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vings and Investment are the signs O_f' growth of any economy. An_oppbﬁunily to earn fixed income
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fividual. R.Sundari (2000)' Various investors have different investment preferences and needs. This
dy aimed at analyzing the socio economic profile of investors & the various aspects of financial
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Rural Consumer hehaviour towards Fast Moving Consumer Goods

in Tamil Nadu

M. Nisha M ‘
Aushtant Professor, Department of C e, WO ishnav College for JWomen, Chennal

thstract: Retail Marketing @ guining importance all over the world and India is no exception.
The retailers are Vying with each other to grah the attention of the rural customers fo sell
branded Fast .llm-;‘rm. Consumer Goods (FM( 'G). Rural consumers are known to earn fow

incomre, have fow level of literacy, low tevel of brand awareness rlm'. o il.mrlequle
communication facilifies. But due to varions government initiatives, intensive drr.ed
marketing, and with expanding retail stores in rural arcas, the rural consumers are bru;:mmg
aware of branded products hence demanding them to satisfy their needs and wants. This can
be seen through how the FMCG sector is penetrating into the rural areas quite rapidly by
offering low priced small packed products with good quality based on the rural consumer’s
income. The FMCG constitutes a large part of consumer's budget. The FMCG generally
include o wide range of frequently purchased consunter products such as toiletries, cosmetics,
detergents, packaged food products, efc. The aim of this study is to analyse the behaviour of
rural consumers towards FMCG in the state of Tamil Nadu. This analysis will help the
marketers to adopt strategies for attracting more rural customers and to maintain the loyalty
of existing customers. For the purpose of analysis of this project, secondary seurces of data
like the Internet and published reports have been used. It was found that maost of the rural
consumers are influenced by family members in making the purchase decision. Television and
cinema are the effective ways to reach the rural consuniers.

Index terms: Fast Moving Consumer Goods (FMCG). Rural marketing, Rural Consumers

L INTRODUCTION

A major part of our country is populated by the rural consumers who are living below the
poverty line, having high tevel of unemployment and poor ltteracy level. They constitute of
farmers. scasonal employecs, non-farm employed and uncmployed people. The rural consumers
became a prime importance for food and apparcl sectors as they are 70% of the total pepulation.
Earlicr, the rural consumers were collectively poor because they never had a stable monthly
income but they would work on a daily wage basis and sometimes remain unemployed. Butl
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The concept of business 15 prevalent from 8 Jong tme as we have seen the transformations in o
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throegh socal media . Youtube. Search Engine Optem ization & Marketing o get iirget comsumers fom
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RE-DEFINING ECONOMICS AND BUSINESS IN THE CONTEXT OF 3CS - CONTEMPORARY
CHALLENGES, CEASELESS COMPETITION AND CHANGING CONSUMERISM IN THE MARKETING

reaching target consumers worldwide. This paper hall focus on re-defining business with reforence to PERSPECTIVE
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BASED ON CLOTHING BRANDS Mrs. K. Anupama-*

ABSTRACT =mwasmmgnr e o o1

The advent of social media and the prominence of the internet has transformed the shopping behaviour of the

average Indion customer ina very dyvnamic manner. The diverse exposure provided 1o a customer with a wide range of
s has provided a plitform 1o make an informed decision to

%

options and offers along with the user of

by pu

purchase merchandise. This paper lughhghis the impact of socinl media marketing activities on imducing brand love
and the mediating effect of brund love on endorsing brund loyalty with special reference o Clothing Brands, The

significance of the study is 10 analyse how social medi marketing activities have a profound imp

t on lish

ng

brand love and how it leads towarnds endorsing brand loyalty. The questionnaire method of data collection was adopued
to collect requisite data concerning Clothing brunds from users of Social Networking sites. This study uses independent
variables from Social Media Marketing Activities viz. Interactivity. Informativeness. Personalization. Trendiness and
Word-of=-mouth and the dependent variable was Brund Lovalty. with the mediating variable as Brand Love. The method
of analysis used for the study was Correlation and Multiple Regression. The result of the studdy revealed thar Social
Media Marketing Activities significantly influence Brand Love and in endorsing Brand Layalty.

Keywords : Social Medin Marketing Activities, Brand Love, Brand Loyvalty. Clothing Brands

INTRODUCTION :

The mullenmium was bom opening the doors of
opportunities and the risc of the Internet was one of the
most attributing faciors that collaborated people beyond
the restruinis of space and time. Though it was inatially
considered as another medium of entertamment. the
social media platforms like Facebook, Instagrnm eie; also
proved as o successful platform for advertising and
muarketing. The pandemic was one of the major chuotie
erisis moments which made people realise the infinite
viahilities of the social media in endorsing and
encouraging e-commerce. One of the major
developments was witnessed in the clothmg industry
especinlly during the pandemic when the soctal meda
wus recognised as o tool o promote and endorse clothing
brands and the “likes.' comments, and "reviews® proved as

reliable source of raufication which enabled people 10
confidenily make their purchase decision. The market
witnessed the upnise of many entreprencurs who could
connect to their customers in their virnual spoace and the
conventional business maodels olhaving s space and other
ancillary pre-requisite investments became obsolete. The
“Brand Love™ was no mare dependant on the quantitalive
aspects in the physical environment but had a pamdigm
shift towands the gualitative aspects of the product in the
virtual  environment  and 1l by pn 1
important factor that induced a sense of emotion and
commitment of customers twowards a beand known as
“Brand Loyalty.” The scope of the study predominantly
revolves around the object of highlighting 1o the clothing
brands the necessity to increase and improve their
presence in the social media 1o have a better connect with
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ABSTRACT

Blockchain is a distributed ledger with the growing list of records linked using cryptography. The blocks
containing the transaction details are chronologicallyconnected .Thcs:_: blocks forms a series of chain. The
purpose of this paper is to study about how the block.solutions helps tie government. The unavailability of
encumbrance-free land and — anti-updating land registry has postponed most of the state's infrastruture
projects. Thus a solution was needed that would allow r?aljtime revising of land registry for all relevant
parties, such as land registry, mutation, maps, border Il!mts, ctc. That Block was based on the fabric
framework of a hyper ledger. This allows for quick implementation in the bit coin platform. The
government must be in a situation to use a block structure. Blocks lessen the burden of individual states as
the govemment does not have to configure a code template for establishing a block chain after creating the
block. To sign the transactions into blocks the identity based digital certificates are supported by the
emblocks. It ensures the traceability of transactions. This block helps the government to record lands
securely on a blockchain.

KEY WORDS - Case study, Blockchain, Land records, Land Registration

- INTRODUCTION
~ In the current scenario technology is the way of life and the world is marchin g towards digitalization which
creates virtual space. The prominence of these technologies such as Internetof Things(IoT), Artificial
Intelligence(Al), Bots and Robots, Sensor, Deep Learning Technology(DoT), drones, Block chain etc., are
- nfluencing and controlling every walk of Human life without our Knowledge. One amongst these
. technologies is Block chain technology, which is a mode of decentralization. Block chain technology can
the next major disruptive technology following cellphone later smart phone which made the entire world
- shrink into our palm, ThisBlockchain technology not only can change but can create a revolution in the
~ global economy. Implementation of this technology still requires time, the need for the hour for
’écwunmm is to acquire required skills and get updated with this new technology

¥

=
ey

achidanand Singh, 2016) This article underlines the role of cryptocurrency and illustrates the secura
- ransmission with virtual money and how this will create the course of banks, insurance companies as well
» > commercial banks, The better output of this new tech and the Intern~t of Things ( IoT) embraced.
‘fAnderson, 2016) In this paper, the author explains blockchain technology's role and importance in
~accounting, It is also given that I would be experiencing disruptive changes in the financial industry. Hs
explains the benefits of bitcoin blockchain specific to an accounting method in his paper. Using a
-lockchain can create an interconnected accounting records system, instead of people. And he says that
- Such software could also be used to make the verification system.
=0 this paper (Jesse Yli-Huumo, 2016), it is clarified that central qualities that provide security, data
credibility ang confidentiality with no intermediary in the influence of exchanges are among the reasons for
< e ‘{mc.ltional connection to technology. But he also stated which working on developing differc.it
eg::ll:ls(:ggs as well as lack of precise evaluation of the solutions given through such a blockchain
e:mlusﬁMaY»(z_UlB.) The council on studies, Industry, and Energy of the national assembly adopted a bitcoin
: on, which included a segment on initial penny offerings(1CO)... Greek S&D member Eva Kaili said
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ABSTRACT

The concept of ‘Malls’ after appearing in Western countries by more than 30 years emerged since the early
1990s. They originally served as catalysts in the growth of suburbs. A shopping mall is typically, a shopping
complex providing shopping along with its add-on features like specialty stores for clothes, accessories,
home needs, food court, multiplexes and entertainment zones connected by walkways. This study is
undertaken in Forum Vijaya Mall a Shopping Mall located in Chennai, Tamil Nadu. The main objective of
the study is to analyze the factors influencing shopping pattern of consumers and their level of satisfaction
towards various offerings & services available at the mall. Understanding consumer’s preferences and
decision making styles while shopping at a mall is vital for mall managers and mall tenants. This study
would be helpful to Mall operators and Mall Managers in strategizing and implementing the right footfall
drivers to attract the consumer footfalls and try out innovative ways to keep the footfalls rising.

KeyWords: Shopping Mall, Customer Satisfaction, Footfalls, Organized Retailing
1. INTRODUCTION

There has been a massive development of new retail formats in India as the spending power in the economy
is growing fast and this development has gained importance in Tier Il and Il towns almost equal to
metropolitan cities. So, there remains a need to understand the changing behavior of consumers among
Indian businesses towards shopping in these organized retail outlets. With the advent of malls the concept of
Retail as an entertainment came to India. Every facet of Indian society is touched upon by the Mall concept.
With the advent of mall culture the habit of making a routine visit to mall for the purpose of shopping,
roaming, enjoying movies and entertainment has escalated in recent times. In India there is still a huge
potential market which remains untapped, though the concept of mall has grown on a rapid phase.
Crossroads, India’s first modern shopping mall currently known as Sobo Central was opened by Primal
Holdings Ltd, the first mall management company in India in September 1999, which is a subsidiary of a
major pharmaceutical group. Mall environment is rapidly developing among domestic as well as foreign
investors in India where they can think of having a lion’s share in the Indian Market. Mall Developers and
retailers will have ample opportunity & scope as India is in the primitive stage with regard to Mall life cycle.
Shopping mall developers in India have to learn from their counterparts in the United States and the United
Kingdom regarding the plethora of experiences that have to be encountered in the various stages of the mall
life cycle, as attracting the consumer footfalls will be the major challenge before every mall developer and
retail tenant.

Understanding consumer’s preferences and decision making styles while shopping at a mall is vital for mall
managers and mall tenants. It would be beneficial for the mall managers in drawing constructive & practical
lessons on strategies to meet the needs of consumers in India if they have a thorough understanding of
consumer’s motivations and their mall-patronage intentions.
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6. CONCLUSION

Shopping malls aren’t just places to shop, they are attraction centers for people to come together, to socialize,
see new developments, do the shopping and serve as employment hubs. The shopping mall culture has
brought a refreshing change in the way Chennai consumers shop. Changing dynamics of consumer behavior
and enormous brand choices has made the consumer to settle for nothing less than the best. The key to
survive in the long run is to understand the tastes & preferences of the consumer. Amicable relationship
among the stakeholders, mall developers, mall managers, mall tenants and consumers is reflected by having
an ideal shopping mall. Hence it can be concluded that the mall managers to draw practical constructive
lessons on strategies to meet consumer’s needs should have a thorough understanding of consumer’s
motivations and their mall-patronage intentions.
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2) Dr.Uthira D & Ms. Rachel K.J - A Study on Big Data Analytics for Development of Sports with referenc:
to Badminton.
Utkal Historical Research Journal - UGC Care - ISSN : 0976-2132

ASTUDY ON BIG DATA ANALYTIUS FOR DEVELOPMENT OF SIMORTS WiTn
SPECIFIC REFERENCE TO BADMINTON

Dr. Uthira, D Associote Professor and Head, PG Department of Commmerce, M.OP. Vaishndv
College for Women, othinm! 60 vahoso com

Ms.Rachel K J Assistant Professor, Depantment of Comuneece, M O Vaishnay College Tos
Wonnen, Chenna — cochelkg o amop 60 gl com

ABSTRACT:

The relanionship between Hig IData and  badmineon is examined in this armicle. This arnicle
centcentrates on the badmivcon s purtential respreose to Big Do monitoring, drawing on the work of
g Match, the rescarch speaks o the Big Dara—badwinion relavion through the theoretival
frovemewark. It exprlains ey baaddervintons plaevers conld respomicl ter Big hston snennvitoriog by expreessing
PEIVGCN Comcerns o gocepiing o graentificd self. These respronses will serve s a sprringbavird for
e pesearch inte how baddvvinton plavers cane appeosecle Big Dyt sl s dprlicationms fosw sproort.
Tius paper wonadd also Look ar some of the different anadyties approaches and technigues that can be
wused for big dova, as well as the possibilivies thar big dara analveicos con offer in different decivion
donaning., This paaper is a preamitive researel which swill aid coweches assessnent of conditions of their
plavers. This mavy signifv a prlaver's readiness for competition, training adapration, or cixk for inguey.
Henve, the analvsis of this metrics with the help of Longo Mot application helps to achieve
mrecrering il cessessement

Keywords: Hig Dats, analyies, badminton spoct

INTRODUCTION

BIG DATA ANALYTICOS IN SIMORTS

Prolessional speorts hove bocome increasinely cinmmpetitive over thme. with o single minuie changing
the game's owcome. Sports teams now have a large and devoted fan base who demand  detniled
Agenvies and Team members are also recopnising (e ingwatance of proper pecformance
e king in order 1o take conootive aotion alter studying socurate perfornmance imetrcs

Muonevball, a 2001 sports diama Ol popualacised sports analytios by depicting how o baseball
coach, Billy Bea revived his team against all odds using sclentific evidence  and  stistcal
anilyses of play results. His experiment with sabenmemrics forever choanged the game and made
A yties o decam for many

“The frontier of analytics @5 just boeginning, and there is oo end in sight 1o ts potential,” said Dr
Lashbrook, Founder and Pressdent o Sports Management Worldwide, (Spons) analstics is o
lucrative srena with endless possibilinies. Not only haseball teams, but also foothall, hovkey, socoer,
andd other sports Bave af beast one analyst coamehing team into

Chunging the Strategy

Wearnble sensors are also being used hy sports analysts to gother dota fromn athletes. Adidas has
created o portable avstem called the miCoosch. This unit, which is attached o the plavers jemsey.
reconds data such as the playecs heart e, pace, and accelermtion. The team managoment will Mk
the best players Tor the goame by analysing this data. 1 also allows them 1o Keepr trovk of the players”
Teadihy

Video analytics is now becoming mwore widely used for dots collection i o vanely of sports. A
campany called Sports VU mounted six camerns arcumd the arens during NBA wanies, They were
able o gencrae information about which mosves and shots are better suited Tor cach plaver usinyg
advanced mwitrics. As o result of these empirical findings, teams will develop ganwe plans that are
taklowed e their players’ strengihs

The same method is vsed (o lewn ol the apposing  tean's players i order o ddentity thea
woankoesses, Arsenal is vne of the most well-known football clubs e invest heavily in bvig diaa
wialytics, They wse o device that records 14 albion dima Pponts per gome and ases an advanced
algorithim to analyse the dota
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AN INTERNATIONAL BILINGUAL PEER REVIEWED REFEREED RESEARCH JOURNAL

VIRTUAL REALITY IN RELAUNCHING TRAVEL
AND TOURISM INDUSTRY POST PANDEMIC ﬂor-t! thirs. D*

Rachel K J**

ABSTRACT ©

Virtual Reality (VR) enables travelers 1o experienee a destination beforchand and it also entertains a positive
influence in the booking behavior of customers. This research examines the elfect of VR exposure on the purchasing
probabiliny, time commitment, the speed of decision-making and tumover. The suggested structural model integrates
the concepts of awareness of VR, the restrictions and challenges fnced by travelers because of the pandemic sitaation,
the cost factor, customer engagement by using VR application and its impact on customer satisfaction m the Travel and
tounism sector. The specific reference point in this paper is the customer experience in getting 1o know about a culiural
heritage destination with the help of VR technology to suppornt a virtual tous. The rescarch is justificd by the increased
demand by travelens to possess a memomble experience in exotic destinations as well as the growing opportunitics
offered by Virtual Reality and Augmented Reality technologies applied in the wurism sector. This study aims ai
relaunching tounsm and help in regaiming lost ground in the post pandemic era by using VR as an effective ool to creale

avaluable customer expericnce

Keywaords ; Tourism industry, Virual Reality (VR), customer expericnce

INTRODUCTION

Tourism is significant for the suceess of the many
economies around the workl. Tourism not anly boosts the
revenue of the cconomy but also creates thousands of jobs
and develops the infrstructures of our country, and also
plants a way of cultural exchange between foreigners and
citizens,

Virtual Reality may be a simulation to an
imagmary world, and when it's apphied in tournistic
experunents, o considens the sense of sight, as lot of
experiences depend on visual stmuli 11 s inreal lerms a
multidimensional gain that's been carned. Usually, VR
apphication is apphied to offer an experience on the

This apphicanon could be a route racker with a
map and direction tracker, as well as a VR enabled
service. As lourists travel, this app guides them to their
destination by providing a virnual reality image of the
places they pass through as well as weather conditions.
This application s olien accessed anywhere. Hecause the
navigator crosses cach place, pop ups appear on the
screen for the tourist 1o work out the location and also the
fi s. This appl v oon telespresence,
which s all five sen This 1 would
actually provide tounst an opporiunity o share dinner
along with  a friend located at a special region. The net

sation [

results of incorporating Virual Reality in Tounsm is, it

destmation. As a progression to this 3 VR enabled  provides o far better destmation mage. which is
apphcation shall be developed which may be ! armculated because the belief within the mind of the
through smartphones of both androwd and 10S  (ourist about o destination’s capabilities, wlhich
denominanion.. eventually leads to a better experience, and as a result,
A Prol - I G0, ey ol © . anid M OLE Vaishioay College for Wi

* Waormen, Chenmai
QUARTERLY BI-LINGUAL RESEARCH JOURNAL |

| vo1 B @ 1nsue 20 @ January to Mareh 2021

m@:

ISAN 2340-23407

'éfcrnl_lmlv n['
qpuhlttatmu

Fead. No.: SO/A0H /M

Auttmarod fop

D, Uthirn Iy
o MLCLE
e, Bmaeed BT
Frolemsur

Aswimiel
Colloye lor Wimen, Chemei

Callege far Wornen

MOV
or tho Roanarch Papor Nod as

VIR'I"IJAI, REALITY IN RELAUNCHING TRAVEL
AND TOURISM INDUSTRY POST PANDEMIC

PUBLIGIN D By

Pusfiahed o
Bivodls Barttm, Viduine 8, lmaus 20, Jenusry o e 2031

;_/-”

SsancHar

e e T L] any. \b‘rom
Nyeeriter Sarita
Dr. Vinay Kumer Bhurmu

(o

Chinf igltoniul OMes
LA S P
vy

Ol\ 2 e Principal
M.0.P. Vaishnav Coltege for Women

(Autonomous)
No. 20, 1V Lanc, N2 iarkkam High Road

mmary YA



| CUSTOMER PREFERENCE FOR ONLINE BUYING OF MOTOR INSURANCE
%33": 211;1 AINABLE BUSINESS MODEL-A STUDY CONDUCTED IN THE
- WESTERN SUBURBS OF MUMBA|

e et

Ir Rashimi v Shep |
TBEHAVIOURAL STUDY OF PEOPLE WITH REFERENCE TO MED]

CLAMIN |,
BAVAOU! S SUSTAINABILITY AND WELL-BEING, |
MUMBAL SHIFT TOW ARD __Ganga Susheel Warrar Dr ey Faco |
- ASTUDY ON THE USE OF DIGITAL PAYMENT PLATFORMS BY WOMEN i
WORKING IN THE INFORMAL SECTOR IN SOUTH MUMBAI |

Fatema H 1 snuswala, Dr (€A Crgjanan Wader ;
T RURAL DEVELOPMENT IN INDIA THROUGH SUSTAINABLE MIC ROFINANC § |

— — M3 Medhavini Khiwe ;|
DIGITAL TOURISM MARKETING TECHNIQUES - RESHAPING THE TOLURISM
INDUSTRY

Ms Poulam iarj_x_a_l‘_ [r Ku!}_igsp_‘_\f_;_a_rr_r-::ﬁ
AREVIEW ON A FUZZY EXPERT SYSTEM FOR HEART DISEASE DIAGNOSIS

M D Llha;.lscc!hi_ =
ASTIDY ON FORECASTING TECHNIQUE IN THE SUGARCANE PRODUCT 0~

!
4 D Jeyanthi Prassanna ]
TANAL YSISOFW AITINGLINFSMODF L SINTHEBANK USINGOUEUING .
THEORYMODELS

_ DrGRavitha *_ 2
" BEING AND BECOMING: BLACK DIASPORIC IDENTITY IN PAULE MARSHALL'S —
EROWN GIRL. BROWN STONES

Dr Anju k. N
PRACTICES AND MEASURES UNDERTAKEN DY INDIAN BANKING SECTOR
BLRING COVID 19- A THEORETIC AL PERSPECTIVE

< sooanpeethe Manwy, Dr S Sheela Ris
' LENTILS AS THE MAJOR IMMUNIZING FOOD AND 175 MPORTANCE AND
DEMAND DURING CORONA IN PARBHANI DISTRICT
| SElaEn S _Mr. Suresh Shrihari Ugle. Dr TV Mundhe |
* THE PAST. PRESENT AND FUTURE OF THE ICONIC SOCIO-CULTURAL AND
EDUCATIONAL INSTITUTES OF SATRAS IN MAJULL ASSAM
S e S R B R K Dr_Biman Ch. Borsh, Ajit Kumar Borah
“  PROBLEMS AND PROSPECTS OF TOURISM
ITTARAKHAND

IN THE KUMAUN REGION OF

 THE EFFECT OF FINANCIAL DERIV
INDIAN COMMERCIAL BANKS

Dr. Bhuwan Chandra Melkani, Mr..r\nil Kumsr |
1] VEE T ——————

ATIVES ON THE PROFITABILITY OF THE

_ Dr. Chetan Shetry, Subruhmanya KC, Dr. Madeswaran A |
2 ACOMPARATIVE ANALYSIS OF THE FINANCIAL P
EMPLOYEES COOPERTIVE C RED

o ERFORMANCE OF
. SOCIETY (ECCS) AND URBAN RTIVE
CREDIT SOCIETY (UCCS) IN RATH AGIRI DISTRICT : TCHOERE T

RO CA Ajinkya Rajiyv Pilz
THE CORONA INFODEMIC- ASTU T ey Bil

DY ok ol nRar, Dr. Meukarand R. Sakhaikar =)
IDE _ EMINATION OF
MISINFORMATION ANDITS IMPACT [N THE DAKSHINA KANNADA DISTRICT

pr ——
rincipal _
M.0.P. Vzistinav College for Wemen
i (a1 tenomous)



11 Uﬂi?fi‘:ﬁﬁfg

(AL UF EDUCATION: ARG 1
e Pk ki s e BY INDIAN BATERINE BEL Ty
o« TICES ANI MEASURES UNBERTARTSE 2 e uspECTIVE
PRACTICES A oaVi 19+ A THEORETICAL PERSP

b et Developinetss Coentre Blewatha,

V55 ;,_‘ Sehestar. SHORR s ik
ins{Assistant Professor. Depanmen of BB = Development Contre Bhazathiar § pverer.
feels Romi. Revwearch Supeeiser Rescarch ivnce Ch695024 S
(itctor MPAL RetdhJaya cudlepe of Afs ard SEEEEE oo
S Sy _ i ; : Goe the pest Two estly comr o
¢ the vounfey 12 ko @ W"’MW“—“”‘-"‘ bkeloswet ’~ 3 ki
200 e sngg des dhe prigsebesnse, sl Dustic eod Pucstle vf cxopomti a i Ey hars swrimady come
! cend haas ad ate srexvessbie fnemond impect o fge vl of PRl Fespeve
i iy, 2 it derdsan we rsm;;’ or voNIsenii OF ndivichad The ¢ wit 9f Somks ot wlosei ey
s Raesfvinpy i tigess orviin e nevtih o be cotpheesiad Feoon Npng & pier w o,
;m;:m; IDCTLONS, SN 1 NS Sawnch wneecy witdy i teif fosegn el e ‘_;,',,
j::;f:;:i : “I’i 'ffse:w:azf' sethacks i cafins & AN raates 530
o o e e o o e entic ol ot (b S
St e s B ol ikl st o e s <
e o o i oo s ol s Mk o ok
hy Sy hc‘.: mﬁ a‘“‘f‘” bfmb et :‘ vrk from h"”“'_ G RN R Ay comtowad’ Cwe
2 Mearires ck‘a‘t':\'«’;‘:;f ‘; ".‘ dhisdegy WBHE OpeRGEIeds s f'-!egth‘r :1: 3-::‘4 R N “m\ .
gy irggee g mm':'m:n" 1l -‘~ ﬁ.“.&t‘. f" “‘_Ak‘-‘u il ;kamw and SR poam iy cwhed
_.'br Py ensstson w“" emyBre Lovn disrgphien A avonkben  PEETaR # S Rewm Avas
+ Bady( {.,wn‘_wc:;*‘wtb" feom the puedlindiodd vourges
- abigathvatiot, 1R praciiges

RASIN 1_')R.¢'ﬂ3ﬂ)’tl?ﬁ

= :
-~ - - R
£ o f-f’:_ e MR S L

HCTION
lm* ‘0“'-3

o . Ih’r ¢ " -
19 e Weorld Hsalth Organizatios (WHU) officially dectared the corns o



b ——

= S .
T Principa .
i M.0.P. Vaishnav College for Wome
58 {.ﬂutonomousi -
20. IV Lane, Nungambakkam Hig
N Chennai-600 034

s
— ) -

. . March, 2021 |
ISSN - 2348-2397 i ; Janua&faa,rf;ue 29
UGC CARE LISTED JOURNA S Odh Sarlta Page Nos. 39-4¢ '

AN INTERNATIONAL BILINGUAL PEER REVIEWED REFEREED RESEARCH JOURNAL

COVID- 19 : CHALLENGES AND PEOSK%%TS L
A STUDY WITH SPECIAL REFERENCE — e
TO SMALL BUSINESSES IN CHENNA] A B anlal Jimdger

e o Py RSN s
2 SONEE ABSTRACT s S 2434
. Small businesses being the backbone of any ccono:ﬁy contributes towards the growth by creating more Jon
;:-:Qppguuniﬁcs and supports the local communities and neighbourhoods. With the World health Organisation declari:

¢
lI_l
j
H

__g-z_:milers-nnd small entrepreneurs. Working capital requirements, shortage of funds, limited operations were found 1. .
& the major challenges faced by these small businesses during COVID-19. Moreover, small CNLerprises may necc
' _:mmm their business and rebuild relationships with customers and suppliers. The study Proposes several sirate .
m_lretailers canadopt to improve resil iencyin the changing environment duri ng and after the COVID- 19 erq.
é Keywords : Small business, COVID-19, Challenges, Prospectus, Strategices

%

M ——— RN T T A PN A 723 s £
. ——

9% 'IHTROD_UCTION hand, had to make their product reach to their cusio
: The declaration of COVID-19 as pandemic by  with the help of social medial platforms and o
the World Health Organisation brought the world to-a orderings. In this regard this study tries to identif
andstill. With many organisations closing down their challenges that were faced by the small firms durir.
_ stores. factories and offices due to the mandatory pandemic, the strategies adopted by them 1o over.
' :lpc_lcdm\m'deqial_'cd by the countries, proved to be a4 the challenges and the nnovative measures that ¢
' manen losure for these organisations and left them implemented post COVID-10 period to sustain
specially the small business finms. Around: market. '
) of iess were severely hit for those whohad 2, REVIEW OFLITERATURE -
- one to four mplom and 37% for those having t-w_en'ty e (Jiang et al., 2020) The authors in their
g.'lp forty-nine cmployees (CBIZ report). The main feason assessed the effect of Covid-19 on the Smalj and M
. being, the lack of working capital funds, cash flows, Enterprises in Ching and the supportive strategics
: inad_cquale capital, reduction in the working hours and  the Chinese Government towards the SME's for n
cmploycesandﬁnnlly]ayingoﬁthccmployces. : the crisis. Historical and Logical methods were »
'W-'it_ness_ed with extreme negativity these by the study. The study  thoroughly examin:
_"-bll.sincss'cs had-to i@c_htify new means to serve their  initiatives and policies implemented by The p
customers staying at home. Retail formats on the other ~ Bank of China in support of the small busines.
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OF SOCIAL MEDIA BONDING AND BRAND AWARENESS ON BRAND
| m,p,xcl' BRAND TRUST AND PURCHASE INTENTION OF GEN Z WOMEN .
m%%%UMERS ~ A STUDY WITH SPECIAL REFERENCE TO CHENNAL.
e .
L palakrishnan, Principal, M.O.P. Vaishnav College for Women, Chennai, India,
F = 01"1'31 deger, Associate Professor, Depanmcn} of Cominerce, M.O.P. Vaishnav Collc e for
4 Ggﬂl!’nhs L ‘Women, Chennai, India.

-'W%nmil'e‘ the associations between the younggr gcnf:mlion through Social Media and i
e stody dt:_«c prand awareness, brand trust and purchase intention of the Gen Z Women Consume
ton =« The study adopted the quantitative research method. The population of the sp.
h_c@?‘”:g;, 7 Women consumers, stud'ying at the Under-graduation level of (e collegcs o
mu;:sh’do 'in' Chennai who are very active on the Social Media Platforms like, Fac-
gaiter! “Twitter ete. A sample size o_f 33§ responses were collected by using the conve: . .ice
l"mocdufc- A structured questionnaire was desiyned and the responses were collectod by
p: through google fonns, A Structural Equation Modeclling was used for tle anaiysis of the

grling

s 9
- ¥ ,shdwcd that the social media associations and brand awareness among the Gen Z women
ARSI rs had a positive influence on brand image, brand trust and purchase intention while
SR  opline. In addition, Social media associations and brand awareness was dipo 1!
F"d’g?g ﬁg;p‘umhasc intention of these women consumers. Brand awareness and Brand T

s yger influence on the purchase intentions of Gen Z women consumers.

| Media, Brand Awareness, Brand Image, Brand Trust, Purchase Intention, Gen Z.

the most important part of an individual’s life. With around 4 20 billion
contributes to around 53% of the population being active users of s in
yandemic taking on the economy and declaration of camplete lockdow:
way for consumers, organisations, institutions to

portal for all their needs and requirements. Almost all segment of the society nght
nesses and firms to large organisations have transited to social media platfors. . for
icating with their customers, Among the various social media platforms. the most

1F§éébool_§-withfg,-;’?40 million users, followed by you tube and lastagrom.

