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1

“Social Media Marketing 

Activities and its influence on 

Brand Love : Perceptive based on 

Dr.Uthira D & 

Anupama R
Commerce

UGC Approved 

Journal – Shodh 

Sanchar

2021 ISSN:2229-3620

http://seresearchfoundati

on.in OR 

http://seresearchfoundati

PROOF ATTACHED UGC CARE

2

“A Study on the Perception of 

Investors in the 

 New-Normal”

Dr.Uthira D & 

Ms.Poojitha G
Commerce

UGC Approved 

Journal – Shodh 

Sanchar

2021 ISSN:2229-3620

http://seresearchfoundati

on.in OR 

http://seresearchfoundati

PROOF ATTACHED UGC CARE

3

BlockChain Technology – A 

Game Changer in Land 

Registration

Dr. M. Hemalatha Commerce
ANVESAK ( A       

Bi-Annual Journal)
2021

ISSN:0378 - 

4568

http://www.spiesr.ac.in/

About%20the%20Journa

l#

PDF ATTACHED 
UGC CARE Group – 1,  

Journal

4

A Virtual Reality in Relaunching 

Travel and Tourism Industry Post 

Pandemic”

Dr.Uthira D & 

Ms.Rachel  K J
Commerce

UGC Approved 

Journal - Shodh 

Sarita, Journal of 

2021 ISSN -2348-2397 PRINT JOURNAL PDF ATTACHED UGC CARE

5

Role of Covid-19 as a game 

changer in the entertainment 

industry: An empirical study 

Dr. Uthira D & 

Dr.Nisha U
Commerce Shodh Sarita 2021 ISSN 2348-2397 PRINT JOURNAL PDF ATTACHED UGC CARE

6

Investment pattern - An analysis 

on bank deposits and mutual 

funds. 

Dr. Srividya Prathiba Commerce

Journal of 

Maharaja sayajirao  

University of 

2021 ISSN 0025-0422 PRINT JOURNAL PDF ATTACHED UGC Care - Print 

7

Study on Sustainability as a 

marketing strategy in small scale 

businesses

Ms.Ashwini V Commerce
Utkal Historical 

Research Journal
2021 0976-2132 PRINT JOURNAL PDF ATTACHED UGC-CARE

8

A study on growth in Marketing 

Embedded Analytics Solutions for 

Issues in Data Security and 

Gowri.S      Dr.Shalini 

.C
Commerce

Utkal Historical 

Research Journal
2021 0976-2132 PRINT JOURNAL PDF ATTACHED UGC CARE JOURNAL

9
AI IN ATM's-PERSONALIZED 

BANKER MACHINE

Vignesh S, Ashwini 

V, