondents purchase Bancassurance for this reason. Also, only 6 respondents
purchase it for the reason of ‘Compulsion from bank while taking loan’ as compared to the expected number of
responses at 36.7. This verifies our findings.

7. DISCUSSION

During the purchase of bancassurance by customers its rank range of most less and most high factors. As
highest is convenient mode of Payment and least is less recommend by staff. Further Customer satisfaction level
with respect to purchasing the bancassurance in private is more compare to public sector. However there is
similar proportion of respondents various types of insurance plans purchased from both private and public
sector banks. Therefore, when it comes to reason of purchase of insurance policy, it indicates customer priority
is more for financial security for family compare to other reasons.

8. LIMITATION

This study is limited to respondent’s opinion staying in Mumbai City only. However, in future there is a scope
to conduct research in similar field by targeting other states. It is also recommended that further studies should
expand the sample size. This could be done by involving customers from other countries and can be compared
among different cultures.

9. CONCLUSION AND SUGGESTIONS

To conclude, it is observed that banks need to upgrade on innovative and customized insurance packages.
Public sector banks need to use strategies to improve the Satisfaction level of customers as comparison to
Private banks. Bank’s employees should also be motivated to give suggestions to its customers with respect to
insurance policies. Insurance is also important from point of view of saving and investment also that banks
should create awareness in the minds of customers. However, customers are finding banks as a secured and
trustworthy platform for purchase of bancassurance products so that in near future banks may provide
appropriate information to its customers in association with their insurance partners and help customers to
choose customized policies.
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ABSTRACT

In modern times, an individual aspired for a work profile with flexibility of work from anywhere anytime.
Pandemic played a vital role in expediting this process which otherwise was considered messier and far-fetched
model which could be rarely implemented on ground.

Technology played a tremendous role in making this happen in last couple of years at an unprecedented pace
and we have reached a stage where majority of the office going population can deliver the expected outcomes
well within time with better productivity and efficiency.

It has played a great role in reducing the attrition rate, reducing expenses for organizations, less physical stress
on infrastructure of all forms and also personally, greater bonding with the family members and many more.
Overall, the hybrid model seems to provide benefits of both worlds with technology interventions wherever
required.

The technology blended workforce will be more productive from their preferred work location and also help
organisation in recruiting workforce from tier 2 and tier 3 cities reducing the overall cost for organization and
also reducing crowding of the metros.

Keywords: Hybrid Organization, Workplace technologies, Future of work, Collaboration tools, Communication
platform

1. Hybrid workplace model

This model will enable the organizations to have a blend of workforce which operates from their home with
workforce available on ground connected by right and relevant communication tools for better productivity and
execution.

All office related job profiles have moves to work from home model in manufacturing setups also who were
facing the challenge from years to operate out of plant sites. This has ensured that better talent at senior level
can be recruited who would like to operate from big cities and visit the sites as required. The reverse is also true,
where young individuals will prefer taking courses which require postings at site locations as this gives them
opportunity to stay with their family while working. This model also helps in developing the overall economy
rather than getting the wealth concentration in some places.

2. Empowering Technology Tools

As work from home/ hybrid models become the new normal of operations, organizations need to empower
employees with right technological tools which would be relevant to make this a success in the long run and
create value for all the stakeholders operating in this model in either quantitative or qualitative form.

3.1 Tracking Systems
End to end integrated system where offline or online workers are connected with the managers at any point in
time and their whereabouts are known. This will instil a sense of physical monitoring by organization.

3.2 Tools for Collaboration

Microsoft teams and zoom has evolved in last two years creating a digital twin of office work premises over
cloud whereas all can connect. Also, these software’s enabled users to be part of any project from anywhere and
on any device giving them complete flexibility of multitasking.

3.4 Document Management System

Authentic cloud platforms have enabled organizations to secure data in common drives which can be easily
accessed by any individual. This has also helped in reduced dependence on infrastructure provided by office
which are tightly controlled and shifting the governance mechanism over cloud for monitoring which is easy
and efficient.

3.5 Human Capital Management
End to end integrated HCM systems should be put in place to modernise the activities and process of talent
recruitment, retention. A platform for hire to retire should be created as one stop solution for all HR related
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activities which should be available over cloud for hybrid model implementation and success. This will ensure
interaction between HR and employee by way of pre-defined system workflows for each need resulting in
smooth process and reduction of workload for HR operations eventually.

3.6 OFFICE TOOLS

In case of offline premises, proper entry exits mechanisms integrated with HCM systems and medical HMS
systems should be put in place to implement covid protocols or any such guidelines in futures which are
integrated with security systems / access cards of employees for seamless integration and employee experience.
This should be part of HCM system itself for monitoring entire employee journey from testing to access
management to entry in premises. Same should also help in monitoring the social distancing by having smart
access cards which can intimate the user in case of violation of social distancing by sending app notification.

3.7 AUTOMATION

Office cleaning should be automated based on smart housekeeping tools rather than relying on punch sheets
filled by supervisors on an hourly basis. Sensors should be implemented which should trigger housekeeping for
maintaining cleanliness at particular areas. More automation in terms of cleaning robots, UV cleaning
technology to disinfect office spaces should be implemented to avoid human interaction and maintain social
distancing.

3.8 Learning and Development platforms

Learning management tools have evolved in last few years and online training platforms are playing a
significant role in providing customised and personalised learning for individuals depending on their job roles.
Supporting internal employees and providing them right training will help employers retain employees and also
provide satisfaction to employee since company will take care of his learning needs. All these platforms should
be integrated with HCM platform and available in anytime, anywhere any device mode. This will also help in
removal of offline training requirements to some extent and provide opportunity for HR to utilise the
communication tools to deliver the trainings to individual working in online mode in hybrid model. Most of the
online trainings needs will be taken care by learning platforms giving ample time for HRs to develop modules
for offline trainings which are more focused and practical oriented for people working on ground.

3.9 Mobile application

Mobile application has grown exponentially and with right tools available all jobs related to co-ordination have
moved to mobile calls and have grown tremendously. They also have people connect with each other within
seconds pivoting the new normal where employees are sitting remotely from same team. The work doesn’t stop,
and long meetings are curtailed to focused call for better outcomes. Mobile software’s will play tremendous role
in implements HCMs and communication tools practically giving power in hands of users to work from single
device on majority of the occasions.

3.10 PMS (Performance Management systems)

Performance management systems will clearly help in defining the annual operating plans for individuals along
with KPI monitoring mechanism which will eliminate the need of manual excel trackers. This will also ensure
that there is no ambiguity between what is expected from the employee and what employee delivers as its
recorded in system post discussion with the line mangers. The tools should be interactive and there should be
enough opportunities of multiple discussions between employee and employer eliminating the fear of out of
sight out of mind from employee thought process. A continuous feedback mechanism will help in adoption of
hybrid model and its success.

3.11 Security Software’s

Moving on private cloud is the new thing and along with VPN access management companies can keep the data
secured which is of utmost importance in hybrid model since people tend to operate on personal laptops/
desktops, personal internet which may be secure/ unsecure. Organizations are also moving towards zero-trust
network access. Slowly block chains technology will also be implemented which may play an instrumental role
in hybrid workplace implementation.

3.12 Teleconferencing tools (Video/ Audio)

Teleconferencing has changed the entire way of communication and has completely eliminated the need of
physical interaction in majority of the occasions. Lot of conferencing tools have come up in last two years with
the onset of pandemic and are playing an instrumental role in enabling work from remote locations while
connecting offline employees. Concept of hybrid meetings have evolved. Lot of service providers are
specifically developing tools targeting hybrid workplaces.
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3. Reports and research supporting hybrid model concept
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“

otes: Data are from two surveys of 4,809 UK residents, that Prolific carried out in January and February
2021 on behalf of the University of Nottingham and Stanford University.”

4. CONCLUSION

The research paper focuses on highlighting the right workplace tools which has the potential to disrupt the
typical traditional office setup and also brings out the various aspects related to sustainability, societal benefit at
large and overall economy developed of national at whole in a decentralised manner rather than concentration in
specific pockets.
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1. What are the overall benefits?

Pandemic gave an opportunity to test the hybrid model way ahead of time and with right technological tools
available and developed quickly over the span of last two years have played a significant role in evolution of the
hybrid workplaces concepts in even the most difficult setups for implementation like the manufacturing
organizations which require physical presence of employees to run machinery. The overall benefits include job
role satisfaction, emotional satisfaction of living with the family, better work life balance, improved health, less
stress and reduced absenteeism resulting in increased manhours. This also provides opportunity to all without
any discrimination of gender and especially is a boon for new mothers.

2. Cost benefit analysis of remote working vis a vis traditional workplace setup.

Research report by Global Workplace Analytic have arrived at an approximate number of USD 11,000 per year
per employee if they operate remotely for half of the time and it also benefits employees between the range of
$2,000 to $7,000 depending on the salary ranges and job profiles. This suggests that hybrid model has the
potential to increase the overall benefits for both the employer and the employee.

Report from 2019 prepared by Owl Labs State has found that employees working from remote locations of their
choice have a productivity enhancement of 79% along with better focus. More than 50 % are less likely to take
leaves as found by CoSo research. According to Airtasker research 2020, remote employees work more.

5. RECOMMENDATIONS

To move to complete work from anywhere model, the organization should identify teams and job roles which
could have easy transition based on experience of pandemic for almost two years. Teams as whole should be
moved and then departments if possible. Continuous evaluations to be done and modifications to be done as and
when needed depending on change in nature of work for an individual. Individuals should be supported with
proper training which can be delivered online. Sufficient IT support should be provided to individuals with
work from home setup, IT infrastructure to be provided by company replicating the standard office experience
for all users in the comfort of their home. The KPIs should be more of outcome focused rather than work hour
punched in by the employees. The performance measurement should be based on efficiency and productivity
rather than physical presence. Quantification of other benefits should be done for employee, employer and
society as whole in the hybrid model of operations. Example can be reduction in carbon footprint by eliminating
travel for substantial individuals in an IT service industry country like India. In order to make the hybrid model
successful, organizations need to have right tools with a strong HR interface to create an overall distributed
workplace environment which can collectively deliver results.
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Mudra Yojana- A Ray of Hope for Homemakers Turned Entrepreneurs Post
Covid-19
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ABSTRACT

The Covid-19 pandemic has severely impacted many Indian households since its inception in early 2020. In
such face of adversity the women in the households have taken up the responsibility to be Atmanirbhar by
setting up their ventures thereby supporting their families. Finance is a key element for any venture to sustain as
well as succeed. The objective of this paper is to understand the experiences of Indian women homemakers who
turned entrepreneurs post Covid-19 pandemic through personal interviews. It also tries to analyse the
importance of Mudra Yojana in helping such ventures cater to their financial activities. The comparison of the
experiences of these women revealed that Mudra Yojana can play a significant role in motivating the women
homemakers to start their own ventures or in the expansion of their business activities. Thus, it is extremely
imperative to create awareness regarding schemes like Mudra Yojana in order to reach out to a large number of
women entrepreneurs.

Keywords: Covid-19 pandemic, Women Entrepreneurs, MUDRA Yojana, Atmanirbhar, financial activities

INTRODUCTION
“Entrepreneurship is about being able to face failure, manage failure and succeed after failing ’- Kiran
Majumdar Shaw, Founder, CMD Biocon Ltd.

The above quote by one of India’s most successful female icons aptly captures the essence of entrepreneurship
and inspires millions. The recent success of the Nykaa IPO (a start up by Ms Falguni Nayar) re-iterates the fact
women are no less when it comes to sailing through the rough waters of the entrepreneurial voyage. Women
constitute approximately 49% of the total population of India. They need to be self-dependent in order to
achieve the objectives of ‘Atmanirbhar Bharat’. Moreover, encouraging women to become entrepreneurs
ultimately leads to fulfilment of two Sustainable Development Goals (SDGs) viz. 1) Gender Equality 2) Decent
work and economic growth. The Budget 2022 aims to provide impetus to the growth of MSMEs and start-ups
by linking portal such as Udyam, e-Shram, National Career Service (NCS) and Atmanirbhar Skilled Employee-
Employer mapping (ASEEM) that provide services related to credit facilitation, skilling and recruitment. As per
the recent data provided by the Ministry of Commerce and Industries, out of the total start-ups registered with
DPIIT, around 46% are the ones either started by women or have at least one woman cofounder.

The current Covid-19 pandemic had a huge effect on the economic well-being of Indian households. In these
tough times many homemaker women have taken up the mighty challenge of sustaining the finances of the
family by starting their own entrepreneurial ventures. A homemaker especially an Indian woman juggles
multiple responsibilities on the home front. If we draw some parallels between the qualities of an entrepreneur
and an Indian woman homemaker we find some striking similarities regarding their management acumen such
as Time management, Creative thinking, Networking, Communication to cite a few.

The crucial requirement of any business venture is easy availability of funds. In order to provide an impetus to
entrepreneurship and lending funds to all those who find it relatively difficult to raise funds through the
traditional lending avenues, the Pradhan Mantri Mudra Yojana(PMMY) was launched by the Government of
India on 8" April, 2015 alongside MUDRA Bank, with the objective of ‘funding the unfunded’. It aims at
providing loans up to Rs.10 lacs to the non-corporate, non-farm small/micro sector. Under the PMMY, Mudra
has created the following three products as per the amount disbursed.

a) Shishu Loans: Covering loans up to Rs. 50000

b) Kishore Loans: Covering loans above Rs. 50000 and up to Rs.500000

¢) Tarun Loans: Covering loans above Rs.500000 and up to Rs.1000000

Mudra loan is provided for various purposes which lead to income generation and employment creation.

The Annual report of MUDRA 2020-21 suggests that post the Covid-19 pandemic the proportion of women
beneficiaries in the total number of Mudra Yojana accounts has increased to 66% compared to 63% in the year
2019-20 thereby indicating an increase of 3% year on year.
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Category Shishu Kishore Tarun Total
Sanction Sanction Sanction Sanction
Amt Amt Amt Amt

No of R in No of R in No of (R in No of (R in
Accounts | crores) | Accounts | crores) | Accounts | crores) | Accounts | crores)
Total 40180115 | 109953 | 9486160 | 132516 | 1068771 | 79290 | 50735046 | 321759
Women
Beneficiaries | 27753288 | 74490 | 5468211 | 50371 82105 6082 | 33303604 | 131303

66 % 41 %

This paper is a case study and tries to compare and contrast the experiences of two such homemakers who
established their own ventures battling the heavy economic impact of the Covid-19 pandemic ,wherein one of
them availed the MUDRA loan facility and the other who would like to avail the same in future for expansion.

OBJECTIVES
1) To understand the experiences of Indian women homemakers who turned entrepreneurs post Covid-19
pandemic.

2) To highlight the importance of MUDRA Yojana as a critical source for financial activities in motivating
women homemakers to take up entrepreneurial ventures.

CONCEPTUAL FRAMEWORK:

The Covid-19 pandemic had a three dimensional impact on the MSME (Micro, Small and Medium Enterprises)
sector affecting particularly the supply chain ecosystem, demand patterns and labour supply in India.(Singh
Anukarsh, 2020). The various incentives and schemes announced by the Government need to reach out to
maximum MSMEs to bounce back from the huge losses in their financial activities. (Sahoo Pravakar et al,
2020). The Mudra Yojana can provide the much needed boost to encourage women entrepreneurship post the
covid-19 pandemic (Mitra Sona et al, 2021).The economic development of any nation is holistic only when all
the sections of the society are the contributors to the same. Women entrepreneurs have a mammoth role to play
in the economic development of India (Parmeshwar, 2020). A huge business is the culmination of all the tiny
steps undertaken at the inception. The idea of ‘Start small but think big’ is truly endorsed by the objectives of
MUDRA Yojana (Dr Kannakatti Jayanna& Harish Tigari, 2019). The aim of MUDRA Yojana is to promote
entrepreneurial culture thereby leading to self-dependence (Bhayana G, et al, 2020). As per the annual reports of
MUDRA it can be fairly understood that women entrepreneurs are availing the benefits of the scheme in huge
numbers. Thus it is indeed playing the role of a catalyst to encourage women entrepreneurship in India (Srinivas
R, 2021). However the road to success is full of challenges and obstacles and it is the very presence of several
micro-finance schemes that encourages women homemakers to dive into the ocean of business opportunities
awaiting them. (Chaturvedi Nidhi et al, 2019).

METHODOLOGY
Primary data was collected with the help of a questionnaire and personal interviews supplemented by secondary
data from research papers, news articles and official websites of MUDRA Yojana, DPIIT , MSME etc.

OBSERVATIONS

This paper uses the case study approach to highlight the experiences and challenges of only two women
entrepreneurs from the study specifically related to the food industry. The details of the two entrepreneurs are as
follows:

1) Mrs Swati Bhide is the proprietor and manager of Bhide Foods, specialising in traditional Maharashtrian
sweets and savouries. The business which was started in July, 2020 is located in Pune City.

2) Mrs Anita S Khamkar, is the owner of a vegetables and fruits shop in Kothrud area of Pune City. She started
the business in May 2020 with the help of Mudra loan (Shishu category).

Case 1- Mrs Swati Bhide.

a) Reasons for starting the venture: Mrs Bhide always wanted to exhibit her excellent culinary skills in
traditional Maharashtrian cuisine. During the lockdown due to Covid-19 pandemic, the workers in her
husband’s business were rendered jobless due to no customer footfall. However, she took up the opportunity
to set up her catering business offering laddoos, Diwali snacks and other savouries by using the services of
these workers.
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b) Initial Support and Obstacles: Her initial struggles included training the workers, advertising and
marketing their product so as to reach the target customers. However, she received a formidable support
from her family members in all these aspects.

¢) USP: Her strengths include her expertise in preparation of traditional Maharashtrian food items with utmost
thrust on quality and good people management skills. Within a very short span of one year, Bhide Foods has
managed to go from local to global, reaching out to international customers based at Singapore, USA, UAE
etc based primarily on the word of mouth publicity by their Pune based customers. Her team workers are
constantly motivated by her drive to adhere to deadlines and successfully execute the orders and deliveries
even during tight schedules.

d) Thoughts on importance of funding : According to Mrs Bhide, continuous and timely availability of funds
is a very important aspect of any business. Currently, the business is able to manage its funding needs from
the operating revenues generated and ploughing back of accumulated profits. However, to cope up with the
requirements of expansion in future, bank borrowings will have to be considered.

e) Awareness regarding MUDRA Yojana: Mrs Bhide is aware of MUDRA Yojana, but much unaware of the
eligibility norms. With gradual expansion of her business ,she is contemplating availing the benefits under
the MUDRA Yojana under the Kishore category (INR 50000-500000)

f) Challenges ahead: The biggest challenge ahead is the scaling up of operations, expansion of the existing
customer base through appropriate marketing strategies to compete with established local brands. As the
business operates in a cutthroat competitive environment ensuring consistency in quality is also highly
imperative.

Case 2-Mrs Anita S Khamkar.

a) Reasons for starting the venture: Mrs Anita Khamkar hailing from a very humble household was a typical
homemaker efficiently managing her home front. However after facing financial problems during the
lockdown due Covid-19 in March 2020 she felt the constant need to help augment the income of the
household by starting something on her own. There was a hesitation on her part due to paucity of necessary
funds to start any venture. Through her friends she came to know about the Mudra Yojana. A detailed
analysis of the same motivated her to finally start her own venture of dealing in fresh and exotic vegetables
and fruits.

b) Initial Support and Obstacles: As Mrs Khamkar had no idea of setting up any venture she initially faced a
lot of challenges in the form of procurement of raw materials, marketing and selling, competition from peers
etc. In spite of not having any formal training, she sailed through the difficulties successfully with her
determination and grit.

¢) USP: The USP of this business is consistent customer demand as it is an essential commodity. Her adoption
of a totally customer centric approach for her business helped her to adapt to the challenging times of the
pandemic situation. Mrs Khamkar navigated through all the hardships of the pandemic by devising a unique
strategy of delivering her vegetables and fruits in customised packages on a door to door basis. With the
increasing demand coupled with lockdown obstacles, she hired an auto rickshaw which she and her son
would use for delivering and selling vegetables by the day and ferrying passengers by the evening.

d) Thoughts on importance of funding: According to Mrs Khamkar as well, timely availability of funds is a
very important aspect of any business. Currently the business is running with the help of Shishu loan (up to
INR 50000) under the MUDRA Yojana; however she is looking forward to availing loans under the Kishore
category (i.e. from INR 50000- INR 500000) for expansion purposes.

e) Awareness regarding MUDRA Yojana: The government scheme specifically the MUDRA Yojana
instilled the much needed confidence in Mrs Khamkar to be truly Atmanirbhar (self-dependent) and put her
entrepreneurial skills to best possible use.

f) Challenges ahead: The vegetables and fruits dealership venture is a very competitive business with many
supply chain bottlenecks. With expansion proposed the requirement of additional funds is a huge issue.

CONCLUSION

The pandemic has disrupted the financial activities of many organizations. The MSME sector was probably the
worst hit in this situation. However, on the other hand it has also boosted entrepreneurship acumen in
homemakers. The aspiring women entrepreneurs need to believe in themselves and channelize their potential in
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the right direction in order to be financially independent. Based on the above two cases studies, one can easily
understand the significance of the following observations.

1) Awareness of one’s own inherent skills and strong determination.

2) Belief in ones capabilities.

3) Strong sense of intrinsic motivation.

4) Knowledge of the market conditions.

5) Easy availability of funds.

6) Awareness of the Government schemes.

7) Entrepreneurial Ecosystem.

8) Need for prudent financial discipline.

One can conclude that with growing awareness of MUDRA Yojana many such capable as well as talented
women homemakers, who aspire to be Atmanirbhar, can be encouraged to contribute to the economic
development of India. However in order to encourage more women the other two categories (Kishore and
Tarun) also need to be promoted through rigorous awareness campaigns. The supportive environment provided
by both the family members and the ecosystem coupled with new government initiatives like the Government
E- marketplace (GEM), provide the impetus for the homemakers to spread their horizon.
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ABSTRACT

During COVID 19, majority of the sector have been severely affected which leads to loss of jobs and reduction
in source of income. At that particular time, many of the retail investors were in panic due to negative
sentiments of the stock market. Mutual fund is nothing but it’s an indirect way of investing in equity market
through diversify the risk. Thus, in this current scenario it is important to know the overall behavior and
perception of the retail investors. The study attempts to find out the impact of COVID 19 on the perception and
behavior of the retail investors. A well-structured questionnaire has been framed to analyze the investors’
perception and behavior. The findings of the study reveals that investors having positive attitude towards mutual
funds which reflects on their perception and behavior during the pandemic. The study examines investors
looking for long — term investing in mutual funds and through Paired T — test, it has been analyzed investors
have increased their risk-taking capability even during COVID 19.

Keywords: Mutual funds, COVID 19, pandemic, Paired T — test, perception, behavior, retail investors.

INTRODUCTION

This outbreak of COVID-19 pandemic has severely impact physically, mentally and financially as well. This
pandemic has changed the perception and behavioral aspects of the investors. All individuals have been fighting
from all issues that risen during the hard time of the COVID-19. Many investors have realized the importance of
savings that these are the income of the future. As future is unpredictable, the returns on the investment are also
unpredictable in a similar manner. Investors need to think about their savings like how to diversify the portfolio
with respect to risk and return and the liquidity as well. This pandemic also realized the importance of liquidity,
the more money in the form of liquid assets fruitful in hard time. So, they have to keep balance their portfolio in
an efficient manner to meet the demand in the future. It depends on the nature of the investors, some of them are
more inclined to safer side and pool their money at low-risk avenue specially during COVID whereas some of
them have taken advantage of the downfall of the market and invested in the high-risk avenue like shares and
mutual funds.

Mutual fund is one of the crucial financial intermediaries in the capital markets that creates wealth of the retail
and corporate investors and also diversify their portfolio. Due to its many advantages, the mutual funds’
demand going significantly over a period of time. COVID-19 pandemic has severely impact on financial market
as well. The awareness towards mutual funds has been risen over the last many years, so many investors
registered with multiple folios. (Mutual Funds Add More than 81 Lakh Investor Accounts in 2020-21, 2021).
The AUM of the mutual funds at all time high of Rs 30 lakh crore in 2020 by November-end itself, from Rs
26.54 lakh crore at the end of December 2019 and these unexpected figures have been registered specially came
after the pandemic hit worldwide. (Mutual Funds Attract New Investors, Add to Their Wealth in Pandemic-
Ravaged 2020, 2020). Due to negative sentiments in the market, it has been observed that NFO declined from
11 in January 2020 to just zero in April 2020. (Das & Das, 2020). This disruption in the market will bring
challenges and opportunities as well for all types of investors and for fund managers as well.
(PricewaterhouseCoopers, 2021).

AUM of various mutual funds build-up the scope and quality of digital reach (for investors and distributors) and
adapt robust research on data analytics to provide best services to investors and create more opportunities for
the investors, as a result some NFO launched in the market during August 2020 and many more new investors
joined in the mutual fund industry. (The Impact of Covid on Mutual Funds | Value Research, n.d.). This
disruption in the market has changed the overall perception and behavior of the investors with an objective to
earn substantial return in the mutual funds which leads to drop in the SIPs dropped 4%. (SIP Collections Drop
to 296,000 Cr in FY21 amid Pandemic-Led Disruptions, 2021) and during the second wave of COVID, new
SIPs registration has severely hit down to 16% as compared to the previous year as it is very difficult for the
industry to reach in the rural areas to new clients. (Sharma, 2021) every investor seeking for safety first instead
of returns as a result huge redemption have been recorded from both equity and debt securities as well. The
credit risk schemes failed to face these pressure leads to Franklin Templeton has shut down 6 debt funds due to
which investors was panicking but later on SEBI introduce regulations to ease the pain of the investors
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(Matharu, 2020). After all these circumstances faced by the investors, this paper focus on analysis of perception
and behavior of investors towards mutual funds before and during COVID-19. (Alber, 2020) investigates that
there is a negative correlation between stock market returns and the number of coronavirus cases in most of the
countries.

The economy of developing countries highly affected such as in Asian countries because their people heavily
dependent on futuristic savings and diversify their investment portfolio as per their future demands and current
needs. Due to this outbreak the whole economy was stopped and this forced investors to redeem all possible
investments in this urgency. (Agarwal, Jamwal, & Gupta, 2020).

LITERATURE REVIEW

The COVID-19 pandemic has impacted on financial decisions of the investors in small towns as well.
(Gurbaxani & Gupte, 2021) reported many respondents from Madhya Pradesh have dropped their SIPs by 43%
during the pandemic. This study revealed that change in investment decisions associated with COVID-19
pandemic. During this pandemic, individuals witnessed many issues like salary cut, job loss caused changed in
financial decisions because now investors seek for safety and wealth preservation which leads to reallocation of
investors’ portfolio (Verma, 2021).

(Himanshu et al., 2021) examines how investors changed their portfolio allocation during the pandemic with an
objective of wealth creation. Risk-free avenues become more preferable during the pandemic such as Bank
deposits, Public Provident Fund (PPF), Gold. However, before the COVID-19 pandemic investors were seeking
for risky assets such as Stocks, Mutual Funds, Bonds, Real estate to grow their wealth with maximum expected
returns. Similarly, investors changed portfolio in Mutual Funds itself, they are more inclined to risk-free funds
such as debt funds, money market funds.

Investors’ financial decision depend on many factors but the most prominent factor is economic situation. As
the economic situation was too dynamic during the pandemic leads to mutual funds industry responding in a
similar way. As a result, investors’ perception and behavior changed towards mutual funds. (Walia & Kiran,
2009) study analyzed investors always look for risk-return trade-off for mutual fund services and take decisions
as per the market situations.

(Schmidt, 2010) identified key determinants such as subjective norm, attitude and perceived behavioral control
of the willingness and intention to invest in mutual funds using Theory of Planned Behavior (TPB) and these
determinants have shown positive significant correlation.

(Chawla, 2014) empirically stated that most of the respondents invest in the mutual funds with the objective of
capital appreciation followed by saving tax and the investors behave as per the fund performance which shows
there is a positive relation between mutual fund performance and the behavior of the investors. Moreover,
mutual fund professional management also most prominent factor affect in the adoption of mutual funds
(Alhorani, 2019).

IMPORTANCE OF THIS STUDY

COVID-19 pandemic has disrupted everything, everything was shutdown. They have no option to reside home
safely with family and forced them to take risk free decisions. This pandemic affected on individuals’ health
and disturbed mentally and financially as well. Most of the Indians households have lost income which led to
sharp increase in the unemployment rate. Moreover, middle income people have highly affected by COVID-19
(How Are Indian Households Coping Under the COVID-19 Lockdown?, 2020), therefore, its essential to
evaluate the perception and behavior of investors during pandemic.

PERCEPTION

Investors are highly active during these days to achieve their financial goals by earing expected return.
Performance of mutual funds highly dependent on fund manager ability. Investors would prefer those funds
which perform better in positive sentiments and would not worse in negative sentiments, thereby fund manager
keep diversifying their funds by balancing equity and debt. (Ganapathi, 2015). Due to inability of fund manager,
mutual funds trended negatively and investors move out from such type of funds.

(Rehan, Naz, Umer, & Ahmed, 2018) find out investors do lot of research work while choosing right funds for
them as there are many funds available in the market to fulfil the objectives of the investors and nowadays,
investors invest in new and more innovative funds and give them expected returns.