- constantly looking new and improved means to connect with then custor
very innovative tool that can be used by the companies not only (0 engage
ers but to attract new ones. Companies that canconnect and enguare - heir
rough social media receives more positive responses for their brands.
ave started using various social media platforms like Facebook, twitter Insta 1t
reviews, information on services, advise on health and food, notification., w0
sing certain products and much more. With these data readily availab! .. cic
consumed by many people across the globe that has a very secious i lner
Honofthe consumers: <. " Tomsane o oo o
RIEX, this study aims to identify how the social media connections between e’
1es an awareness about a particular brand and its impact on brand image; brae u
'BUES 4 consumer to purchase the product. '
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2. REVIEW OF L]TERATUl;Emd Loyalty, Brand Awareness and Purchase 1,,,,

(Zgnf::igll I:gedéggt;gndi;%“ study investigated the mﬂuzrflczogf Il:r-xlnd awy ‘renq,-,
decision of the consumers. 150 respondents comprising , | 1ale and 40 ¢
f the study. The study aimed at examining the impact of o
was the sample size O the consumers purchasc decisions. The findings of the's;
social media marketing on S cohsumEE b

h
d awareness was not muc
ﬁﬁmﬁcﬁfgﬁ 223:;111 mcd:ta had much stronger and positive impact on the I

g‘:gﬁnﬁﬁfu all 2014)Have examnnzd the effect of soc‘;ﬂl IL?-C'M marketing
purchase intention of Gen Y consumers. The responden ;xe:c the  stig.
Universities pursuing they're under graduation. The ﬁ"dm?q of the smdy ing;e.
consumers using social media platforms were positively influcnced I‘v v
communications like eWOM, online communities and online advertiscments. 7 :
the promotion of loyalty towards thc brand «nd also lcad to the incréase in !h‘, P
the consumers.
(Kaya &Bicen, 2016)Studmd the mﬂuence of socml ‘media on the behaviour of .
focus on Facebook. The study also mvcstlga(ed the relation between confid
behaviour in social media and while using Facebook. The respondents cor,
students studying in level 9 to level 12. The results of the study indicated Facet
means of communication for sharing news, images, photos and sobgs. On tf
students were equally cautious in protecting their social identify and respected !
their friends.
(Alalwan, 2018) in his study examined the factors mflaencing the purcha:
consumers through social mcdxa advcmsmg. Thc findings exhibited that Key fuct

~ hedonic motivation, habit coupled ;-vmh interactivity, informativeness and perc

- significantly and posmvcly influencing the purchase intentions of the consumer

: Ahmad &S‘uyatna. 2020)1‘:1 - stud; I:w. c cxzumned the unpacl or «ocml mec .

f'soc._ml ‘media and pun:h

"fthc smdy comssted of stucleub stuc
gu-, Gen Z. The findings of the « tdx
p I.S pom'ayed that Gen Z cm (FTRAL:
Oﬁlc frcqucnlly and also responc v U

the apparél sector. Surpm ingly the find sho
rch:

1
o8

Lo 5

'__enemt:on and thclr
lisation. The samp
Vol -.5 73

i 11

chash__lag f‘ol!owq. in conrast the pe: -onal

—— 3*.“ %

BRARRIL? 1\

e CI‘".

e R S R T Ir =

ealed




=3 of unc;er g;aduatc Students PUISUing y0q
. i L . . F me ia '.:;- =
omP™® o group of 15 = 22 years. Convenience g1 COUTSES at Meryi 8
" (he ﬁf‘ gdents. The ﬁqdmﬁs& of the study indicateq mﬂ'gge ;n;lhod was Mimack ¢, -
”sf:w of the posts, In addition this generation follow o} consumers ;,
at:l et more, Gen Z consumers wants rea] experione. Y those inf
e e PPROACH es.
gARCE iew we can find that G : : 3
Jiterature revIew en Z con ‘ ;
tons. Though many researches haye bec“s:mers are lile different ywhe '
e pehaviour and intention, not much study h n : 0 Compare

* Il this gap of understanding the purchase mgtj

lencers v

s, brand ima_gc, brand trust and p
jons between these variables in de

 PURCHASE
 INTENTION

d both 'tpe-_p'rimaty and secondary sources of data. The fr;.méwork o.t‘ the
s of tl_;_q_-_.sgoqndary data while, Primary data was collected by mear, of
ugh online mode with the help of goggle forms. =

"'dhi(_!étﬁographics_ of the respondents, key dﬁhehsiﬁhé;bf

ess, brand image, brand trust and purchase intentions of the Gen
refer to do Online shopping. The items of the questionnaire were tiken

Yusuf Bilgin (2020). The demographic structure of the respondents was
tions. The views of the respondents regarding the variables yere
1= Strongly disagree, 5= Strongly agree). =3

38Gen Z Women consumers between the age group of 15 — 25
ocial media handles like the Faccbook, Instagram or twitter and
cial network sites. The data was analysed by means of SPSS und
like descriptive analysis, Mean, Standard Deviationand Structural
est the hypothesis and to draw results and conclusions.
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ABSTRACT . :dely adopted by catering busi
- ' ing technology, widely adop Inesse
oot Belivery Apps 1A BRI mnbllalnfncclf':ts _ both to the suppliers and consumer. ThesesFa[;ld

3 : have provided two-way pes 3 5
customers. They have | terprises and are also satisfying customers’ eXceptions unge; the
oposed and examined a measurement mo d-l

services are rescuing catering en e
- demic condition. 1he S ( '
COVID-19 global pandemi tive of effectiveness of Food Delivery Apps using Conﬁ”“alory

to study the consumer's perspec

Factor Analysis. = A
KEY WORDS COVID-19, Food Industry, Food Delivery Apps

INTRODUCTION _ AT
The past two years have seen major shifts in consumption patterns across mc!ustnes owing to the
COVID-19 pandemic. Widespread restrictions, state implemented lockdown, disease spread, fear of
the virus have all resulted in major lifestyle changes in the world. People movement out of the
houses have been greatly restricted. Routine activities such as work, shopping, entertainment - g

all done in the online mode.

The food industry has retained customer loyalty even during times of chaos, though other industries
have seen a downfall. Earlier, various forms of dine-outs had become a norm — coffee shops, fas
foods, executive lunches, fine dining, etc. Though mobile-based Food Delivery Apps had bee

prevolcnt before the pandemic, there has been increased usage due to the current restrictive
conditions. Hence, this study aims to develop a model to measure the effectiveness of Food Delivery

Apps.

LITERATURF, REVIEW
Tasnim (2020)" pointed out how in the past, in times of pandemics, people’s lifestyles and industries

across sectors get disrupted and deeply affected. They further studied the impact on supply chains it
the food industry and recommended the use of digital technology for effective management during
such turbulent and restrictive times.
i E’c};{’;’?‘:ﬂ"m Sdarkor, Paul, & Moktadir (2020)? in their extensive study in Bangladzsh studicd
5 I::d . e pandemic on the food and boverage industry. They concluded that strategies 1
0 be adopted by the sector for supply chain management and customer service retention a1
satlsfactécf;o. A complete rcotructurin g of previously established models is a oecessity. i .
i enC:?mov,k Popov'skl, Petkovig, Se[jak, & Xocev (2020)3 observed that using Aﬁiﬁtla\
COVI%) e r;nad :;1 -obxr;‘l]o'us, .the changes_to the food consumption patterns before and duri_ng _thn’
o ; P ic. This kind of analysis is valuable in times of crisis and emergencies, which ¥ f
: ry good example of the scientific support that regulators require in order to take quick &
ppropnate response. quire In order 0

4 . . 2
inclinat:;is?g?ho(mz?-) 1o his study among Jordan consumers noted the increased cE;ston;;
considerable. infl Ecz';éﬂzfusmgdﬁpayment methods, during this pandemic. The study also ccser;.nd

gender and education qualification on online shopping tendenc e

efficiency. The as : ail ,
behaviour, pects of price, quality, risk and loyalty became crucial factors affecting e
il

Zhao & Bacaon. (2070}
- 3 ') * . . ng -
M thronoh their emnirieal findinoe in China dCVC]OpCd a meﬂu‘:ﬂr;mws
. tnf) i
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- . LABSTRACT Sy

The COVID-19 -19 Pandemic Lockdown was enforced in the month of March 2020 to contain the spread of the
Novel Covid-19 Virus. The objective of the lockdown was to ensure nobody stepped out of their houses in order to
protect themselves from the virus which is highly contagious. Due to this, people had no option but to rely on the E-
Commerce more to get the essential products during the lockdown. There was a section of people who risked
themselves to buy necessary products directly from retail stores. Besides the difficulties faced by E-Commerce. the
dependency on E-Commerce for essential goods still increased than usual. Durin g the Pandemic, only necessary goods
such as Rice and Cereals, Fruits and Vegetables, Medical products such as masks, gloves, Hand Sanitizers etc were
made available on E-Commerce website as it was the need of the hour. This paper focuses on how the shopping habits of
the consumers drastically changed during the Pandemic. The Pandemic Lockdown resulted in one hand, many people
not being able to earn their monthly income while being in employment, on the other hand employees being laid off.
Due to this, most of the consumers became conscious about the purchases made through E-Commerce with respect to
Price and Brands. This paper also tries to study whether the E-Commerce was a boon or bane for the consumers as prices
rose up due to increasing demand and limited supply and the availability of the essential goods were fluctuating from
time to time.
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INTRODUCTION
The Pandemic Lockdown was enforced when the
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websites sold grocery and essential goods, the number of
consumers purchasing these goods through E-Commerce

novel Corona Virus started to spread rapidly across
different countries including India. It was first enforced
on 25" March 2020 for a period of 3 weeks and by the end
of first lockdown, was enforced the second lockdown for
aperiod of 19 days and the complete lockdown was ended
on 31" May 2020. After that, partial lockdown and unlock
was in force. Though consumers buy shopping goods
from E-Commerce, it was during the pandemic lockdown
that most of them started to purchase essential goods from
E-Commerce.

The E-Commerce is used commonly for shopping
products like electronics, Clothes, Books and Kitchen
Appliances. Even though most of the E-Commerce

was very less. Due to the lockdown, as nobody could buy
essential goods from nearby retail stores, ultimately
everyone had to depend on the Online Grocery Stores
such as Amazon, Big Basket, Flipkart supermarket,
Reliance Mart etc.

The most commonly purchased goods from E-
Commerce websites during lockdown was Hand
Sanitizers, Face masks, Hand Gloves, Rice, Atta, Cereals,
Instant Noodles, Frozen food, Biscuits and Milk.

Through this paper, we lecam how consumer
behaviour towards E-Commerce changed due to the
Pandemic Lockdown. It was observed that the number of
consumers purchasing essential goods through Online
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ABSTRACT E==mmmmumme s

The COVIE-19 =19 Pandemic Lockdown was entorced m the month of March 2020 10 comain the spread of the

Novel Covid-19 Virus. The objective of the lockdown was 1o ensure nobody stepped out ol their houses i order 1
protect themselves from the virus which is highly contagious. Due 1o this, people had no option but o sely on the E-
Commerce more 1o gel the essential products during the lockdown. There was a section of people who nsked
themselves 1 buy necessary products directly from retail stores. Besides the difficulties faced by E-Commerce, the
dependency on E-Commerce tor essential poods still increased than ussal. During the Pandemic, ondy necessary gonds
such as Rice and Cereals, Fruits and Vegetables, Medical products such ss masks, gloves. Hand Sunitizers ete were
mache avarkable on E=Commerce website s it was the need of the hous. This paper focuses on how the shopping habits of
the consumers drastically changed dunng the Pandemic. The Pandemic Lockdown resulted in one hand, many people
not being able 1o carn their monthly income while being in employment, on the other hand employees being fid off.
Drse o this, most of the consumers became conscious about the purchases made through E-Commerve with respect 1o
Price and Brands. This paper also tries o study whether the E-Commerce wis a boon or banie for the consumers as prices
rose up due 1 inereasing demand and limited supply and the availability of the essential goods were fluctuating from
e o lime.

Kevwords : E-Commuerce, Constmer Behasviour, Pandemic Lockdown, Traditional Retnl Stores, Essential Goods.
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INTRODLU CTHON

The Pandemic Lockdown was enforced when the
novel Corona Vires started o spread rapidly  across
differemt countries imcluding india. It was first enforced
on 25° March 2020 for a period of 3 weeks and by the end
of tirst lockdown, was enforced the second lockdown for
i perrod of 19 days and the complete lockdown was ended
on 317 May 20200 After that, partial lockdown and unlock
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websites sold grocery and essential goods, the number of
consumets purchasing these goods through E-Commerce
was very less. Due 1o the lockdown, as nobody could buy
essential goods from nearby resml stores, vinmmely
evervone had 1w depend on the Online Grocery Stores
such os Amazon, Big Basket, Fhipkart supermarket.
Reliznee Mart eic.

The most commonly purchased goods from E-
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’ a]ga:::s C;S‘:}‘:E ﬁg\f: ngf—mﬂﬁ&“}e rural areas for implementing retail management because
[hﬁrl.l!'zll consumers have got new soumcsoéft:]:cgompanles e DSEE L U0 s aimalle
AS e edsand sk . me apart from agricultural income, their lifestyle
pas €han esl;' ansoranity ik o ave improved from buying local unbranded goods to branded
p,-oduc[s. This !:}li’e e G ““l'sed- wisely by the companies by setting up adequate retail
Siftetegp STV ssive rural population. It is imperative to consider the needs of the rural
ymers and fulfil their needs as they constitute the major share of the country’s population. In
f the challenges faced by the companies such lack of road connectivity, small number of Iz;rge
ho sell unbranded gooc_ls at chfeapcr price, lack of proper transponat,ion facilities, they need
overcome  these challenges by innovative strategies in order to the meet the needs of the rural
consumers- They flCEd to utilise the opportunities by joining hands with the government initiatives,
and at the same time, set up a cost-effective rural retail outlet and take help from the head of the
in order to be successful retailer in the rural areas. This paper focuses on how companies

cons
ite 0

villages 5 -
manage their retail out.lets, elqments of success and also the opportunities and challenges that |
companies may face while entering the rural markets. 1| =
)3
Principal

lnundHCﬁon \f e for Wemen
an be defined as an area with a population of less than or equal to M b ] Eta&ﬂrrlﬁuﬁ i
uh

A rural area ¢

of population less than 400 per sq km, and at least 25% of the population is en ged in Rakkam High Foac
h as 67% of the country’ lation lives i . p 32 1V Lane,

As much as (] ry's population lives in rural area. With this huge o ?J X.WPMCBA

and with increased competition in urban market companies are seeing rural area as their new target
market to invest and grow. The Government has also introduced different programs specifically for
the rural people and for the overall development of society and nation. Some of the popular programs
are Pradhan Mantri Gram Sadak Yojna, Indira Awaz Yojna, Atal Pension Yojna and many more.

Retail Management is the process which helps the customers to procure the desired merchandise
form the retail stores for their personal use. It includes all the steps required to bring the customers
into the store and fulfil their buying needs. Retail management saves time and ensures the customers
easily locate their desired merchandise and retum home satisfied.