During COVID 19, the perception of retail investors have been changed in respect of risk, return, comfort level
and financial goals while investing in mutual funds. In the outbreak of pandemic due of fear of human lives, the
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stock market sentiments was absolutely negative and the psychology of the investors also became negative and
they ceases to invest in stock market (Naseem et al., 2021) which ultimately negative impact of mutual funds
industry also as it is an indirect way of investing in equity market. This paper evaluates the behavior of
investors in China, Japan and US and hence, examines the relationship between the sudden trend in stock
markets in these countries due to COVID and the behavior of retail investors and found the investors behaves in
the same manner in these countries as market behaves.

(Frenay & Bonnet, 2020) as per this report stated that during March 2020, when COVID 19 first time witnessed
in India, it’s been high volume of trading recorded. In March 2020, new 1,50,000 investors bought SBF 120
shares. Existing investors invested more than average and also number of long positions taken during the crisis
of six weeks.

(Himanshu, Ritika, Mushir, & Suryavanshi, 2021) evaluated how investors moving to conservative investment
options during crisis by reallocating the portfolio. Their preferable investment avenues before COVID 19 were
risky like stocks followed by mutual funds, real estate whereas during COVID 19 investors shifted to less risky
investments options and their preferable options are Insurance, bank deposits, Gold and so on.

Now the investors moving back to pre — COVID scenario as market bounced back within a short period of span
and with these investors are also moving ahead with positive mindset. (Naresh & Alamelu, 2020).

Pertaining to the impact of COVID 19, it is important to know the perception of Indian investors investing in
mutual funds.

(K., 2021) examined that there is a positive impact of COVID 19 on the investment and entering into equity
market considering the factors such as knowledge, confidence, safety, liquidity, tax benefits, return, growth and
riskiness of shares and mutual funds. The investors take all decisions rationally and put money in the market
accordingly. Through regression model, the author concludes that investor behavioral aspects, investors
personal character, nature of the investor, awareness of the mutual funds, and shares are the important factors of
investors preference. (Parashar, n.d.) investigated the factors affecting on the perception of investors and found
monetary factor is the most prominent followed by capital appreciation, better customer service and risk and
return.

During the pandemic, the investors’ risk tolerance level have also been affected due to uncertainty in the
market. (Wang, Zhang, Ahmed, & Muhammad Shah, 2021) analyses that due to the moderation effect of
COVID 19, financial risk tolerance is the valuable input to take financial decisions. The COVID 19 impact is
the best way to measure of measure risk tolerance level of investors and it has been found that there is a positive
relation among satisfaction of investors and financial risk tolerance due to the pandemic.

(Saleem et al., 2021) empirically investigated determinants of behavior of investors towards mutual funds and
established awareness is the key factor investors invest in the mutual funds. Means there is a positive relation
between investors investing in mutual funds and mutual funds awareness and vice versa. Financial Literacy also
affects positively on the behavior of the investors. (Himanshu, Ritika, Mushir, & Suryavanshi, 2021) examines
the perception of the investors using AHP model. The AHP results show that investors preferred high risky
investment before the pandemic and low risky investment during the pandemic. Investors changed their
portfolio and moved to less risky investment, they prefer life insurance, followed by gold, bank deposits and
public provident fund (PPF).

OBJECTIVES OF THE PRESENT STUDY
1. To study the perception of retail investors investing in mutual funds during COVID-19.

2. To analyze the behavior of individual investors during COVID investing in mutual funds during the
pandemic.

3. To find out the impact of crisis on risk tolerate level of individual investors.

RESEARCH METHODOLOGY

The study uses primary data collected through the questionnaire using sampling method. The questionnaire
divided into two segments. First segment focuses on demographic and socio-economic profile of respondents.
This section gathered information about the respondents’ age, income, gender and occupation also collected
data about how many respondents still not investing in Mutual Funds. The second segment focused on those
respondents who are investing in mutual funds to analyze their perception and behavior towards mutual funds
before and post COVID-19 on a five-point Likert scale (1 Strongly Disagree to 5 Strongly Agree).
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On the basis of the objectives and variables, the hypothesis have been framed:

Association between perception towards investing in mutual funds during COVID and demographic
factors

H,: There is no relationship between gender and reasons behind for not investing in mutual funds
H,: There is no relationship between income group and reasons behind for not investing in mutual funds

Hj;: There is no association between perception towards mutual fund during COVID and income of the
individual investors

H,: There is no association between perception towards mutual fund during COVID and Gender

Hj;: There is no association between perception towards mutual fund during COVID and number of children
Hg: There is no association between behavior towards mutual fund during COVID and gender

H;: There is no association between behavior towards mutual fund during COVID and income group

Hg: There is no association between behavior towards mutual fund during COVID and number of children

H,: There is no significant difference between risk tolerance level of the investors investing in mutual funds
before and during the pandemic.

DATA ANALYSIS
Table — 1 Demographic profile of the respondents
Demographic Characteristics N =296 | Response | Valid Percentage
Gender
Male 127 42.9
Female 169 57.1
Age
18-30 224 75.7
31-45 56 18.9
Above 45 16 5.6
Marital Status
Married 92 31.1
Unmarried 204 68.9
Occupation
Student 130 43.9
Employee in Government/Private Sector 135 45.6
Business Profession 28 9.5
Retired 3 1.0
Annual Family Income
Less than 5,00,000 179 60.9
5,00,001 - 7,50,000 30 10.1
7,50,001 - 10,00,000 40 13.5
Above 10,00,000 47 15.9
Number of family members
1 2 0.7
2 17 5.7
3 42 14.2
4 121 40.9
More than 4 114 38.5
Number of Children
None 78 26.4
1 172 58.1
2 39 13.2
More than 2 7 2.4
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Table No. 1 shows demographic profile of the respondents. There are 127 (42.9%) male and 169 (57.1%)
female respondents. In the age classification 224 (75.7%) respondents belongs to 18-30 age group, 56 (18.9%)
are in 31-45 age group and 16 (5.6%) respondents belongs to above 45 age group. Regarding the marital status
of the respondents, 92 (32.1%) of the respondents are married and 204 (68.9%) of them are unmarried. In
occupation wise classification, 130 (43.9%) of the respondents are students, 135 (45.6%) are employed in
government or private sector, 28 (9.5%) having business profession and 3 (1%) are retired. In income wise
classification 179 (60.9%) respondents having less than Rs 5,00,000 annual income, 30 (10.1%) of the
respondents belongs to the annual income group of Rs (5,00,000 - 7,50,000), 40 (13.5%) in Rs (7,50,001 —
10,00,000) income group and 47 (15.9%) are in the income group of above Rs 10,00,000. In relation to number
of family members of the respondents only 2 respondents having 1 family member, 17 respondents having 2
family members, 42 of them having 3 family members, 121 of them having 4 family members and 114 of them
having more than 4 family members. Regarding the number of children, 78 (26.4%) respondents not having
children, 172 (58.1%) respondents having one child, 39 (13.2%) of the respondents having 2 children and 7
(2.4%) of the respondents having more than 2 children.

Figure — 1: To analyze how many respondents interested in investing in mutual funds.
Do you invest in Mutual Funds?

296 responses

@ Yes
® No

Out of 296 respondents, 203 of the respondents do not invest in mutual funds whereas only 93 of them park
their savings towards mutual funds.

Figure — 2: To find out the reason behind not investing in mutual funds

Mot investing in Mutual Funds because

W rautual funds are risky

B oon't have much knowledge
Ol stable return

B investing in Other mediums

The reason behind not investing stated by the respondents that 7.39% of respondents think mutual funds are
risky, 58.13% of them don’t have enough knowledge about mutual funds, 16.75% of them don’t have stable
income and rest 17.73% of respondents investing in other investment avenues.

Table — 2
Gender * not investing in Mutual Funds because Crosstabulation
not investing in Mutual Funds because Total
Mutual funds | Don't have much | Stable | Investing in
are risky knowledge return | Other medium
Count 4 40 13 21 78
Gender|  Male 75 ted Count 5.8 453 13.1 13.8 78.0

1331

Special Issue on Current Trend on Research in Applied Science, Management and Technology



Asian Journal of Organic & Medicinal Chemistry

Vol. 7 No. 1 (January - March, Special Issue - 11l 2022)

ISSN Online: 2456-8937
UGC CARE APPROVED JOURNAL

% within Gender 5.1% 51.3% 16.7% 26.9% 100.0%
Count 11 78 21 15 125
Female | Expected Count 9.2 72.7 20.9 22.2 125.0
% within Gender 8.8% 62.4% 16.8% 12.0% 100.0%
Count 15 118 34 36 203
Total Expected Count 15.0 118.0 34.0 36.0 203.0
% within Gender 7.4% 58.1% 16.7% 17.7% 100.0%
Chi-square = 7.930 df=3 P = 0.047

Table 2 exhibits the relation between retail investors not investing in mutual funds among gender. The
Pearson’s chi-square statistics has been done to find the association between male and female with regard to
giving reasons not investing in mutual funds. The result shows the P-value of 0.047 which is less than the
accepted level of 0.05. Thus, there is significant relationship between male and female with regard to not
investing in mutual funds to be found (Chi-square = 7.930, df=3; P<0.05).

Table — 3
Income * for not investing in Mutual Funds because Crosstabulation
not investing in Mutual Funds because Total
Mutual funds | Don't have much | Stable | Others
are risky knowledge return
Count 10 84 19 25 138
Below 5,00,000| Expected Count 10.2 80.2 23.1 24.5 138.0
% within Income 7.2% 60.9% 13.8% | 18.1% | 100.0%
Count 2 12 5 2 21
57’%%%%5 Expfect.ed Count 1.6 12.2 3.5 3.7 21.0
Income T 9% within Income 9.5% 57.1% 23.8% 9.5% | 100.0%
7 50.001- Count 1 11 6 2 20
1(’) 0(’) 000 Expected Count 1.5 11.6 3.3 3.5 20.0
T % within Income 5.0% 55.0% 30.0% | 10.0% | 100.0%
Ab Count 2 11 4 7 24
0 0(()“(1)%0 Expected Count 1.8 14.0 4.0 43 24.0
7 % within Income 8.3% 45.8% 16.7% | 29.2% | 100.0%
Count 15 118 34 36 203
Total Expected Count 15.0 118.0 34.0 36.0 203.0
% within Income 7.4% 58.1% 16.7% | 17.7% | 100.0%
Chi-square = 7.864 df=9 P =0.548

Table 3 exhibits the relation between retail investors not investing in mutual funds income wise. The Pearson’s
chi-square statistics has been done to association between income groups with regard to giving reasons not
investing in mutual funds. The result shows the P-value of 0.561 which is more than the accepted level of 0.05.
Thus, there is not a significant relationship between income group with regard for not investing in mutual funds
to be found (Chi-square = 7.864, df=9; P>0.548).

Investor’s Perception towards Mutual Funds during COVID 19

To find out the perception of respondents towards investing in mutual funds during COVID 19, asked different
question on Likert scale ranging from 1 to 5 (Strongly disagree =1 to Strongly Agree = 5). The researcher has
taken mean of all these statements to analyse the perception of respondents towards investing in mutual funds.
In below Table 4, variables are stated in relation positive perception of investors towards mutual funds.

Table — 4

Variable (Positive perception) Mean Variance

Mutual fund is best avenue than any other investment 3.52 0.948

Still feel comfortable to continue my investment 3.88 1.062
towards Mutual funds during the pandemic

Willing to withstand some fluctuations in Mutual 3.57 1.117

funds even during COVID 19
Mutual funds still provide me a diversified 3.85 0.825
investment
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COVID 19 doesn’t impact on achieving long term
goals while investing in Mutual funds

3.94

1.039

Table — 5
Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
Percention Male 49 3.6857 97639 .13948
ereeptio Female |44|  3.8227 70244 10590

Table 5 shows, both male and female have shown positive perception towards mutual funds during the
pandemic. The average mean score of male respondents is 3.68 whereas mean score of female respondents is

3.82.
Table — 5
Independent Samples Test
Levene's Test t-test for Equality of Means
for Equality of
Variances
F Sig. t df |Sig.(2-| Mean |Std. Error| 95% Confidence
tailed) |Difference|Difference| Interval of the
Difference
Lower | Upper
Equal variances |3 ho5| 73 |_769| 91 | 444 | -13701 | .17818 |-49005 | 21692
. assumed
Perception Equal variances
aue -782(87.012| 436 | -.13701 | .17513 |-48510 | 21107
not assumed

Table 5 reveals the positive perception of retails investors investing in mutual funds among male and female.
Among gender, 49 (52.68%) of the males and 41 (47.32%) of the females having positive perception towards
investing in mutual funds after the pandemic COVID 19. The t-test result (with equal variance assumed) shows
t-statistic of 0.769 with 91 degrees of freedom and the corresponding p-value is 0.444 which is more than 0.05.
Therefore, null hypothesis can’t be rejected at 5% significance level. This means that mean score of positive
perception investing in mutual funds during the pandemic between male and female is not significant different.

Investor’s Behaviour towards Mutual Funds during COVID 19
To find out the behaviour of respondents towards investing in mutual funds during COVID 19, asked different
question on Likert scale ranging from 1 to 5 (Strongly disagree =1 to Strongly Agree = 5). The researcher has
taken mean of all these statements to analyse the behaviour of respondents towards investing in mutual funds.

Independent Samples Test

Table — 6
Variable Mean | Variance
Redeem amount from Mutual funds due to fear of loss during pandemic 2.33 1.029
Shifted to less risky funds during COVID 3.02 0.956
Decreased weightage of savings in Mutual funds during COVID 2.60 1.025
Table — 7
Group Statistics
Gender N Mean Std. Deviation Std. Error Mean
Behaviour Male 49 2.5238 .69054 .09865
Female 44 2.7955 .86630 .13060
Table — 8

Levene's Test for
Equality of
Variances

t-test for Equality of Means
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F Sig. t df |Sig. (2-| Mean | Std. Error |95% Confidence
tailed) | Difference | Difference| Interval of the
Difference

Lower | Upper
1.294 | 258 |-1.680| 91 096 | -27165 16170 |-.59284 | .04955

Equal variances
assumed

Behaviour Equal variances
-1.660| 82.119| .101 | -.27165 16367 |-.59723 | .05394
not assumed
Table — 9
One way ANOVA Homogeneity | df P Results supports
Perception*Income group 0.270 3 | 0.295 | Null hypothesis (Income group
doesn’t have a significant
relation with Perception
Perception*Number of 0.138 3 | 0.820 Null hypothesis (Number of
children children doesn’t have a
significant relation with
Perception
Behaviour*Income group 0.483 3 | 0.813 | Null hypothesis (Income group
doesn’t have a significant
relation with Behaviour
Behaviour*Number of 0.182 3 | 0.137 Null hypothesis (Number of
children children doesn’t have a
significant relation with
Behaviour

In Table 9, One Way ANOVA is used to find the income wise differences with regard to perception towards
investing in mutual funds during COVID 19 and the behaviour of investors towards mutual funds during the
pandemic. Since, the P value is more than significant level of 5%, hence the difference in perception and
behaviour towards mutual and among income group is statistically not significance.

One Way ANOVA also used to find out the association between number of children and the perception and
behaviour towards mutual funds during COVID 19. Since, the P value is more than significant level of 5%,
hence the relationship is statistically not significant.

Table — 10
Paired Samples Statistics
Mean N Std. Deviation Std. Error Mean
What was your risk tolerance
. level before COVID? 192 3 76 060
Pair 1 What is your risk tolerance level
during COVID? 2.15 93 .642 .067

Table 10 exhibits the mean score of risk tolerance level before COVID 19 and during the COVID 19. The
average risk tolerance level before pandemic is 1.92 whereas the mean score is 2.15 during COVID 19. It shows
retail investors having positive mindset towards investing in mutual funds during the pandemic.

Table — 11
Paired Samples Correlations
N Correlation Sig.
What was your risk tolerance level before
Pair 1 COVID? & What is your risk tolerance 93 266 .010
level during COVID?

Table 11 exhibits the relation between risk tolerance level before and during COVID 19. The correlation
showing positive value which is 0.266 having significant P value (<0.05).
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Table — 12
Paired Samples Test
Paired Differences t df | Sig. (2-
Mean Std. Std. Error |95% Confidence Interval tailed)
Deviation | Mean of the Difference
Lower Upper

What was your risk
tolerance level
9.
pair 1| Cefore COVID? -1 5,01 739 077 _378 074 |-2946| 92 | 004
What is your risk
tolerance level

during COVID?

Table 12, Paired T- test is used to find out the differences in risk tolerance level among the retail investors
before the pandemic and during pandemic. The average tolerance level before pandemic was 1.92 and 2.18
during the pandemic. This difference in risk tolerance level is statistically significant. (t=-2.946, df=92,
P=0.004). P value is less than the accepting value at 5% significant level. This clearly shows that the investors
with positive perception taking more risk towards investing in mutual funds even during the pandemic.

SUMMARY AND CONCLUSION

From the analysis, which was based on the responses from survey can be concluded that most of the investors
still not investing in mutual funds as they don’t have enough knowledge to invest due to which they invest in
other investment avenues available in the market. The study confirms that those who are investing in mutual
funds, they feel comfortable and having positive mindset towards investing in mutual funds even in during
pandemic. From the T-test and One Way ANOV A can be conclude that demographic variables such as gender,
income number of children doesn’t impact on perception and behaviour of investors investing in mutual funds
during COVID 19.

The present study analysis that during the pandemic, investors have taken decisions positively in relation to
investing in mutual funds without any fear of loss. From the paired T-Test, it was found the investors’ risk
tolerance level of investing in mutual funds has increased significantly.
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ABSTRACT

The Covid-19 pandemic had wrostly affected the readymade garment (RMG) industry in India. This study is
based mainly on secondary data from various sources which are descriptive in nature. It is the effort to find out
the impacts on this informal sector which provides large scale employment to weaker section of the society. It
aims to study the overall impact on this decentralised industry and the measures undertaken by the small
entrepreneurs as well as government of India. The export trends for readymade garments were on the decline in
early 1920 and after spread of this pandemic worldwide, the manufacturing activities were greatly affected.
Orders started cancelling, the RMG factory owners forced to cut down their employees and all other means to
mitigate the impact. There were large scale shut down of small, micro units, continuous lay offs. Initially,
workers faced salary cuts, later resulted into job loss. These migrant employees in RMG industry had no option,
but to go back to their native places with no money in their packets. After first wave in 1920, little efforts were
made to re-start the industry, but the second wave gave a big blow to revival the manufacturing activities. The
RMG industry received support from Indian government in different packages which help them to recover from
depressive conditions. After deteriorating graph of pandemic showed some signs of recovery in July 2021
onwards. The central and State governments had undertaken many monetary and non-monetary measures for
RMG industry.

Keywords: Readymade Garment industry, Covid -19 pandemic, Omni measures, Supply chain management,
Apparel industry.

1. INTRODUCTION

The COVID-19 pandemic led to nationwide lockdowns and for over a year now, many people are working from
home. Public gatherings and family functions, too, have been limited. Which means far lesser need to shop for
new clothes? All these have had an impact on the readymade garment industry. Just when things had begun
recovering post September 2020 and looked to getting back to pre-COVID levels, the second wave of COVID-
19 struck, forcing various states to announce fresh lockdowns. It is going to delay the recovery in the sector.

Domestic demand accounts for almost three quarters of overall demand and the second wave coupled with the
fresh curbs in various states may have pushed the recovery to pre-pandemic levels by at least a year, feels
ratings agency CRISIL.

The Indian economy is likely to encounter economic slowdown due to the lockdown caused by ongoing
coronavirus (COVID-19) pandemic throughout the country and the central government along with country’s
central bank has initiated many measures to tackle the financial and economic recession, Dev & Sengupta
(2020). Because of the continuous COVID-19 pandemic the readymade garments industry is experiencing
production postponement, cancellation of orders and these are resulting losing jobs, pay cut, employees health
related complexities and many more problems. Government has showed priority importance to save the
industry, Shimanta, at el. (2020). They further mentioned that COVID-19 has affected the supply chain
system of the garments industry worldwide. The ongoing coronavirus pandemic due to COVID-19 is creating
influential impacts for the worldwide value chain for apparels.

There are many segments of global readymade market like type of fabric, type of applications, type of products,
region wise, age group wise etc. Nowadays sports wear, casual wear, formal wear, woven, non-woven, knit,
kids wear etc. are in great demand as the standard of leaving in developing countries like India, Pakistan is
improving gradually. During pandemic the online shopping & e-commerce activities rose new heights due to
preference of customers in urban areas. The ever increasing logistics support helped to boost the trade in RMG
and Apparel industry.

The whole world including US and EU stirred the readymade garments markets on the advent of corona
pandemic. The consistent demand for apparels and RMG declined for temporary period. The production in
MSME factories is disrupted the supply chain totally. All types of fabrics woven, knitwear, non-woven got
disturbed because of social distancing policy measures adopted by government to stop spread of pandemic.
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The consumers has influence of fashion trends stimulating demand for readymade garments. They want
uniquely designed fashion wears like celebrities. Growth in sports, ultimately derived demand for new age
garments from toddlers to old age group. The e-commerce players like Amazon, myntra, flipkart, has triggered
the demand for readymade garments through aggressive digital marketing. This inspired the medium and large
scale manufacturers to reap benefits of social media & digital marketing by opening their online fashion shops
which keep the consumers with recent & emerging fashion trends even in pandemic situation.

The use of internet increased significantly due to movement restrictions by government and easy comparisons
of prices on shopping websites got added advantage for the shoppers. The business community offered them
variety of apps declaring great discounts and variety of products for all the categories of customers all over the
world. The manufacturers saved lot of expenditures on physical outlets or showroom, cost of electricity,
employees etc. In total, all these elements backed the growth of RMG industry with gradual decrease in the
spread of corona pandemic.

2. LITERATURE REVIEW:

The garments industry faces several obstacles in its way of activities including lack of efficient workers, safety
& security, shortage of power and energy supply, difficulties in financing, social and buyer compliances etc.
Proper management and collaborative initiatives may resolve these barriers, Islam, at el. (2016). The fashion
sector of the RMG industry’s future has faced uncertainty due to COVID-19 pandemic. With the increase of
lockdown this sector is likely to face firing from job, bankruptcy and financial insolvency, Brydges & Hanlon
(2020).

Sultan, at el. (2020) studied that a great number of garments workers is likely to get affected due to coronavirus
pandemic ranging from pay cut to job loss. These issues will impact the socioeconomic condition of the country
and to tackle the crisis of the RMG industry the trade leaders along with the government support should
formulate proper policies.

Governmental guidelines of maintaining social distancing has resulted to the downsizing and even shut down of
many supplying entities especially in the developing countries like India. Subsequently many international
buyer brands have cancelled or postponed some of their orders, Pasquali & Godfrey (2020). Due to the
coronavirus pandemic many RMG factories have lost their affordability to disburse salary and wages of their
employees and workers and have sent back the workforce to home without wages, Sen at el. (2020).

3. OBJECTIVES:
1. To investigate the impact of Covid-19 on labour force & employment in Readymade Garments (RMG)
industry of India.

To understand the recent trend in RMG & Apparel Industry.
To assess the Key Shifts in Apparel industry post Covid.
To study the rise in demand for athleisure & opportunities in the Apparel industry.

To explore the challenges & problems in the RMG industry.

AN

To find out solutions to overcome the pandemic crisis in RMG industry.

4. METHODOLOGY

This is a descriptive research based on secondary data from different published sources. Relevant national and
international literatures have also been reviewed in conducting the study that has increased the validity of the
research. Secondary data were collected from newspapers, research magazines, government reports, data from
textile ministry. Different statistical tables have been used to present the data and result of the research.

5. Impact of COVID-19 on Labour Force and Employment

The announcement of lockdown in the whole India since March 2020 resulted in complete standstill transport
facilities like trains, national and international flights that tremendously hurts the business activities in India.
The covid -19 has not only scared the global community by engulfing most of the countries in the world but
deterred growth rate of Indian economy.

5.1 The Impact of Pandemic on various sectors of Indian Economy:

5.1.1 Employment level in India:

Textile & Apparel industry is one of the largest provider of employment to skilled & unskilled labour in India
about 5 crore people. The miracles observed for the daily wage workers in the RMG industry. The owners

1338

Special Issue on Current Trend on Research in Applied Science, Management and Technology



Asian Journal of Organic & Medicinal Chemistry ISSN Online: 2456-8937
Vol. 7 No. 1 (January - March, Special Issue - 11l 2022) UGC CARE APPROVED JOURNAL

initially tried to provide all types help in different ways to retain their employees, but extension of lockdown
forced them short term closure of their factories and lay-offs. This has destroyed the marginal workers in this
informal sector forcing them to go back to their native places in villages where they could at least survive with
governments’ measures to safeguard the weaker sections.

5.1.2 Supply of raw material, Exports worldwide:

The rapid spread of corona pandemic in Europe & US proved dangerous for Indian garment exporters on large
scale, as it constituted 60% of the total export from India. Subsequently, domestic demand fell rapidly as
lockdown restricted the movement of people nationwide. The order cancellations & postponement of export
receivables rose working capital requirement and no support from banking industry on loan repayment etc.
Indian government declared the recovery package for RMG industry little late as compared to our competitors
such as Bangladesh, Vietnam, and Srilanka.

In addition to this, All India level closure of all types of economic activities halted every new business
expectations of RMG industry. Exporters had no option but to sell their inventories in the domestic markets
with bare margin or even cost to cost or at a loss. Every industrialist were under pressure as there were no
guarantee of pandemic situation will continue until what time.

5.1.3 Money flow restraints:
With the pandemic crisis, the cash flow in the RMG industry stopped largely. Decline in yarn & fabric export,
competition from cheaper import made their life miserable.

5.1.4 Source chain commotion:
Disruption in Import and export complied the garment owners to source locally for the raw materials, unskilled
local labourers to sustain their activities with little improvement in the market conditions.

5.1.5 Customer mawkishness:

The strict rules of social distancing for safety of masses demoralised the customer sentiment on large scale.
Unpredicted lockdown condition with no guarantee of reopening of markets, loss of jobs, and depression like
condition completely dampen the spirit of consumers.

The industry organisations appealed the government to cater the relief package the earliest to save this labour
intensive industry, which provides large-scale employment to common people. Otherwise, the survival of RMG
& Apparel industry was impossible.

6. The new trend in RMG Industry:

In 2019, the valuation of global readymade garments was $ 984 billion with projection of CAGR of 8.8% to
reach $ 1268 billion by 2027. The China, US & EU played the dominant role in global RMG & Apparel market
in 2019.

The coronavirus pandemic turned into an opportunity, for many e-commerce entities in the RMG market. The
McKinsy & Company’s Fashion 2021 report states that industries necessity to lessen complication and find
diverse ways to heighten full-price sell-through to cut inventory levels by taking a demand-focused method to
their collection approach.

As per the ET Retail report, the ecommerce industry too became the victim of second wave of pandemic. The
sales dipped by 22%, but overall picture is promising due to growth of online shoppers in 2022 assuring long
run rise in the demand by customers on gradual disappearance of corona pandemic.

The work from home culture has changed the dressing sense of working class people, which increased the
demand for T-shirts and other non-formal, wear greatly.

5.1 Key Shifts in Apparel industry post COVID-19.
5.1.1 Social Media is a Dominant source of influence:

5.1.2 Increasing E-commerce but brick & Mortar to stay relevant:
5.1.3 Casualization of Wardrobe, focus on athleisure

The customer’s choice towards their wardrobe moves for comfort wears especially athleisure. The Retail
resurgence report of BCG clears that the buoyant growth in demand for different segments of athleisure will
touch Rs.5781 billion by 2024.
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6. Ecological and Decent Style:

With Coronavirus pandemic, people become aware to use high quality recyclable material in the fashion world
too. Fashion industry is often targeted for creating environmental pollution. The people has understood their
responsibility towards climate change , environment protection due to pandemics. They preferred for eco
friendly clothing materials. Well-known fashion brands has changed their concept of conscious fashion in India.

6.1 Underclothing:

Due to Corona pandemics people became more cautious about personal hygiene and body care. There is a
gradual increase in the demand for innerwear for both men & women category. Leading brands adopted
advanced technologies to raise their market share.

6.2 Ready-to-wear clothes:

Even during pandemics the demand for major fashion brands such as Indya, Taavi etc. sustained for last few
years. Customers enjoyed shopping these ready-to wear online on various platforms regularly. The study reveals
that this trend will continue in the current year too.

6.3 Children wear:

Children were considered as the most vulnerable for the covid -19 infection. Parents disallowed their children to
go out for the threat of infection. As a result, a huge rise is seen in demands for children wear in 2021 by about
200%.

6.4 Growth in demand for Athleisure:
Work-from-Home approach has saved lot of office overhead expenses of the corporate world. It has raised
demand for athleisure significantly.

6.5 Expanding healthiness & wellness Awareness in Covid-19:

One of the great advantage of the fear of spread of corona virus inculcated the habit of use of masks. Mask use
has resulted in prevention of public from many airborne diseases. This has created demand different types of
masks and fabrics among women for scarf.

7. Prospects in the RMG Industry

The gradual phasing out of Corona pandemic have opened up many avenues for fashion industry in the form of
online & digital shopping. It is compulsion for everyone to become tech savvy. Being clothes are one of the
basic needs, and essential commodity of social need, its demand slowly started inching high in recent period of
corona relaxation. At present, there is drastic fall in corona patients the municipal corporation too have reduced
their rescue camps on large scale. This is going to be a great boost for growth of RMG industry.