Rural marketing is also quite different from urban marketing, the polices and strategies adopted by
companies in urban market cannot be implemented in rural market. Traditionally, rural India was
known for its agriculture practise only. However, this is no longer true, already the non — farm sector
accounts for higher incomes in rural India than the farm sector. This has increased disposable income

in the hands of Rural people and they are willing to spend and follow latest trends. Rural marketing
has become the latest target of most corporate companies. Companies like Hindustan Lever, Colgate
Palmolive, Britannia and even Multinational Companies (MNCs) like Pepsi, Coca Cola, L.G,,
| Philips, Cavin Kare are all eyeing rural markets to capture the large Indian market.

| With the growing market and the growing purchasing power it is therefore natural that rural markets
I ?0"“ an important part of the total market of India. The rural market in India brings bigger revenues
In the country, as the rural regions comprise of the maximum CONSUMErs in this country. Therefore, it
Is necessary to implement strong retail system in rural areas. Earlier, rural consumers preferred only
lose unbranded goods, so accordingly the seller maintained his shop filled with unbranded goods and
Lhe number of goods they bought was also limited. But today, rural consumers prefer not only to buy
randed products but also buy new products that they haven’t bought for so long such as cosmetic
Products, instant food packs, flavoured sodas, and many more. :

- anufacturers engage in retailing when they directly sell their products through their personal stores,
! ¥ door-to-door canvass or mail order or even on telephone and the wholesaler also can engage in
Volume-27, No.1(1) : 2021 81
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retailing by selling fllrectly
playing a role as an interme
well as customer and in turn
maintain the contact in between cons

to the customers along ?vith his wholesale businegg :
diary through the marketing channel bec.ausc he is acting &:etﬂile,.m
selling his products to the customer dl_recﬂ'y_ He takes : a '“irkg,al‘ﬂ
umer and the producer as a link in a comple, Pl m: 5

2 : ; m ;
marketing. All middlemen are playing a dual role as buying agents to their suppliers echamm:;

person for their customers. Retailers have scvcpl roles andlresp‘zinmblh!ies such g ﬁa; N
customer’s desires, development of the collection of several products, gathering , nd iR,
market information and investment. Anybody can change as a reta_:ler in a simple mannerpm“dmg
purpose, no need a huge amount of investment for production equipment. For so many tlm OF g,
can be purchased on credit and can store in a leased space }wthout any down payment or wig Slogy
cost can be maintained with a simple website. To be a retal_ler firm, any firm must cater to uma e
of consumers as their basic role to perform their job as satisfactory. Now almost retaj] innova;"
in changing. But it is meant for providing tangible value to i{s customers. It offers that vay, be:‘lts
it provides something fresh or betterment on something exist in the ﬁe]d of technology, sem'm
goods or business systems. In addition, to offering value to consumers, it has benefits for ,elaﬂer‘:i‘
well. The benefits may be in the form of an increase in sales. It might be that may come ip the fy
of increased sales, progress in business and the competitive advantage on market rivals, E
The retail management should be handled by the retailers as the rural consumers haye new
expectations and they have also started to use products ad urban consumers. As there is a shift iy the
retail process in rural areas, the retail management should also be developed.

Objectives
* To understand rural market and its retail management

® To understand the retail market opportunities available for emerging companies
® To study the format of key players in organised retailing segment in rural India

Literature Review

Development Index (2011) ranked India fourth among the mpnsg . 1; heamney’s Global Rmﬂ
expansion \nfoﬂd-w:de. Organized retail accounts for 7 percent of lndia,ve oping countries for reta_l
markc_t and it is expected to reach 20 percent by 2020 Moreover a’s roughly $435 billion retai
of India’s GDP and employs over 38 million people in the count » retail sales account for 33 percent
According to KPMG report (2011), Indian retail industry s thn S5
retail industry is one of the fastest growing industries in ]nd? ]
Grow_mg young p(_)pulation, rising disposable income, increa:']

growing urbap:.?atlon coupled with changi r;ng Number of working women and
drivers of India's organized retail industry. More than eighty cﬂ(:es are some of the strong growth
2. i Ir}a_vc access to any sort of organized markeiing a;:.dr cent .of rural markets in India still
opportunities for_reta:lers lo serve shoppers in rural and semi-urb, dlSlqbution. So, there is sea of
India BrAand_ Equity Foundation (2011) said that rura| India s i lnfha_
per cap;t'a income haw:jing grown by 50% over the Jag lose;ézr Witness 3
commodity prices an irpproved productivity. For man Mainly on account of rising
acknowledged by the retailers. But as the ‘*botto Y Years, my India was not much

: . m of the ;
education, higher purchasing power and awarenes Pyramid® j i
1 S - S o
hinterlands. » COMpanies ap0 Ic.ok%enmg empowered \\|f!1

Ng for opportunities in

n economic boom, with

]
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Introduction

Presently Rural markets have massive potential as a ma _

first mover advantage or to even launch new products i;kizzﬁg:nﬂ::;:cfzr Eﬁ:r;?z::)l::uto enter and gain
important like the urban consumers. Though they are not much aware of brands or I'Ters Sl
take decisions, they still comprise almost 2/3" of the country’s population which is 'is:agetemllgh to
for brands. Even today, the traditional modes of marketing such as Television adverti portant aspect
advertisements and Print advertisements are 1sements, Radio

used to reach the rural consumers. We can noti
; s . ’ ce a
pa:ac!lgm shift in the consumption pattern of the rural consumers due to increased brand awareness
and literacy. They tend to adopt the urban consumption pattern but within their financial capacity. This

increast t_)rand awareness can be attributed to increased literacy and the innovative techniques of
marketmg in rural areas. Some of the innovative techniques are ITC’s E-Choupal which is an initiative
to link directly with rural farmers via the Internet for procurement of agricultural and aquaculture
products and HUL’s Shakti enables rural women in villages across India to nurture an
entrepreneurship mindset and become financially independent. Tata’s Kisan Kendra is a unique
initiative that will benefit farmers by enabling easy access to the latest techniques and modem farming
concepts, which otherwise is not easily accessible to Indian farmers. Brands should come up with such
techniques where they not only create awareness to the consumers, but engage the consumers in
creating awareness to others through employment opportunities as this will be a mutual benefit for
both. Since rural consumers are price conscious, they would want to know if a product is actually
worth buying, so brands needs to demonstrate them on the usage and how worthy the product is to
buy. Marketing in rural markets is not easy for the only reason that rural consumers are so diverse that
they have different cultures, hold different values and beliefs. In order to cater to all such needs,
marketers will have to make innovative strategies in order to capture the rural consumers. Simple and
innovative techniques will attract rural consumers. Since rural consumers are gullible, they end up
buying fake brands due to their incapability in differentiating the fake and original brands. To protect
the consumers, marketers can use easy and attractive packages that will help rural consumers in
identifying the original brand. Owing to the challenges present in the rural markets, companies need to
overcome such challenges by providing alterative solutions to such challenges and help the rural
markets. For instance, rural markets lack network roads that connect two or more villages; companies
can contribute some amount in constructing network roads. This not only helps companies in reachi-ng
different villages quickly but helps consumers to move around easily. Rural markets are _ﬂooded with
lots of opportunities and potential being untapped. If the marketer understands the potential ;pd serve
the consumers accordingly, they will be highly successful among tif_\c rural consumers. In this Pap-:i
we will discuss what kind of marketing strategies are followed in rural areas to reach the ru

consumers and how far are they effective.

Objectives ' :
* To study different marketing strategies followed m‘lndlan rural lr(nzt:rkcts
To Identify the challenges and opportunities in Indian rural markets

: i BP L —
e To identify the most effective marketing strategy e 1 ipal - o
s To suggest new marketing strategies for the [ndian rural m MOP.Y [I\'i:, =_ : X
* To study the rural market of India e ko Ao
e s SO0 B4
Page | 15
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INFLUENCE OF PSYCHOLOGICAL CAPITAL ON WOMEN'S
WILLINGNESS TO LEAD
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ABSTRACT

&mdhmﬁmmm&cmﬂmdwmﬂlmﬁm
characterized by its dimensions of hope, efficacy, resilience and optimism (HERO) on women™s
attitude towards and willingness to take up leadership, Data for the study wss eollected from 76
wmmuwhﬁhpdﬁuim;.&udunﬁkmdyﬁmdiﬂﬁmmmm
the respondents’ PsyCap and their willingness fo accept lesdership positions. PsyCap dimeasions
of hope, cfficacy. resshience snd opumism were also found 1o be associated with women's attitude
towards gender stescotyping of lesdership. Women with higher levels of psychological capital
were more likely to acoept that gender docs not insflucnce an individual’s ability 1o be a leader nor
does it affeet thewr effectiveness in that role. Among the dimensions, efficacy was found 10 be e
major predictor of women's willingness to lead.

Keywords: psychological capital {PsyCap), bope, efficacy. resilience. optmism, leadership

INTRODUCTION

Women's representation 1 senior managerment and lead tap posi 1 the werld
15 sull low, despite the p e of equal employment opp unity legislation and diversity. cquity
and i) pol at the workplace, Harvard B Review has discontinucd the five-year
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identity of a

TRACT ; ole i o Securi ience of establishing the
ic plays a pivotal role in prospects of Cyber Security. The science of establishing by s

Bfﬂ""‘w; ased on physical or behavioral attributes is a rapidly evolving field with applicatio i

perset Tie aim of this paper is fo gain an insight of biometrics security systems and how they work. This

e ims at giving a comparison between the algorithms of two major techniques used in biomelric

!’"f;s:”: The techmiques are Iris Detection and Finger Vein Detection. It also gives a detailed explanation
sfems.

yfthe algorithm and its applications.
)

Ke}'\"ords: Cyber security, Biomeltrics, Iris detection, Finger vein detection

TRODUCTION 23 .
;[;i:::ctrics is the science and technology of analyzing the characteristics of the human body. The rapid

development of biometriq cxz.lmination. has Ied' to biomf:'tric sqcurity systems .bcing used moll"e ffr pllly:jccz}:
sccess control. It is used in high-security locations and in environments needing lower sccurity levels ;

45 office complexes. Biometric systems provide more user-friendly ways for people to identify themselves
['}I?g iris Detection security system is said to be one of the pm_vc;:rl‘ul tools !'or veriﬁ'cation as it is moirc
accurate and easy to identify [3]. A high contrast image of the iris fro!11' an infrared 1s_scanned using the
biometric. After the scan, the components of the iris are converted as a digital representation. 5
Finger vein 1D [5] is a biometric authentication system lha! matches. the vascular pattern in an mdmdualrs
finger to previously obtained data. Vein scanners use_ncar—mf‘rarcd light to 'reveal thepatterns in a pcr.so'n S
veins. As with irises and fingerprints, a person's veins are completely unique. A camera takes a dlgll:':ll
picture using near-infrared light. The hemoglobin in your blood absorbs the light, so veirs appear black in

the picture.

2 LITERATURE REVIEW _ ; o .
The paper on Biometrics and Cybersecurity[10] gives a glimpse on how b:omefrlc is used folr 'rcducmg
cybercrimes and about the fingerprint using fuzzy logic. A survey paper was published that expiains about
biometric security systems and the techniques such as iris detecthn.[g] The paper on Iris Detection[3] using
Intensity proposes an algorithm using the separatibility filter using Template _Malch.mg for extracting the
necessary features of the iris. The Wavelet Transformalgorithm was explained in detail in a paper[6] that is
obtained by quantizing high frequency coefficients using values from' CASIA- dz.ltaba'se. A 'pers?llal
dentification of iris through the Gabor filter algorithm that uses classifier designing ls'(!etmlr‘:d in a
Paper(2). Just like personal identification, Gabor filters are used for character recognition and are
&plained in a pattern s s :
RFC(Jgnition journal[7]. In a book of vascular biometrics, a paper on the PAD algorithm is explained along
With the vejn patterns, sensors and other artifacts detailed. [1]. : _

s Author talks about the Presentation Attack Detection (PAD) algorithm using the variation

omposition method [8]. The motion magnification in the finger vein detection is given in a paper that
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ABSTRACT
COVID-19 has demonstrated the importance of digital readiness and transformation, which allows business and i

continue as usual to the maximum extent during pandemic, Any business to survive in the global market in a post-CC
19 world has to build infrastructure to support a digitized world and stay current in the latest technology, as well as
human- centered and inclusive approach to governance. Technology advancements can help make society more resil
the face of pandemic and other threats. It has accelerated new trends and technologies in the world which play a crug
in keeping our society functional during the times of lockdowns and quarantines. In this paper we will be discussing’
technologies like artificial intelligence, block chain, drones, digital trade, drones, internet of things, precision medici

are acting as backbones during this COVID-19 making the world functional without any setbacks.
KEYWORDS: COVID-19,Digital readiness, Technologies

INTRODUCTION
'he development and implementation of technology solutions aimed at combating the COVID-19 outbreak ar

nomentum across the globe. Technology cannot prevent any pandemic but can definitely help in preventing tl
hereby reducing the impact. Converging technologies like artificial intelligence, blockchain, Internet of things, dig
an have seamless role in handling the pandemic to keep the world rolling. The adoption of artificial in
chnologies are likely to have a substantial economic and social impact across countries. They hav-.e;_ become a
irt of our professional and civic lives. Al has played a major role in healthcare and related activities includi
rveillance through intelligent drones, virtual health assistants with Chabots and robots, diagnosis, facial reco
ver detection as well as curative research. Multiple Al-powered projects based on data science, machine le
\ta are used across various fields to predict and manage health crisis. Al and other analytics technologies apps

st possible tools for assessing and mitigating a global pandemic. Al is supporting and help those making
alth research .

Role of Artificial intelligence: Artificial Intelligence I refers to the simulation of human irit_cl"li‘ggt@ ln n
umans and mimic their learning, reasoning, planning _perceiving and prabiem -..'j
subsets of Al . This technology is playing akey ro
opment, use of Drones for mntemlmspmg.ﬂ
assistance and Chatbot, Managing needs mlmt
vering food® and medications, cleaning and sterilisation, aiding docwm‘ IS mmmm ;;i:im nﬂu
pment. ian robotics start-up has been re-purposing its robots into screen diagnostics roM
pment.An Indian up e ek ot s m‘!

programmed to think like h
chine Learning, Neural Networks, and Deep Learning are
VID- 19. accelerating research to drug and vaccine devel
osure task at hospitals, Service automation through virtual

" =\

ntial data such as name of the patient, symptoms exhibited and val 2021/8/15 1
aer. Apollo Hospitals* has come up with a risk assessment Scanner for COVID-1¥, W -

ch W —riiabead e AMumbal can
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ABSTRACT , ers,butbein

| Ililmll}fahiuhiimmu:hnnue!hcvulinuu}*nlcmsiJ;c:cu:;ri::ll‘u-:r;;::;ﬂilfuu;:c:ll:zli’l-;;i::;fl‘ world, We s
get whereatanytime,andit'sdi euiito 5 Important

Y qnle:nd I:'::ftr::vpzmiuinn on each andeverything thing. voting Is a very important part

! s thaveh kmili"u':l ncinc!cclm:ti::;lingsysﬁm pr‘:ludurll
Nikelndiasufferf: miheflaweddemocracy, westillhave acKingdo " couiel
violation 1 I:l:: avoiding  cross-checking  of  manual  and  automatic "8

lowingvotingwithoutbiometricalidentification, transformationofbri hcryi'mu‘ votea ?ctin’;r'g ¢m
arti wuln'inuwuhcwlmiunI"nrcIeclionvulingu}'liemﬁﬂmwanrcmlvcihescdi;.?_ﬁuc;: us n:;;

i ' : ' i icu :
hnolog 1o achieve this because it s ' -

cy ﬁ:nmlinnst::rcdinth:hlcmkr.:huinimm|u5sncimcdwrihpcrsunullyldenllﬁﬂblcmtormalit}n. it

b of anonymity. Blockchain allows transparent transactions andverificationwhichwill
st of the peoplein the government,
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ABSTRACT
Waste management is a common and serious problem faced in urban areas. Overloaded garbag

;;lan CEIU“J-E ma_{or Ol‘ltbfeak of many dif’l’fﬁfs":% and also proper monitoring and handling of Garbag
as become Lha!lcngmg nowadays .This issue can be controlled by using loT b sed smart

Garbage CUEHCCUOH_- By using this technology, each bin is cmbeddeﬁ (:vith &a fst;wf |
communication facilities to update the information about the bin to the system and a‘lsﬁ n;.rlifyl
gar.bage collector to collect the wastes whenever it is necessary which rcdlxccs the collection t
This paper addresses about efficient garbage disposal management by using 1D3 classific

technique
Keywords : Data Mining; Decision Tree; ID3 Algorithm; Smart Bin Waste Management

INTRODUCTION
The major challenge faced by garbage collectors an

management system is proper monitoring and timely ¢
geographical area and another issue is overflow of garbage’s can cause various diseases to h

and also makes our environment unhealthy. Our current waste management system can be re
by using smart technology called [oT (Internet of Things ). In this system each bin is embedd:
1 ultrasonic sensor and communication occurs on the basis of internet connectivity, GSM

vill send GPS location of the smart bin to the monitoring systems through SMS and alsc
\otify the garbage collector through S ly when it is necessary an

MS to collect the wastes on
he process fully automatic. Most of the smart bin is solar cell panel based an‘ld. it is pow
ithium battery.In this paper W€ have addressed about implemen'fatlion of a decision tree
alled ID3 (Iterative Dichotomiser 3) for monitoring each bin activity that 1S whether it is h
r medium. The software used is Rapid Miner tool which can be use:d to ge_nerat:s decision
ur sample data set. Instead of ,dumping all types of wastes into a single bin this smart b

able and non-degradable.

 capability of segregating the wastes into degrad
10T(Internet —of-T!

ITERATURE REVIEW |
\ review paper on “IOT” & its Smart Applic ihat oceurs bets
ow the application under JOT works Smarter . onitoring systen
o e e o sensor, Swart Bin[2 Seme LS o g S e B
bout monitoring the smart bin and also smart waste ;nanagl:b;‘ /8 impiemwrlﬂ'ﬁ Ly
- S inn for overflow of Garbage Bt =7 . o1 " ghcuses on the

d municipal officers in the current
ollecting of garbage’s that covers the

ations[ 1] discusses al?out.
and the communication
Garbage M
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ABSTRACT:

In the area of artificial intelligence, Sentiment analysis has become one of the most used fuzz-word. Sentimental analysis is
the explication and classification of text data using certain techniques. Sentimental analysis is used in business by allowing
one to know the emotions of a customer by their feedbacks. It is mainly used in detecting the polarity. In this paper, we have
proposed a polarity-check algorithm for sentiment analysis to know the mind-set of the customers who are using the famous
e-Commerce website. The proposed polarity-check algorithm helps to detect the reach of the website using the sentiment
analysis.

KEYWORDS: Lexicons, Naive-Bayes, Polarity-check, Sentiment analysis.

INTRODUCTION:

The reviews posted through various websites and social media platforms (e.g., blogs, posts, hash tags etc.) are one of the
most important benchmarks for the success of a product. For instance, a product with many good reviews is likely to sell
well. In recent years we can see that some of the popular e-commerce websites like amazon, myntra, ajio has started to sell
different category of items. They also succeeded in reaching a large number of customers. To know their success rate. they are
inevitably dependent on their customer feedbacks and reviews. So, Companies might have large amount of customer feedback
collected. Yet for humans, it’s still impossible to analyse it manually without any sort of error. To solve this problem, we need
sentimental analysis. These can be used to evaluate the people’s sentiment about particular brand. Sentiment analysis provides
answers into what the most supreme issues are. Sentimental analysis is an important step in natural language processing.
Analysing user sentiments towards products by their reviews and ratings can be economically profitable to sellers, We propose
a platform that classifies the reviews by users on the amazon page, into positive, negative and neutral sentiments, If we take
customer feedback as an example, sentiment analysis (a form of text) measures the attitude of the customer towards the
aspects of a service or product which they describe in text. This usually involves taking a piece of text, whether it
is a sentence, a comment or an entire document and returning a “number” that measures the subjectivity of the text. To
do sentiment analysis we need to gather opinions from totally different users, as a result, their opinion won’t be identical.
Sentiment analysis is usually applied to huge information. Sentiment analysis models target polarity (positive, negative,
neutral) however additionally on feelings and emotions (angry, happy, sad, etc.), and even on intentions. The main role of
sentiment analysis is to investigate a body of text for understanding the opinion expressed by it. Typically, we tend to quantify
this sentiment with a positive or negative worth, known as polarity. The sentiment is commonly inferred as positive, neutral,
or negative from the sign of the polarity score. If the polarity is >0, it’s considered as positive, whereas, if it is <0, it is
considered as negative and ==0 is taken into account of neutral.
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INTRODUCTION
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Migration is the process of movement of L : ‘mrlgratlon 1S defipgg ;
- another in search of better movement of people from one place o ‘ﬂcaﬁo: :
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people from one area to
living conditions based on

and other facilities. It is gene :
most of the migrants 10 cities originate from socio-

ackward states of India and
economically better placed
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economically b
proceeds to the socio-

states of India. Marriag
factor of female migration in India. According to

Dube (2001), women are facing innumerable
problems and issues in their workplaces such as
mental stress, health problems, safety and security
issues, and sexual harassments, less wage,
inequality of treatment, exploitation, torture and
discriminatory practices. In general, women face
illiteracy, poor quality life, social constraints in
decision making, poor health care benefits while
in particular the work-related issues are frequent
headaches, fatigues, sexual exploitation, low
wages, denial of their rights, circulatory diso:-ders
_emotional imbalance, burnout work-lif’
imbalance, back pain, mental disorder; etc. D 'e
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EFFECTIVENESS OF LIFE SKILLS TRAINING AMONG SCHOOL
STUDENTS
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ABSTRACT ©

The current study involved a psychosocial skill training program that tvok place in a suburban schoui with
the sample comprising of 42 adolescents between 13-15 years of age (VIII and IX grade). The objectives of ihe
training were to provide Life Skills Intervention for adolescents and measure the influence of Life Skiils
Intervention before and afier the training. Pre and post intervention included measuring Life skills based on the
10 dimensions listed by WHO(WHQO, 1999). The tools used were Life Skills Assessment Scale (LSAS) develcped by
(Nair, Subasree & Ranjan, 2009). Intervention was done for a week followed by post testing. The hypothesis that
life skills training has a significant effect on the 10 dimensions was supported. The resulis revealed a significant
increase among 8 out of 10 life skill dimensions. The conclusion of the study is that effective communication has
the potential to impact changes on other life skills dimension and it emerges as a major predictor (f=0.58, p<.05)

compared with other variables.

Keywords: Life skills, suburban school students, psychosocial skill training
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INTRODUCTION

In today’s world there is a tremendous amount
of importance given to the academic pursuit. Although
marks, grades, ranks, GPA and so on are generally
considered good indicators of academic success during
their course work, it is not the only factor that ensures
holistic personality development. Equipping students
with skills complemented by mainstream education
forms a well rounded and comprehensive pedagogic
system.

Adolescence (10-19 years) is a unique and
formative time. Whilst most. adolescents have good
mental health, multiple physical, emotional and social
changes, including exposure to poverty, abuse, or
violence, can make adolescents vulnerable to mental
health problems. Promoting psychological well-being
and protecting adolescents from advecese experiences

and risk factorz which may impact their potential to
thrive are not culy critical for their well-being during
adolescence, but also for their physical and mentul
health in adulthood.Challenges to thrive are plenty.

Life skills are defined as, “the abilities for
adaptive and positive behavior that enable individuals
to deal effectively with demands and challenges of
everyday life” (WIIO's Information on School Health).
The life skills listed includes decision-making,
problem-solving, creative thinking, critical thinking,
communication, interpersonal skills, self-awareness,
empathy, coping with emotions and coping with
stress(WHO, 1999,

Life skills provide children with important
tools for developinent, such as independent thinking,
socialisation, and a sense of agency dnring adverse
situations at schouol and domestic front (dealing with a
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bully or personal insecurities and fears, for example).

With escalating academic and social demands
placed on today’s youth, it is imperative to consider the
importance of life skills training.

The objectives of the study aimed to

e To determine the effect of Life skills
intervention on the ten skills dimension (Self-
awareness, Empathy, Effective communication,
Interpersonal Relationships, Creative thinking,
Critical Thinking, Decision Making, Problem
solving, Coping with emotions and Coping
with Stress)among adolescents.

e To determine the strongest predictor of Global
life skills among adolescents.

METHODOLOGY

A Before — After without control informal
Quasi experimental research design was used.
Convenience sampling was used to acquire a group of
42 adolescents between 13-15 years of age (Std VIII
and IX) from a suburban Government High School in
Chennai.Students were surveyed usingLife
skillsAssessment Scale (LSAS) (Nair, Subasree &

Ranjan, 2009). A brief interview with the
corresponding teacher also helped in identifying the
specific area of difficulty these adolescent students
suffered from. After identifying 42 students in the age
group of 13 — |5 years, a Life Skills training was
conducted using regulated and standardizedsurvey for
pre and post festing. The intervention included
psychosocial skill trainingwhich was activity based and
participatory in nature.The Psychosocial skill training
focused on the 10 life skills listed by WHO. The Life
Skills Assessment Scale (LSAS) (Nair, Subasree, &
Ranjan, 2009) was used to assess the ten life
skills. LSAS comprises of 100 items in the form of
statements in-builtwith a S-point scale for the
participant to check the appropriate response which is
most descriptiveof him/her. It has both positive and
negative items, The reliability coefficient on split half
is 0.82, test retest reliability is 0.91 and Cronbach’s
alpha is 0.84.

Results and Discussion:

The below tables present the descriptive and
inferential statistical analysis for assessing the effect of
the intervention in a before after without control
research design.

Table 1: Presents the descriptive analysis of the scores on the ten dimensions of life skills before and after the

administration of intervention

Variable N Before Intervention After Intervention
Mean Std. Deviation Mean Std. Deviation

Self-awareness 42 35.98 8.94 34.48 8.53
Empathy 42 37.17 9.47 38.86 8.02
corfgzzgﬁiou Y 27.83 10.46 30.88 8.49
I‘f:f;ﬁgfs‘;‘:;; 42 37.62 8.93 38.86 7.91
Creative thinking 42 39.62 831 40.38 135
Critical Thinking 42 38.98 9.09 40.69 1.55
Decision Making 42 36.33 9.15 38.90 7.23
Problem solving 42 34.69 7.94 36.83 6.47
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Coping with

: 42 34.31
emotions
Coping with 42 26.57
Stress
Global Score 349.10

10.19 35.26 8.42
6.35 31.19 6.11
26.42 368.33 23.68

From Table I, it is evident that there has been an increase in the scores on all ten life skills dimensions’ post
intervention. However, to test the significance of this increase, paired sample t-test was performed.

Table II Presents the Paired sample  test values of the scores on the ten dimensions and Global scores on life

skills
Variable Mean SO‘?N‘;;T t value S‘gl&‘:{)" >
Self-awareness .50 16 -3.04%* .004
Empathy 1.28 14 -2.10% .05
Effective communication 3.04 .60 -5.06%* .000
Interpersonal Relationships 1.23 232 -3.45%* .001
Creative thinking 7.62 2.64 -1.86 069
Critical Thinking 1.71 3.91 -2.83%* .007
Decision Making 2.57 3.90 -4.27%* .000
Problem solving 2.14 54 -3.91%* .000
Coping with emotions 95 4.23 -.65 153
Coping with Stress 4.61 3.17 -9.44%x* 000
Global Score 17.54 1.44 -12.12%* .000
* sig at p<.05, two-tailed
** sig at p<.01, two-tailed
The results reveal that there has been a  clearly substantiates the effectiveness of the

significant improvement in eight of the ten life skills
dimension. Based on t values, it is evident that “Coping
with Stress’ dimension has maximum gains, followed
by ‘Effective communication’ and ‘Decision making’.
Though there has been an increase in the scores of
‘Coping with emotions’ and ‘Creative thinking’
dimensions, but it is stafistically insignificant. This

intervention in promoting Life skills.The observed
trends in improvement can be explained by the naturc
of the intervention module and the incubation period
required for effective manifestation of learnings. While
tasks designed for promoting stress management,
communication, and critical thinking were activity
oriented involving hands-on training; promoting
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FACTORS AFFECTING BRAND LOYALTY IN YOUNG ADULT
MOBILE PHONE USERS [ Shrividhya Janarthanan®

R.A. Ghayathri Swetha Kumari**
4 ABSTRACT ==

Brand Loyalty refers to the tendency of consumers to continuously purchase one brand's products over another.
Building brand loyalty is crucial, as it is an important element in long-term profitability and provides a competitive
advantage. (Kumar and Advan, 2005). The Mobile Phone Industry is rapidly expanding, and a major proportion of its
consumers are Young Adults. Established literature shows that 2 main influencing factors of Brand Loyalty are Brand
Trust & Customer Satisfaction. This study aims at determining which has a higher impact on Brand Loyalty. Responses
were collected via online questionnaire from 150 respondents. aged 18 to 40 years. Pearson Product Correlation &
Multiple Regression Analysis were carried out. RESULTS : Brand Trust was found to have a moderately positive &
statistically significant relationship with Brand Loyalty. (r=0.516, p<0.05). Customer Satisfaction was found to have a
low, positive & statistically significant relationship with Brand Loyalty. (r=0.276, p<0.05). Brand Trust was found to
significantly predict Brand Loyalty (p<0.05), but Customer Satisfaction was not a significant predictor. It was also
found that Brand Trust had a higher impact on Brand Loyalty, i.e. fora 1 unit increase in Brand Trust, Brand Loyalty will
increase by 1.053 units, as compared to an increase of 0.183 units for a | unit increase in Customer Satisfaction.

Implications of this study can be seen with regard to brand loyalty management in the mobile phone market.
Keywords : Brand Loyalty, Brand Trust, Customer Satisfaction, Mobile Phones.

W S e I Y S e e e AT O ST S S WS

Brand Loyalty is essential for the sustenance of
Fast Moving Consumer Goods, providing marketplace
advantages and profit margins. (FMCG). It can be
defined as the tendency of consumers to continuously
purchase one brand's products over another. It is a
psychological dedication of the customer towards the
brand. The top 16 retailers in the world together spent
more than $1 billion in 2000 on loyalty initiatives
(Werner and Kumar 2002). Retaining existing customers
costs five times less than attracting new customers. The
success rate of selling to an existing customer is 60-70%,
whereas it is 5-20% for new ones. It has been weli
established in literature that 2 main factors determining
this loyalty are Trust in a Brand, and Customer
Satisfaction.

A TS T M N T e T U 1 L

[n general, trust refers to the willingness to place
confidence upon a party. Similarly, Brand Trust refers to
“the willingness of the average consumer to reiy on the
ability of the brand to provide its stated function”
(Chaudhuri and Holbrook, 2002). It has been found to
directly affect behavior in supporting the brand. It
influences brand attitudes and decisions such as
purchases, loyally, commitment, value perception, and
referrals,

“Customer satisfaction is defined as an overall
evaluation based cn the total purchase and consumption
experience with the good or service over time” (Cha &
Bryant 1999).