The government efforts to provide continuous support to the textile & RMG industry have resulted in another
dose of investments for textiles & RMG sector. Textile parks under the Scheme for Integrated Textile Parks:-

e Completed:- 22
e Qperational:- 17
e Under Construction:- 20

In every budget, government is keen to improve the helping hand to this industry in view of bright prospects in
international market. In 2021 budget, the Indian government has planned to set up 7 mega parks in the next
three years. Government has reduced the custom duties on yarn, nylon fiber, and nylon chips to 5%. These
positive steps taken government has painted ray of hope on the horizon for textiles & apparel industry.
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9. Present Difficulties in the RMG Industry:
The novel tendencies, shifting buyer behaviors, and marketplace moves have outbuilding a light on the new
difficulties in the e-Commerce RMG industry is experiencing in the aftermath of the pandemic:-

1. Strain in handling tailored order distribution
Incapable to line up warehouse operations manually within such tough period

Problems in selling pandemic essentials such as face masks in combo packs

Ll

Incapability to achieve timely distributions, leading to higher percentage of Customer Initiated Returns
(CIR)

5. Tough to bring into line multiple sales channels
6. Back-breaking for e-Commerce stands to achieve multiple sellers
7. Late and ineffective distribution of products
8. No stock turning leads to out-of-date stock
9. The enlarged cost of Converse Logistics
10.inefficient management of returns and withdrawals
Solutions to the problems in RMG industry:

Annexure

Chart 1: Sharp recovery in RMG exports
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1. Delivering Omni channel Experiences

It has become rather imperative to provide a seamless experience to the customers on all the touchpoints.
Integrating and aligning offline and online channels together helps both the businesses and the customers
develop a better relationship. Omnichannel retail not only offers unhindered shopping experiences to customers
but also helps in keeping the inventory and stock levels uniform.

2. Serving directly with D2C business model

D2C is quite a recent approach wherein brands deal with the customers directly, eliminating the intermediaries.
While many new brands are adopting this strategy, some established brands are switching from traditional
business models to D2C models. The biggest advantage for a D2C brand is that they can shorten the time to sell
the products, giving their customers a better price while earning a higher margin. Direct to Consumer (D2C) e-
commerce allows the original brand voice to come in front, letting brands have a better engagement with their
customers.

3. Advanced Warehouse Management

This system help to track the count of inventory, manage dispatched and allocate orders, making the flow of
operations simpler and efficient. Moreover, you get the real-time update of the entire warehouse operations
across multiple locations.

4. ERP and Bundle management — Every types of ERP systems like Tally, Oracle, SAP etc. has combined
into omni channel software product to increase efficiency across many sales channels.

5. Logistics Assimilation — This assists in decreasing orders cancellations and returns because it automatically
run s the process to ensure right product delivery to the customers.
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6.

Integrated Merchant Boards — With this system in action, e-commerce retailers can faultlessly manage
suppliers via centralized login.

. Integrated Inventory Administration — To empower greater cost savings, the well-organized Inventory

Management system limit bad stock and reduces the danger of overselling.

. Precise Report Scrutiny - This permits the firm to investigate and examine its daily operations with

Dashboard segment. The Firm can track the number of orders fulfilled, Sales achieved, Returns progressed,
etc.

. E-commerce Returns Administration —It compromises a inclusive returns management solution through a

integrated panel to manage returns across all sales channels intensifying the firm’s overall sales profits.

CONCLUSION

In post corona pandemic scenario, the RMG industry is going to benefit infinitely, as there is increasing demand
for new brands and changes in fashion. The government is too keen to provide packages to the development of
RMG industry in India. A systematic and integrated approach will certainly overcome the various difficulties in
post pandemic period and Russia-Ukraine war aftermath. The novel business model is the need of an hour for
brands to stabilise their share in global market. For this digital marketing, online advertising, social media
marketing will increase the competitiveness of RMG industry.
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ABSTRACT

According to the data published by the Centre for Monitoring Indian Economy, Corona Virus pandemic’s
immediate effect resulted in nearly 23 million job losses. Nearly 230 million Indians affected and become
relatively poor in these initial months of the pandemic mainly due to lockdown and other pandemic related
reasons.

Over the past one year, due to Covid-19 pandemic and slowdown, many Indian companies cutdown their
costs, as a result nearly two third of employee were not given any variable pay or weregiven reduced variable
pay as part of their cost-to-company (CTC). Many employees wantedrestructuring of salary with a higher
fixed pay even if that means the overall CTC is a little less. Moreover, due to the lockdowns in different parts
of the world, many employees were forced towork from home. As working from home became the new
normal, these are now demanding awork-from-home allowance. As a result, work from home, life/medical
insurance, home office set-up allowance, work from anywhere and flexible hours are being sought as high-
priority benefits. Younger employees are also expecting, employee stock options and retention bonus as long-
termincentives from organizations. The impact on remuneration, such as reduction in total pay wasprominent
in most of the small companies with less than 1,000 employees, mostly in the real estate, infrastructure and
hospitality sectors.

This research will focus on the larger companies in sectors such as consumer, retail, e-commerce, pharma,
healthcare and life sciences as well as education sector for their impact on remuneration and cost to company.
This research paper attempts to find out the expectations of the employees regarding the restructuring of their
salary after the Covid-19 pandemic, through the secondary datacollection and the data analysis was done using
Excel.

Keywords: Cost to Company (CTC), no variable pay, reduced variable pay, restructuring of the salary, a work-
from-home allowance.

1. INTRODUCTION

Role of compensation especially maintaining Cost-To-Company (CTC) in retaining top performers, who are
more valuable than ever in this turbulent environment of COVID-19. Due to COVID-19 lockdowns, it was
economically challenging for organizations to retain their employees. Organizations started to part away with
those employees that were redundant or not adding any value to the organization’s output. Organizations
expected that employees can work from home, which means that the numbers of offices and workstations
employees were reduced. The immediate effect of the COVID-19 was that many industries were started
working remotely. Employees and organization had adopted virtual meetings software’s and applications and
there was enough proof available which can prove Indian employees can effectively function from homethat is
outside the traditional office environment. In many industries, physical presence ofemployees at the office was
not mandatory. Many organizations start saving rent for their office premises as now they require smaller office
space for their offices or they can give extra space onrent. As organization could save the occupancy costs, they
could add it to their profit.

Work-from-home policy have resulted in many logistical and even behavioral challenges for the organization,
but at the same time this work from home resulted in to the overhead cost saving. Impact of not meeting your
customers, stakeholders may be there and it need to pay attention for survival of the organization.

As the organizations could manage business meeting remotely, they could save on the travel expenses for the
business meetings. The need to meet face to face to grab any business opportunitymay require in the near future
also.

In the near future, the organizations are required to pay attention the economical and psychological impacts of
Covid-19 pandemic. On one hand organizations are saving in the operating cost due to work from home
environment but on other hand these saving can be neutralized by the IT and infrastructure related expenses.
The change in human behavior like less travel, health issues, less group/team activities results in the shutdown
of the certain business or industry as a whole.
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COVID-19 time is a challenging time in which organizations can slash traditional expenses from their
prospective operating budget. COVID-19 had giver some unique opportunities of cost savings but that may
responsible for organization’s long-term prospects.

2. REVIEW OF LITERATURE

When the review of literature done on this topic different research gives the following insights: During the
initial months of pandemic i.e., March 2020 to May 2020, due to lock down many companies became bankrupt
and millions of employees lost their job over nearly 40 countries in the world.

Retaining Skilled Workers: A Challenge to Companies during Pandemic

To retain their skilled employees, organizations gave temporary wage subsidies. To prevent masslayoffs, and to
recover production after lockdown ended, companies ensured that workers continued to receive at least part of
their usual wages, even if some workers had to take wage cut.

In other countries, where unemployment did not increase as much — possibly owing to the use of

Impact of Covid-19 Pandemic: Shift in the Work Environment

Another impact of Covid-19 pandemic was that due to lockdowns in different parts of the world, and
restrictions on travelling, work from anywhere was the policy adopted by many companies. As a result, this
pandemic impacted the work environment. Service industries, mostly the information technology industries
adopted the work-from-home policy. According to one research, nearly 60 % of the employees had upskilled
themselves during the lockdown and these employeeswere mostly with the work experience of 10-14 years. On
the other hand, the employees in the agegroup of 26-35 years, believed working from home were a better option.

Impact of Covid-19 Pandemic : Compelled Companies to cut costs and lay off their staff
The pandemic had compelled many companies to cut their costs for their survival. Many companies have
resorted to reducing the employees’ salaries. Some companies had even asked their employees to go on leave
without pay. Such employees were ready to face salary cuts and continue with their current jobs, and they were
not looking for new jobs. Fresh hirings were put on hold by many companies. Most of the companies in the
wholesale and retail industry had frozenthe salaries of their employees and/or reduced salaries.

Impact on the Salary Structure : Additional Pay for Employees Physically Present in Organizations

It was also observed that, there was a change in the salary structure of many employees who were physically
present in the organizations during the pandemic. Many companies gave such employees additional pay which
were typically 10% above the baseline compensation. The industries with the largest percentage of companies
providing additional pay were from few sectors like, the financial services, wholesale and retail and
manufacturing. However, according to their corporate requirements, the companies were implementing such
policies. Moreover, to retain their crucial talent, companies were considering to offer allowances and spot
bonuses.

3. RESEARCH METHODOLOGY

This research focuses on the larger companies in sectors such as fast-moving consumer goods (FMCGs), retail,
e-commerce, pharmaceuticals, healthcare and life sciences, information technology as well as education sector
for the impact of Covid-19 pandemic on their remunerationand cost to company. This research paper attempts to
find out the expectations of the employees regarding the restructuring of their salary after the Covid-19
pandemic, through the secondary datacollection and the data analysis and data representation using Excel.

4. Data Representation and Data Analysis
Data Analysis was done using Excel and data representation was done using Pie-charts.

4.1 Impact of COVID-19 on Employees' Total pay (fixed + variable)

Impact of COVID-19 on Employees'
Total pay (fixed + variable)

Increase
15%

Figure 1: Impact of COVID-19 on Employees' Total pay (fixed + variable)
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45 % of the respondents experienced no change in their total pay due to the Covid-19 impact. Outof them,
younger respondents, that is employees having work experience of less than five years and those having work
experience between 5-10 years, did not experience major changes in their total pay. Moreover, considering the
organization size, employees of large organizations, that is, organizations with 1,000-5,000 employees and
5,000+ employees, also did not experienced any change in their total pay during the pandemic. Sector-wise, it
was observed that employees working in the fast-moving consumer goods (FMCGs), retail and e-commerce,
pharma, healthcareand life sciences, information technology, media and telecom sectors did not experience any

change in their total pay.
4.2Decrease in the Total Pay (Fixed + Variable)

Decreasein the Total Pay ( Fixed + Variable)

® Decrease by less than

10%
|

/ m Decrease by more than

Figure 2: Decrease in the Total Pay (Fixed + Variable)

Out of the 40 % respondents, who experienced decreased in their total pay, it was observed that, 59% of
employees experienced more than 10% of decrease in their total pay. Most of the employees of the real estate
and infrastructure sector experienced decrease in total pay of more than 10 %, whereas the education sector

experienced a decrease in total pay of less than 10%.

4.3Impact of Covid-19 on the Employees’ Fixed Pay
Impact of Covid-19 on the Fixed Pay

'\ ® Temporary reduction

Mo increment
\ ’ Deferred increment

Figure 3: Impact of Covid-19 on the Employees’ Fixed Pay

63 % of respondents experienced temporary reduction and/or no increment in their fixed pay dueto Covid-19.
Most of these employees were from real estate and infrastructure sector, where as 37

% of employees surveyed experienced increment as usual, which were mostly from financial services as well as
pharma, healthcare and life sciences sectors.

4.4Impact of Covid-19 on the Variable Pay
Impact of Covid-19 on the Variable Pay

26%
— B Decrease in
: thepercentage

Figure 4: Impact of Covid-19 on the Variable Pay
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31% of employees experienced no variable pay and 33 % experienced decrease in the percentageof variable pay
due to the pandemic. Most of the small organizations (with less than 100employees) and the real estate and
infrastructure sector and hospitality sectors were observed to have negative impact of Covid-19 on their variable
pay.

4.5Additional Employee Benefit Expected from Organizations in the light of Covid-19Pandemic

Additonal Exaplovee Benefit Expected from
Organizatons in the licht of Covid-19
Pandernic

Life fteedical insuranc e

[
26% Home office s=top

allowance
Work frorn annrhere

m Flexible hours

Figure 5: Additional Employee Benefit Expected from Organizations in the light of Covid-19Pandemic

26 % of the employees expect life / medical insurance as benefits from their organization. Most ofthe employees
of more than 20 years would like their organizations to offer life / medical insurance. 24 % of the employees
surveyed would like to have home office setup allowance as additional benefit. It was observed that most of these
employees were from organization with 1,000

— 5,000 employees and mostly from the information technology sector. 30 % employees were expecting their
organizations to allow them to work from anywhere. Employees in consumer, retailand e-commerce, pharma,
healthcare and life sciences and public sector would like the provision to work from anywhere.

5. RESULTS AND DISCUSSIONS

Impact of Covid-19 pandemic on the remuneration and CTC was different across different groups.The younger
respondents, that is employees having work experience of less than five years and those having work experience
between 5-10 years, did not experience major changes in their total pay. Large organizations with more than
1,000 employees also experience no change in their totalpay. Impact of Covid-19 pandemic was different for
different sectors as well. The employees working in the fast-moving consumer goods (FMCGs), retail and e-
commerce, pharma, healthcare and life sciences, information technology, media and telecom sectors experienced
no major changein their total pay.

However, decrease in the total pay was observed more in the real estate and infrastructure sector,the decrease
being more than 10 %. The decrease in the total pay was also observed in the educationsector, but the decrease was
less than 10%.

Considering the impact of Covid-19 on the Employees’ Fixed Pay, it was observed that majority of respondents
experienced temporary reduction and/or no increment in their fixed pay due to Covid-19. Most of these
employees were from real estate and infrastructure sector, where as some employees, mostly from financial
services as well as pharma, healthcare and life sciences sectorsexperienced increment as usual. The impact of
Covid-19 on the Employees’ Variable Pay, it was observed that most of the small organizations (with less than
100 employees) and the employees of real estate and infrastructure sector and hospitality sectors were affected
observed to have negative impact of Covid-19 on their variable pay.

Considering the expectations of employee regarding additional benefits from their organizations, the employees
with more than 20 years of experience, would like their organizations to offer life / medical insurance.
Employees were from organization with 1,000 — 5,000 employees and mostlyfrom the information technology
sector, would like to have home office setup allowance as additional benefit. However, employees in consumer,
retail and e-commerce, pharma, healthcare and life sciences and public sector would like the provision to work
from anywhere.

6. CONCLUSION

In the turbulent environment of COVID-19 pandemic, maintaining Cost-To-Company (CTC) in retaining their
top performers, was economically challenging for organizations across the world. Impact of Covid-19 pandemic
on the remuneration and CTC was different across different groupsas well as across different sectors. Small
organizations with less than 100 employees faced this challenge more than large organizations, as a result
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employees of small organizations experiencedtemporary reduction and/or no increment in their fixed pay due to
Covid-19. Most of these employees were from real estate and infrastructure sector and hospitality industry,
however, someemployees, mostly from financial services as well as pharma, healthcare and life sciences sectors
experienced increment as usual.

Higher negative impact of Covid-19 was observed in the real estate and infrastructure sector, wherethe employees
experienced more than 10 % decrease in their total pay.

The immediate effect of the COVID-19 was that many organizations started working remotely. Employees and
organization had adopted virtual meeting software and applications and there wasenough proof available which
can prove Indian employees can effectively function from home thatis outside the traditional office environment.
For many employees from the service sector, physical presence at office was not mandatory. As a result,
employees from organization with 1,000 — 5,000employees and mostly from the information technology sector,
expected their organization to provide them home office setup allowance as additional benefit. However, in the
light of Covid-

19 pandemic, the employees with more than 20 years of experience, were expecting theirorganizations to offer
life / medical insurance as additional benefits.

There is an increasing need by the organization to pay attention towards the negative business impacts of
COVID-19, both economically and psychologically in the near future. On one hand, organizations are saving in
the operating cost due to work from home environment but on other hand these saving can be neutralized by the
IT and infrastructure related expenses. Moreover, to retain their top performers, employers need to provide their
employees with life/medical insuranceas additional benefits.
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Impact of Covid-19 on Indian Banking Sector: An Analytical Study

Savitri Kulkarni
Department of Commerce, Government First Grade College Chittapur, Kalburgi Karnataka, India

ABSTRACT

The COVID-19 has challenged Indian Banking sector adversely. The deadly disease is impacting the Banking
segment in numerous ways - from business progression issues and Banking functional contemplations to the in
general monetary viewpoint. In Indian Banks reported an Increase in NPAs, demand of credit and in turn
impacted profitability. Because of the shutdown, there were no source of Revenue and expenses were
increasing. So, Public were demanding advances and on the other hand they were not in a Position to repay the
same loan. So, liquidity crisis arose. To overcome this situation, Hold bank of India and focal Government has
gone to numerous lengths to give alleviation to the general population. In this Research Paper an attempt is
made to analyse the relationship between NPAs, Advances and Profitability due to COVID-19 and also
highlighted of measures taken by Reserve bank of India and government in Indian Banking sector. For the
purpose, we have analysed four Indian Banks i.e. SBI, Bank of Baroda, HDFC Bank, Axis Bank in this 5 Years
period from 2014-15 to 2019-20. The data was analysed with statistical tools like correlation coefficient to
determine the impact of NPAs and Advances on profitability. A few specialists accept that financial area chiefly
in India invests in some opportunity to recuperate from the effect of this pandemic.

Keywords: Banking, NPA, Covid-19, Net Profit, Economy

INTRODUCTION

In January 2020, Covid arose in India and hit huge number of lives with great many passings across the world.
To battle with COVID-19, Indian Government reported total lockdown in the nation beginning on March 24,
2020 and the equivalent was reached out to third May, 2020. A comparative move has been made by numerous
states all over the planet. Notwithstanding, this sort of measures taken by Indian Government to control the
spread of Coronavirus pandemic affected the GDP of the country in problematic manner. One of the main areas
of Indian economy is banking area which is answerable for every one of the monetary exercises happening in
the nation and filling in as a supporting hand to each of the enterprises in term of financing, credit, exchanges,
assortment and installment, etc. Coronavirus has caused such a lot of repercussions in the presentation of the
Indian financial area as far as NPAs, Profitability, progresses and so forth Indian banks have confronted a
trouble during the pandemic time frame and it has changed the productivity of the Indian banks. They have
confronted many difficulties and the progressions they made, have affected on their budget reports. One of the
center effects was a direct result of the increment in NPAs, no reimbursements of advance and request of credit.
Furthermore, these might be the purposes behind the banks to decrease their benefit from the year 2019
onwards. To decrease the effect of COVID-19 on Indian Banks, different arrangement measures were taken by
Reserve Bank of India and focal Government at focus level and state government at level. a few specialists
accept that Banking area fundamentally in India might invest in some opportunity to recuperate from the effect
of this pandemic.

Introduction of Indian Banking distribution

Prior to talking the main problem, let us first know a foundation of the Indian Banking area. A bank is an
establishment which acknowledges stores and loan cash to needful people, finance managers and legislatures.
Banks are viewed as dependable all over the planet.

The singular realizes that the cash will be protected in the bank when contrasted with elsewhere. Other than this,
banks offer different types of assistance, for example, fixed store, advance offices plans, charge and Visa
offices, and so on In India, right now there are 33 banks, out of which 12 are public area banks and rest 21 are
private area banks. The banks have predominant situation in India's economy and it is significant donor towards
different region in India. Tragically, a large number of the exhibition marks of India's banks have confronted
negative circumstance since most recent five years. The present circumstance holds precise if there should arise
an occurrence of PSBs as they appear to be more wasteful contrasted with their friend gatherings. To improve
consequence of effect of Coronavirus on Indian banks, one should be had some significant awareness of the
elements that influence the benefit of bank.
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LITERATURE REVIEW

Vikas Kumar and Sanjeev Kumar (Jan, 2021) had carried out researchon “Effect of Covidl9 on Indian
Economy with Special Reference to Banking Sector: An Indian Perspective" demonstratesoverview of the effect
of COVID-19 circumstance on Indian economy and its financial area and furthermore examinations the
different approach measures taken by Reserve Bank of India and Indian Government at focus level and state
level to work on the current monetary circumstance of the country. Ambrish Kumar Mishra, Archana Patel and
Sarika Jain (Feb, 2021) completed an examination study named "Effect of Covid-19 Outbreak on Performance
of Indian Banking Sector" shows repercussions of the Covid-19 in the presentation of the Indian financial area
by making and assessing the biggest far reaching information base called cosmology (Covid19-IBO) to get
semantic data, in continuation of similar they address not many significant exploration inquiries regarding
Indian economy. Jitender Singh and Dr. B. S. Bodla (2020) completed an examination study named
"Coronavirus Pandemic and Lockdown Impact on India's Banking Sector: A Systemic Literature Review"
shows the effect of this pandemic on Banks and NBFCs because of lockdown which has come about into
conclusion of every single business association, instructive organizations, public and private Towards
Excellence: An Indexed, Refereed and Peer Reviewed Journal of Higher Education/Dr. Nilam Panchal/Page
446-459 June, 2021. VOL.13. ISSUE NO. 2 https://hrdc.gujaratuniversity.ac.in/Publication Page | 448
workplaces, suspension of method for transportation, and so forth by considering sees communicated by a few
gatherings including market analysts, monetary organizations like IMF, World Bank and counseling firms.
Ashly Lynn Joseph and Dr. M. Prakash (Jul, 2014) did an examination study named "A Study on Analyzing the
Trend of NPA Level in Private Sector Banks and Public Sector Banks" exhibits patterns of NPA in financial
industry, the variables that basically add to NPA bringing up in the financial business and furthermore gives a
few ideas how to beat this weight of NPAon banking industry.

OBJECTIVES OF THE STUDY
e To study the impact of the covid-19 pandemic on the profitability levels on the bank.

e To recognize the relationship among the NPAs, advances and Net profit.

e To study steps taken by Reserve bank of India to overcome the NPAs in Indian banks and what will be the
effects.

RESEARCH DESIGN

It is a descriptive study which tries to establish the relationship between the NPAs, advances and Net profit. The
research undertaken was quantitative research as it was concerned with numerical, applied statistics, and use of
graphs and tables.

DATA COLLECTION
The present study is planned to be carried out with the help of secondary data.

LIMITATIONS OF THE STUDY
e For this study, we have taken only four banks (2 public banks and 2 private banks).

o For the study I have taken only five years’ period for the research including 2019-20.
DATA INTERPRETATION & ANALYSIS

I. Axis Bank
Year NPAs (CR) Net Profit (CR) Total Advances (CR)
2014-15 1316.71 7357.82 281083.03
2015-16 2522.14 8223.66 338774.00
2016-17 8626.55 3679.28 373069.00
2017-18 16591.71 275.68 439650.00
2018-19 11275.60 4676.61 494798.00
2019-20 9360.41 1627.22 571424.00
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AXIS Bank NPAs and Net Profit
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INTERPRETATION

In the above diagram it shows that NPAs for the year 2014-15 is Rs. 1316.71corer and Net Profit for this year is
Rs 7357.82 crore. In the subsequent year, the net profit and NPAs of this bank, both rises i.e., Rs 7357.82 CR
and Rs 1316.71 crore respectively. The reason behind this is the net profit of the bank is higher than the NPAs
of the bank. Thus, there is noeffect of NPAs is seen on the bank profit in the year 2014-15 and2015-16.

For the year 2016-17, the net profit of the bank has decreased to Rs 3679.28 crore and NPAs of the bank has
surpassed the net profit of the bank. The NPAs has increased to Rs 8626.55 corer. Thus, it has seen that the
sudden increase of the NPAs of the bank has majorly impacted the profitability of the bank in the year 2016-17.
The reason of sudden increase in the NPAs in the year 2016-17 is that there was higher liquidity and very less
corporate credit demand. Still the company managed to increase the loan advances in the year 2016-17 butall
the benefits were eaten up by the increase in theNPAs.

In the year 2017-18, the NPAs of the bank doubled compared to 2016-17. This is majorly impacted the
profitability of the bank for the year. The profit of the bank is reduced to Rs 275.68 crore. In the year 2018-19,
the NPAs got reduced and net profit increased. Thus, it is clearly seen
thatthereisaninverselyproportionalrelationshipbetweenNPAsandnetprofitofthebank.

o Pandemic effect:
In the year 2019-20, Net profit and NPAs, both are decreasing.

1. NPAs aredecreasing

2 Disbursement of loan is also increasing Above points the parameters shows that the net profit should
increase. But actually, it is not. The reason behind these are,

1. NPAs are identified higher than the Netprofit
2. There is a huge impact on the Indianeconomy

3. The bank increased the provisions for the NPAs for the year on account of pandemic.
Theabovethreereasonsledtoreducetheprofitabiliofthebankforthe year 2019-20
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I1. ate Bank of India

Year NPAs (CR) Net Profit(CR) Total Advances (CR)
2014-15 27590.58 13101.90 1300026.39
2015-16 42365.78St 9950.65 1463700.42
2016-17 54065.61 10484.10 1571078.38
2017-18 110854.70 6547.45 1934880.19
2018-19 65894.74 862.23 2185876.92
2019-20 51871.30 14488.11 2325289.56
INTERPRETATION

In the above diagram it shows that NPAs for the year 2014-15 is Rs. 1316.71corer and Net Profit for this year is
Rs 7357.82 crore. In the subsequent year, the net profit and NPAs of this bank, both rises i.e., Rs 7357.82 CR
and Rs 1316.71 crore respectively. The reason behind this is the net profit of the bank is higher than the NPAs
of the bank. Thus, there is noeffect of NPAs is seen on the bank profit in the year 2014-15 and2015-16.

For the year 2016-17, the net profit of the bank has decreased to Rs 3679.28 crore and NPAs of the bank has
surpassed the net profit of the bank. The NPAs has increased to Rs 8626.55 corer. Thus, it has seen that the
sudden increase of the NPAs of the bank has majorly impacted the profitability of the bank in the year 2016-17.
The reason of sudden increase in the NPAs in the year 2016-17 is that there was higher liquidity and very less
corporate credit demand. Still the company managed to increase the loan advances in the year 2016-17 butall
the benefits were eaten up by the increase in theNPAs.

In the year 2017-18, the NPAs of the bank doubled compared to 2016-17. This is majorly impacted the
profitability of the bank for the year. The profit of the bank is reduced to Rs 275.68 crore. In the year 2018-19,
the NPAs got reduced and net profit increased. Thus, it is clearly seen
thatthereisaninverselyproportionalrelationshipbetweenNPAsandnetprofitofthebank.

e Pandemic effect:
In the year 2019-20, Net profit and NPAs, both are decreasing.

2. NPAs aredecreasing

2 Disbursement of loan is also increasing Above points the parameters shows that the net profit should
increase. But actually, it is not. The reason behind these are,

4. NPAs are identified higher than the Netprofit
5. There is a huge impact on the Indianeconomy
6. The bank increased the provisions for the NPAs for the year on account of pandemic. The above three

reasons led to reduce the profitability of the bank for the year 2019-20

I1. ate Bank of India

Year NPAs (CR) Net Profit(CR) Total Advances (CR)
2014-15 27590.58 13101.90 1300026.39
2015-16 42365.78St 9950.65 1463700.42
2016-17 54065.61 10484.10 1571078.38
2017-18 110854.70 6547.45 1934880.19
2018-19 65894.74 862.23 2185876.92
2019-20 51871.30 14488.11 2325289.56
INTERPRETATION

From the above, diagrams it is clearly seen that from the year 2014-15 to 2019-20 NPAs are higher than the
Profit inSBI. Reason behind this can be theincrease in total advances year after year
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In the year 2018-19, NPAs of the bank are decreasing compared to the previous year and also Profit is increased
to 862.23 crores from -6547.45 crores. Reason behind growth was:

1. Government Investments
2. Demand from Personal loan segment
3. Better Risk management

From the above data of NPAs and Advances it is clearly seen that in year 2017-18, NPA ratio was 5.72% on the
other hand in the year 2018-19, it decreased to 3.01% which led to greater Profitability.

e Pandemic effect:
After 2018-19, similar position was found out in the year 2019-20 in spite of facing Covid-19 Pandemic.
Reasons are:

1. Digital Payments
2. Increased Interest Income due to rise in Advances
3. Corporate credit demand

BANK OFBARODA

III. The advances were high in the year 2019-20 due to financial crisis of covid-19 pandemic which led to
source of income for SBI in terms of Interest on loans and also because of decrease in NPAs and
profitability was increased.

Year NPAs (CR) Net Profit (CR) | Total Advances (CR)
2014-15 8069.49 3398.44 428065.14
2015-16|19406.46 - 5395.54 383770.18
2016-17 18080.18 1383.14 383259.22
2017-18(23482.65 - 2431.81 427431.83
2018-19 48232.76 433,52 468818.74
2019-20 69381.43 546.19 690120.73
CORRELATION ANLAYSIS

Correlationof AxisBank SBI BOB HDFC Bank

MNet profit&NPAs 0.90 -0.90 0.04 0.97

Netprofit&Totaladvances 0.70 -0.30 0.23 1.00

NOTE:
Ifthecorrelationislessthanlthenthereisreciprocalrelationbetweenthetwovariables.