It is more probable that an increasingly satisfied
customer will make similar purchases in the future. They
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also advocate the Brand among their social circles, and
satisfaction in general lowers negative word of mouth.
Un-satisfied customers are likely to tell up to 15 people
about their poor experience.

As the Mobile Phone Industry is rapidly
expanding, Loyal Customers are essential for a brand to
survive in competition with other brands. Latest
smartphones have breakthrough features, and it is an
extremely popular product. On an average, a home in
India has more mobile phones than toilets. Loyalty is the
main source for a Brand's survival in today's world. Top
mobile phone companies release new products rapidly,
continuously vying for consumer attention. Engaging
with their customers helps them gain loyal, long term
customers.

96% of Indians now own a mobile phone. A
whopping 93% of 18-24 year olds own smartphones,
closely followed by users between 24 to 40 years old.
Mobile phones are considered intimate accessories and
users maintain a very personal relationship with it.
Increasing number of design and technology updates
cause younger generations to update their mobile phones
frequently.

It is important for businesses to know about the
consumer behavior of Young Adults, and their unique
views, using this to work towards retaining customers.

Multiple existing literature support the
relationship between Brand Loyalty, Brand Trust and
Customer Satisfaction.

Factors Affecting Brand Loyalty: A study in an
emeirging market on fast moving consumer goods,
Journal of Customer Behaviour, Advani, July 2005
showed that brand trust was relatively more significant in
influencing brand loyalty than the other 4 variables, i.e.
brand functional benefits, brand trust, price
consciousness, brand symbolism and genetic influence.
The impact of marketing mix elements on brand loyalty: A
case study of mobile phone industry, by Adel
Pourdendehghan, Marketing and Branding Research,
2015 384 mobile phone users participated in this study,
and findings showed that indexes of satisfaction and trust
had a positive and significant impact on brand loyalty in
the mobile phone industry.

Objective of Study
Established literature shows that 2 main

influencing factors of Brand Loyalty are Brand Trust &

Customer Satisfaction.

This study aims at determining which has a higher
impact on Brand Loyalty.

METHODOLOGY

Sample - 150 responses were obtained via an online

questionnaire,

The ages of the respondents are between 18-40
years, average age being 29 years. 93 respondents were
females and 57 respondents were male. Their ages,
professions, locations and mobile phone brand (out of
Apple, OnePlus, Samsung, Motorola, Xiaomi, Oppo,
Vivo, & Others) were also recorded.
Sampling - Convenience Sampling
Research Design - Correlational Design

IBM Statistical Product and Service Solutions
(SPSS) version 20.0 was used to log in and analyze all the
data.

Sample characteristics were described using
Descriptive statistics - mean, range, and standard
deviation.

Pearson-Product Moment Coefficient, One Way
ANOVA, and Regression Analysis were used to examine
the relationship between all variables of interest.

Scales used for measurement :

1. Loyalty (Brand) Scale - Algesheimer, Dholakia &
Herrmann (2005)

2. Trust in the Brand Scale - Developed by Sheinin,
Varki, and Ashley (2011).

3. Satisfaction (General) Scale - Developed by Mano
and Oliver (1993).

RESULTS & FINDINGS

DATAANALYSIS

The Problem :

1. To determine whether Customer Satisfaction
has a significant relationship with Brand
Loyalty.

2. To determine whether Brand Trust has a
significant relationship with Brand Loyalty.
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Table [ shows the correlation between BL, BT and CS

Brand Brand Trust Customer Satisfaction
Loyalty

BrandLoyalty 1

BrandTrust 516 1

CustomerSatisfaction .276 369 1

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

Pearson Product Correlation of Brand Loyalty &
Brand Trust was found to be moderate, positive &
Statistically Significant (r=0.516, p<0.05). Hence H1 is
supported. Thus, an increase in Brand Loyalty behavior
would lead to Higher Brand Trust in the users.
Pearson Product Correlation of Brand Loyalty &
Customer Satisfaction was found to be low, positive &
Statistically Significant (r=0.276, p<0.05). Hence H2 is
supported. Thus, an increase in Brand Loyalty behavior
would lead to Higher Customer Satisfaction in the users.
The problem : To investigate whether Brand Trust or
Customer Satisfaction has a higher impact on Brand
Loyalty.
HI : Brand Trust has a significant impact on Brand
Loyalty

The hypothesis tests if Brand Trust carries a
significant impact on Brand Loyalty. The dependent
variable BL was regressed on predicting variable BT to
test the hypothesis H1. BT does significantly predict BLF

Table II: shows the impact of BT & CS on BL

(2,147) = 27.88, p < 0.05, which indicates that BT does
play a significant role in shaping BL. (b = 1.053, p <
0.05). These results indicate a clear significant impact of
BT on BL R square = .275 which shows that BT explains
27.5% of variance in BL. The table below shows the
summary of the findings.
H2: Customer Satisfaction has a significant impact on
Brand Loyalty

‘The hypothesis tests if Customer Satisfaction
carries a significant impact on Brand Loyalty. The
dependent variable BL was regressed on predicting
variable CS to test the hypothesis H2. CS did not
significantly predict BL F (2,147) = 27.88, p < 0.05,
which indicates that CS does not play a significant role in
shaping BL. (b=.183, p<0.05). These results indicate no
clear significant impact of CS on BL. R square = 275
which shows that CS explains 27.5% of variance in BL.
The table below shows the summary of the findings.

Hypothesis Regression  Beta R F t- p-value Hypothesis
weights coefficient  square value supported

H1 BT on BL 1.053 275 27.88 6.352 0.05 Yes

H2 CS on BL 0.183 275 27.88 1.304 0.05 No

Note: BL — Brand Loyalty, CS — Customer Satisfaction
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Abstract

Sam, 14-year-old, adolescent boy with
o respond to two stimuli
g and reinforcement. He
ting two stimuli
ration of the

autism, was conditioned t
separately using promptin
was observed for discrimina
consecutively upon random administ
stimuli. The subject got conditioned to the first
stimulus and exhibited correct response every time
the stimulus was presented. However, the
conditioning towards second stimulus took time
although successful response was exhibited.
Nevertheless, when the task was to discriminate
first and second stimulus upon random
presentation of the stimuli, the subject couldn’t
produce correct response consecutively. The
findings enumerate the importance of primacy effect
concerning discrimination of stimulus. Though the
observation speculates the influence of the role of
primacy effect in discriminating, the current study
focused only on the process of discriminating the
stimulus upon random presentation. Further
research is suggested to verify the speculation as
W.eil as to identify other possibilities towards the
discrimination of the stimulus.

gey words : Autism, Discriminative stimulus,
perant Conditioning, Consecutive response
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the right teaching on what they are capable o :
they bring out the best in them. “Good teachar; :
helped me to achieve success. I was at"e‘to j
overcome autism because 1 had 300d' .
teachers”(Grandin, 2002). '

In the study titled, “A Case Study Repor
on Discrimination of Stimulus Consecutively ip
Autism”, the efficacy of the role of prompting,
reinforcement in teaching wasanalyzed. |
According to (Jensen & Womack, 1967),children
with autism gets benefitted by operant |
conditioning , they show improvement in
interaction and language at the same time, their
temper tantrums and stereotypical behaviors gets |
reduced. Many researchers have proven the |
effectiveness of operant conditioning using |
prompting and reinforcement to train a child with
autism respond to stimulus(Morales, 2021).

The subject chosen for the current study
was a 14 year old adolescent boy with autisn.
who had difficulty with his basic self-care and
expressive language. The area of expressive
language was given priority as developmient ofa
child begins with expressive language. The
milestone chart for expressive language for the
subject in the study falls in the range cf 6 - 12
months with features involving recognition ©'
facial expressions and l:oabbling.g("‘E,\cpressi‘v'e
Language Using Words and Language,” 2019)-
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R VATSALA MIRNAALINI

autism. The methods like reinforcement ang
prompting are efficient to enable a child to respond
to the stimulus(Schuetze et al., 2017).

In the current study, the subject could
acquire learning using reinforcement ang
prompting, conditioning got established between
the stimulus and the response. The study then
aimed to observe the capacity of the subject to
discriminate the stimulus. DeQuinzio et al., 2020
worked on a multiple design to facilitate children
with autism to discriminate emotional expressions.
In this study, training included discrimination of
the stimulus over expressive language.

Discrimination of stimulus was trained
asa part of acquired learning for the subject within
the limited module content. However,
discriminating the stimulus consecutively was a
great challenge for the subject. Further teaching
and remediation is suggested to enable
discrimination of the stimulus consecutively.

LITERATURE REVIEW:

Discriminative stimulus is any stimulus
that elicits a certain response, which is specific as
well as discriminating between cues and
henceforth leading to the success of responding
to obtain reinforcement (Ciccarelli & White,
2015a)(Figure 1).

Figure 1 : The systematic steps in discriminating
and responding to the stimulus.

Response

¥

Consequence —

Source : (Psyco 104X1, Chapter 5 Lecture Notes,
2000)
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Taylor Santa et al., 2014 studied the
establishment of conditioned response initially
and hence its effect on discriminating training
procedure. In the current study on “A Case Study
Report on Discrimination of Stimulus
Consecutively in Autism”, a conditioned stimulus
response pair was created and its capacity to
discriminate stimulus consecutively upon
reinforcement was observed,

In the study by (Boyle et al., 2020), the
participants were trained to respond to
discriminations in the stimulus for a comparable
number of times. However, the study posits little
about consecutive response. The current study
was aimed to observe the discrimination of
stimulus by providing correct response
consecutively.

The study by (Dixon et al., 202 1) provide
strong support for generalized operant
conditioning, however, the study seeks for higher
level behavioral future
explorations. Considering higher level behavioral
expressions would include discriminating the
stimulus. Many studies have been demonstrated
with discriminating stimulus among people with
autism(Tereshko etal., 2021).

expressions as

The study by Olaff et al., 2021
enumerates that difficulty of differentiating
stimulus and how discrimination training
necessitates further research to avoid blocking of
the stimulus with the response. However, the
occurrence of discriminating the conditioned
stimulus consecutively is the focus of the present
study ( Figure 2).

melens sublpmiie) (Uerenne (U LeTWES S EMeonesn(s SHelgL) 3-5 36, 2021 - Amlfiap (ISSN: 2321-984X%)
Modem Thamizh Research (A Quarterly Intemational Mulliateral Thamizh Journal) 3 to 5 June, 2021 - Special Issue (ISSN : 2321.984X)
Three Days Multi-Disciplinary International Webinar On "The Impact of Liberalization, Privatization and Globalization (ICLPG-2021]"
Organized by: P.G. & Research Department of History, C. Abdul Hakeem College (Autonomous), Melvisham, Ranipet District, Tamilnady.




A CASE STUDY REPORT ON DISCRIMINATION OF STIMULUS CONSECUTIVELY IN AUTISM 938

Figure 2 : The study aimed to analyse the
response over random presentation of stimulus.

Discriminative

i 1

Correct Response to
random

Reinforcement (Praise——
verbal or gestural)

METHODOLOGY
OBSERVATION - CASE HISTORY

Sam is a 14 year old adolescent who
suffers with Autism Spectrum Disorder. Physically
he exhibits continuous drooling with no eye
contact. According to the definition for Autism
Spectrum Disorder by Diagnostic and Statistical
Manual of Mental Disorders (DSM-5), any person
with difficulty with communication and interaction
, showing restricted behaviors as well as repetitive
behaviors along with difficulty in academics can
be related to suffering with Autism Spectrum
Disorder (utism Spectrum Disorder, 2020).

Sam is capable of performing gross motor
functions such as running, walking, climbing stairs
but shows restricted motor ability with respect to
speed and accuracy. When it comes to fine motor
abilities, his abilities are rudimentary, He finds

L ——
comfortable with holding and passing the object

from one hand to another but the method of using
fingers for actions like picking, pressing, folding
remains a challenge.

Sam requires assistance in eating,
dressing and toileting. With these basic needs
thwarted, the field of academic remains a huge
challenge. The essential way to enable academi,
is to empower the art of expressiveness and

responsiveness. It has been found that fine motor

skills have relation with expressive skills
(LeBarton & Iverson, 2013), Hence, an intervantion

which utilizes the fine motor skills of picking was

thought to improve upon expressive skills.
Expressive skills are essential for the cognitive
development. Remedial intervention included
conditioning to the response to the stimulus and
to discriminate the stimulus.

ASSESSMENT

Sam was assessed using Madras
Developmental Programming System (MDPS)
developed by Prof, Jeyachandran and Prof. Vimala
(Jayachandran & Vimala, 2005). The tool contains
I8 domains like Gross motor skills, fine motor skills
and many more. (Figure 3). The numbers listed
from 1 to 20 in the top row represents the Current
Functioning Level (CFL). By looking at Fig 3, we
can observe that Sam has difficulty in many
domains. From the other listed domains, expressive
language and receptive language was choser: for
this study (Figure 4),
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Do Pregnant Women
Using Smartphones Care
About Their Privacy?

An Exploration of Pattern of
Privacy Concern Amongst Pregnant
Women Using Smartphones

Rachel Jacob, University of Madras, India
Devika Rani, University of Madras, India

ABSTRACT

With a gigantic growth in internet and application usage, especially with the use
of smartphones, ‘privacy’ concerns reverberates and dealing with privacy issues
from such an arena is a new task for many researchers. This wide usage of mobile
application and internet opens up Pandora’s box — ‘privacy concerns’. This paper
tries to understand the privacy concern hovering among pregnant women. The study
found that education, mHealth literacy, mobile app usage, and employment is a robust
predictor of HIPC. However, age, social-economic status, maternity benefit scheme
membership, pregnancy apps usage, mobile spending, mobile basic services usage
does not play a significant role in HIPC. Overall, the results suggest that as users’
awareness level on privacy policies and issues increase, privacy concern decreases.

KEYWORDS

mHealth, Pregnancy, Privacy Concern =L
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Mobile application(mHealth) is considered as a ‘source of health gﬁg@gnu&wﬁ@ﬂdﬁm 034

: g R
et al., 2016). World health organization (WHO) defines m-Health as “I.ISE:CCE}BHIOblle
and wireless technologies to support the achievement of health objectives”. In other
words, mHealth is defined as wireless communication tools that enable appropriate
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intervention or support in health care delivery or ‘use of mobile communication devices
in health services’. (Sweileh et al., 2017). mHealth also means to use any mobile
application or wearable for self-quantification, i.e to use for managing and maintaining
one’s health. It enables a positive behavioural change among user or patients for better
health outcomes (Nouri et al., 2018). mHealth apps are a solution for people to be
more self-sufficient with their health, lifestyle or medical needs (Vervier et al ., 2019),

Today, mHealth is the keyword for providing a continuum of care while addressing
issues like accessibility, affordability of health services. With the growing changes,
technologies pave the way for privacy concern in the field of health too. Using a
smartphone for tracking one’s health, especially during their reproductive years is very
common among Internet users. According to statistics, about 38 per cent in India, use
as many as 8 to 10 mobile application daily. Mobile phone intervention can improve
patient-provider communication in terms of health care delivery to rural populations.
Further, it can bring down the expenditure on healthcare services and also obtain
information easily. Google Trends for mHealth related searches ranked India among
the top five for frequently searching on mobile health, health apps, medical apps and
mHealth. (Industry, 2017)

mHealth apps are popularly used in the field of cancer, pregnancy, child care,
obesity, management and control of diabetes, mental health, cardiovascular diseases,
and smoking cessation. The apps are not only widespread among patients and the
general public but also healthcare professionals. They mainly use it for access
to medical references and research and health records, patient management and
monitoring, diagnosing medical conditions, access to health records. Nonetheless,
most users of mHealth apps do not pay attention to the potential hazards and risks of
mHealth apps, especially — privacy and security. (Nouri et al., 2018)

A systematic review of 71 articles in 2013 found that though there is an increase
in privacy concerns, usage of e-health among pregnant women would be on the rise in
the next few decades. Pregnant women use the Internet and apps for prenatal, perinatal
and postnatal related information and also to share experience and opinions and also
for peer support. (Heuvel et al., 2018)

Literature Review

Health Information Privacy is an individual’s right to control the attainment, usages
or disclosures of identifiable health information (Roternberg, 2015). Whereas,
Application or apps’ refers to a “self-contained program or piece of software that is
designed to fulfil a particular purpose and usually optimized to run on mobile devices,
such as smartphones, tablet computers, and some wearable devices like smartwatches.
Mobile health (mHealth) apps are health-related applications that aim to improve
patients’ health through multiple functionalities and designs”. (Kao & Liebovitz, 20i7)

When consumers use mHealth apps or services, their health data are stored and
uploaded in the ‘app’ or ‘software program’. They can be communicated through
several actors such as Internet service providers, mobile service providers, third-party
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vendors, and thereby increasing the risk of securing consumers’ health information
(Atienza, 2015).