If the correlation is near 0, then there is no relation between the twovariables.
If the correlation lies between 0.1 to 0.5, then there is moderate impact of one variable on the other.
Ifthecorrelationismorethan(.5, thenthereishighimpactofonevariableontheother.

AXIS BANK:
The correlation between Net profit and NPAs comes to -0.90.

The correlation between the total advances and the Net profit comes to -0.7.

This shows that both the variables have reciprocal relation. The reciprocal relation is justified because the profit
is very less compared to the NPAs of the bank. Thus, NPAs have greater and negative impact on profitability of
the business. Though the advances are increasing, the profitability is hampered because ofNPAs.

SBI:
The correlation between Net profit and NPAs comes to -0.90.

The correlation between the total advances and the Net profit comes to -0.3.

The reason is justifiable for the above correlations. There is reciprocal relationship between NPAs and Net
profit. The reason is that SBI have higher NPAs than their Net profit. Their loan advances have increased in

1352

Special Issue on Current Trend on Research in Applied Science, Management and Technology



Asian Journal of Organic & Medicinal Chemistry ISSN Online: 2456-8937
Vol. 7 No. 1 (January - March, Special Issue - 11l 2022) UGC CARE APPROVED JOURNAL

2019-20. During the pandemic period, people were in need of credit demand. Also the moratorium given to the
customers have led to decrease in NPAs. Thus, their profitability for the year 2019-20 has increased. But the
profitability will hamper in the coming years as they
willneedtomakehigherprovisionsfortheNPAsandthiswillreducetheprofitabilityofthebank.
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BOB:
The correlation between Net profit and NPAs comes to 0.04.

The correlation between the total advances and the Net profit comes to 0.23.

The correlation 0.04 shows that there is no relation between net profit and NPAs of the bank. The reason behind
the same can be the high fluctuation in the Net profits. Net profits for the five years are fluctuating because
there is unevenness in the loan advance. The loan advances have increased in the year 2019-20. For liquidity
purpose, BOB has invoked the Covid-19 restructuring schemes of the RBI for loans worth Rs 7800 CR in the
year2020.

HDFC BANK:
The correlation between Net profit and NPAs comes to 0.97.

The correlation between the total advances and the Net profit comes to 1.

The correlation of Net profit and NPAs shows that there is positive relation between the two. This is because
HDEFC bank has much higher profitability than its NPAs are. Thus, the increasing NPAs does not have impact
or negligible impact on the profitability of the bank. Their advances have increased 3 times from 2015 to 2020,
the same as the Netprofit.

MEASURES & RELIEF BY RBI IN RESPONSE TOCOVID-19:
The measures announced by the RBI were primarily aimed boosting liquidity, expanding credit flow and easing
the stress in the banking and financial servicessector.

AXIS BANK:
The correlation between Net profit and NPAs comes to -0.90.
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The correlation between the total advances and the Net profit comes to -0.7.

This shows that both the variables have reciprocal relation. The reciprocal relation is justified because the profit
is very less compared to the NPAs of the bank. Thus, NPAs have greater and negative impact on profitability of
the business. Though the advances are increasing, the profitability is hampered because of NPAs.

SBI:
The correlation between Net profit and NPAs comes to -0.90.

The correlation between the total advances and the Net profit comes to -0.3.

The reason is justifiable for the above correlations. There is reciprocal relationship between NPAs and Net
profit. The reason is that SBI have higher NPAs than their Net profit. Their loan advances have increased in
2019-20. During the pandemic period, people were in need of credit demand. Also the moratorium given to the
customers have led to decrease in NPAs. Thus, their profitability for the year 2019-20 has increased. But the

profitability will hamper in the coming years as they
willneedtomakehigherprovisionsfortheNPAsandthiswillreducetheprofitabilityofthebank.
BOB:

The correlation between Net profit and NPAs comes to 0.04.
The correlation between the total advances and the Net profit comes to 0.23.

The correlation 0.04 shows that there is no relation between net profit and NPAs of the bank. The reason behind
the same can be the high fluctuation in the Net profits. Net profits for the five years are fluctuating because
there is unevenness in the loan advance. The loan advances have increased in the year 2019-20. For liquidity
purpose, BOB has invoked the Covid-19 restructuring schemes of the RBI for loans worth Rs 7800 CR in the
year2020.

HDFC Bank:
The correlation between Net profit and NPAs comes to 0.97.

The correlation between the total advances and the Net profit comes to 1.

The correlation of Net profit and NPAs shows that there is positive relation between the two. This is because
HDFC bank has much higher profitability than its NPAs are. Thus, the increasing NPAs do not have impact or
negligible impact on the profitability of the bank. Their advances have increased 3 times from 2015 to 2020, the
same as the Netprofit.

MEASURES & RELIEF BY RBI IN RESPONSE TOCOVID-19:
The measures announced by the RBI were primarily aimed boosting liquidity, expanding credit flow and easing
the stress in the banking and financial servicessector.

Repo Rate — RBI announced that it was cutting the repo rate by 75 bps, or 0.75% to 4.4. The Repo Rate was
earlier 5.15; last being cut in October2019.

Reverse Repo — The regulator also announced that it would cut the Reverse Repo rate by 90 bps, or 0.90%.
On a daily average, banks had been parking Rs 3 lakh crore with the RBI. The current reverse repo rate was4%.

Loan Moratorium — In a massive relief for the middle class, the RBI Governor also announced that lenders
could give a moratorium of 3 months on term loans, outstanding as on 1 March, 2020. This is applicable to All
Commercial Banks including Regional, Rural, Small Finance, Co-Op
Bank,AllIndiaFinanciallnstitutionsandNBFCsincludingHousingFinanceandMicrofinance.

CRR - The RBI also announced that the Cash Reserve Ratio (CRR) would be reduced by 100
bps,orl1%,t03%.ThiswouldbeapplicablefromMarch28,andwouldinjectRs.1,37,000crores.

LTRO - The RBI will also undertake Long Term Repo Operations (LTRO); allowing further liquidity with the
banks. The banks however are specified that this liquidity will be deployed in in commercial papers, investment
grade corporate

FINDINGS
Axis Bank has exhibited increase in advances and decrease in Profitability in the year 2019-20 compared to
previous years due to the COVID-19 Pandemic.
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e On the other hand, SBI has reported sudden increase in Profit and decrease in NPAs in the year 2019-20.
Reasons can be strong well established digital platform (SBI YONO) of SBI, Interest income from
increased advances, corporate credit demand and MSME lending.

e Bank of Baroda has reported increase in both NPAs and Profit in pandemic year. Reason behind
profitability can be the rise in revenue from interest income due to the increase in advances.

e HDFC Bank has reported increase in Advances in 2019-20 due to the moratorium given by the banks to
defaulters and NPAs and Profit have not been increased more than it would have been.

Correlation between Net Profit and NPAs

Reforms and measures taken by RBI during pandemic has created enough liquidity in the economy, availability
of credit at lower rates, relief in Reporting requirements for banks due to reduction in daily CRR maintenance
requirements, encouraged surplus fund into productive sectors of the economy in the form of investments and
loans instead of RBI

CONCLUSION

COVID-19 outbreak has hampered the Indian Banking operations and overall Banking sector. Not only banking
sector but it has severely affected every industry across the globe. As industries are attempting to recover, there
is need of some solid measures and strategic initiatives. RBI must take all possible initiatives to maintain
sufficient liquidity in the financial system and its constituents in the face of COVID-19. Government is required
to take decisions and actions to lessen uncertainty and financial stress in the economy. Continuous measures
should be taken to enable the smooth functioning of both money and capital markets. COVID-19 breakdown
has caused severe damage in Banking sector. Actual NPAs will remain suppressed till the extended moratorium
period gets over. According to S&P Global rating, Indian Banking sector will be slower to recover and it will
happen only beyond 2023. The path to recovery will be more painful for emerging market such as India. There
is an expectation of an economic rebound in 2021 because of the release of vaccines. After an economic
rebound also, it may take a full 18 months or more to recover. There is much uncertainty on the recovery path.
For now, we can only focus on systematic measures to revive the profitability and maintain liquidity in the
market.

REFERENCES
1. Dr. Chanduji P. Thakor, 2020, Impact of Covid-19 on Indian Banking Sector: An Analytical Study,
PARIPEX - INDIAN JOURNAL OF RESEARCH, 9 (6) pp 92-93

2. Aldasoro, 1., Fender, L., Hardy, B., & Tarashev, N.A. (2020). Effects of Covid-19 on the Banking Sector:
The Market's Assessment

3.V Asvini, 2022, Impact of Covid-19 Pandemic in the Adoption of Tech- Driven Banking in India,
International Journal of Scientific Development and Research, Volume 7 Issue 3, pp 273- 278

1355

Special Issue on Current Trend on Research in Applied Science, Management and Technology



Asian Journal of Organic & Medicinal Chemistry ISSN Online: 2456-8937
Vol. 7 No. 1 (January - March, Special Issue - 11l 2022) UGC CARE APPROVED JOURNAL

A Study on Role of Ai/MI Supported Bots on Marketing of Products on E-
Commerce Sites — A Customers’ Perspective

Shalini Wadhwa, Karan Lalan and Pranay Lohani
MBA (Technology Management), MPSTME, NMIMS, Mumbai, India

ABSTRACT
Al and machine learning is increasingly being utilized by several e-commerce sites. Chatbots and

recommendation systems are developed using Al and machine learning to improve the marketing of the
products on these e-commerce sites. This quantitative study is conducted to examine buyers’ perception about
effectiveness of marketing of products on e-commerce websites that employ chatbots and recommendation
systems. Research revealed that the people who knew about chatbots and preferred it over a human being
perceived that the artificial intelligence and machine learning techniques were helping the marketing of e-
commerce products. Similarly, buyers who bought products suggested by the recommendation system perceived
that marketing of products has improved on e-commerce websites due to the use of Al and machine learning.

Keywords: Artificial Intelligence, Marketing, Machine Learning, E-commerce, Bot, Recommendation system,
Chatbot, Customer.

1. INTRODUCTION

The term intelligence is the ability and potential of a being or system to apply knowledge and various unique
skills to solve a given problem. Intelligence is concerned with the use of mental ability to solve and learn from
various different situations and circumstances. (Sheikh, S.,2021)

The use of intelligence in the field of Marketing has evolved drastically. It is being used in almost every
organisation to improve its efficacy, yield, revenue, customers etc.

In this paper we will find out the effectiveness of Machine Learning and Artificial Intelligence techniques used
in Marketing of E-commerce products perceived by the customers who use it.

1.1 BACKGROUND

What is meant by the term Artificial Intelligence?

Artificial Intelligence is intelligence exhibited by machines, unlike the ability shown by the human beings. The
word Artificial Intelligence (Al) refers to “machines (or computers) that try to copy "cognitive" functions that
humans associate with the human mind.” (Davenport, T et.al. 2019).

Now a days, Al is playing a vital role in every industry from manufacturing to selling. Every firm is using this
leading-edge technology to increase efficiency.

What is meant by Machine Learning (ML)?

“The study of computer algorithms that updates and learns automatically through experience.” is known as
Machine Learning. It is a part of AL. Machine learning computer algorithms are built on a sample historic
dataset which is also known as the training dataset. It involves computers discovering ways to solve difficult
problems, to make predictions or make decisions that are not even coded in the algorithm. It is done by using
the historical data provided. (Khrais, L. T., 2020).

Machine learning helps in creating models that can train themselves, identify patterns after analyzing the data
and find solutions to novel problems by utilizing the past data. (Celik, O.,2018)

WHAT IS MARKETING?
Marketing refers to various activities an organisation undertakes to promote the product or service to increase
its revenue. In marketing advertising, selling, and delivering products is done through different ways.

Marketing includes everything a company undertakes to get its potential customers' attention and maintain
relationships with them.

Product, Price, Place, and Promotion are the 4P’s which is most important in marketing. These 4 P’s together
form the essential mix which a company wants for marketing their product or service. ( Khrais, L. T., 2020).
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What is the use of Artificial Intelligence in Marketing?

Marketing uses Al & ML techniques to make decisions based on the data collected from customers. Al in
marketing is deployed to ensure swiftness and efficiency. Al gathers data of the customers through the profiles
created by them on the e-commerce sites and tries to discern the taste of customers to interact with them in a
better way.This helps in sending customized messages and ads at the right time. Artificial intelligence is used to
replace marketing teams or to perform more complex tasks. ( Grandinetti, R., 2020)

Artificial Intelligence Marketing is used in almost every firm where media buying, automated decision making,
chatbots, real time personalization, recommendation systems, content generation is needed.

1.2 Benefits of Leveraging Artificial Intelligence in Marketing

There are numerous cases where artificial intelligence has been used in marketing. The benefits of using
artificial intelligence and machine learning techniques are increased speed in doing tasks, higher customer
satisfaction, increased profits, risk mitigation and more. (Grandinetti, R.,2020)

Two of the artificial intelligent techniques used in e-commerce websites are:

RECOMMENDATION SYSTEMS

Recommendation systems are a deep learning technique which aims to predict the user’s interest, what will
he/she purchase next. It uses user’s past purchase history data and uses this data to recommend products which
are interesting to them and most likely going to be purchased by them. In e-commerce, the recommendation
system helps both the sellers and buyers. It helps the seller by finding customers who would like to buy their
products and it helps the buyers by reducing their effort of searching for the right product from thousands of
products by recommending them the product they would most likely buy based on the customers past purchase
behavior. Content-based recommendation and collaborative recommendation systems are the methods which
are most widely used. (M. Li, H. Wu and H. Zhang, 2019) Thus, recommendation systems create the shortest
path to sales by showing the customers the right product from thousands of products and thus increase revenue.

CHATBOTS

With the growth of NLP (natural language processing) via artificial intelligence, chatbots are now being used in
customer services. Customers with more simple queries (repetitive queries which are often asked) can use the
chatbots which will give immediate and precise answers. Simple user queries (queries which are repetitive and
are often asked by users) are answered quickly via chatbots which gives the customer support team more time to
work on more complicated issues. Thus, the chatbot gives a good conversation experience by solving basic
customer queries almost immediately.

2. LITERATURE REVIEW

2.1. History of Al

The idea of bringing lifeless intelligent objects has been in this world for a very long time, even Greeks who
lived centuries ago talked about robots and Egyptians and Chinese about robots and automation (Lewis Tanya,
2014). Alun Turing (1950) was one of the first people who had explored the use of mathematics in artificial
intelligence. He put forward that humans use data and information as well as reasoning to solve various issues
and problems, so he argued that why machines cannot do the same thing. This framework of building intelligent
systems using information and reasoning was discussed in his paper Computing Machine and Intelligence
(Anyoha Rockwell, 2017).

First discussion on Al happened in the year 1956 at Dartmouth College conference (Pan, 2016), and though
many people criticized the progress of Al it flourished in the years 1957-1974. Artificial Intelligence is “the
capability of machines to understand, think, and learn in the same procedure a human being thinks, indicating
the possibility of using computers to simulate human intelligence.” Funds for research in Al and Machine
Learning were cut off in 1974-80, which is also known as the “Al Winter”.

Advent of Deep learning & expert systems made Al flourish after 1993 which was mainly reactive in till 1980s.
Deep Learning made it possible for the computers to learn by training data and expert systems allowed
computers to develop decision making skills. IBM came up with computer named “Deep Blue” in 1997 which
defeated the then chess champion and this marked the supremacy of Al over Human Intelligence A software
that can recognize human voice was also developed in the year 1997.

Earlier in the 1980’s turning did not function properly because the technology at that time was not good enough.
Computers could only execute but could not store commands and computers were also very expensive at that
time. Success of Al could not be attributed to the algorithms; these are the same as before. Success of Al is due
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to the increase in computer’s computational power. Now computers can store a lot of data and do heavy
computations easily which was not possible in the 1980's. According to Moore’s law, the speed and memory of
computation gets doubled every year

Today, Artificial Intelligence stretches far outside the domain of human capabilities. In the current trend of big
data when we have lot of information, Artificial Intelligence is proving fruitful in many sectors such as banking,
marketing, education, entertainment etc.

2.2. Al in Marketing

Al & ML are now leading the advertising world. It is interesting to observe how these technologies are utilized
to transform the data from the company/organisation into valuable marketing insights and to boost a company’s
ROLI. Firms are making informed and appropriate decisions based on insights provided data analytics. Al and
ML have become integral part of marketing these days some key techniques which are commonly used are:

Al uses large data to identify valuable patterns
ML helps to create more advanced customer interactions
A more personalised customer experience with Al

Implementing Al into their business is essential for companies that want to optimize their marketing now-a-
days. These technologies can helpcompanies sort through large datasets. In addition to this, ML helps to make
marketing experience more targeted and personalized (Jarek, K., & Mazurek, G.,2019). This increases customer
traffic and boosts ROI in the long run.( Utermohlen Karl,2019)

Amazon’s 1/3" income comes from the recommendation system it has employed which uses machine learning
algorithm. Same is true for Netflix, it’s 3/4™ income comes from its recommendation system. Artificial
Intelligence will bring considerable changes in how things are done across the industries.( Conick Hal, 2017)

In marketing, Artificial Intelligence might change the way companies interact with customers, marketers would
use advanced toolkits to do their analysis. Artificial Intelligence can perform various tasks such as optimizing
pricing strategies , analyse customer data using numerical data etc. Al operated Bots can assist customers in
locating and identifying the things they may be looking for in retail stores. (Davenport, T.et.al., 2019).

Artificial Intelligence is impacting digital advertising and marketing as well. Chatbot, Semantic search,
Advertising targeting, voice search, Predictive advertising, and marketing etc. have impacted digital advertising
and marketing drastically.

Implementation of Al in various sectors has changed company's process flow as well. Al has led higher degree
of precision and has made the process fast. Companies are able to do data driven campaigns with the help of Al
and that has led to better results.

3. RESEARCH METHODOLOGY

3.1. PROBLEM STATEMENT
Have artificial Intelligence and Machine Learning techniques like chatbot and Recommendation system led
to effective marketing of products on e-commerce websites according to customers.

3.2. OBJECTIVE
Objectives of this study are:

e To know the level of awareness of customers about Al and ML techniques used for Marketing on E-
Commerce websites.

e To know if users and non-users of chatbot and recommendation system differ in their views on Al & ML
leading to effective marketing of products on e-commerce sites

This project will make use of quantitative approaches to determine the impact of Al & ML equipped bots on
Marketing of goods on E-Commerce websites.
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3.3. Research Framework

/ Independent Variables \

\
CHATBOT
« Problem understandability Dependent Variable

Problem resolvabilty
Preference over human being

Time saved MARKETING
7 > « Perceived effectiveness of Al and ML
in marketing in E-commerce sites by
N it's users.

RECOMMENDATION SYSTEM

« Usefulness
« Time saved while shopping.

S 2/

Figure 1: Research Framework

The independent variables for our research project are understandability and resolvability of chatbot (how well
the chatbot is able to understand user’s problem and how well it is able to resolve it). Other variable related to
the recommendation system would be whether the users find out Recommendation system to be useful and
whether the recommendations saved their time while shopping. By these variables we will be able to find out
the effectiveness of Al and ML in marketing on Ecommerce sites as perceived by its users.(see fig.1)

3.4. RESEARCH DESIGN
The type of research design that we have undertaken in our project is descriptive research design.

3.5. SOURCES OF DATA
Primary data is collected through questionnaire. Questions were asked on linear scale of 1-7. External sources
like blogs, article, websites, journal, magazines etc. to get relevant information for our project.

3.6. Sampling Design and Size:

Research was conducted using a survey and convenient sampling was used to collect the data for the research.
The survey was sent to 250 users and 200 people responded to the survey. The data was analyzed using two-
way ANOVA.

3.7. Research Limitations:
Due to time constraints and the COVID-19 pandemic situation data was collected through online mode only

4. ANALYSIS

4.1. OVERVIEW

The objective of this study is to know the impact of Al & ML technologies on Marketing of products on e-
commerce sites. The two broad technologies reviewed for the study are Recommendation System and Chatbot.
The research examined whether there is a significant difference in perception of customers about AI/ML
technologies increasing the effectiveness of marketing on e-commerce sites. Difference in perception of groups
who prefer and who don’t prefer recommendation system and chatbot on e-commerce site about marketing
effectiveness was measured through two-way ANOVA.

4.2. Null Hypotheses

Hypothesis 1

The difference between the perception of users and non-users of Recommendation System regarding marketing
effectiveness on E-Commerce websites is not significant.

Hypothesis 2
The difference between the perception of customers who prefer Chatbot and customers who prefer human
beings regarding effectiveness of marketing of products on E-Commerce websites is not significant.

Hypothesis 3
There is no interaction among users and non-users of chatbot and recommendation system on marketing of
products.
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4.3. DATA ANALYSIS
Hypothesis was tested using two-way ANOVA, with dependent variable as marketing effectiveness on e-
commerce sites and independent variables are users of chat bot and recommendation system.

Between-Subjects Factors
N
No 90
RS Yes 90
No 84
ChatbotCat Yes %

Table 1: Count Matrix of each group

The research began by conducting data screening and looking for outliers. Important assumptions of two-way
ANOVA viz. Normality and Homogeneity of various were tested through Kurtosis and skewness test and
Levene’s test respectively.

DESCRIPTIVE STATISTICS

Data reveals that 90% of people were aware about the different AI & ML techniques used in the marketing of
ecommerce products. 20 out of 200 who responded were not aware about the Artificial Intelligence and
Machine Learning techniques.

In total, the final data analysis was run on 180 participants. In which the number of people who used
Recommendation System are 90 and number of people who do not use Recommendation System are 90. The
number of people who prefer and use Chatbot are 96 and the number of people who prefer human being over a
chatbot are 84.(see table 1)

4.4. ASSUMPTIONS

ANOVA was conducted to test the null hypotheses and examine the differences between the effectiveness of
AI/ML techniques used in Marketing among people who used Recommendation System and people who do not
used Recommendation System and people who prefer using Chatbot and people who prefer human being
interaction.

NORMALITY

Skewness and Kurtosis value for perception of effectiveness of people who have used Recommendation System
are -0.234 and 0.117 respectively and Skewness and Kurtosis value for perception of effectiveness of people
who do not use Recommendation System are -0.817and -1.136 respectively.

Skewness and Kurtosis value for perception of effectiveness of people prefer human being over chatbot are -
0.462 and -0.474 respectively and skewness and Kurtosis value for perception of effectiveness of people who
use Chatbot are -0.117 and -0.469 respectively.

Skewness values were between -2.0 and +2.0 and Kurtosis values were between -1.0 and +1.0 except for 1
kurtosis value which is slightly greater than 1. Researcher went ahead with study as two-way ANNOVA is
robust to slight violations. [16][17] Glass, G. V., Peckham, P. D., & Sanders, J. R. (1972). Harwell, M. R.,
Rubinstein, E. N., Hayes, W. S., &Olds, C. C. (1992)

Homogeneity
Homogeneity of variance was determined through Levene’s test, which resulted in F= 1.503, p = .215. It
denotes that there was homogeneity in data. (See table 2)

Dependent Variable: FQ2
F df1 df2 Sig.
1.503 3 176 215
Tests the null hypothesis that the error variance of the dependent variable is
equal across groups.
a. Design: Intercept + RS + ChatbotCat RS * ChatbotCa
Table 2: Levene's Test of Equality of Error Variances

5. RESULTS

5.1. Results for Null Hypothesis One

According to first hypothesis, the difference between the perception of users and non-users of Recommendation
System regarding marketing effectiveness on E-Commerce websites is not significant. A two-way ANOVA was
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performed to know if it’s correct. Since p< .05, the null hypothesis is rejected. The analysis establishes that
there is a significant difference in perception about marketing effectiveness on e-commerce between the users
and non users where p = .000.

5.2. Results for Null Hypothesis Two

According to second hypothesis, the difference between the perception of customers who prefer Chatbot and
customers who prefer human beings regarding effectiveness of marketing of products on E-Commerce websites
is not significant. A two-way ANOVA was performed to know if it’s correct. Since p< .05, the null hypothesis
was rejected. Therefore, we can say that chatbot users and non-users perceive marketing effectiveness on e-
commerce site differently.

5.3. Results for Null Hypothesis Three

ANOVA was performed to check interaction effect among customers perception, about increased marketing of
products on E-Commerce website using Artificial Intelligence and Machine Learning techniques of those who
prefer Chatbot to human being and the users or non-users of Recommendation System.

Dependent Variable: FQ2
Source Type III Sum Df Mean F Sig. Partial Eta
of Squares Square Squared
Corrected Model 97.534* 3 32.511 30.393 .000 341
Intercept 3884.676 1 3884.676 |3631.570| .000 .954
RS 81.972 1 81.972 76.631 .000 .303
ChatbotCat 14.965 1 14.965 13.990 .000 074
RS * ChatbotCat 8.007 1 8.007 7.485 .007 041
Error 188.266 176 1.070
Total 4262.000 180
Corrected Total 285.800 179
a. R Squared = .341 (Adjusted R Squared = .330)

Table 3: Two-way ANOVA table

5.4. INTERACTION EFFECT

The plot of the perception of effectiveness of marketing of e-commerce products for each combination of
groups of "users & non-users of recommendation system" and "people who prefer Chabot for solving their
query & people who prefer human beings " are plotted in a line graph, as shown in fig.2

Estimated Marginal Means of FQ2

ChatbotCat

Mo
— Yes

5.5

4.5

4.0

Estimated Marginal Means

3.0

T
Mo Wes

RS

Figure 2: Interaction Effect
An interaction effect can be seen in the graph (see fig.2). Effectiveness of marketing on e-commerce platforms
depends on how effective their chat bots and recommendation systems are according to the customers. The

graph clearly depicts that more the customers use recommendation system higher the marketing effectiveness
for both chat bots users and non-users.

Interaction effect was analyzed using the Tukey test as shown in table 4.
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Dependent Variable: FQ2
RS ChatbotCat Mean Std. Error 95% Confidence Interval
Lower Bound | Upper Bound
No No 3.487 .166 3.160 3.814
Yes 4.490 .145 4.204 4.776
Yes No 5.267 154 4.962 5.571
Yes 5422 154 5.118 5.726

Table 4: Tukey test Table

Tukey’s test clearly depicts that chatbot usage and non-usage creates a lot of difference in means especially
among non-users of recommendation system (1.003) as the customers use recommendation system they
perceive marketing to be more effective.

Therefore, we can say that if e-commerce platforms can make chatbots more interactive and use it for making
more personalized recommendations marketing will become more effective. There is a combined effect of the
independent variables “users & non-users of recommendation system” and “users who prefer chatbot & users
who prefer human being” on the dependent variable which is effectiveness of marketing of products on e-
commerce websites.

6. CONCLUSION

Awareness of artificial intelligence techniques and machine learning techniques applied in the e-commerce sites
help in the marketing of products on e-commerce sites. Therefore, customers should be made aware of the Al
employed and the way it can help them.

Recommendation systems are techniques which create the shortest path to sales by showing customers the right
products based on the customers previous purchase history thus leading to the customer buying the product.
Data showed that the people who used chatbots and bought from the suggestions made by recommendation
system perceived marketing on e-commerce platforms to be very effective.

Chatbots are self-help bots which are created using machine learning. These help in creating a better customer
relationship with customers, resolving customer’s queries faster and this in turn helps the site generate more
sales.

Chatbots are mainly used for solving customer queries about a product. However, we recommend to use these
bots to give more personalised experience to the customers by utilizing the information for product
recommendations and purchase history.

Companies should focus on making their recommendation systems and chatbots more effective as customers
perceive that Al especially chatbots increase marketing of products on e-commerce website and this results in
improved sales. Human beings like to speak with human beings than a bot when they are panicked. Therefore,
NLP and emotion recognition software should be deployed to know if the customer is panicky. Call should be
diverted to the customer care executive if the level of frustration is high. Alternatively, an option can be given to
the users if they want to use the chatbot for resolving queries or not rather than leading them to the chatbot
directly. This will certainly increase customer satisfaction and improve marketing of products on e-commerce
sites.
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A Study on Investment Options and Investors Attitude towards Investment

Abhishek Subhash Deokule and Ketaki Vinayak Kulkarni
PTVA’s Institute of Management, Mumbai, India

ABSTRACT

This research paper titled mainly aims to understand the various options of investments available in India and
the most preferred option by people by understanding their psychographic traits through identifying the factors
those influence their Investments decisions. India as compared to other countries have always been the land
where saving money is given a priority. People in India believe in spending less than their income and save
maximum amount possible to secure themselves and their families’ future. Thus along with huge amount of
saving, Investment comes into the picture. With various categories of people in India there are numerous
options of Investment available as per the requirement, on basis of varying needs and risk appetite. Thereby
over the years it has given rise to the competition among the companies to provide better investment options
with good returns and satisfy the needs of customers. But along with various features and returns the securities
provide, it has been observed that there are various Psychographic, Cultural and Demographic factors that
influence the attitude of people towards their Investment Decisions, thereby the project has tried to identify such
varied factors and the degree to which it affects the decision of potential customer.