Using mHealth services require disclosure of personal health information,
demographics, health history, and simultaneously tracking health indicators like steps
taken to treat the condition. The app developer shares the data with a host of third
parties (Kenny & Connolly, 2016).

Systematic review analysis from 1998 — 2009 found that mHealth is an “appropriate
and promising tool” for surveillance, management and treatment compliance of
communicable and non-communicable disease and prevention (De’glise, Suggs, &
Odermatt, 2012). “Mobile applications can be sensitively designed and introduced,
to support the development of an ‘integrated mobile supported health information
infrastructure’ in developing countries” (Asangansi & Braa, 2010).

Nonetheless, mHealth usage in developing countries is minuscule. Bibliometric
analysis on mHealth from 2006-2016 (Sweileh, et al., 2017) found though there are
limited studies in low and middle income on mHealth, India ranks sixth on mHealth
literature (mHealth journey in India began in 2008).

mHealth apps are classified into apps for healthcare professionals, medical
education, teaching, and learning, telemedicine support tools, patients (disease-
specific) and the general public. The wide usage of apps aids in promoting awareness,
motivation towards behaviour change, prevention measures and self-care, better
provider-patient communication, and patient-centred care. (Paglialonga et al., 2018).
A systematic review from 2008 to 2018 found that mHealth is the aptest tool for
delivery of health in developing countries, which primarily focused on maternal
health, treatment adherence, prenatal and infant care and health education. The study
also found three studies focusing on privacy concerns and other barriers to adoption
of mHealth pertained to lack of equipment, infrastructure and technology gap. (Kruse
et al., 2019)

Corresponding to the growth of mHealth apps on i0s and Android smartphones,
barriers and risks are also high (Dehling et al., 2015). Analysis on 10S and Andrcid
mHealth apps found that there are as many as 24,405 mHealth apps as of 2015 and
most of the apps exhibited issues of security and privacy infringement. The study
emphasized the need for implementing appropriate privacy and security cover while
using apps. _

However, the mHealth narrative combines the decentralization of health care with
patient-centeredness. As there are numerous mHealth apps, each app brings in diverse
privacy concerns (Terry, 2015). Further, (Huckvale et al., 2015) systematic analysis
of 79 apps found that 67% of the mHealth apps had a privacy policy, and nearly 20%
of apps don’t have a privacy policy.

A study found that only a marginal number of the samples are concerned with
privacy issues with the electronic medical record. People believe more on the
potential benefits of the EMRs rather than on the privacy risks (Gaylin et al., 2011).
Another study found that privacy concerns take priority while sharing personal
health information sharing. Though people are willing to share their information
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Rabindranath Tagore

Art education i the digital world will coable students 1o engage (6 thes own mterests ot 3 convenrent bme With the mereass m
technokogy, it has provided 2 pl for the | 1o colleh, und ennovate with other astists and publish thes work throsgh
the uee of dizital echrologies which wall enable the stodents 1o ooy art. Ast Edecation is the promary aspect of kearnmg to create
4 path for apsthetic expenence This 1s essential for conveving expressions and emotions of human herngs through thess antstic

skalls.

According 1o Counlry Report (2010 the mun purpose of An Eds s 20 develop creativity and expression theough vanos
forms of an achivities Ant Education fosters culiural and bural practices, and 4 o the means by which
kaowicdge and appreciation of arts and culiere whach » d from one & ta the next It 1s therefore mandatory for

mnpressionable minds to get the nght caxposure o arts m (e formative years Indian education hey abways highhighiod the
mportance of an cducanon. both through firmal and nen-formal methods from the prey v stage to higher educabon with a
VEsIon (o retan bur ke culial sbentily

The Minstry of Cultwe @ s Lleventh Five-vear plan lughlights show how 1o preserve and promete all forms of ant and cultare

The Mimstry works on the protecton. development and prometion of all types of bentage 3nd culture namely tamgible hentage

imtangpihle hentage and knowledge hertage The aress of wink are Performmg Ans, Muscums & Visual Art Archacalogy,

Andu’qmll\gy and Ehmology. Fducaton. Research and others. The Lk 1s to develop and sustain ways through which the crestive
and i of the mulucultaral people of Indis reman active and dynamae !

Sabring Paramara (20195 A sutvey conducted by State of At Education proves that 32 2 percent of art teachers want 1 beam more
about waching digiiel art effectively, but only 21 9 percent of arl ieachers feel comiforiable teaching digatal ans curmeulum Schools
Ik M Busctts | of Technulogy and New York Usiversty have already incorporased ans educaton mn thes hitoncally
scwerce and lechmolosy led curncula ©

The Frimary Fducaton Department of University of Acgean was carmied out, dunng the vear 2010.2011 After hay mg participated
in atse sctvitios which combined wadinmal ast techniques with the use of New Technolomes. 82 stadents took patt i the

© 2021, www. LIARIIT. com Al Righty Reserved Page 644

3
Prnct P \W gmet
stnav GO “ ge
MOP \j {A ‘tat‘\jm‘y:' 2) am lel\\‘aoad
mnalk

o
* A%




U
4R A
[Za

\ A

A
F

o7

B

A Peer Reviewed Journal

A







=

,U.':R; iy |'1 ner

58

iling in tons

15 are e

t is practically
e of media
cell phone users ar

more

the benel

omprehend




e, |

8= Sen ALl
dren. Betwi

bai R e 12
3y y Lanoh thare ©

5 T [ AMNnouvn il &)
communicating. {{Iougn Uiciv

the positives ¢©




3
8o,

“Mana




Contents

@[’lﬁme of Author Name of Topic T PageNo
1) |MS.GVASANTH THE INFLUENCE OF INTERNET SLANGS ON 1
~ | DR. S ANUREKHA YOUNG ADULTS IN ORAL AND WRITTEN
MS. DEBORAH RAJ COMMUNICATION
2 | ANKITA PAUL SEXUAL SATISFACTION AND ATTACHMENT 9
BHANUB. S. STYLE IN HOMOSEXUAL AND HETEROSEXUAL
WOMEN
3 | ABDULKADER M. H. ONIN INTERNATIONAL LAWS AND THE COMMON: A 13
STUDY OF THE UN ROLE IN THE MIDDLE EAST
CONFLICTS
4 | ABHIMANYUR ENJOY ENJAAMI: TRANSCENDING THE 17
ARUNTHATHI DEVIA.R BOUNDARIES OF PROTESTS
TITTO VARGHESE |
5 | AMEER SALMAN OM CYBER IMPERIALISM VS FIREWALL T
SHEMIN K BORDERS: NATURE OF CONFLICT IN THE NEW
MILLENNIUM
6 |AMRUTHAKR. PERSPECTIVES OF CONFLICT AND 27
DISPLACEMENT: A STUDY OF AMERICAN
ETHNIC POEMS “BREAKING SILENCE” AND “IN
1| RESPONSE TO EXECUTIVE ORDER 9056”
7 | ANJANA GANESH REPRESENTATION AND DIVERSITY IN 3i
MELVINA MIRTYAM VARGHESE | MARVEL’S INFINITY SAGA
REEMA ANN ROY
8 |ANSIYAKS LIFE SATISFACTION, SELF EFFICACY, AND 35
SUDHA R WELL-BEING OF SMALL SCALE WORKERS |
| 9 |ANUPAMAAL THE LANGUAGE OF DISSENT IN THE MEMOIRS A
OF K. AJITHA AND C.K JANU | ]
10 | AARYA BHUTANI WOMEN'S PERCEPTION OF THEMSELVESAND | 51 |
Dr. SEEMA SINGH OTHER WOMEN: A COMPARATIVE STUDY . ;
(11) | DEBORAH RAJ ASTUDY. ON A WOMAN INFLUENCER'S II s7 |
"~ | ANUREKHA THIYAGARAJAN CONFLICT HANDLING ON INSTAGRAM | |
J_ G VASANTH | =
|I 12 | DrDEEPAR OCCIDENTAL/ORIENTAL/NEO-COLONIAL I 65 1
CONFLICT IN MARIO VARGAS LLOSA'S THE | |
STORYTELLER ] '
13 Dr. BLESSY ANN VARUGHESE EFFECT OF RELAXATION TRAINING ON 6Y :

Dr. N.S. ROHIN]
Dr. R. SUBHASHINI

ANXIETY THROUGH PARENTS AND TEACHERS
SUPPORT AMONG ADOLESCENTS WITH
PHYSICAL COMORBID INTELLECTUAL
DISARILITIES-2021




ISNNIN N U7 IU-v0es

Kalyan Bharati (UGC-CARE LIST GROUPI)
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ABSTRACT

Language constantly changes overtime, words and phrases differ and their meanings, connotative or
denotative, are also interpreted differently over time. The change in language can be equated to various
factors such as experiences and development. Technological development does play a prominent role in the
evolution of language. The advent of social networking sites has created a platform for people to commt_mlc'ate
without barriers and this intern has given life to “internet lingo” or language that is used for communication
online. Internet slangs or net speak consists of various abbreviated words and new phrases. Since a lot of our
conversation happens verbally, the usage of words can often reflect on our writing ability as well. We tend
to write in the same proficiency as we speak. There are various studies done through academic schools and
institutions where results have shown that increase in social media usage and networking sites have increased
in textism intrusion in writing. This research aims to study the influence of internet slangs on young adults in
oral and written communication. A framed questionnaire has been used to collect survey data and the data has
been analysed to study the impact of internet slangs. An experiment is conducted among respondents to study
the familiarity of slangs among young adults.

Key words: internet lingo, sociological identity, linguistics, communication

Language evolves with time. It adapts to various changes that takes place and paves way for new dialects
and words. The advent of technology has also given language avenues to expand into various fields. Language
has altered itself to fit into these changes. The internet has played an imperative role over the years in
pppularizing various short forms and new words. Some of these terms have also found their place in modemn
dictionaries. Social media has provided a platform for people to communicate and express their views on a
global podium. Internet slangs refer to terms or short forms that are most commonly used on the internet. This
includes various short forms and acronyms for example: saying “bye”. This was a short form that was created
instead of saying “goodbye”. These slangs are often used for informal communication. Internet slangs are also
commonly called “net speak”, “cyber slang” or “internet shorthand” and “millennial lingo”, as Millennials
are more familiar with these terms. There are various arguments about the intemnet slangs and their usage as
a hinflrance to communication and various other arguments stating that intermet slangs provide its users their
own identity and enable the creation of new languages to be used online. Internet slangs are not constant, there
are constant changes made in its nature. It is however understood as any kind of slang that has been made
popular by intemet users and in many cases coined. The slang isn’t homogeneous and differs according to
the user and Ehe_t)fpe of internet situation. People also use these terms to communicate face to face with their
pect groups. ”?'? 1sn’t Just an English phenomenon,; it is the world over in many languages”. Social media has
aided in globalizing and has also crealed a global language for ail to follow. ¥
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ABSTRACT

This research work is an attempt to understand the concept of influencer marketing through Instagram among
millennials. This research reveals how personal branding is now been accepted by the millennials. The evolution of
advertising and how it is being welcomed is also brought out through this study. Concept of megabrands positioning
their products through micro influencers on Instagram and how Influencers are trusted and how consumers are
influenced is also dealt. When people start branding their lifestyle it becomes personal branding. When people brand
themselves through products, their lives become their career, through which they make business out of sharing their
everyday lives with other people on the internet. Personal branding is now relevant because of the increase usage of
social media. This study is an attempt on how well these influencers through Instagram are being received by the
Indian millennial audience in the current scenario. The questionnaire with relevant questions on the topic “Influential
marketing through Instagram" was given to a sample size of 100. Purposive sampling was used to conduct the
research. Gender based influence was not observed. The only common factor for this study was that the sample size

should be users of Instagram.

Keywords: Online media, influence, media market, Instagram, Influencers, Social Media

Introduction

This study will examine the phenomenon of
Social Media Influencer’s (SMI) among Indian

audience and their perception towards
influencer marketing through Instagram.
Branding requires considerable financial

support for promotion, social media offers the
opportunity to a person to promote himself as
brand in a cheap way (Kaplan &Haenlein,
2010).If content is the fuel for your personal
brand, social media is the engine.” (Kevan,
2015).

Businesses invite Influencers who have a good
amount of followers as their companies brand
ambassador (Tap influence, 2017). It is
believed that consumers opt for Influencers
more than mere advertising as consumers feel
that influencers are more trustworthy and also
consumers follow their favourite Influencer
(Talaverna, 2015). In personal branding, people
and their careers are marketed as brands which
promises performance, specialized designs, and
tag lines for success (Lair et al., 2012)
Instagram is a mobile service, which has more
than 500 million users (Roth, 2016). There are
More than 80 million photos which are
uploaded per day on Instagram amounts to give

3.5 billion likes per day inclusive of all users.
(Ratcliff, 2016). Therefore, social media
influencers considerInstagramto be vey a
powerful marketing tool in the corporate level.
It is therefore, considered to be a feasible app
in terms of ease and a economical way for
businesses to approach their existing and target
consumers by brand  building and
loyalty. Through this, it brand awareness and
brand image is enhanced (Kreutzer &Hinz,
2010; Mangold&Faulds, 2009). One of the
reasons for businesses to use Instagram is for
marketing purposes, to be more specific, its
influencer marketing. In other words,
Influencer marketing functions like electronic
word of mouth (Wong, 2014). “Regular”
peopleincrease their status quo as celebrities by
their simple creative online activities and create
a large section of followers on their social
media platforms through blogs and vlogs. They
are termed as Influencers because of their
extensive reach and their ability to influence a
larger group of people (Uzunoglu& Kip, 2014).
Influencers need not beworking for a particular
company, but their influence of brands makes it
attractive for brands and companies, and hence
they work hand in glove with each other
thereby increasing the number of followers for
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Films are the rich communication tools in defivering ideologies to people eversince it's eva)

audio-visual medium has the power to form instant em tions, positivity or negativity, in the
. ) _ g

diun tion, T
audience. During the COVID-19 pandemic, the theatres across the couniry we Minds g
lockdown. The media & entenainment industry. witnessed a deep dec!irlg Th:: os_f[!_rm ]f;::;n Dationyig,
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increased smanphone and mternet penetration. Going by the current trends. a diversified content pertfolio
and various pricing plans would help OTT players gain more paid subscribers i
Amazon Prime Video announced ninc direct-to-digital premicres and iwo of them from the Tamil language
(6] The service also started its first ever Tamil anthology film Putham Pudhu Kaalai, (The All Nm: &:\;
Moming) @ collaborative effort by five well-known Tamil Directors. The Tamil market is known for an
interesting segment in terms of content creation. The audience isa developed film, TV market and has great
gxpectations due 10 the variety of content they (Tamil audience) are already exposed 0. The Tamil market
Jus historically fad a palette for differentiated and bold content, which gives OTT platforas more leewary
{o experiment with unique narratives and storytelling styles. 3

Bengal, Past and Present

Objectives

According to India Brand Equity Foundation, O sector in India has witnessed a 30% rise in number of

paid subscribers from 22.2 million to 29.0 million between March and July 2020 |5], Overll, the top five
niétro cities accounted for 46%6 of the total OTT video platform users, while Tier 1 cities accounted for
another 33% users in July 2020, Another study revealed that 90% consumiers prefer watehing video content
in regional languages. and that only 7% of the total time spent O OTT platforms in India is on English
content [3].As the COVID-19 affecied the consumer theatre experience, moviemakers arc adding new

relenses to the OTT platforms. The aim of this study is:
» To analyse the symbolic clements of Film making technigues used in *Putham Pudhu Kaalai'
« Totrace the uniqueness in dircctorial styles of the anthology, the recent change in Tamil cinema.