Keywords: Customer, Investments, Psychographics, Attitude, India.

INTRODUCTION

India being the developing nation, has emerged as fastest growing economies in the world and also being the
nation with highest population in the world with majority of people consisting of young age group, it always
had huge investment generating capability. Along with increasing GDP over the years per capita income has
also increased and was estimated at Rs 1,45,680 crore in FY21.This increase has given huge opportunity for
investment market to grow.

To cater the needs of huge population for Investments there are various financial sectors available in market to
earn returns, secure your savings and plan your money management wisely.

Few popular Investment options available are studied in the projects which are as follows-

1. Bank deposits — This is the most common Investment option available for investment to every person. It is a
flexible investment option with short term as well as long term investment facility. It is considered as easy
and convenient investment option for all age Groups. Also it is Risk Free and most traditional way of
investment which is preferred by all the strata of population.

2. PPF — PPF is saving cum tax saving Instrument in India which was introduced by National Saving Institute
of Ministry of Finance. It is a Risk free option available. There is no specific Eligibility criterion or any Age
limit for Investment. Thus it is considered as good long term option which provides fixed rate of return.

3. Mutual Funds - Mutual Fund is a type of Financial Vehicle that collects money from various Investors and
allocate those fund in different Financial Assets to generate income. It creates a diversified Portfolio for
Investor there by averting the Risk and compensating for losses in any one sector. It has slow risk as
compared to Share Market. Also it provides decent degree of liquidity.

4. Post Office Schemes — Post office provides various investment schemes under Government Guidance
including PPF, Sukanya Samruddhi yojana, NSC, Post Office Time Deposit etc. These schemes plays very
important role to cover different categories and people from different location to come under umbrella of
investments as post office has reach even in Interiors of India.

5. Stock Market — Stock market is designed for trading various kinds of stocks in controlled secured and
managed environment. As we all know it works on the standard rule of Demand and Supply. It is a High
Risk involved market which can provide very High Return in short period if executed wisely.

Share market works on two major indices and benchmarks which are
1. SENSEX i.e weighted stock market index of well-established and financially sound 30 listed companies
2. NIFTY i.e weighted stock market index of 50 larges Indian listed companies
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8.

Insurance cum Investment schemes — These are the options where companies provides compensation for
specified loss, Damage, illness or death in return for payment of specified premium. Insurance market
consist of Non-Life Insurance sector and Life Insurance Sector. Insurance Sector is governed by IRDA
(Insurance regulatory and Development Authority).Few insurance cum Investment schemes now a days
provide return as high as 8%pa along with various other features of Loan, less lock in period plus life cover.
Thus Investment in this sector is showing Increasing trend.

Real Estate —This is again long Term Investment option available with Risk involved which can Earn High
Returns. Real estate provides various options to people from Small to Large funds raisers like REIT, Real
Estate Investment Groups, and Real Estate Limited Partnerships etc. Though Economic factors do affect the
returns you get from Real Estate.

CRYPTO CURRENCY

A crypto currency is a new medium of exchange which uses computerized database for strong cryptography to
secure transaction records and verify transfer of coin ownership. Thus this medium does not exist in physical
form and also not issued by central authority. Crypto currency works through distributed ledger technology
typically a blockchain. Currently it is not recognised by Indian Government as legal tender nor regulated by
RBI, but there are no laws that prohibit trading in crypto and thus lot of people are taking interest in Investing in
crypto currency. The numbers reflect a sharp increase in crypto investments in India as much as from
$200million to $40billion in the year 2020. This number is a reflection of attitude that investors carry and the
changing perceptions of investors towards new investment options available in market.

LITERATURE REVIEW

1.

Sindhu K.P and Dr. S.Rajitha Kumar, (Sept 2013), the main objective of the paper was to understand and
study specific Attitudes of Investors on Investment Decisions. The paper mainly focuses on Investment in
Mutual Funds and various factors Influencing decision of Investors while investing in Mutual Fund. The
researchers conclude by stating that increase in awareness about mutual funds will result in increase in its
Investment and has also highlighted about the need of new and Innovative Mutual Fund Products to be
brought in Market by Asset Management Companies.

Anuradha Samal and A.K. Das Mohapatra (Aug 2017), the study presents the factors Influencing Investment
Decisions in Indian capital Market. The purpose of research is to study on retail Investors in the Odisha
Province. The main objective of the study is to determine investment influencing factors and understand its
relation with socio economic characteristics of investors in Odisha province. Reliability Test and Factor test
are used as Research tools and the findings states that Investment decisions are influence by various factors
like Organization efficacy, mediators Influence, ROI, fear of loss, Risk factors and Income level.

Deepak Sood and Dr. Navdeep Kaur (February 2015), the paper specifically presents findings with respect to
Investment pattern of salaried Class People, research was conducted in in the city of Chandigarh. Sampling
technique is used for Survey. Analysis was done on basis of Age, Gender, Marital status, Annual Income,
Categorization of Job, and Types of Working sector. On the basis of survey they have concluded that
salaried class has started realizing the importance of saving and Investment. Most people are preferring
Normal standard of living over the luxurious one. Also the findings showcase the reasons for increase in
savings which included saving money for children education, marriage and other goals of life.

Riyazahmed.K (April 2021) - The paper studies Investment Motives and preferences of people during Covid
19. Author used primary data collected through questionnaire. The study was conducted on the basis of
Demographic, Socio economic factors and Various investment motives behind the Investment preferences
and also which avenues of investments like Mutual funds, Life Insurance, and shares is more preferred by
people. Factor analysis and Regression analysis tools are used to analyse the data. Through the findings they
have disclosed that the Covid 19 has positive impact on Investments but the same is influenced by
investment motives that drive investors towards different avenues. Various aspects like nature of
Investments, Investors personal characteristics, behavioural aspects, awareness etc are the important
determinants of Investor preferences.

Ms. Babita Yadav and Dr.Anshuja Tiwari (July 2012) — The main objective of the paper was to study and
explore various factors influencing customer investment decision in life insurance, preferences of customers
while taking life insurance and factors responsible for selecting life insurance option. They have conducted
direct interview and questionnaire as an instrument for collecting data and through the research they have
reached to the findings that life insurance penetration in India is very low as compared to developed nation.
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Customers play very important role in life insurance business thus company needs to offer need based
innovative products and demographic factors of people play pivotal role in purchase of life insurance policy.
Numbers of statistical tools like chi-square, Correlation, weighted average have been used for testing
hypothesis.

RESEARCH OBJECTIVES
e To understand which Investment Options are preferred by people.

o Investor’s attitudes towards various Investment options available.
o Factors that Influence the decision of Investors while Investing.
e Impact of Demographic and Competitive factors those Influence the Investment Decisions.

RESEARCH METHODOLOGY

e Primary Data — A through Questionnaire was prepared for primary data collection and survey was filled
by 70 respondents. Questions were multiple choice and Rating based which were constructed with the
intention to understand the Investment Options preferred by people and the factors that influence their
investment criterion.

e Secondary Data — Research Papers were referred for understanding different studies undertaken to analyse
Investment options and Investors Attitude.

DATA ANALYSIS

GENDER

Female
47%

Male
53%

Fig 1.

As shown in the Figure 1 from the 70 respondents who responded to the survey 53% were Male and 47% were
female.

Fig 2.

As shown in the figure 2 analysis is done on one of the demographic Factor i.e Age where maximum
respondents (57%) are from the age group of 25 to 40 and almost 32% respondents are from age group of below
25.
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Annual Income

m Below 3.5 Lakh
W 3.5lakh to 6lakh
m 6lakh to 10lakh

Abave 101akh

Fig 3

In Figure 3 we can see that range of Annual Income of respondents is reflected and maximum respondents are
having Income less than 3.5lakhs and below that there is class of people with Income of above 10lakhs. This
wide range has given the analysis regarding Investment Preference of people from both lowest and Highest
Income category.

Where do you prefer to invest regularly?

42 (B0%)
3 4T.1%)
47 (67 1%)

9 (12.9%) |
40 (57.1%)
Insurance cum Investment Sch 19(27.1%)
Real Estate 8 11.4%)

Crypto Curency

\ ™
Fig 4
From the various Investment options available in the market I have tried to understand which investment is
preferred most by people through primary data collection, and from the 70 responses received we can see

that most of the people (67%) have preferred investing in Mutual Funds which is followed by conventional
Investment option of Bank Deposits (60%) and the next most preferred option is of stock market. Thus Mutual
Funds, Bank Deposits and Stock Market are the top 3 preferred Investment options.

Profession

B sdaried
m Businesman
B Homemaker

Student

Fig 5.

From the above figure we can see that maximum people contributed to survey includes salaried class which is
around 54%, followed by 31% homemakers’ 12% business man and 3% of students.
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Interest earned on Investment

mUptod%
B Uptoss
m Upto 8%

Uptal2%

m Abovel2%

Fig 6.

To understand ROI from investing in various instruments people were asked about the overall interest they earn
from all investments and from the above pie chart we can infer that almost 75% of the people are in the range of

6% to 12%.

Preferred Investment

m Public Insurance Companies

1 Privae Insurance Companis

Fig 7

Since this project also aims to understand the attitude of people while investing, we have tried to find out the
preference towards investing in Public Insurance companies and Private Insurance companies and from above
pie chart we can clearly see that 63% percent have preferred Public insurance companies over Private Insurance

companies.

Risk Preference

m Risk Free

m Ris bassd

Fig 8

Every Investor in the market has different mind-set and perspective while investing. Few investors have good
risk Appetite where as some of them are risk averse and always preferred secured investment with fixed
income. This approach towards investment has huge impact on type of investment options preferred by people
and attitude they have while investing. The above diagram reflects that 63% investors prefer risk free

Investment over the risk based one.
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Pointer Scale Analysis
Questions related to various factors those influence the Investment decisions were asked in the questionnaire

and the respondents were expected to respond on linear scale pointer basis where 1 was the least important and
5 as most important.

Analysis of each question is stated further-

1.Influence of company’s credibility.

40

El ) 3 (457%)

20

0{?%) 0 (0%)

1 2 3 4 5

While investing in any company one of the important parameter considered by Investor is Company’s
Credibility. Which includes Company’s Goodwill or Brand Image in the market depending on its performance.
Thus this question is asked primarily in questionnaire to understand how important this factor can be, and we
can see in the graph that maximum people have rated this factor at point 5 which maximum points are allotted.

2. Importance of expert’s recommendation about investment

40

30

31 (44.3%)

20

19 (27.1%
@r1%) 17 (24.3%)

10

While Investing in any Instrument, most of the people prefer to take expert’s opinion , though few of them do
self — analysis, few consider it important to take suggestion from the one who has deep knowledge about
subject. Thus the above factor is important for understanding investors thinking while investing.

3. Self-analysis and study about Investment
30

B (333%
%0 (33.3%)

14(20.3%)
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While investing in any instrument some people give lot of importance to self- analysis as it provides them
assurance about investments and the returns they would get. Investment options which provide opportunity for
self-analysis and easy user access it influence the decision of investor while investing.

4. Percentage of return on Investment

40

30

32 (46.4%)

29 (42%)

20

10

This is the most important factor which influence the decision of investment as every Investor expects good
returns from the amount invested by him in any kind of instrument. Most of the times this is the only factor
which people take into consideration while investing. We can also see in the graph that almost 42% have rated
this factor at 4 pointers and 46% have rated this at Spointers which reflects that this is considered as very
important factor while investing.

5. Whether the instrument of Company you are investing in is Listed Company?

30

2 23 (32.9%)
20 (28.6%)

18 (25.7%)

10

6 (8.6%)

3(4.3%)
1 2 3 4 5

While investing in any instrument few people who have knowledge about financial aspects and stock market

they try to check if the company is listed in the market or not, as for them it is an important factor to value the

worth of company or its performance. And from the survey undertaken we can see that there are few people
who think that this is not a factor which will influence the

investment decision but at the same time 32.9% people consider this point as important whereas 25.7% people
are neutral about this.

6. Company’s performance in Stock market?

30

25 (35.7%)

0y
" 23 (32.9%)

18 (25.7%)
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From the above graph we can observe that the response for the above question is distributed and there are
people who are neutral about this factor as it does not affect their investment decision, whereas there are still

35.7% of people who feel that even the company’s performance in stock market need to analysed and thus have
considered this factor as very important while investing.

7. Does Flexibility of Lock in period Influence your Investment Decision?

30

28 (40%)

20 21 (30%)

14 (20%)

Different Investment option provide different lock in period options and people choose the scheme as per their
requirements. Thus the flexibility in lock in period is important factor that people take into consideration while
investing, as lock in period decides the years for which money will be locked in the investment and thus
maximum people i.e about 40% ( as represented in graph) thinks this is important factor

8. Liquidity Feature Offered by Investment

40
30

20
17 (24.3%) 17 (24.3%)

0(0%) 1(1.4%)

From the above graph we can conclude that almost 50% of people are of the opinion that liquidity offered by

investment Instrument influence their decision while investing as it secure them in case of any emergency of
funds.

9. Importance of Simplified Investment Procedure
30
25 (35.7%) CIETAL)
20
19 (27.1%)

10

0 (0%) 0(0%)
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The above graph states that almost 37.1% people consider simplified process is very important factor while
investing in any instrument, as it makes their work easy, while almost 35.7% people have responded with 4
points preference to this factor from which we can understand that with increase in digitalized process people
also expecting it to be user friendly.

HYPOTHESIS
a) Relationship between Age and Risk Taking attitude of Investor while Investing.
Age below 25 | 25-40 | 41-60 | Above 60
Investment Preference
Risk Free 15 24 4 1
Risk Based 8 15 1

Hypothesis considered for testing purpose:-

Null Hypothesis-

HO:- There is no relationship between Age and Risk taking Attitude of investor
Alternative Hypothesis

H1:- There is relationship present between Age and Risk taking Attitude of Investor.

To test the above mentioned Null Hypothesis, Karl Pearson’s Coefficient of Correlation was calculated which is
as follows

Age Which type of Investment is preferred
Age 1 -0.036510070693871
Which type of -0.036510070693871 1
Investment is preferred

As seen in the table “r” value is -0.036510070693871. That states there is negative correlation between Age and
Type of Investment Preferred by Investor

However in order to understand level of significance, ‘P’ value is calculated.

df SS MS F Significance F
Regression | 1 10.56943 | 10.56943 | 0.090764 | 0.764127491
Residual 68 | 7918.573 | 116.4496
Total 69 | 7929.143

RESULT-
The “P” value was 0.764127491, which is much higher than 0.05, HO1 is accepted and H1 is rejected. Thus the
result shows that relationship between Age and Risk Taking attitude of Investor is insignificant.

b) Relation between Self-analysis or study before Investing and Interest Earned annually-

It was tried to find out through survey, if people give importance on doing self- analysis before investing in any
instrument, and they were asked to provide response on Spointer scale wherein 1 was least preferred and 5 was
highly preferred. The responses received are tabulated in the table below-

Self-analysis about Investment (Pointers) | 1 | 2 | 3 4 5
Total Responses Received 0|3 ]| 14 ] 12 ] 30
Interest earned Annually

up to 4% 0]0]| 5 0 0
Up to 6% 0] 1 3 6 10
up to 8% 02| 3 5 4
up to 12% 0]0]| 3 7 12
Above 12% 0]0] O 5 4

Hypothesis considered for testing purpose:
HO — There is no relationship between Self-analysis of Investment and Interest earned annually

H1 — There is relationship between self-analysis of Investment and Interest earned annually.
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Self-analysis and Study
about Investment Interest earned
Self-analysis and Study about Investment 1 0.246711966
Interest earned 0.246711966 1

As seen in the table “r” value is 0.246711966. That states there is positive correlation between Self-analysis of
Investment and Interest earned annually.

However in order to understand level of significance, ‘P’ value is calculated.

df SS MS F Significance F
Regression | 1 | 3.321588 | 3.321588 | 4.407194 0.039502

Residual 68 | 51.24984 | 0.753674

Total 69 | 54.57143

RESULT
The “P” value was 0.039502, which is much lower than 0.05, HOL1 is rejected and H1 is Accepted. Thus the
result shows that there is relationship between Self Analysis of Investment and Interest earned by Investor.

FINDINGS

This report was prepared to understand the various types of Investment options available in market and at the
same time Investor’s attitude while investing, wherein the survey was based on demographic and Psychographic
factors to understand various factors those influence the Investment decisions. And the findings that we can
state are as follows:-

e Along with various conventional Investment options available almost 67% people are preferring to Invest in
Mutual Funds followed by Bank deposits.

e Though Insurance sector is emerging as Good investment option available in market most of people are still
preferring Public Insurance Companies over the Private one. This reflects that people consider Public
companies more secured.

e We can observe that people give utmost Importance to the credibility of company while investing and this
response highlights the importance of Brand Image created by company along with its performance.

e Also, though while investing, maximum people are preferring to take expert advice there is increasing
awareness about the market and new investors are also giving importance to Self-Analysis before Investing.

e Along with these factors there are various other factors like Company’s performance in stock market,
Liquidity feature offered by company and also the lock in period which investors take into consideration
while investing.

e Through Correlation and Hypothesis testing we have found that there is no relationship between Age of an
Investor and the Risk Taking attitude he she possess. Both the factors are insignificant to each other.

CONCLUSION

The projects aim to understand various Investment options available in market and simultaneously try to analyse
various Demographic and Psychographic factors that influence the decisions of Investors while investing in any
instrument. There are various new Investment schemes which are introduced in market to cater the changing
needs of people, with various companies offering lucrative investment offers there is constant competitive
pressure to attract investors which has led to growth of this sector. There is increase in spending capacity of
people and at the same time there is rise in inflation, Uncertain natural calamities and unforeseen events like
Covid Pandemic which has made people realise the importance of Investments and savings, people are
preferring investing in different investment options and creating diversified portfolio. Also it can be observed
that people are becoming more inclined toward taking Calculated Risk based options as there is increase in
awareness and literacy about the Investments.
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ABSTRACT

The COVID-19 pandemic, a civic well-being crisis and a global challenge, broadcasted by the World Health
Organization (WHO) in January 2020 as an outburst. Over discussions with 400 students, the respondents of the
survey using the convenience sampling method via questionnaires, this study assessed factors impacting
students' online learning outcomes with a focus on learning characteristics during the COVID-19 pandemic.
Inferential statistics were used in this investigation. The study scales' assessment results revealed that 15
observed variables were employed to investigate three research concepts. The hypothesis test findings revealed
that all three learning qualities, in decreasing order, affect students' online learning outcomes, namely learning
agility, optimism, and self-management.

Keywords: COVID-19, Education, Mental agility, Optimism, Online learning, Self-management

1. INTRODUCTION
Notwithstanding the global pandemic that is impeding education, Internet-based learning has become more
reachable and widespread, making the learning process easier. (Habes et al., 2019; Liao et al., 2019)

As a consequence, the efficiency of E-learning and the effects of students' online learning have become a source
of worry for institutions and society as a whole. In reality, there has been a surge in research on the elements
that influence students' online learning results. A "prototypical change in education" involves prioritising
distance education, particularly through online systems.

However, many say that online learning is currently experiencing an educational crisis, owing to the self-
discipline required for online learning if technological and socioeconomic aspects are taken into account. As a
result, the goal of this study was to look at the learning characteristics that influence postgraduate students'
learning outcomes during online sessions. Post graduate students based in Mumbai are selected for the study
based on convenience sampling method.

2. LITERATURE REVIEW

To develop a hypothesis about factors impacting students' online learning outcomes in particular and the
efficacy of using technology in general, the technology acceptance model (TAM) (Davis, 1989) is employed.
Davis proposed TAM to understand people's thoughts and actions in embracing technology in the face of other
environmental factors. In the research of technology usage behaviour, this model is commonly used to figure
out why people accept or reject information systems. Information technology has the potential to inspire
innovation, create new learning environments, and revolutionise educational activities, all of which are linked to
the ease with which IT operations may be carried out. The simplicity of operation, user experience convenience,
and skill in information technology have a direct impact on users' perceptions and motivation to study. In
research, TAM characteristics like perceived ease of use and perceived usefulness have been proven to have a
positive effect on student academic achievement. (Alrefaie et al., 2020; Khadija et al., 2020; Alrefaie et al.,
2020)

Using inferential statistics such as the Chi-Square test, Kolmogorov Smirnov test, Reliability Analysis, and
Factor Analysis, the impact of learning agility, self-management, and grit parameters of learner characteristics
on learning outcomes is investigated using inferential statistics such as the Chi-Square test, Kolmogorov
Smirnov test, Reliability Analysis, and Factor Analysis (Ashwin, 2015; Ahmad , et.al, 2018 & Hair et.al, 2006)

Learner characteristics' focal constructs:

1. Self-discipline

The 5 A's construct is a unifying conceptual framework utilised by health care practitioners one-on-one or in
groups (Goldstein, Whitlock, & DePue, 2004). Assess, Advise, Agree, Assist, and Arrange are the five A's
(Goldstein et.al, 2004). These are a set of behavioural methods that encourage students to engage in self-
management, and they will be evaluated to see if they have an impact on learning outcomes.
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2. LEARNING AGILITY
Learning agility refers to a person's aptitude and desire to swiftly research a new subject and use their own
learning process to get a thorough understanding before making a choice.

Accepting complexity, exploring problems in novel ways, drawing new connections, and remaining curious are
all examples of - Mental agility.

Being open-minded toward others, loving connection with varied groups, and bringing out the best in others are
all examples of - People agility.

Change agility is the ability to lead change activities while constantly exploring new possibilities.

Delivering results in difficult situations, adapting to challenges, and encouraging people to do more than they
thought possible are all examples of - Results agility.

Reflection, understanding strengths and flaws, seeking feedback, and personal insight are all examples of - Self-
awareness. (https://focus.kornferry.com/leadership-and-talent/the-organisational-x-factor-learning-agility/)

3. GRIT
Grit requires persevering in the face of hardship, maintaining effort and interest throughout time despite failure,
adversity, and progress plateaus (Duckworth, 2016)

Interest - is defined as a desire to learn more about something or someone. Know that for the vast majority of
people, discovering their passion entails a small amount of discovery, a lot of development, and then a lifetime
of deepening.

Practice - Trying to do things better on a regular basis is an important part of perseverance.
Purpose - The reason for which something is done, formed, or exists is called its purpose.

Hope - Can you stand up eight times after falling down seven times? Hope is what enables us to persist in the
face of adversity.

Long-term goal orientation: building the psychological assets of interest, practise, purpose, and hope, as well as
surrounding yourself with supportive people. This leads to a focus on long-term objectives.

3. RESEARCH METHODOLOGY

3.1 RESEARCH DESIGN
Hypothesis 1

Null Hypothesis

(Ho): Learning characteristics of learners on online learning platforms are less effective in predicting learning
outcomes

Alternative Hypothesis

(H1): Learning characteristics of learners on online learning platforms are more effective in predicting learning
outcomes

3.2 SAMPLING AND DATA COLLECTION

Sample size

It specifies how many samples are taken from a target demographic. The postgraduate students in India are the
target audience. The sample size was calculated using the formula of variability due to the heterogeneous nature
and high variability characteristics of the elements of the population. The sampling Method used to select the
sample of 400 respondents by using Convenience sampling. Through the Convenience sampling, the most
accessible elements have been identified.

The sample in detail.
Males made up 55 percent of the responses, according to the demographics. First-year students accounted for
46% of total replies, while second-year students accounted for 54%.

4. DATA INTERPRETATION AND ANALYSIS
The dependability of the factors used to understand learner characteristics was assessed in this study.
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Table 4.1: Cronbach’s Alpha (o) for 15 items

Item description Cronbach’s Alpha (a)
Assess 0.873
Advise 0.872
Agree 0.877
Assist 0.869

Arrange 0.866
Mental agility 0.859
People agility 0.854
Change agility 0.853
Results agility 0.862
Self-awareness 0.892

Interest 0.867

Practice 0.862

Purpose 0.861

Hope 0.853
Long-term goal orientation 0.858

Table 4.2: Reliability Statistics for learner characteristics

Cronbach’s Alpha (a) | N of Items
.865 15

INFERENCE
The value of Alpha () is 0.865, as shown in Table 52(a). Because Cronbach's Alpha () is more than 0.8, we can
conclude that the variables have a high level of internal consistency.

Learner characteristics are analysed using factor analysis.
To classify and comprehend the learner characteristics, factor analysis was performed.

KMO and Bartlett's Hypothesis Test

In Factor analysis, the KMO and Bartlett's Test of Hypothesis is an intrinsic statistical metric. The Kaiser-
Meyer-Olkin Measure of Sampling Adequacy score should always be greater than 0.5, with a significance level
of less than 5%.

Table 4.3: KMO and Bartlett’s Test of hypothesis (for factor analysis)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.637
Bartlett's Test of Sphericity — Value of Chi-Square 424.257

Df 105
Sig .000
Source: Compiled from the questionnaire
(df — degrees of freedom Sig: Significance Level)
INFERENCE

It can be seen from the table 59 that the significance (0.00) is less than the assumed value (0.05). The value of
KMO measure has been observed as 0.637 which was more than 0.5. Based on this KMO measure, it can be
revealed that the factor analysis for data summarization is effective for determining the learner characteristics

Table 4.4: Communalities for understanding the impact of learner characteristics on learning outcomes

Variables Initial | Extraction
Assess 1.000 0.769
Advise 1.000 0.773
Agree 1.000 0.817
Assist 1.000 0.781

Arrange 1.000 0.761
Mental agility 1.000 0.717
People agility 1.000 0.776
Change agility 1.000 0.767
Results agility 1.000 0.756
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Self-awareness 1.000 0.721

Interest 1.000 0.752

Practice 1.000 0.795

Purpose 1.000 0.719

Hope 1.000 0.772

Long-term goal 1.000 0.791

orientation

Source: Compiled by the questionnaire

The degree of variance a variable share with all the other variables being investigated is referred to as
communality. This is the percentage of variance that can be explained by common causes.

Table 4.5: Eigen Values explaining the Percentage of Variance

Variables Eigenvalues | % of Variance
Assess 3.053 15.226
Advise 1.932 9.637
Agree 1.83 9.128
Assist 1.599 7.973

Arrange 1.399 6.976
Mental agility 1.339 6.677
People agility 1.288 6.423
Change agility 1.203 6.002
Results agility 1.111 5.538
Self-awareness 1.067 5.322

Interest 0.989 4.932

Practice 0.896 4.469

Purpose 0.823 4.103

Hope 0.772 3.85
Long-term goal orientation 0.751 3.744

Source: Compiled by the questionnaire

The entire variance explained by each factor is represented by eigenvalues. The number of components is
determined by the Eigen values greater than one.

Table 4.6: Rotated Component Matrix (for deciding the number of factors)
[The extraction method used is Principal Component Analysis through the Rotation Method: Varimax
with Kaiser Normalization]

Variables Components
1 2

Assess 0.231 ] 0.728

Advise 0.216 | 0.161

Agree 0.817 | 0.339

Assist 0.824 | 0.433

Arrange 0.807 | 0.36

Mental agility 0.814 | 0.441
People agility 0.803 | 0.313
Change agility 0.863 | 0.327
Results agility 0.445 | 0.804
Self-awareness 0.323 | 0.826

Interest 0.237 ] 0.792
Practice 0.391 | 0.835
Purpose 0.385 | 0.859
Hope 0.782 | 0.355
Long-term goal 0.389 | 0.794
orientation

Source: Compiled by the questionnaire
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From the Table 4.6 of Rotated Component Matrix, it can be seen that the two factors can be classified as

follows:

The factors are renamed as follows:

Factor 1 -LC 1
Agree

Assist

Arrange
Mental agility
People agility
Change agility
Hope
Factor2-LC?2
Assess

Results agility
Self-awareness
Interest
Practice

Purpose

Long-term goal orientation

From the Factor analysis it states that LC 1 and LC 2 are highly significant in understanding the impact of
learner characteristics on learning outcomes

The following hypothesis has been tested by using Chi-Square test

Hypothesis 1
Hypothesis 1

Null Hypothesis

(Ho): Learning characteristics of learners on online learning platforms are less effective in predicting learning
outcomes

Alternative Hypothesis

(H1): Learning characteristics of learners on online learning platforms are more effective in predicting learning

outcomes

Table 4.7: Summary table of Chi-Square test to show the significant impact of Story-based animated digital

assessment tools are more effective in predicting demonstrated behaviour

Item description Chi-square value | Sig. Value
Assess 285.625 0.000
Advise 282 0.000
Agree 217.875 0.000
Assist 229.85 0.000

Arrange 230.55 0.000
Mental agility 218.975 0.000
People agility 246.925 0.000
Change agility 199.85 0.000
Results agility 224.65 0.000
Self-awareness 225 0.000
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Interest 172.825 0.000
Practice 250.25 0.000
Purpose 200.475 0.000
Hope 294.875 0.000
Long-term goal 315.875 0.000
orientation

Source: Compiled from the questionnaire
(Sig: Significance level)

Inference: The null hypothesis can be rejected if the significance threshold for all Chi-Square values is less than
5%. As a result, we can deduce that the learning characteristics of online learners are more successful in
predicting learning outcomes.

5. LIMITATIONS

Despite the fact that this study met its initial purpose, it has certain flaws. To begin with, due to the new study's
narrow scope, appropriateness may be constrained. Second, the research focuses entirely on aspects of the
online learning system, ignoring factors such as student assistance and personal situations. These restrictions
may be addressed in future research.