‘Methodology
Semiotics is an investigation
in the academic study of how signs an
seeing the world and 6f understanding How the landscape and cultureiny
on all of us uncousciously. In other words, we need to wniderstand the context in which 4 sign is
m_m:mmicamd’_ in order to comprehend its real meaning. and hence act :’rppropn'mcf_l' Whar is going o
aroumnd the sign is usuaily as important for us 19 knonw as the sign itself in order to inferpre! ts meaning.
Semiotics is a key 1ool to ensure that intended meanmg {of fori ice a picce of communication or A New
product) are unambiguously undérstood by the person on the receiving end. Usually there are 200d reasons

if someone doesn’t understand the ceal intention of a message and semiotics can help unravel that confusion,
ensuring clarity of meaning. On these lines this study aims at providing details on i) Lighting Colour Tone

and i) Signs & Symbaols used in the amthology- & /J
Hamni ldho ldho

The film howeases the joumey, of Jayaram and Urvashi who af a;ﬁﬂrgﬁlmﬁ-\ic 1o their respective

families and plan for atwo day stay at Jayaranm’s houd TPoH ishigine @gﬁg%gifgﬁwmmw
A}]\-Ll)tr dﬁ%ﬁ% 2 gi)lu.- ing togcther, 0

together for three weeks. At the closure of the Tockdown, they u-u:r(l
their family. :
No. 20, 1V Lane, Nungambakkam High Road

» Liphting and colour Lone:
tin asophisticated enyiranment undﬂ@ﬂﬂtﬂihﬁﬁ@'@%l such as candie

The whole pictunization is s¢ :
light ginner atheme arranged by Joyaram, conversations between the couple, eic. :
The colour tone changes 1o d brighter sunrise, in the climax, signifying a brighter beginning,

« - Signs and symbaols:
““The film consists of scenes in which old photographs are found hapging conveying nostalaia. The lead
sharacters me found connecting to their chitdren through an online video call signifying the lockdown.
Avarum Naanum ?
This film explores the
{by Rit Varma) during the Jockdown.
“getting married to a man of her choice. The story is about
s Signs and symhols: i
The intro scene of Riw in which she was weann

Vgl 137, Issue: (V) October — December 2021

into how meaning is created and how meaning is commu nicated. Its origins lic
d symbols (visual and linguistic) ereate meaning (7). Jris a way of
shichwe live has a massive impact

Analysis

{plaved by MS Bhaskar) and his granddaughter

relationship between a arand[ather
accept his daughter

Rilu, is not fond of her grandfather as he did nol
the new band between them.
19 ;nnacmi:" and its

o NOS mask signifying COVID-
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KERALA'S RESPONSE TO COVID 19:
ANALYSIS OF KEY SOCIAL WELFARE MEASURES

hs_.l_g, HarineeRavimaran, Assistant Professor, *
M.O.P Vausshnev College Tor Women (Autonomous)

Intreduction

The novel coronavirus disease COVID 19 pandemic caused by severe acute respiratory syndrome
coronavirus 2 (SARS-CoV-2) is an ongoing crisis across nations which was first identified in Wuhan,
China in early December 2019, On 30th January, the World Health Organization (WHQO) declared the
outbreak a Public Health Emergency of International Concern and a pandemic on 11th March,

India reported its first case of the COVID 19 pandemic from the state of Kerala (Thrissur) on 30th
January 2020, As reported by the Ministry of Health and Family Welfare on 10th May, there were 41472
active cases, 19357 cured and 2109 deeths, The first state to witness the outbreak, Kerala, has reported
505 confirmed cases among which 16 active cases, 485 cured and 4 deceased . The Union Government
launched various social welfare measures in order to curb the virus spread.

Objectives & Methodology

This paper will analyse the successful social welfare messures adupted and implemented by the state
of Kerala. The successful 10 key measures arc selected as samples through random sampling and are
briefly analysed in order to find the state’s journey to flatten the Coronavirus curve. The analysis will
help us find the timelime and effectivencss of the welfare measures that is widely praised by WHO.

Analysis

Kerala consist of extraordinarily mobile population with huge number of students studying and
waorking worldwide. This makes the state susceptible to pandemics. [t started with 2 medical student,
who was in Wuhan, who returned home and was tested positive on 30th January, Subseguently, two
more students amved By March, the number of COVID 19 positive cases increased largely as group of
people arrived at Kerala from Europe,

Afler successfully winning the Nipah virus battle in 2018, Kerala has utilized this experience to
contain the COVID 19 spread. The state reported no positive cases on 1st May, 2020, for the first time
after 45 days . This was achievable with the following social welfare measures:

Early discussions

According to The Hindu, Kerale's minister of health, KX Shailaja mentioned that her ministry hud
initiated discussions on the outbreak “as carly as mid Janvary™ . She also added that Kerala was the first
Indian state lo drafl measures for ils containment that eventually became more stringent as the first case
was reported.

Extended quarantine

The government has taken over vacant buildings 1o setup COVIDIY care centres o quarantine
patients and has made arrangements for those who are home quarantined, but arc in overcrowded
homes, to move te government set facilities COVID 19 first-line treatment centres are setup to freat
mild cases in order Lo avoid crowding at COVID 19 designated hospitals.

State Response Team (SRT)- State and district

As the state declared COVID 19 outbresk a state disaster, 2 24-member SRT under the chairmanship
of Shailaja was formed. The team included senior officials from various departments such as
community medicine, infectious discase, cpidemiology, pacdialrics, drug control and food safety. 18
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teams coordinated functions like surveillance, call centres, human resource management and training
and infrastructure. These teams reported back to the state control room that functions, in shifts, round
the clock.

Similarly, SRT are formed at the district level too and each district is bronght under the charge of a
minister while the district medical officers and collectors coordinate activities. It was the swift act of
such a team who found that three members of a family in Pathanamthitta district returned from Italy and
had concealed their travel history.

Break the Chain- hand washing campaign

The mass campaign was introduced by the Kerala government to educate people about the
importance of personal and public hygiene due to the spread of novel coronavirus. The government
installed water taps with handwash bottles at public places.

Strengthening human resource
Sannadha Sena, the social volunteer force is a unified body of volunteers (expertise in relief
operations) from outside and within Kerala.

Figure 1 District-wise volunteers

*lource- www.keralagov.in

Community kitchen

The major success was Community kitchen through which the state was Hunger free during
Lockdown. The daily food distribution details- individual served, paid meals, home delivery and free
meal can be found on their government website (Kerala:COVID-19 Battle, 2020)

=

|
|
|

*Teunre- www berala gov
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An Analysis of Food Brand Advertisements Released During the COVID-19 Pandemic Crisis

'Ms. Aarthi Jayaram,Assistant Professor, Department of Visual Communication, M.O.P. Vaishnav College for
Women (Autonomous), Chennai
’Ms. Gayathri Krishnamoorthy, Assistant Professor, Post Graduate Department of Media Management, M.O.P.
Vaishnav College for Women (Autonomous), Chennai
°Dr. Sandhya Rajasekhar,Associate Professor & Head- Department of Journalism, M.O.P. Vaisknav College for
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ABSTRACT

Advertisements have been one of the most attractive, compelling, visual tools of persuasive
communication used by companies to reach their consumers and have been used as a promotional
tool to endorse their brands. Apart from being a promotional tool, advertisements have also been
trend setters and a mirror of the society. The year of 2020 came with a health crisis of global
proportions bringing things to a standstill. With lockdown implemented by the Government,
people were forced to stay indoors. Factors like recession in the business demand for necessary
products and stiff competitions changed the paradigm of communication for brands during
COVID-19. According to Assael (1995), an understanding of dimensions of perceived risk
enables marketers to present their brands to instil consumer confidence. Crisis is a time when
brands need to connect with their consumers through their messages. Despite facing an economic
impact, brands have a larger role to play- they must shift priorities and change mindsets. To change
the perception of the brands, they must build an optimistic memory structure, despite this crisis.
The present study analyses food brand advertisements that were released during the pandemic
within the framework of the PMO Model (Sohani, T. F. (2020) namely Phenomenon, Moderators
and Outcome Model for crisis situations. It aims to understand how advertisements have addressed
the health crisis and connected with the consumer during the pandemic. The study will analyse the
relevance of the message during the pandemic and the rhetoric used to create a stimulus resulting
in consumer confidence and brand preference. Advertisements of hand-picked brands released

during the pandemic in 2020 have been selected for the study.

Keywords: brands; advertisements; consumer; COVID-19; PMO model
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. gperation Blackboard, Shiksha Karmi Project (SKP), Andhra pradesh Primary E ucatior
b EE’PEP), Bihar Education Project (BEI;I), M(ahila)’sgnakhya(MS), Lok Jumbish Project LJP),
* District Primary Education Programme(DPEP) and Sarva Shiksha Abhiyan (S
_'ihiﬁaﬁv% taken by the Central Government in partntrship with the State vaemrgo .2020) s
' Louniry swiftly moving towards complete digitization, Digital India e ofihis
' jnnovation of our Honorable Prime Minister, it is vital that g -d 1l3c citiz!
* yast country understand the impact of technology in education. Given i
jpput-based system 10 an outcome based central Ezctor interventions the Three-Year Acit‘:gnaﬁgfistic
s from 2017/18 to 2019(Ayog, 2015). The Union Budget 201 8-2019, has proposed tohgme o
. gpproach to school education from preschool to class 12 under an integra ed scl ; S erstwhile
W Abhl}'an(MmiSLry of Human Resource DéVQlOpman nd] .lt subsU"}[f’s Chzr Educaﬁon,
chemes Sarva Shiksha Abhiyan, Rashtriya Madhyamik' Shiksha Abhiyan and .ezl : L e
ustainable Development Goal for quality education (o ensure inclusive and equIte € t m
r all was put forward in Samagra Shiksha Abhiyan. jt would also enablf: widening
00d quality education across all states and Union Territories across all sections of so%f Lo
“the entire scenario completely changed with the spread of Covid-19 pandemiC. d\? Lo
.~ schooling and leaming including teaching and assessment methodologies Were to_talll.y i :er:c?hing 2
COVID-19 pandemic. All around the glabe'mégc_waé;,afsurge_in engaging with online (€4¢ e
ng. From video interactions to online discussions, it Was Sanytime _afywhen: |earnin g; Sl
| predominant. The crisis has given an opportunity t0 educational institutions to adopt an T
- pedagogy to facilitate academic activities and continue in the virtual world without -cgmpro g
the sa that extraordinary tmes call for
|d has been 10

e safety of the students. Following the logic of the exception-
traordinary measures- one common trend in education systems around the wor
nd o the pandemic with “emergency clearning”, protocols, marking the rapid transition of face
sses to online leaming systems(Murphy, 2020). Teaching methodologies, learning,
lum got & n‘ew:déf'i_nitio_n"alt';)ge'ihef due to this pandemic Jock down. The private
Vi " learr o solutions. Digitally available resources are not.
' gle Meet or -

ve accepted the e-leaming solutions.
it of Technical Education and various state '
he student community so that their
nentioning here. UG /PG Massive

cal courses. NPTEL (National
“seven Indian Institutes of

Covid 19 lock down launched by the
jation with National Council for Teacher
a hassle free and enjoyable interaction.
ducation through ICT being executed
ts in social science. In such

1 Diksha platfo

courses for engineeringand
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by 5434344 structure in correspondence to ages 3-8, 8-11 and 14-18 years(Ministry of Humg
Development, 2020).

Existing Research iy :
Various educational technologies have been wtilized for dissemination of information, knowleg,
sharing specially since the outbreak of Covid 19 pandemic. The pandfzm;c howev?r will not only
¢ a huge impact on the continuity of fearning also far reaching ec:kni.;mlc and SOCieta]
consequences. Most importanily educational technologies are not meant for making teachers mag,,.
ICT (Information and Communication Technologies) skills rather to he-lp the educators c@l& a More
cffective leaming environment by means of communication technologies. A comprehensive attemy,
10 analyse the impact of education:| technologies in secondary schools in Burdwan district in West
Bengal. The study also focused on the teacher's attitude regarding the effect of ICT in improving the
quality of education(N.K., 2012).) In the study conducted by conducted by T Madras during 2014
on assessment of ICT at school scheme in Tamil Nadu and _ﬂie.repgrt.stateq that the usage of
‘computer lab is restricted only to class 11 and 12 students who have computer science as the clective
and not available for other class students(Joy & Srihari, 2015). Emphasis should be more on bringing -
teachers and educational administrators into computer training. Both information _techqglog}._ and; :
communication technology come together to make teaching learning more effective, to enhﬂm
productivity, and equitable access 10 education(Ayog, 2015) to all. The stud?' was conducted inboth
urban and rural schools in states of Gujarat, Delhi, Kerala Maharashtra, Tamil Nadu and Puducherry,
~ Technology enables self-paced learning through various tools such as assignment and also enable:
the teacher to make the class lively(Sharma Anu, Gandhar Kapil, Sharma Sameer, 201 i
- qualitative study which brought about a new dimension to the use of Information
Communication technologies in monitoring and management and integrating ICT in th
Education system(Kumar & Amalendu, 2017). In continuation with this India wit
implementation of a new integrated education scheme *“Samagra Shiksha Abhxyin
amalgamation of Sarva Shiksha Abhiyan, Rashtriya Mdhyamik Abhiyan and the Teacher %
_ Programs. ‘The purpose was to implement an integrated education system through a single
facilitate effective and optimal utilization of budgetary allocations R
Alkazi, n the budget 2018-2019 the Tam : ' 3
education’ to al(MHRD (G

il Nadu govemment alloc

public health officials’ advice of social dist
- total fatalities(Murphy, 2020). Challenges
- education institutions had to face with the
- EdTech startups was discussed in the study ‘Onl
Cﬁs,iﬂﬂhiﬁ?an,'---:i 2020). Applying. both
- highlighting the perceptions of bo
- teaching and leaming to continue,with
- al, 2020). Education is a prime elemen
- the Ministry of Human Resource Deve
~ Education(AICTE) designed the ‘Study

~ anintegral teaching learning platform to youn
- tried toanalyse the philose |

time to provide seamle

~ schemes and d:gua .
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