6. POLICY IMPLICATIONS AND CONCLUSION

The study's findings will aid teachers, instructors, counsellors, tutors, institutes, parents, and students in better
understanding the importance of factors influencing pupils' performance during the web - based learning
process, encouraging policies to improve on coordinating, constructing, and undertaking courses online
throughout particular, and also higher education in general. To begin, the institute should provide training
sessions to encourage students to take initiative, encourage them to actively interact with professors and
classmates, and enhance their grasp of online learning. aptitude for self-study and learner characteristics
(Debattista, 2018 ; Kebritchi et.al , 2017 & Khamparia et.al, 2017)
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ABSTRACT

A basic measure of financial inclusion is the share of adults in a country who have an account at a formal
financial institution or through a mobile money provider. But account ownership is only the beginning.
Financial inclusion is at its prime when adults use accounts to save, make remittances, obtain manageable
credit, and mitigate economic risks. Increasingly, digital finance has been creating opportunities to expand
access by reducing costs, increasing convenience and allowing consumers to transact remotely, using mobile
devices—which have been extremely important during the COVID-19 pandemic.

Over the trajectory of the pandemic, governments have scampered to bring fourth financial assistance to
citizens, creating opportunities and challenges for expanding financial inclusion. Financial inclusion is a process
in which businesses and individuals have access to useful and affordable financial products and services that
meet their needs like — transactions, remittances, credit, savings and insurance delivered in a superintended and
sustainable way. This has the potential to expand inclusive access to financial services.

The global COVID-19 health crisis and responses of government, such as lockdowns restricting economic
activities, escalated the need for contactless financial products and services, accelerating the shift to digital
finance in many economies. Governments bestowed down digital remittances to reach vulnerable citizens and
customers increasingly used phones and cards to pay merchants. Measures also included regulations to brace
acquisition of digital financial services during COVID-19.

Data composed during the pandemic charts the positive shifts toward digital payment, but also highlights the
unequal access to these services, especially among vulnerable groups. The adoption of digital finance embraces
threats such as those interconnected to consumer protection and financial capabilities. Advances in digital
financial involvement are probably to be more sustainable and equitable when accompanied by policies that
address the different circumstances facing consumers and provide for the skills development, regulatory
protections and product designs matched to their needs.

This research paper focuses on the impact of COVID-19 on digital financial inclusion for consumers by
addressing both opportunities and risks. It identifies the channels for digital finance which are creating
opportunities for greater inclusion during the COVID-19 crisis. At the same time this paper will focus on impact
of pandemic across populations in financial access.

Keywords: Financial Inclusion, COVID 19, Crises, Reducing Costs, Economic activities etc.

INTRODUCTION

Over the trajectory of the pandemic, governments have scampered to bring fourth financial assistance to
citizens, creating opportunities and challenges for expanding financial inclusion. Financial inclusion is a process
in which businesses and individuals have access to useful and affordable financial products and services that
meet their needs like — transactions, remittances, credit, savings and insurance delivered in a superintended and
sustainable way. This has the potential to expand inclusive access to financial services.

The global COVID-19 health crisis and responses of government, such as lockdowns restricting economic
activities, escalated the need for contactless financial products and services, accelerating the shift to digital
finance in many economies. Governments bestowed down digital remittances to reach vulnerable citizens and
customers increasingly used phones and cards to pay merchants. Measures also included regulations to brace
acquisition of digital financial services during COVID-19.

Data composed during the pandemic charts the positive shifts toward digital payment, but also highlights the
unequal access to these services, especially among vulnerable groups. The adoption of digital finance embraces
threats such as those interconnected to consumer protection and financial capabilities. Advances in digital
financial involvement are probably to be more sustainable and equitable when accompanied by policies that
address the different circumstances facing consumers and provide for the skills development, regulatory
protections and product designs matched to their needs.
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OBJECTIVES
e Through a detailed light on financial inclusion.

e Analyze the different modes of financial transactions amid COVID 19.

¢ Digital payment system and its access among different sections of the society.

METHODOLOGY

The methodology of this paper is based on strong research design, as the data is collected from different sources
and is analysed using various graphical and tabular tools for better and easy understanding. The prominent
sources from which data is collected are Global Findex, Garment Worker Diaries, World Bank Report, IMF and
various reputed Journals and research papers.

Detailed information on digital financial inclusion during COVID-19

There is limited data on how COVID-19 has impacted digital financial transactions and financial inclusion at
large. There are examples, however, of country programs and policies which have been undertaken as a
response to COVID-19 and which have already provided valuable insights, and initial data in some cases, on
their effectiveness.

Using a case study approach, we analyze several examples of how countries are responding to COVID-19
through a new tool naming digital finance, in some cases providing an opportunity to hasten progress toward
larger use and acceptance of digital alternatives. There are also cases where digital finance has proven to be
burdensome to maintain in operation during the crisis; for example, where cash-in cash-out points closed in
response to lockdowns creating it more burdensome to use digital tools in environments where cash was still
needed for food, fuel and other essential transactions. The cases presented here encompass government to
person remittances (G2P), merchant remittances, digital wage remittances, and e-commerce. Particular attention
is paid to reaching vulnerable populations counting women, the elderly and rural consumers.

» Government to person remittances (G2P)

Across the world and India is no exception, most people who receive government remittances report receiving
them digitally, though cash remittances predominate in some low-income countries. Research shows that
development comforts often follow when governments use digital channels rather than cash. Digital government
remittances can reduce corruption because they are less prone to theft.

INDIA

In India, when a state government digitized social security remittances, the government saved closely $40
million annually; theft of funds went down; people spent less time collecting remittances; and recipients got
more money because less was being leaked away. Cash is easy to spend—but digital remittances can be easy to
save.

AFGHANISTAN

In Afghanistan, workers who automatically deposited part of their salary into a mobile savings account had
higher savings and financial security than workers who acquired a mobile savings account but did not sign up
for automatic deposits. For women, digital remittances made directly into accounts can improve financial
control and strengthen economic empowerment, counting labour force participation.

However, Government remittances are not without challenges. They are most effective when made in a
financial ecosystem characterized by strong infrastructure, counting reliable mobile meshwork coverage. When
digital remittances are widely accepted at local retailers, people are more likely to transact with their accounts,
rather than withdraw all their comforts in cash. And digital remittances products must be easy to use for
recipients.

Different measures allowing escalating the total number of access points available have also been put in place.
In contexts when G2P delivery heavily relied on cash-out points (Ecuador) efforts were made by the banking
sector to expand the agent meshwork. Internal eligibility requirements for existing agents who earlier did not
offer cash-out services were adjusted by banks so that they could provide cash-out services. Furthermore, there
were many countries that declared remittances services providers (RSPs) and agents of such institutions as
essential services providers and allowed them to continue to provide remittances services during the pandemic.
Governments in both send and receive countries moved to declare RSPs, mobile money operators and their
partner’s essential services to keep remittances flowing as the pandemic took hold.
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The UK, Mexico, India and the Philippines were early movers in this regard while most countries across the
G20 (counting Russia, Argentina, Switzerland, Germany and India) permitted remittance service providers to
remain open without explicit essential service declarations. Developing countries (counting Rwanda, Pakistan
and Vietnam) soon followed, urged on by international call-to actions advocating for the same.

Adults who used digital remittances for the first time during the pandemic

The COVID-19 pandemic accompanied in a number of first-time digital payment users. A 2020 survey
conducted for Global Findex - only in Argentina and Mexico - asked detailed questions about how adults collect
government social benefits transfers, receive wages, or make utility bill remittances. Among adults in Argentina
who got government transfers or public sector pensions through electronic mode in the past year, closely half of
recipients—or 10 percent of all adults — acquired them digitally for the first time during the pandemic. At the
same time, closely a quarter of all digital wage recipients were digital newcomers; in Mexico, the share was
closely a fifth. These two economies also saw an expansion of digital utility bill remittances. In Argentina as
well as Mexico, about 1 in 10 adults—or half of utility bill payers—communicated paying their bills digitally
for the first time.

In Brazil, COVID-related government remittances for low-income informal workers were made through the
state-owned bank Caixa Economica Federal (CEF) into fully digital accounts. Sometimes referred as “corona
vouchers”, but officially named “Auxilio Emergencial” (Emergency Aid), these remittances were sent to an
estimated 68.3 million people through the COVID-19 emergency in 2020.

The economic impact of COVID-19 rapidly expanded the need for government relief, but in countries with a
large informal sector, recognizing households that qualify for benefits and delivering the remittances poses a
huge challenge. In Colombia, the government instituted several imaginative policies to reach people in need,
counting a program targeted to informal workers — Ingreso Solidario (Solidarity Income) and a VAT
compensation payment for the poorest citizens. By mid-May 2020, just a few months after the effects of
COVID-19 were originally felt; the Ingreso Solidario program had reached 1.6 million families through more
than 20 financial institutions. By mid-2021, more than 3 million households have been reached through the
program. Accomplishing to digital financial inclusion and focusing on beneficiary needs were two fundamental
principles for COVID-19 relief in Colombia and it took unprecedented collaboration across government and
with the financial services providers (FSPs) by:

» Utilizing data from across public and private sectors to recognize citizens in need of support and reach them
through mobile phones.

» Expanding the range of financial services providers who could deliver government transfers: Only ten banks
were previously authorized to make G2P remittances, but the Treasury enabled other players to participate in
Ingreso Solidario, counting national mobile meshwork operators which could create mobile wallets
specifically for the program.

+ Utilizing the low-value payment infrastructure and extensive last-mile agent meshwork.
* Providing non-digital alternatives where needed.

Colombia’s response to COVID-19 did escalate the uptake of digital financial services. For example, research
on households that were receiving the VAT compensation found that while only about one-third of households
studied acquired their first payment in a mobile money account in April 2020, this share jumped to closely 60
percent in May and was 75 percent by November 2020.

There are also potential drawbacks to the rapid expansion of benefits using digital remittances during a
pandemic. Limited familiarity with mobile wallets and digital remittances created barriers to use for new
customers. Limited connectivity in some parts of the country also minimised consumer satisfaction with digital
financial products. People who acquired the remittances through mobile money were twice as likely as those
using cash to report delays or burdensome with the remittances.

In Jordan, the government appointed the National Aid Fund (NAF) and the Social Security Corporation (SSC)
to distribute emergency aid to protect vulnerable households from the economic turmoil caused by the COVID-
19 pandemic. The funds were transferred to recipients’ mobile wallets and bank accounts. More than 250,000
beneficiaries acquired aid from NAF and more than 12,000 beneficiaries acquired aid from SSC, both, through
mobile wallets.
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Digitized government remittances to the elderly (Kenya and the UK) Providing support to the elderly during
COVID-19 poses challenges due to their escalated risk of contracting the virus and their relative lack of digital
skills. As a GSMA study from before COVID-19 noted, “In general, elderly people and those with less
education have a harder time using smart phones and electronic devices, such as PCs and tablets. The issue is
more problematic for people with visual and cognitive impairments.

For countries which had already established benefit programs for their elderly populations which paid directly
to bank accounts, extending support during the COVID-19 emergency has been rapid and dependable.
Following Table below provides a few examples of COVID-19 responses using cash transfer programs which
have involved elderly populations, based on data collected by the World Bank. Most of these programs have
been one-off remittances, often to complement existing support remittances (pensions or other benefits for
people with low income).

Table : Examples of Cash Transfer Programs for COVID-19 Relief that Target / Encompass Elderly
Digital Digital

Country Program name Amount ($US) Frequency channel |payment type Other
Bolivia |Bono Canasta Familiar 58 One time Yes Deposit to
bank account
. National Social . Deposit to
India Assistance(NSAP) 13 One time Yes bank account
Jamaica | CARE [Compassionate 70 One time Yes Deposit | to | 40% chose to
Grant bank account| receive | the
benefit | in
cash at
remittance
office
. General Age-Old Pro- Top up
Suriname vision (AOV) escalate 16 Monthly NA NA pension for

Kenya provides a distinctive example of the power that can come from harnessing digital platforms during a
time of crisis. Private sector firms and non-profit organizations created Shikilia to raise money and advocate for
monthly cash transfers for low-income households in Kenya to offset the impact of COVID-19. Working in
collaboration with Give Directly, a non profit organization that links online donors (counting individual donors)
with people in need, Shikilia sends monthly benefits to low-income households, many of which have lost
income during COVID-19, using mobile money. One of the noteworthy aspects of the Shikilia initiative is the
analysis of geospatial, demographic and telecommunications data to recognize communities at greatest risk and
target them for support.

But there are limits to the ability to leverage digital remittances for the elderly, even in high income economies.
In the U.K. elderly residents were not able to comfortably switch from using cash to digital channels when
COVID-19 lockdowns began. This is due to lack of digital skills, a lifetime of reliance on cash, and low digital
access — one-third of the population age 70 or above lives in a household without internet. Stringent lockdowns
meant minimised access to ATMs and in some places a under supply of cash in machines and stores. In 2020,
the UK Government launched a “Call for Evidence on Access to Cash” to better understand the current and
future place of cash in the economy, given that more than 50 percent of UK remittances were already handled
electronically pre-COVID.

For the elderly and other residents unable to quickly shift to digital remittances, there are efforts underway to
help smooth the transition. The Community Access to Cash Pilots (CACP) is working to support communities
in the UK where access to cash may be challenging as branches close and movement is restricted due to
COVID-19. A CACP spokesperson describes the organization’s objectives as follows: “Our aim is to keep cash
viable and also to give people choice. Some solutions might be to help give people confidence creating digital
remittances through support or training by a trusted provider.

» Digital Merchant Remittances during COVID-19:

New Data from the Global Findex Digital remittances have a range of potential benefits for merchants as well
as their customers. Digital remittances are safer alternatives for cash collecting merchants who are more
vulnerable to theft in their stores and on the streets. In Kenya, for example, a study found that adoption of
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mobile money by businesses minimised incidence of theft, boosted productivity, and sped up transactions
between businesses and their suppliers (Beck and others 2017). Another benefit encompasses helping women
entrepreneurs gain control over their money. A study in Uganda compared the effects of giving women
microloans using cash versus mobile money. The mobile money group landed higher profits, and the strongest
impacts were observed among women who previously had high family pressure on their finances. The
flexibility afforded by digital remittances might also make it easier for firms to adapt to disruptions. For
example, a study found that firms with a digital presence have been more resilient during the pandemic,
possibly because online remittances have allowed them to do businesses amid lockdowns and social distancing.

But digital remittances also pose challenges for businesses. A survey of micro-merchants across India suggested
that most merchants and their customers viewed cash as more convenient and reliable than digital channels;
reasons encompass unreliable electricity, slow internet, and burdensomeness using point-of-sale terminals.
Some merchants said that they tried adopting digital remittances but later reverted to cash because demand was
limited and the challenges outweighed any benefits. Such issues are common in developing countries.

New Global Findex data on merchant remittances

In the calendar year 2020, the Global Findex survey asked adults if they used a card, mobile phone, or the
internet to pay for an online purchase or to make a purchase in a store in the past year, and whether they made
digital remittances for the first time during the COVID-19 pandemic. The data presented here draws from
nationally representative surveys of more than 40,000 adults in 14 economies in Latin America and Caribbean
(LAC) and 25 economies in Europe and Central Asia (ECA).

Use of digital merchant remittances varies across regions.

If an adult communicated in the survey that they did use a card, mobile phone, or the internet to make an online
or in-person store purchase in the past year, we consider that person to make digital merchant remittances.
According to this definition, at least half or more adults in most ECA economies make digital merchant
remittances, with higher numbers found in Croatia and the Russian Federation, and lower numbers in parts of
the Balkans and Central Asia. Use of digital merchant remittances varies more widely in LAC economies; they
were relatively uncommon in Bolivia, El Salvador, and Nicaragua, while more than a third of adults use them in
Argentina, Costa Rica, Peru, and Mexico. About half of adults make digital merchant remittances in Brazil, as
do closely 70 percent in Venezuela.

Men and wealthy people more likely to use merchant remittances

In most of the economies surveyed, men are significantly more likely than women to report using digital
merchant remittances. In Turkey, for example, use of digital merchant remittances is 14 percentage points
higher among men than women, and in Mexico, men are closely twice as likely as women to make such
remittances. Georgia is among the rare economies with no such gender gap.

There is also evidence of an income gap, with adults in the richest 60 percent of households using digital
merchant remittances more often than those in the poorest 40 percent of households. In Colombia, Mexico, and
Peru, about a fifth of poorer adults use digital merchant remittances; the share is two or three times higher
among wealthier adults. Income gaps in ECA are pronounced but not as extreme. In Georgia, for example, 41
percent of poorer adults use digital merchant remittances, as do two-thirds of wealthier adults.

Figure: Gender gaps in use of digital merchant remittances
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While digitization has taken off during the pandemic, cash still dominates merchant remittances globally. And it
is far from clear that people who adopted digital remittances during COVID-19 will keep using them when the
pandemic subsides. The best way to escalate use of digital remittances is to make them more convenient and
affordable than cash. That means providing reliable remittances infrastructure—counting electricity and mobile
connectivity—ensuring good product design and minimizing fees that might deter adoption.

For now, cash pursues to appeal to merchants and customers—but people are clearly open to digital options.
The Global Findex survey asked respondents if they had a choice of how to make purchases in stores, would
they prefer to use a card or mobile phone or would they prefer to only use cash. On average, in economies for
which data are available, customers were equally split between the two options.

» Digitizing wages during COVID-19

Digital wages have a number of advantages over cash. Cash can be vulnerable to theft and may be easy to spend
or give away. Digital wages are more dependable, and they help users build savings because people tend to let
the balances sit in their accounts. As part of an experiment conducted in 18 villages in eastern India, for
example, researchers gave identical weekly remittances to people in cash or accounts, and those who used
accounts built significantly higher savings. In Afghanistan, a study of 949 mostly male employees at a mobile
meshwork operator found that those who automatically deposited part of their salary into a mobile savings
account had higher savings and financial security than workers who acquired a mobile savings account but did
not set up automatic wage remittances. And in Bangladesh, factory workers in greater Dhaka who took up
digital wages as part of a field experiment accumulated higher savings, escalated their ability to manage
economic risks, and developed financial capability over time.

Digital wage remittances are also an effective way to escalate ownership of formal financial services. Among
adults globally who have an account, savagely 80 million opened their first account to collect public sector
wage remittances, and another 200 million opened their first account to receive wage remittances from a private
sector employer, according to the Global Findex. Most people who earn wages get paid digitally, according to
the Global Findex. Worldwide, about 1 in 3 adults report that they acquired wages in the past year, with about
62 percent of these wage recipients using a financial institution account to collect wages, and half as many
receiving them in cash only.

Through the pandemic, inclusive fin techs have been critical to supporting this lower-income and often-
overlooked population, continuing to provide their products and services safely and digitally. In the United
Arab Emirates (UAE), NOW Money provides an example of a fin tech firm that has contributed to financial
inclusion by providing a digital payroll and payment solution for migrant workers, many of whom were
unbanked and in need of an efficient way to remit funds to their families. NOW Money has helped tens of
thousands of workers gain access to a formal financial account since its founding in 2016.

Digitization of Garment Industry Wages during COVID-19

The ready-made garment industry is critical for Bangladesh's economy. It is an important source of formal jobs,
employing savagely 4 million people, of whom about 80 percent are women. Between 2003 and 2015, the
country’s exports grew by 16 percent annually, driven overwhelmingly by the garment industry; at the end of
that period, the export share of GDP had tripled, magnifying a solid run of economic growth in the country
(World Bank Group 2017).

The COVID-19 pandemic negatively impacted the garment industry. When the virus arrived in 2020, many
companies cancelled export orders from Bangladesh, resulting in billions of dollars in lost revenue. Some
factories which had completed orders had to wait longer than usual to receive payment following the start of the
pandemic. Amid outcry from civil society, some brands paid up, but some buyers have not compensated their
suppliers, resulting in factory closures and supply chain disruptions. A survey of garment workers in
Bangladesh and other paramount exporting countries found that many were grappling with hunger and turning
to informal loans following the collapse of formal employment during the pandemic.

Bangladesh's government moved to support factories and workers as the pandemic's economic fallout took hold.
In late March 2020, the finance ministry rolled out a stimulus package worth closely US $600 million. The
funds were earmarked to support four million workers, with remittances to be distributed by commercial banks
using mobile money accounts 19 and bank accounts. The government also moved to provide support to five
million needy households (not necessarily connected to the garment industry) via mobile money (IMF 2021). At
the same time, the finance ministry provided factories with subsidies to cover interest remittances on working
capital loans and introduced a stimulus for micro entrepreneurs. The central bank enacted various emergency
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measures, such as waiving credit card fees, suspending interest remittances on loans, and delaying classification
of nonperforming loans (IMF 2021).

Figure: Bangladesh Garment Worker Salaries
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Source: Microfinance Opportunities Garment Worker Diaries, January 2021 update.

The overwhelming paramount of workers communicated that they preferred to withdraw their entire salaries
instantly. Few workers communicated burdensome transacting: 95 percent were able to withdraw their salary on
their first attempt, and closely 80 percent communicated waiting in line for less than ten minutes. The
preference for cashing out salaries reflects the fact that factory workers overwhelmingly transact in cash.

Person-to-person remittance transfers are the most common type of digital transaction. Many people who work
in urban garment factories migrated from rural areas and send money to their families back home. Studies have
found that using digital remittances for these domestic remittances can have important development benefits. In
Bangladesh, researchers did a field experiment with 815 households that encompassed training in how to use
mobile money services and assistance with opening accounts. They found that when urban migrants took up
mobile money, their remittance volumes to rural areas escalated by 26 percent; consumption rose in rural areas
by more than 7 percent; extreme poverty trickled; and remittance-receiving households escalated savings and
consumption and minimised their reliance on borrowing. The Garment Worker Diaries show that during the
first summer of the pandemic, closely half of domestic remittance transfers were sent digitally. But the use of
digital transactions varied by how workers were paid, with women who acquired their salaries digitally being
far more likely to use digital transfers than those who were paid in cash.

Circumstance is key to building financial capability and confidence with digital remittances, according to a
recent study of factory workers in Bangladesh. Researchers did a field experiment with more than 3,000
workers in two garment factories in greater Dhaka to move employees from receiving wages in cash to
receiving them digitally. The results show that over time, workers enrolled in digital wage remittances
conducted fewer transactions with the help of bank agents and carried out more transactions on their own.
Compared to workers who acquired an account but were not enrolled in digital wages, the workers who
acquired digital wages were 24 percentage points more likely to make a send-money transaction and 60
percentage points more likely to make a withdrawal from their account without receiving assistance. The
workers also learned how to dodge illicit fees from banking merchants, built their savings, and escalated their
resilience to financial shocks. Overall, the findings suggest that the circumstance of receiving digital wage
remittances helped these workers build their financial capability.

The garment worker diaries collected by Microfinance Opportunities also speak to the importance of
circumstance. They suggest that workers who had circumstance using accounts and digital transactions prior to
the pandemic were better able to manage the economic fallout and bounced back more quickly than those who
were in circumstanced. For example, circumstanced users were slightly less likely to be food in dependable and
were more likely to withdraw money from a digital account when they were experiencing food insecurity,
which suggests that they were using savings to main consumption levels—an example of financial resilience.
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Table: Examples of new and niche platforms

COUNTRY PLATFORM MAIN FOCUS PAYMENT METHODS CREDIT COVID-19 RESPONSE
Kenya Twiga Foods Agrniculture (business Mobile money Digital credit (piloted  Launched business-to-consumer
to business) vith IBM Rescarch) lution in partnership with
Kenya Sendy Transport, deliveries, Mobile money Launched grocery deliveries
"m; sUCs (Dusiness to n pnr'.nﬂ('.h«p with stores and
business) supermarkets
Nigeria FarmCrowdy Agriculture Cash on delivery, mobide Linked to crowd- Increased demand to partic-
money unding platform pate in the platform. Had to
Crowdinvest discontinue mobile payments
due to disruption in agency
network
Kenya/ Flutterwave Payments Online payments Launched Flutterwave Market
Nigena igitize their
Uganda SafeBoda Motorbike taxis Prepaid e-wallet, cash on Loan for motorbike hed grocery and restau
delvery purchases in part- rant delivenes via motorbike
nership with Finca taxi fleet
Uganda
Ethiopla Helloomarket General merchandise Mobile money, cash on Plans to partner Increased nterest from vendors
delivery, deposits at agents  with banks for credit and sale of essential items
or bank beanches product
Brazil Compre Loca Local grocery stores Payment link via SMS and Started to support local
and restaurants WhatsApp businesses affected by the

ockdown

Source: Totolo, Baijal and Dean, 2020.

Opportunities and risks of digital financing:

COVID-19 has created an environment for accelerating digital financial inclusion in markets around the world,
led by a rapid expansion in digital remittances to keep economies functioning while mobility is restricted. Taken
together, a well-functioning digital finance ecosystem can escalate competition in financial services and help to
reduce costs and improve quality and convenience for consumers. However, there are also risks to a rapid
expansion of digital financial inclusion, especially for consumers who have not previously used formal finance
or who have limited digital access, skills and circumstance. Uptake of digital financial products and services
may also be slowed by economy-wide factors from inadequate technological infrastructure to high levels of
informality which reduce the demand for digital — and more transparent — financial transactions.

e Leverage Government-to-Person (G2P) remittances: More than 100 countries have announced plans to
scale up social assistance remittances to mitigate the economic impact from COVID-19. Combined with a
need to minimize movement to reduce contagion, digital government remittances (G2P) have rapidly
expanded worldwide. Ensuring that this expansion marshals to sustainable gains in digital financial inclusion
requires attention to account design, involvement of a wider array of private sector partners and incentives
that help to strengthen the digital ecosystem and escalate use of digital remittances, savings and other
services rather than simply withdrawing cash.

e Prioritize infrastructure and connectivity: Growth of digital remittances and digital finance is linked to
infrastructure, counting reliable electricity, mobile phone penetration and internet connectivity. While
beyond the scope of the financial sector, infrastructure problems can make digital remittances less effective
and these needs to be taken into account when solutions are deployed, whether by government or the private
sector. In particular, strategies designed specifically for rural and remote communities may need to be
developed to account for infrastructure gaps. This encompasses designing products that work on feature
phones and creating an ecosystem which accounts for gaps in connectivity. In the medium to long term, the
ability to conduct financial, commercial and government transactions remotely, supported through digital
finance, provides further justification for investments in infrastructure.

¢ Encourage interoperability to make digital remittances more convenient: In some contexts,
interoperability between agents facilitates choice for recipients of social protection remittances and helps the
agent to obtain liquid resources — but this is not consistantly the case. Particularly in remote locations,
interoperability may overwhelm agents, as these are areas where the digital remittances acceptance
meshwork is less developed, and there is under supply of other cash-out points, such as ATMs and branches.
Hence, interoperability needs to be paired with many other measures to work, counting: data-based tools to
recognize areas where agents may be overwhelmed by liquidity requirements from customers and social
protection remittances’ recipients; a sustainable business model for agents funding cash withdrawals with
their own resources or through external resources such as credit; tiered agent arrangements that monitor 24
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and provide cash facilities to agents; a strong digital remittances acceptance meshwork, as well as
convenient ways for consumers to use such means; and a thorough liquidity planning capacity in the context
of delivery of large volume remittances, such as G2P remittances.

Focus on the customer circumstance with particular attention to women and other underserved and
vulnerable populations (elderly, low-income, rural).

e Promote responsible finance by building financial capability and enforcing financial consumer protection.

KEY FINDINGS

O

A basic measure of financial inclusion is the share of adults in a country who have an account at a formal
financial institution or through a mobile money provider.

o It is widely understood that the pandemic's impacts have been uneven across populations and disparities in
financial access make it harder for vulnerable and excluded groups to recover from the crisis.

o Bridging these gaps requires better access to technology, capacity building and intentionality, which can
involve leveraging other parts of the digital finance ecosystem, such as government-to-person (G2P)
remittances, to hasten uptake and support usage. In fact, digital remittances, counting government
remittances—which have been expanded in many countries as a response to COVID-19—have historically
been an important driver of financial inclusion.

o A World Bank tally of policy responses to the pandemic finds that at least 58 governments in developing
countries have used digital remittances to deliver COVID-19 relief.

o Over the course of the pandemic, governments have rushed to provide financial assistance to citizens,
creating opportunities and challenges for expanding financial inclusion.

o The private sector also shifted to digital remittances and digital finance during COVID-19.

o International remittances proved resilient in the pandemic's first year.
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ABSTRACT

Through this study we are going to access the financial model of a start-up which is in its early stages and also
check the overall viability of the model. In order to check the viability of the model with respect to the business
case study of a start-up - Infobucket is taken. Through this case study various financial aspects are highlighted
leading to a conclusion regarding feasibility of the business and the model itself. The research has also paved a
way in understanding various aspects from creation of the model till its overall utility for a particular business,
and for other businesses in general. Finally, it explains how important it is to create a financial model for every
business which seeks investments or partnerships for its growth and the difference created by the same. Further,
if the systematic approach is adopted since beginning, it helps the business to track the performance over the
period and also supports the decision-making process.

Keywords: Financial Model Financial statements Info-bucket

INTRODUCTION

Over the time as the business have evolved and witness great advancements. As the business systems have
moved to virtual space and now online it has facilitated various stakeholders among the corporate space, one
these came in the domain of financial tools which are helpful for estimation, calculation, forecasting, disclosure,
etc.

The digital overhaul in the recent years in various domains of business and management has led to effective
efficiency and increased transparency towards its stakeholders. The innovations and developments in the
functioning of the business and improved transparency has created more compliance requirements but the same
is less cumbersome due to its digital nature, ease to present and deliver.

The Financial model is an advance tool that displays forecast, financial statements and its analysis, cash flows
and various other financial data. Which basically displays summary of a company’s performance over a period
and forecast of future financial performance based on a decision or variables considered. Financial modeling is
the process of creation of financial model. It is the represents company’s operation and performance of past,
present and future in quantitative terms. Financial modeling is helpful in valuation of the company, for industry
comparison and for assessing overall operational capacity of the company.

A Financial model is a systematic and organized representation of company’s data. It is based on certain
assumptions and principals laid down as per the applicable financial reporting framework. A Financial model is
crucial in understanding the business in and out especially from a potential investors point of view since as
lucrative the idea behind a business is but in practical terms how that idea can be sowed, nurtured and grown
into a fully functioning business entity and what support it will receive or it should ideally receive basically the
financial road map to the goal of the business both short term as well as long term can be formulated through
the financial model of that business.

In context to the current study the financial model of Infobucket technoplex LLP company will showcase the
company’s financial position, profitability and liquidity until the current period as well as for next 3 years. This
will be an important tool for overall assessment of the company, especially for the potential investors as well as
the stakeholders since they will get complete disclosure of company’s activities which will enable them to form
an opinion about the investment in the company.

The accuracy of the financial model is subjective to current position of the company, its external environment
and the skill of the one who creates it. Even though the financial model is not truly perfect or accurate in
quantitative terms yet it is very much valued and given importance since it answers to various qualitative
questions with respective of company’s position in five years, its growth, its overall potential to generate
revenue, its market position, its ability to survive, its budget for various expenses basically its spending
capacity, its cash flow, liquidity and its liquidity preference, its risk appetite and its nature towards risk taking,
its ability to generate returns, its capital structure, its ability for cost cutting and increasing profit margin and
finally its ability to reinvest.
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LITERATURE REVIEW

» Zichun Yan & Kai Wang (2018), the main objective of the study is to study financing for internet-based
start-ups. It also studies crowd funding to explore the effects of entrepreneur’s background subject to
uncertainty of entrepreneur’s external environment in his country. The method used for research is data
mining. From the research it is clear that the start-ups should use funding methods like crowd funding since
it has proven convenient and successful also entrepreneur’s background positively impacts on crowd
funding.

» Jitendra Gaur & Kumkum Bharti (2021), the primary objective of the research is to identify various
obstacles in operating of a start-up and focus on solutions to those obstacles. The research is carried out
using fuzzy analytic hierarchy and fuzzy TOPSIS method. The study found four major obstacles with
multiple components of each and also suggested various solutions for the same in detail.

» Ravi Thodla & Seeboli Ghosh Kundu (2017), the primary agenda of the research was to study equity crowd
funding as a feasible option for raising pre-seed funding for IT based start-ups. The study focused on the
availability of various options for fund raising especially for IT start-ups. It is a conceptual paper which
focused on researching equity crowd funding and has used co-relation and regression analysis method.

» Zoran Luki¢ (2017), through his research the author has elaborated uses of financial model, along with
stages of financial model, this is a conceptual article that also identified various assumptions that a financial
model needs to make while building a financial model. The article also exhibits challenges of a good
financial model construction.

OBJECTIVES FOR STUDY
v To understand various investment or financing options available in India where start-ups are concerned.

v" To understand significance of making a good financial model.
v To study significance of good financial model and to gauge how a good financial model can be made.

NEED FOR STUDY

To understand how a sound financial model can be created, the components of a financial model, importance of
financial model for funding of start-ups, things to take while preparing financial model i.e. dos & don’ts for
creating financial model and to get an overview of start-up eco space in India.

FRAMEWORK
v Dos % Don’ts
v Standardised Format x  Not as per applicable laws
v As per Financial reporting framework x  Not well defined & lack of disclosures
Y Clarlty, addltlonal information & or | There is a mismatch in actual & presented figures
disclosures if any
v’ Precise and well defined x  Lack of standard flow

» Financial Model: Financial model is an advance tool that displays forecast, financial statements and its
analysis, cash flows and various other financial data. A Financial model is a systematic and organized
representation of company’s data. It is based on certain assumptions and principals laid down as per the
applicable financial reporting framework.

» Financial statements: Financial statements are records containing financial data of an entity which
represents the overall performance and the position of a business, in a given period of time. Financial
statements include income statement, balance sheet and cash flow statement. The income statement indicates
profit or during the year, the balance shows the current position of the company and cash flow portrays the
flow of cash from various activities.

» Infobucket: A start-up which primarily focuses on providing solutions to the educational institutions and
students by bridging the gap between the two by means of providing a solid technology platform. Infobucket
Technoplex LLP is a start-up founded by Omkar Kanerkar, currently incubatee with COEIL Infobucket is
based on subscription-based model, the colleges and institutes can subscribe to the app. The main idea of this
app is to connect teachers and management to students directly in the most sophisticated way possible, at the
same time reducing all the confusion and stress caused by miscommunication or lack of communication
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between teachers, management and students and streamlining it into a smooth and hassle-free process for all
the parties involved.

CASE STUDY

Components of financial model

The financial model gives a complete financial aspect of business in the current scenario based on the past
performance if any, as well as the future prospect. The financial model consists of various financial statements
which are prepared as per the applicable financial reporting framework. The components of financial model are
as follows:

>

>

Assumptions: The financial model starts with assumptions which are fundamental to the whole model,
since these assumptions propel the whole financial analysis and helps to formulate for the creator as well as
understand to the reader.

Revenue Model: The revenue model showcases historical revenue if any and projected revenue for next
few years.

Operating Expenses: The operating expense statement consists of actual operating expenses incurred
during previous year, current year, if any and estimation for future years.

Capital expenditure: Capital expenditure that is being incurred for starting of the business and yet be
incurred in future years is included in capital expenditure statement.

Income statement: Income statement shows profit or loss for the previous year & current year if any and
projection of the same for future years.

Balance sheet: Based on the statements created earlier and with additional information balance sheet is
created for these years. It shows the position of business in a particular year.

Cash flow statement: Cash flow statement is created to understand the clarity regarding the flow of cash in
a business for a given period. Based on the earlier created statements cash is created.

Financial Model of Infobucket

Operating Expenses Statement

Operating Expenses of Infobucket LLP

Direct Cost:

App Development X 8,00,000.00 | X 9,60,000.00 | X 11,52,000.00
Website & Domain X 1,50,000.00| X 1,80,000.00|X 2,16,000.00
Anti-virus software < 6,500.00 | X 7,800.00 | X 9,360.00
Ms Suite (2 Unit) < 1,500.00 | X 1,500.00 | X 1,500.00
Total Direct Cost{per year) X 9,58,000.00 | X 11,49,300.00 | X 13,78,860.00
Total Direct Cost{per month) < 79,833.33 | X 95,775.00 | X 1,14,905.00
Administration Costs:

IT Interns - X 2,88,000.00 | X 3,60,000.00| X 4,50,000.00
Marketing Interns - 2 (X 10,000 each) X 2,40,000.00 | X 3,00,000.00 | X 3,75,000.00
Brand Development Interns - 2 (X 10,000 eal X 2,40,000.00 | X 3,00,000.00 | X 3,75,000.00
Rent < 84,000.00 | X 1,05,000.00 | X 1,31,250.00
Security Deposit (Refundable) X 5,000.00 | X 5,000.00 | X 5,000.00
Marketing & advertisement X 6,00,000.00 | X 12,00,000.00 | X 24,00,000.00
Printing & stationary < 10,000.00 | X 12,500.00 | X 15,625.00
Registration Fees < 10,000.00 | X - ~ -
Logo Registrations Fees X 15,000.00 | X - X -
Legal Advisor's Fees < 30,000.00 | X - < -
Depreciation < 3,500.00 | X 3,962.50 | X 5,295.94
Total Administration cost (per year) X 15,25,500.00 | X 22,86,462.50 | X 37,57,170.94
Total Administration cost (per month) X 1,27,125.00| X 1,90,538.54 |X 3,13,097.58

Total Operating Expenses (yearly) X 24,83,500.00 X 34,35,762.50 X 51,36,030.94

Total Operatins Expenses (monthly) X 2,06,958.33 | X 2,86,313.54 | X 4,28,002.58
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Capital Expenditure of Infobucket LLP

Capital Expenditure Useful Life(Years)

Capital Exp
Desktop

Other hardware

Total Capex

Depreciation
Desktop

Other hardware

10| X
5|%

% 1,00,000.00
2 10,000.00

X 1,10,000.00

2,500.00
1,000.00

% 1,22,500.00
B 9,000.00

X 1,31,500.00

X 3,062.50
b 900.00

X 1,69,437.50
2 10,600.00

X 1,80,037.50

% 4,235.94
B 1,060.00

Total Depreciation 2 3,500.00 X 3,962.50 X 5,295.94
Capital Expenditure Statement
Income Statement
" Income Statement Model of Infobucket LLP
Years 2022 2023 2024
Revenue X 2,281,000.00 (X 8,601,000.00 | X 13,495,000.00
Growth(%) 277% 57%
Total Operating Expenses X 2,483,500.00 (X 3,435,762.50|X 5,136,030.94
EBITDA % -202,500.00 | X 5,165,237.50 | X 8,362,969.06
Depreciation and Amortisation X 3,500.00 | X 3,962.50 | X 5,295.94
EBIT 1 -206,000.00 |X 5,161,275.00 (X 8,357,673.13
Interest Payment 0 0
EBT X -206,000.00 | X 5,161,275.00 |X 8,357,673.13
Tax Rate(%) - X 2,064,510.00 (X 3,343,069.25

Net Income

Cash flow statement

1 -206,000.00

Cash Flow statement of Infobucket LLP

Particulars

A. CF from operating activities
Net profit

(+) Non cash items
Depreciation

(+)Loss on sale of machinery

CF from operating activities (A)
CF from investing activities

Invested in short term securities
Long term investment sold

part of machinery sold
CF from investing activities (B)

CF from financing activities
Increase in secured loan
Increase in share capital

CF from financing activities ©

Opening C/B balance

(-)Gain on sale of long term investment

Machinery purchased during the year

CF generated during the year (A+B+C) <

2022
< -206,000.00
< 3,500.00
< 3,500.00

NAANAN

M

< -199,000.00

-110,000.00

-110,000.00

< 500,000.00
o 500,000.00

191,000.00

=

<

<

NAA

<

3,096,765.00

2023
3,096,765.00

3,962.50

3,100,727.50

-25,000.00

-25,000.00

3,075,727.50

191,000.00

5,014,603.88

2024

=< 5,014,603.88

< 5,295.94

< 5,019,899.81

= -50,000.00
= =

< -50,000.00
<

X

< 4,969,899.81

X 3,266,727.50

Closing C/B balance

3,266,727.50

8,236,627.31
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FINDINGS
As per the study a sound financial model is one which reflects the business in financial terms and has proper
explanations wherever necessary as well as it is prepared in accordance with applicable financial reporting
framework.

Amnalysis
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s C ash Flowr =T arning after Tax = perating Expenses

The above chart indicates cash flow over the years. There is a steady growth of cash flow throughout the years
which indicating that the company is cash rich, has healthy cash balance and has great growth potential.

Also, the income statement of Infobucket LLP indicates growth followed by stability which is generally the
scenario for new businesses. Hence it proves the feasibility of the financial model and makes it highly practical
in the given case.

Also, the financial model of Infobucket LLP shows that the start-up has a great potential, has strong business
model and can grow soundly over the period given the right opportunity of investment.

CONCLUSION

A financial model which showcases the true vision of the business in the most practical and systematic way
possible. It also highlights the need of strong business model which would be either a unique in its own or it
should provide a unique outlook in order to create an impact as business. Also, the focus on problem solving has
garnered various new solutions and successful new businesses. These developments have come up in light with
the entrepreneurs exploiting every opportunity they got and fully utilizing the market potential.
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Annexure

Assumptions
ASSUMPTIONS
Price: (per Subscription) Amount Rs.
Monthly Plan % 4,000.00
Quarterly Plan z 10,500.00
Annual Plan X 36,000.00
Advertisement révenue annual % 12,00,000.00
Operating Expenses Rate Per month Per annum
Diract Cost:
App Developmeant % 8,00,000.00
Website & Domain % 1,50,000.00
Anti-virus software z £,500.00
Ms Suite (2 Unit) z 1,500.00
Administration Costs:
ITInterns - 2x12000x12 % 2,88,000.00
Marketing Interns - 2 (¥ 10,000 each) 2x10000x12 X 2,40,000.00
Brand Development Interns - 2 (£ 10,000 each) 2x10000x 12 % 2,40,000.00
Rent 7000x12| X 7,000.00| % £4,000.00
Security Deposit [Refundable) z - z 5,000.00
Registration Fees x 10,000.00
Logo Registrations Fees % 15,000.00
Legal Advisor's Fees z 30,000.00
Marketing & advertisement % 5,00,000.00
Printing & stationary 4 10,000.00

Total Operating Expenses

Motes:

This is an financial model of Infobucket LLP,

Price of the application package is fixed based on monthly, quarterly and annually per college.

The development of the software is done by the hired expert and the total expenzes are as above.

The maintainance of the socftware is being done by the hired IT interns and by the founder.

The marketing interns would be part of marketing team headed by the founder.

LB R B L L

The brading team consisting of hired interns would be responsible for logo management, etc.

Revenue model year 1

Revenue Model of Infobuctet LLP

n

0 2114500 130

Grand Total Revesse (n Rs)
Total subscriptions

Monts Jan feb Mat| Apr Uy
Subscriptions (monthly - . 100 100 10
Qubso anerly 100 100 100} 100 200
Subscrigtions (annual) . . . 100 10
Frice [moeshly T 400000 4000M|% :.’0:15'. 40000013 400000
Price (quanterly T 1030000/ 1030000| 2 1:53::0@'. 1650000 | 30,300.00
Price [annual T 6000001 3600000)% 563):265’. 300000( % 3600000)2
Total Bavenus [in Rs.(monshid | % - |t = |t 4000001% 400000)% 400000
Total Revenue [in Rs iquartery} |2 050000|2 1050000|2 1050000] T 1050000(% 21,00000
Total Revenue (in Rs.)annual] |t - |t - |t = | 3500002 3600000
Adiemisement rewesue 110000000 (2 T 1,00,000.00 | 31000000 | 1,00,00000

22 (Phase 1)
n i L0 o0
10 bl 0
0 W0 00
100 00 200
0 0000f % 40000

00 TL5L00000 X 16100000 T 19700000

7200000

105000| 2 1950000 iy
00000/ T 3600000{ T 350000
T E000m
T 210000
T 1200000
10000000

t20100000 221

t 20000
110000000

s

0 two Phases, Phase 1 will be in

tial year and Phase 2 would be subsequent 1 years.

1|The whole reverre model is divided int
2 BveruR is estimated
pstimated to rise 25% in every subsequent year

Adweniseme

12.00,000 anewsally and is being divided squally to 3v0id complexity 3nd anbiguity, also 1 is

0t Nov Deg

100 100

am s

40 i

t 400000(% 400000

U 1050000(% 2030000

t 3500000 (% 3600000

S000001 T 400000

400000(3 4200000

T 103000001 % 15400000 % 13000000

1200,000.0

TOTAY
530

%0
0w
400000
1050000
300000
5200000
27300000
75600000
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Revenue model year 2

Revanue Model of Infobuccer ILP

(Grand Total Reveaye [ R

Tatal sabseriptioes

Revenue model year 2

Fagkt o ey of el U

Manths fan Feb Mar L%
Subscriptions [monthiy) i) i 4 M
Cubseriptions [quamsr) &00 m g} B0
Subseriptions (3nnual] T B0 00| 1000

v oymm|r wom|t 4mafT 4pmm|z

boSORGO|E LOSM0MR Ms00G0|t MM
Frice [anmual] 1 0000|E 00T Wooso| ¥ mom|?
Total Revenue [in fs jjmonthyd | 1 B00O0|E LLOGOOO|? 1G000A0)% 20O
Total Revenos [in RsJjguanadyll * E3000001 % TRS00M0|R TRS0000F% A4000M|
Tonn| Revenue [in Ro)(annual] | ¥ 15200000 € 28800000 | ® 32400000 | % 35000000
Advertisement resenue FLBMm|2

05| Prase )

Way| Jun Jul Aug Sep b biow Deg
s Wil s 500 a0 300
| 1 50 50 17 gEL
po|  nm 500 50 1 il o
&no0fE 4000 amneolt 4p000|t 4X00(T 4qamid 4p0n0
ikl S il 1050001 1050000) 8 WK00(T WMt 105000
4 W00\ en0| ¥ Eaam |t 30000|¥ 300000
M|t BENm| T NE00|T Mgt W00

T 1400000 | % 15750000 15750000 (% 17850000 @ L3800nd

T GA200000 | ¥ 61130000 ¥ 6 1200000

3 )| £ 1500000

1 13500000

Feb ™
00 |
i) |
] 13.00|
3 S 1 vl o]
1 MR 1 1050d0(%
B OE00000%  anondo(t
Tealfenroefnismonty) |2 200000(2 200002
Tetalfoverue iz fosaracy] | 2 1290000007 1E30000011 1g9d0000(%
Tetal Reverut fn Sx faemaal] T E2B00000)% i mjt
dvartizamert revenig 3 155 15000)%

oraned Tl Reweion i s
Total substriptions

Balance sheet

Lhi 1)
1050000
3
0000
15500000

120,000

Balance Sheet of Infobucket LLP

Mz ot M

W 40 £

0 Fo i) nm

0m n nm

1 400m(3  &M0m|E 400000
1 W00 10500001% 10000
b OEN0MR  0000(R 3800000
1 200000|T lsM00m|E Momm
£ 11000000 2,10,00000/ ¥ 114,000
B 756,00000( % 7,5000.00

i ¥ LS625000

g fasl it

0 sm|

1 u|  nmw

1 110

T a2 4P
1 18002 105000
L LT L
t nmn|t amol umm
¥ 220500003 220500002 23100
¥ 750000 & 73200000 2 7520000

| e ToTw]

a0)| 810 8200

no padii| 0
20| 1 50

v oamomie  emomole  soom
1 19500001% 10800000% 050000
v oot somofe  3sonm
000000{2 24500000

1 5000

T gi560000

3 187580000

Year

ASSETS
Non-Current Assets
Fixed Assets

Total Non-Current Assets

Current Assets:
Cash

Other current assets
Total Current Assets
TOTAL ASSETS

EQUITY & LIABILITIES
Equity

Retained earnings
Total Equity

MNon-Current Liabilities:
Total Non-Current Liabilities

Current Liabilities

Tax payable

Trade payable

Total Current Liabilities

TOTAL EQUITY & LIABILITIES

=
=
=
=

2022
106,500.00 | =
106,500.00 | =
191,000.00 | =

- | =
191,000.00 | <
297,500.00 <

500,000.00
-206,000.00
294,000.00

3,500.00
3,500.00

2023

131,500.00
131,500.00

A

3,266,727.50
2,263,047.50
5,529,775.00
5,661,275.00

A B

500,000.00
3,096,765.00
3,596,765.00

2,064,510.00
0
2,064,510.00

5,661,275.00

2024

180,037.50
180,037.50

8,236,627.31

441,008.31
8,677,635.62
8,857,673.12

500,000.00
5,014,603.88
5,514,603.88

3,343,069.25
0
3,343,069.25

8,857,673.13
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Technological Trends in Human Resource Management

Manali Rohan Patil and Apurva Sawant
PTVA’s Institute of Management, India

ABSTRACT

The idea of a "conventional workstation" has become obsolete in the age of technology and mobile computing.
Employees may now work from any location at any time. Human resources have been fundamentally redefined
over the world as a result of technological advancements. Recent developments from sourcing to performance,
technology has changed practically every element of HR. Technology, according to several industry analysts, is
one aspect that is influencing the market. To a large extent, the HR department is responsible.

Keywords: Human Resource, Technology, Trends, Industry, Technological advancements

1. INTRODUCTION

HR technology companies are increasingly crafting apps with employees in mind, allowing employees to learn
and grow, engage, give feedback, realize their potential, and even manage others more productively. The trend
constitutes a substantial transition from a decade ago, when HR technologies were largely aimed to expedite HR
administration, increase record-keeping, and assist in the redesign of HR procedures. From sourcing and hiring
to talent and performance management, digital technology has revolutionized virtually every facet of HR today.
Any HR technology used to seek, employ, retain, and manage human resources, while also support HR
administration and streamline HR management.

HR managers have depended on technology to bridge any gaps generated by distance and new hurdles to
employee engagement as a result of the current change. And they look to be doing well so far. According to a
Flex Jobs poll from 2020, 51% of remote workers claim they are much more efficient when they work from
home. This overriding tendency appears to be set to continue even after the outbreak, with 61 percent of
employees embracing remote work and 56 percent having occupations that enable for it.

2. RECENT TECHNOLOGICAL TRENDS IN HR

1) Artificial intelligence (AI) in HR Tech -

Al-enabled systems are becoming increasingly significant in the recruitment and hiring procedures of
businesses. They can shorten the time it takes for recruiters to evaluate and sort through a large quantity of
resumes. Al can help with labour market analysis, matching talents and identifying competences, and maybe
detecting and mimicking prejudice in job descriptions. Chatbots may also connect with prospective prospects
prior to in-person job interviews, which helps speed up an otherwise lengthy recruiting process.

2) Employee self-service systems (ESS) -

Employee self-service systems have enabled the employees to have access, revise and update their personal
information on their own. Implementation of ESS has enabled faster delivery of HR related information in an
efficient way to the employees. These tools have also helped in improving the communication of various
important matters such as company holidays, change in health care plans, and other time sensitive information
between the management and the employees. These self-service tools are being used extensively in learning and
development programs, thereby assisting the employees to upgrade their skills and expand their knowledge
base.

3) Wellness Apps -

With an increase in awareness and understanding of the importance of the need to maintain a healthy work-life
balance to ensure that the employees are physically and mentally well to perform at their best and maximum
levels, wellness and health apps are being introduced to the employees by the HR department. Usage of these
wellness apps can allow the employees to set realistic goals with respect to performance and increase the
chances of achieving these performance goals thereby improving physical and mental health and wellbeing.

4) Cloud based HR tools -

Cloud based HR tools and systems have enabled connect various data in one piece software. Adoption of cloud
based HR systems has given the organizations a computing power and chance to potentially survive and prosper
in this technological era. Cloud based HR tools have enabled to carry out real time performance assessment
accurately and efficiently. In terms of cost, these tools are economical compared to proprietary HR management
softwares, thus proving to be more cost effective option.
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Adoption and implantation of these technological trends have certainly proved to a boon to the Human
Resource domain. It is easy to access to the information related to employees and has helped in simplifying the
decision making process as all the employee essential information is instantly available to access. The
automation of these tools has helped to carry out time consuming manual processes with ease, thus, allowing
managing time effectively. The security of employee essential information is guaranteed as one can control
who gets to access this information.

3. REVIEW OF LITERATURE

Dr. Alok Mishra and Dr. Ibrahim Akman (2010) through their research study aimed to study the application of
Information Technology (IT) in Human Resource Management (HRM). The key focus of their research was
learning about different trends of IT used in HRM in organizations in various sectors in Turkey. The primary
data collection was done using survey method, using 106 responses as the sample size for this research study.
The data collected showed that IT is widely used to perform various HRM functions in the organizations of
different sectors in Turkey. The results indicated that IT has significant impact on HRM of the organization of
different sectors and the IT tools varied significantly within recruitment, maintenance and developmental tasks.
However, it was also revealed that organizations failed to maturely and systematically apply these technologies
in the performance of the HRM functions.

Sanchita C. Banerji (2013) in her research study explained the wide range of application of IT have greatly
impacted operations of the organizations. Integration and acceptance of new technologies is a challenge face by
the organizations. Implementation of these technologies requires radical change in the way HR professionals
perceive their roles and responsibilities. Proficient knowledge of the traditional HR practices and skills and
applying the same via technology will ensure in successful implementation and acceptance of these
technologies.

Dr. N. Muthu, K.R. Kishore Kumar, S. MuthuKumar (2015) conducted research study on the trends that are
emerging in changing HR technology. Through their study, they have emphasized on the effects and impact of
the technology used to enhance the HR thereby helping the business to prosper. They say that technology will
provide required platform to develop terminologies, metrics and data models that are in accordance of and
support the global HR standards. Application of HR — IT in HRM as employee assessment tool (application
server model —ASM), computerized performance monitoring (CPM), E- recruitment tool, workflow technology
and others have been given as examples to cary out various HR functions with ease. The researchers while
concluding say that HR professional should implement programmes, strategies and system that encourage
experience, collaboration and decision making practices.

Ghanshyam Mhatre and Dr. Vijay Dhole (2018) in their research study based on the secondary data collected
believe that due to implementation of technology in HRM, smart digital context of HR practices with better
quality of data is accessible now which allow management of huge and complex data and better decision
making practices. They believe that the HR domain is shifting from transaction to interaction field which
emphasizes on the interaction belween the employer and the employees.

Dr. S Yuvaraj and M. S. Sunganthiya (2021) have explained the impacts of technology on Human Resource
Management and various functions of HR. Due to adoption of technology, recruitment & selection processes,
training and development programs, appraisal systems are now using internet as their prime source to carry out
these functions. These methods have now become more cost and time effective. Computer software programs
are used to help to improve employees’ performance. They believe technological tools have helped to improve
communication, encourage creativity and innovation and save time and manage time effectively. On the other
hand, it has also lead to distraction during work, high maintenance cost and is affecting workplace relationships.
The researchers believe that organizations that adopt technology to perform HR functions will prosper more
than those who do not invest in these technologies.

OBJECTIVES OF THE STUDY
To learn about different technological tools used in HRM by organizations.

4

1

2. To find out benefits and disadvantages of the technological tools.

3. To find effectiveness of the use of technology on various HR functions.
4

To find effectiveness of the technological tools with respect to cost, productivity and stress levels of the
employees and communication and transparency level between the employees and the employer.
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5. RESEARCH METHODOLOGY
Research design: The type of the research study is descriptive in nature.

Research tool: Both primary and secondary data collection method is used to collect information needed to do
this research. Primary data is collected using questionnaire. The questionnaire was circulated among HR
professionals for response. Sample size of 45 is used for the study. Secondary data is collected from research
papers, research articles and websites.

6. DATA ANALYSIS AND INTERPRETATION

0%

Cloud based HR tools
WEmployee self service tools
M Block chain integration
W People analytics tools

mAlin employee management

Fig. 1: Technological trends used by company for HR functions

From Fig.1, it can be inferred that the most widely used technological tool used by the organization for human
resource management is Employee Self Service (ESS) tools that allows the employees have access and update
necessary information on their own, thus facilitating in faster delivery of information. Cloud based HR tools are
second widely used tools by the organizations. People analytics tools which enables faster collection of talent
data and its application to boost talent and business outcomes followed by block chain integration tools.

B Mare efficiant & focused
recruiting efforts

Actionable worlforce analytics

W iore time for HR strategy

Supportfor key HR related
compliance issues

B All of the above

Fig.2:Benefits of using technology in HR functions

From Fig.2, it can be inferred that 62% believe that implementation of technology in various HR functions have
multiple benefits such as the recruitment process becoming more focused and effective by using application
tacking software supervise the hiring process, managing workforce analytics to track different costs,
competencies and characteristics of Goal and result oriented employees, thereby helping in effective planning
and decision making process, supporting with compliance issues, and leaving more time for strategizing HR.
18% believe that technology has greatly helped them with the recruitment process followed by 11% thinking
that the only advantage of use of technology would ensure more time to work on strategies.

6%

Expensive
BTime consuming
W Lack of stability
B nsecure data storage ftransfer

B Allof the ahove

Fig.3: Challenges faced while using technology in HR functions

1400

Special Issue on Current Trend on Research in Applied Science, Management and Technology



Asian Journal of Organic & Medicinal Chemistry ISSN Online: 2456-8937
Vol. 7 No. 1 (January - March, Special Issue - 11l 2022) UGC CARE APPROVED JOURNAL

From Fig.3, it can be inferred that 49% of respondents believe that high cost, more time consumption, lack of
stability, threat to data because of insecure data storage tools are the disadvantages or challenges faced while
using technology to carry out HR functions. 18% respondents face challenge of insecure data storage/transfer
and stability issues respectively. 9% respondents think that the technology used by their company in HRM is
not cost effective and 9% think it is time consuming.

9% 6% 0%

Terrible
M Poor
W Average

W Good

W Excellent

Fig.4:Technological assistance in HR funtions within your company

From Fig.4, it can be inferred that majority of the respondents (58%) think that the technology used in their
organization for HR functions is good whereas 27% think it is neither good nor poor. 9% respondents are
extremely happy with the given technological assistance whereas 6% respondents think that the technology used
is poor and needs to upgrade.

Terrible MWPoor MAverage BMGood MWExcellent

24

19

13 14
10
7
3
0 00 1
Recruitment & Learning & Compensation & Payroll & HR systems Performance
Selection Development benefits Management

Fig.5:Effectiveness of technology used to perform following HR function

From Fig.5, it can be inferred that majority people working in HR(19 out of 45) think that impact technology on
recruitment and selection process is neither good nor poor. Same is the case with payroll and HR systems
function. 24 out of 45 respondents think the technology used for learning & development programmes is good,
23 out of 45 respondents think the impact of technology on compensation & benefits is good. For performance
management as well the impact is good.

0% m Guidance by fundamentals of
employee psychology

B Compensate human
weakness & enable human
strength
Help companies unleash the
capability of an infinataly
complexworkforce

HSupportpeople's natural
capacity & aptitude for
adapting to changs

B All of the above

Fig.6 Trends that have the most impact on in future
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From Fig.6, it can be inferred that Technology is definitely going to impact the way HR department functions.
Majority of respondents (47%) think technology is going to help in understanding employees’ psychology,
encouraging to focus more on the strengths and the weaknesses will be taken over by the technology, helping
the organizations to make use of the talents of the workforce to its highest potential and allowing and supporting
the natural attitude of people towards adapting change.

Strongly disagree M Disagree  MNeutral Bagree  WStrongly disagree

Enhancing communication Cost effectiveness Betterment of productivity  Reductionin stress level
Etransparency level

Fig.7 Effect of technological trends on HRM

Fig.7 represents the effect of technological trends on HRM on various factors like enhancement of
communication and transparency levels between employees and employer, reduction in cost incurred by the
company to carry out various HR functions smoothly, improving the productivity of the employees and
reducing the stress levels. In all the cases majority of the respondents agree that implementation of
technological trends in major HR functions has really good impact on all the factors mentioned above. (31 out
of 45 responses for communication & transparency level, 30 out 45 responses for cost effectiveness, 27 out of
28 responses for improvement in productivity level and 28 out of 45 responses for reduction in stress levels).

7. LIMITATIONS OF THE STUDY
e All the employees were busy with their schedules, thus the data received may not be accurate.

e The scope of the research is very vast. All the current technological trends and their impacts on various HR
functions could not be discussed in depth due to time.

8. SUGGESTIONS

e Technology is changing and upgrading rapidly. Thus, the management needs to ensure that proper training
and access is provided to the employees so that they can work with the new technological change with ease
and accuracy which in turn will help in betterment of the organization.

e All HR tech solutions first need to focus on resolving basic HR problems like quick and easy onboarding,
easy leave/regularization generation, employee friendly tax declaration, etc. and then can move on complex
issues like complex workforce and psychology.

e There has to be an awareness drive so that transparency is maintained at all levels. Management needs to
invest in HR training and orientation on a sustained basis.

9. CONCLUSION

Technology is surely bringing some reforms in Human Resource Management. The processes have become
more convenient, reliable, user friendly, time and cost effective due to implementations of various technological
tools. HR managers have real time access to all the data and performance of the employees, thus, giving them
an upper edge to face a challenge or a problem and come back with solution faster. Various HR functions are
also carried on with ease. The communication and transparency level between employees and employer has
improved also the productivity of the employees has enhanced. HR professionals are relatively less stressed
than before due to implementation of technology.

However, as the technology of today has become more complex, qualified and proficient tech professionals are
needed to educate the employees and enhance the existing technology as per requirements.
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ABSTRACT

The overall growth of a country in terms of human capital, society, economic growth depends a lot on the
higher education framework through universities and Higher Education Institutions. The world bank has defined
a knowledge economy by innovation, training and education, where HEIs have a significant role to play. The
pillars in effective functioning of any higher education system is the level of consultancy, training & research
work it engages into. The teaching staff which is the most important human resource of any HEI is mainly
responsible to carry out the research, consultancy & training activity. So, in today’s time Human resource
development of these educators in terms of effective recruitment & selection process, training, career mapping,
career advancement and performance appraisal is highly significant for satisfaction & retention. This study is
undertaken to understand the influence of factors on career advancement of teachers in higher education
institutions across Mumbai. In India promotion or career advancement of faculties happen through performance
appraisal or promotion on API scores. One of the key components of API is research productivity of a faculty.
There is ample of research available on influence of various factors on career growth, success and development
of teachers in higher education institutions. There is a huge gap in number of studies available to evaluate the
role of factors on research and further influence of research on career advancement. This research paper used
data of 213 faculties who are associated with government and private institutions across Mumbai. The
convergent validity and discriminant validity was established by Confirmatory factor analysis (CFA). The
hypothesis was tested using Structural equation modelling. The overall fitment of model was also established
through SEM. The findings of this study revealed a significant influence of Networking, Institutional factors
and Individual factors on research output of a teacher in higher education institution. Further, research
productivity was found to have a predominant effect on API and thus career advancement of a faculty. The
study adopted both descriptive research design as well as exploratory research design to test the theoretical and
conceptual model. The aim of this study to contribute towards highlighting the importance of research output
and productivity on career success and growth of faculties in higher education institutions.

Keywords: Institutional Factors, Individual Factors, Networking, Research Contribution, Career Advancement,
Higher Education.

1. INTRODUCTION

Education is not only the most important pillar in a country’s development but also plays a vital role in
evolution of an individual through awareness, deepening and enhancing their thought process (Times of India
2020). The substantial and sustainable development is possible through quality education in long run by
promoting technological and entrepreneurial growth (Ozturk, 2001). The improvement & enhancement of
values, efficiency, productivity, creativity happens through educational framework of a country. The quality of
a nation depends on the quality of its citizens which is formed by its educational framework which ultimately
depends on its faculties. There is a significant relationship between the development of a society and the quality
of the higher education framework of that country. An efficient and effective higher education system produces
colleges and institutions which contribute significantly towards the holistic development of their students. These
students further become more responsible and accountable citizens who have the right knowledge, skills,
competencies, aptitude, and ability to contribute towards the growth of the nation. Further, to make their
students ethically, morally responsible towards society and nation higher education institution requires
competent, skilled, knowledgeable faculties who have both the right attitude and aptitude to groom students
towards facing future challenges.

While there are many limitations or barriers the higher education sector constantly encounters to maintain the
quality and quantity of its teaching fraternity. Many research papers and articles have been written about the
limitations, problems, or challenges encountered by the Indian higher education system, and almost in all
studies, low quality of teaching and learning in terms of a chronic shortage of quality faculty has been
highlighted (Sanklecha, 2017). To attract quality faculty to join and remain in academics, this sector needs to
be lucrative in terms of its extrinsic and intrinsic incentives which it should promise to offer academicians who
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want to join this field. Postgraduate or adequately qualified personnel has an option to either join corporate or
be into academics. The decision to choose a career depends on a lot of factors and amongst the most important
one's the degree to which that sector provides avenues for advancement, progression, or growth.

While numerous studies have been conducted in past to study the impact of individual factors on career
advancement, effect of institutional factors on career advancement and influence of research productivity on
career advancement of an academician. During literature review only few national and international research
has been found which attempts to study all these factors today. This research paper tries to eliminate the gap of
earlier studies by evaluating the impact of individual, institutional factors and research contribution on career
advancement of an academician in Indian Higher education environment.

1. LITERATURE REVIEW AND HYPOTHESIS FORMULATION

2.1 Theoretical Model

Hedge and Rineer (2017) in their career pathways model also described the meaning of a career In terms of an
employee gaining experience and evolving in their career w.r.t knowledge and skills that they gather while
doing so. After a thorough literature review, they proposed two models the first one from the perspective of
employees and the second one from the perspective of employers. The model developed by them from the
viewpoint of employee's career success and career growth depends on behaviors or career performance
perceptions, the program characteristics of a career pathway, individual career management factors, work-life
balance factors, and organizational factors. The second model which they developed which was employer-
focused had aspects of recruitment, training, job analysis, and employees as well as organizational performance
evaluation. The proposed theoretical model in this study is to measure the impact of three variables which are
individual factors of an academician, institutional factors and research productivity which effects career
advancement.

2.2 Defining Constructs
Table 1 below summarizes the definition of different constructs & sub constructs:
Sr. No. Construct Definition
1. Individual Factors (IF) | Giragama & Sooriyabandara (2018), defined individual factors
as self-assessment, career mapping, perception, motivation,
attitude, potential of an individual which contribute towards
career growth.

2. Institutional Factors Ahmad (2015), defined organizational factors in terms of
(INSF) exchange relationship between leader & member, content of

work, political skills & commitment
3. Research Contribution | Nakhaie (2007), said that for an academician to have both
RO) objective as well as subjective career success it is important to

enhance publications in terms of reports, books, research
papers etc. The research contribution is determined in terms of
both quantity as well as quality of publications

4. Career Advancement Jinping Liu, Bai, Bai, and Liu (2018) elaborated the meaning of
(CA) career advancement in a broader context in terms of the
propensity of an individual to engage in challenging tasks and
taking on more responsibilities which can be attributed to both
levels of intra organization and inter-organization career
progression.

Table 1: Constructs and Definitions

2.3 Hypothesis Formulation

1. Individual Factors (IF) and Career Advancement (CA)

Arthur, Khapova and Wilderom (2005) also said that the internal factors or perceptions of an individual w.r.t his
or her career forms the subjective career success while the outward accomplishments and achievements form
the objective career progression which is in terms of monetary, designation or promotion. According to their
research there is relationship between the career theory and career success of an individual at both inter
organization and intra organization level. Their study incorporated comparative evaluation between subjective
and objective driven individual’s. They found that career advancement also further leads to career mobility and
career success comes before the mobility. For career advancement competencies, adaptability, resources are
important variables as per their findings.
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H1: Individual Factors (IF) has a positive impact on Career Advancement (CA)

2. Institutional Factors (INSF) and Career Advancement (CA)

Seema and Sujatha (2017), through their descriptive study, empirically studied academicians in Indian higher
education context and found important correlation between perceived organization support and career success
w.r.t the available prospects in respective career, the commitment of employees towards their career and
eventual emotional feeling of achievement which can be termed as career satisfaction.

H2: Institutional Factors (INSF) has a positive impact on Career Advancement (CA)

3. Research Contribution (RC) and Career Advancement (CA)

Hesli, Lee, and Mitchell (2012), said that probability or chance of getting promoted for an academician from
one level to another depends on the type of publications and number of publications. The publications involved
research papers published in national & international journals with considerable impact factor, number of books
published or number of chapters in book etc. Their study found a greater impact of research output on
advancement of faculties.

H3: Research Contribution (RC) has a positive impact on Career Advancement (CA)
2.4 Research Model

Individual Factors (IF)

Institutional Factors Career Advancement (CA)

Research Contribution (RC)|

Fig. 1: Proposed Research Model
6. DATA COLLECTION
A five-point rating scale based questionnaire using Likert Scale was used to gather data from 300 academicians
from higher education institutions across Mumbai. The demographic information of respondents is mentioned in
Table2. After detailed review of literature four constructs were identified which are individual factors,
institutional factors, research contribution and career advancement.

Variable Category Number %o
Gender Male 103 34.3
Female 197 65.6

Age Upto 30 168 56
31-40 68 22.66
41-50 37 12.33

50& Above 27 9
Experience UptoS 158 52.66
6-15 64 21.33
16-25 44 14.66
Above 25 34 11.33

Table 2: Demographic Description

7. DATA ANALYSIS

Using AMOS (Analysis of Moment Structures), Confirmatory factor analysis (CFA) and Structural Equation
Modeling (SEM) were used as tools for data analysis. To validate empirically the Career Advancement Model,
Structural Equation Modeling was used. SEM consists of two elements: a measurement model relating a set of
observed variables to a more restricted set of latent variables and a structural model linking the latent variables
through a series of recursive and non-recursive variables relationships. Structural Equation Models (SEM)
describe the relationships between variables. This amounts to combining multiple regression and factor analysis.
SEM offers a more efficient way to deal with multi-collinearity and has methods to account for the unreliability
of data.
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8. DATA TESTING AND RESULTS
Confirmatory Factor Analysis (CFA)

Indices Saturated model Suggested value
Chi-square value 164.870

Chi-square value /df 1.150 < 5.00 ( Hair et al., 1998)
P value 0.184 > 0.05 ( Hair et al., 1998)

GFI 0.910 > 0.90 (Hu and Bentler, 1999)
AGFI 0.885 > 0.90 ( Hair et al. 2006)

NFI 0.910 > 0.90 (Hu and Bentler, 1999)
CF1 0.982 > 0.90 (Daire et al., 2008)
RMR 0.068 < 0.08 ( Hair et al. 2006)
RMSEA 0.033 < 0.08 ( Hair et al. 2006)

Table3: CFA results

The overall fitment of the model with reliability & validity is shown in tables above. The Confirmatory Factor
Analysis (CFA) is next step in the process and by performing EFA the factors identified in literature review are
evaluated.

RC1 RC2 RC3 RC4
1 1 1 1
1.07 T2 B4 33

Fig. 2: Measurement Model

Factor and items Factor | Critical @ Average Construct
loading ratio Variance | Reliability
Extracted
Individual Factors (IF) 0.863 0.639 0.865
IF1 0.819 11.789
1F2 0.821 12.056
1F3 0.817 11.888
1F4 0.811 Fixed
Institutional Factors (INSF) 0.879 0.645 0.875
INSF1 0.800 10.856
INSF2 0.811 11.582
INSF3 0.825 15.308
INSF4 0.833 Fixed
Research Contribution (RC) 0.890 0.680 0.880
RC1 0.807 10.719
RC2 0.813 Fixed
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RC3 0.825 15.309
RC4 0.881 17.586
Career Advancement(CA) 0.900 0.800 0.803
CAl 0.827 12.076
CA2 0.840 12.234
CA3 0.894 Fixed
CA4 0.851 12.441
Tabled: Measurement Model (CFA)
Factors AVE Squared Interconstruct Correlation (SIC)
CSE PE PP CAD CA
CSE 0.644 0.801*
PE 0.659 0.333 0.806*
PP 0.663 0.714 0.262 0.822*
CAD 0.524 0.310 0.064 0.244 0.732*
CA 0.700 0.680 0.390 0.650 0.220 0.838*

Table 5: Discriminant Validity Test

The values of AVE and Squared Interconstruct Correlation are given in above table which was obtained by
measurement model. It is found from above evaluation that model has good discriminant validity because AVE
values are more than Squared Interconstruct Correlation.

2. STRUCTURAL EQUATION MODEL ANALYSIS

The Variables used in structural equation model are:
I. Observed, endogenous variables
1. Career Advancement

II. Observed, exogenous variables
1. Individual Factors (IF)

2. Institutional Factors (INSF)
3. Research Contribution (RC)

III1. Unobserved, exogenous variables
1. el: Career Advancement

Hence the number of variable in the SEM is

Number of variables in model 5
Number of observed variables 24
Number of unobserved variables o1
Number of exogenous variables 3
Number of endogenous variables 1

1

INSTITUTIONAL FACTORS > CAREER ADVANCEMENT

INDIVIDUAL FACTORS

RESEARCH CONTRIBUTION

Figure3: Structural Equation Model (SEM)

Variables Unstandardized S.E of B Standardised t value P value | Hypothesis
co-efficient (B) co-efficient
(Beta)
CA<---IF 0.017 0.043 0.189 3.370 0.001 Accepted
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CA<---INSF 0.130 0.041 0.190 3.270 0.001 Accepted
CA<---RC 0.490 0.054 0.550 9.160 ok Accepted

Goodness of fit indices:
P=0.550, CMIN/DF=0.305 ; CF1=0.999 ; GFI=0.998 ; AGFI=0.995 ; NFI=0.989 ; IF1=0.990 ; TLI=0.996 ;
RMSEA=0.000 , SRMR=0.0076

Table 6: Variables in the Structural Equation Model Analysis

6. DISCUSSION

Gyansah and Guantai (2018) defined a career as different roles that an individual will engage himself during the
lifetime. With changing times, the definition of a career has changed which was earlier linked to a single job
and now is described more in terms of continued learning and professional growth of an individual. They said
that the process is lifetime and is divided into several stages and each stage has various issues that individual
encounters during his professional life. According to them in most situations, an individual will drive the goals
and targets in their career while in some it is not restricted to a single organization. While Nkechi and Dialoke
(2017) defined career growth or advancement as how an individual perceives his or her career success or
development within the organization. His definition incorporated three important terms which were career
development, career advancement, and career growth. He said the constant progress in one's career through the
acquisition of skills, knowledge, abilities, and experience lays the foundation of career advancement. According
to his definition, the total of various roles, jobs that a person engages himself in is the career growth of the
individual. His study elaborately defined career advancement using numerous constructs like growth in the
remuneration, the speed of promotion, developing the professional ability, and goal progress in career.

7. IMPLICATIONS AND RECOMMENDATIONS

Academia is a profession that is still not on par with corporate jobs and roles in terms of status, remuneration,
career growth, and development. It is a profession that is observed to have more intrinsic satisfaction of
educating, imparting knowledge to students to prepare them for their future. Professionals either enter this
profession out of choice or by chance. Either of them has to survive the pros and cons associated with this
vocation. It is easy for an individual to obtain a job but it is difficult to survive the challenges of the same and
eventually make a career out of it. Even if career development is a governmental and organizational process, the
perspective of employees towards one's career growth and advancement is an individual desire. Many eminent
researchers have tried to put forward the meaning of career which is mainly in terms of different roles and
responsibilities that a person undertakes during his professional life. A career is a person's developmental
process throughout his or her life. Organizations give career opportunities to their workers so their workers can
grow professionally, which allows them to move vertically, horizontally, or linearly and thus advance in their
careers, occupying a series of positions at work (Jauregui & Olivos, 2018). It is also understood as the
evolution of the work experience of an individual which is the sequence of different positions that he occupies
over the years

8. LIMITATIONS

The first and foremost limitation is of sample size which was only 300 faculties in higher education universities
and colleges across Mumbai. An in-depth study with larger sample size which would cover more geographical
area can be undertaken on same topic in future. A detailed comprehensive study involving other stakeholders
like principals, vice principals, HOD’s can be undertaken. More variables and factors can be evaluated to make
the research findings more applicable. There was limitation in extent of review of literature which can be
undertaken in more detailed and in-depth manner.
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ABSTRACT

Introduction: Typically, Brand is seen as a subject that is more associated with Advertising and that to with
large spends. It is also seen as mainly for the B2C world and a deliverable of only the Marketing function.
Brand building as an exercise attracts a lot of attention from the Board, Investors, consumers, trade channel, and
the overall community too. This paper would like to investigate all these facets and present a fact-based analysis

Purpose: The main purpose of the paper is to highlight the critical role of Brand in the wellbeing and growth of
any B2B organisation, small or large, ir-respective of industry type.

This paper looks at how one can prove this hypothesis - that brand can provide an uplift to sales, profitability
and other tangible benefits in the B2B context too. It also aims to identify aspects of Brand that are beyond pure
imagery in the specific context and unique to the B2B industry today.

Methodology: This paper will be based on an extensive secondary research in India and outside India over the
last few years. It will look at several data points in the public domain in the B2B arena as well as independent
agencies monitoring Brand and its impact. Will also involve researching expert views on the subject over the
years on specific Brands and their parent companies.

Results: The results of the study indicate, that the most valued and successful B2B corporations in the world
have all a very strong Brand presence hence it does imply a cause-and-effect relation. Also, we have seen that
there are several variables like commitment of the Board, Cross functional involvement, a systematic
measurement and monitoring process that goes into building a Brand and they each impact the process to give a
far greater output.

Limitation and Scope for Future Research: This study is based on Secondary research, and some companies
have not shared primary information on impact of their Brand building activities.

This can be improved in future with a larger Primary study. Separately a new area of study could be to
understand the connecting points between Brand and Business Strategy

Keywords: Brand management, B2B, Sales Growth, business impact .

1. INTRODUCTION

Brands have always been the domain of the Consumer or as is commonly known B2C market. The Business
Markets or B2B markets have always been a bit cautious of Branding, probably because of the definition of
Brands have often been limited to the realm of communication, and brand has been linked to the visible domain
of advertisements and communication. Branding is mainly a subject connected with emotions and cannot offer
value to a business to a B2B scenario per the paper ‘the organizational decision-making process’ (Robinson,
Faris, & Wind, 1967).

This gives rise to a holistic meaning of Brand and an application to B2B seems not only possible, but also a
value-add process.

2. RESEARCH PROBLEM - RESEARCH QUESTION

Often Brand is seen only as a communication tool to create awareness. In specific in B2B businesses its role as s
critical element of a running business is not understood and hence the attention and investments given to
building Brand is absent. Thus, an opportunity is lost in gaining sales and getting premium, which the B2C
industry has been practicing regularly.

The Question therefore is

Can a brand be an asset in uplifting sales & profitability in a Business-to-Business operation, if so, can its
impact be measured in a tangible way?
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3. LITERATURE REVIEW

Over the years several Authors have worked on Branding as a subject of investigation in the B2B segment. For
instance, Sheena Lee & George C, came up with a detailed process of the challenges B2B brands face, including
lack of funding and other resources, not enough data pts to uses references (like B2C) and other areas.
Similarly, Mariana Gomes, Teresa Fernandes and Amélia Branddo studied what was relevant vs not in the
service sector. Cassia F and Magno F created a framework for B2B Branding strategies, different from the B2C
way of looking at Brands, which had a far larger audience and had to look at the consumption cycle too. Haakon
Jensen, looked at B2B brands though only in the context of Social Media only while it left out all the other
traditional channels which play a major role even today in B2B. Kerri-Ann L. Kuhn, Frank Alpert, used the
Keller Brand Equity Model specifically in the B2B context with a large focus being on Corporate Brands.
Corporate brands are viewed by customers in a diff way and often the value proposition are much loftier and not
what customers are looking for form a product angle but do have a rub off on them as well.

None of these however focussed on the cross functional team that if guided properly could amplify the
awareness created by ads and build Brand in the truest sense

Author, Year Area of Study Gaps and Variables not
covered
Sheena Leek , George Challenges of Branding in B2B Role of functions in
Christodoulides, 2011 building Brand not
investigated
Mariana Gomes, Teresa Fernandes Brand relevance in a B2B Limited to Service element
and Amélia Brandao, 2016 Service context only

Cassia, F. and Magno, F. 2019

Framework for man B2B
branding strategies

Suggests branding specific
to a customer — not

practical
Haakon Jensen, 2009 Impact of Social media on B2B Limited to only social
Branding media

Niklas Persson, 2009

Linkage of B2B brand image
and price premia

Overlooks role of internal
functions in building brand
and hence premium.

Kerri-Ann L. Kuhn, Frank Alpert,

2008

Application of a brand equity
model in the Business-to-
Business context

Focuses on Corporate
brands, also seems to
suggest industry specific

patterns

Table 1 — previous publications & gaps

This paper looked at live examples of an Indian company, where a sustained Brand building effort was initiated
to great effect

Finally, the paper examined several of Interbrand’s Brand valuation reports over the years to understand the
relation of the Top B2B brands and their performance

4. Identification of Variables & their relationship

4.1 Internal Factors

- Commitment of Board/CEO (Independent Variable)

This is an important factor as it means the blessing of the decision takers and importantly a willingness to invest
in an area for future dividend

- Strategy in pace (Dependent Variable)
A firm strategy aligned with stake holders to believe in the power of Brand building is important for sustenance

- Strong Marketing Team to visualize and execute (Dependent Variable)
A marketing team is required to bring the vision into reality, as this is a separate soft skill set that will bring
the intangible piece of Brand into the customers mind as something real and translate into a purchase
decision

- Process of Measurement, Monitoring and Reporting of Metrics (Dependent Variable)
This is essential to hold accountability for every rupee spent, and see what’s working against a set of quantified
targets
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- Buy in of other Function heads, especially Finance (Dependent Variable)

This is an important piece as Brand is not built by the Marketing or sales or product team, it is the belief that
must be shared across the customers journey across functional touch points. Finance becomes important as they
control the sanction to invest in brand building

4.2 External Factors

- Maturity of Branding Initiatives in the Industry (Independent Variable)

Branding impact may be different depending on how many cycles Branding has been in place and the exposure
customers have received

- Environment and Context of Industry (Independent Variable)
The particular situation of the industry may make it amenable or otherwise to the need for Brand building

4.3 Firmographic Factors

- Age of organisation (Independent Variable)

If an organisation is new, it may need more awareness building and hence the quantum of intensity of the brand
building might be more, conversely less for an older organisation

- Industry type (Independent Variable)
Different industries may have a diff take on the impact/relevance of Brand, hence a cut by the industry type
would be important to check

- Size of organization (Independent Variable)
A large organisation with hundreds of employees across functions and geographic location would require a
brand initiative of a diff scale as compared to a smaller one

Commitment of Board/CEO Strategy in place
Age Of Organisation Strong Marketing Team
Industry Type Measurement/Monitoring Systems
Size of organisation Buy in - functions
Maturity of Branding in Industry
Environment and Industry Context

Table 2 — Independent & Dependent Variables

4.4 Output Variables
These can be tangible outcomes like Sales and Profitability

5. Theoretical Framework
Thus, to summarize the relationship in a framework please find enclosed as below figure

Commitment
of Board ;OED

e

e
s
e
e
Maturity of Y
-Environment and Branding
Context of Industry Initiatives inthe _ _——
Industry
-
-

Age OF "
Industry T —
organisation M Eainy Nss —

Size of
Organization

Figure 1-Theoretical Framework
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6. Objectives taken for study with assumptions:

1) To confirm Building Brand involves working on aspects beyond communication
If proven this will enable the focus to shift from only building ads to a wholistic approach using other
functions

2) To determine if Brand Building exercise (Brand Equity & Brand Strength) influences sales and valuation of
a company.

If proven this will enable more investment in Brand building in the B2B companies as there is evidence of a
tangible outcome

These hypotheses were developed by studying the existing literature as in the review above and the Interbrand
top 100 Brands reports which suggest a linkage between the strength of Brand building activity and
performance of an organisation

7. METHODOLOGY

7.1 RESEARCH DESIGN

The research is a secondary research. A total of 35 research papers were studied from listed journals across the
globe. The present literature review based on 9 shortlisted research papers falls into three main categories:
Relevance of Brand in the B2B context, constituents of Brand Building activities beyond communication, and
the experiments reported on the success or otherwise of brand building activities This study is driven by two
research questions: What actions constitute a Brand Building activity and How much does Brand building build
in tangible results in a B2B context? To examine these questions, the study evaluated scholarly work in
international business over the time period 2005- 2020. A content analysis of these articles was conducted. In
addition, Interbrand’s annual top brands survey was studied for the last 3 years, and a business case of an Indian
conglomerate was studied

7.2 DATA DESIGN
This process involved a triangulation of information coming from the literature survey, Interbrand’s top 100
Brand annual surveys and an example from a current company experimenting with this process.

8. RESULTS & DISCUSSION

The section of results and discussion has been divided into three parts: Interbrand’s mathematical model, the
example form a leading Indian company and its implications, and the theoretical framework. The mathematical
model aims at establishing a mathematical relationship between Role of Brand, strength of Brand and the
Financial performance leading to success in this case a higher ranking in the Top Brand list. The analysis of the
Indian example proves the impact of cross functional working together not only improves the Brand Valuation,
but also impacts measurable and tangible metrics like sales of an organisation. The theoretical framework
presented earlier on the other hand proposes non-mathematical or theoretical relationships between the variables
of study aiming to throw new light into the existing literature review. This model establishes a cyclical and a
reciprocal relationship between the independent and the dependent variables as highlighted in Fig 1

8.1 Interbrand Best Global Brands study
This paper studied Interbrand reports which have been an authority in Brand valuation over the years to
understand the impact of Brand Building on the stature and performance of B2B Brands

Interbrand pioneered the concept of Brand Valuation based on a model designed with the London Business
School in 1984 and this methodology has already been used for over 5000 valuations worldwide. Their annual
Best Global Brands study has become the recognized global standard for valuing brands.

Interbrand’s methodology essentially encapsulates three core factors, Financial performance (essentially EVA),
Role of Brand (i.e. full potential of Brand) and Brand Strength (i.e. its real delivery).

The Brand Strength parameters point out in particular the role of other aspects, like product quality and
consistency, responsiveness, distribution beyond communication which contribute to the Brand being a part of
the life of customers. Thus, Brand gets built by factors far beyond pure communication and everyone has a role
to play in it is an important point that gets highlighted. Thus, a good rating in Brand valuation implies that the
company has been able to use the various touch points in the Customer journey to good effect by ensuring
delivery as per expectations if not more on areas beyond communication.
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Brand Strength
Internal Factors | External Factors
Clarity Authenticity
Commitment Relevance
Governance Differentiation
Responsiveness Consistency
Presence

Table 3 — factors affecting Brand strength
Source Interbrand’s annual hand booklet 2019

The Interbrand reports for the last three years suggest that across the year at least 20% of the Brands figuring in
their IB top 100 list are B2B brands and all of them are super performers on all traditional metrics like
Profitability and Turnover. This clearly indicates that there is a direct linkage between the effort the B2B
companies have put in building the brand (in all its aspects as indicated by the Brand Strength Analysis) and
their financial results.

Prominent amongst these are Microsoft, Intel, IBM, Sap, JP Morgan, Adobe, Caterpillar and many more

Separately the Internal factors highlighted appear quite relevant for the top brands while the external ones, or
the firmographics do not seem to play a major role given the listing that cuts across type, size and age of
organization.
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The ranking of the
100 most valuable
global brands
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Figure 4- 2020 list
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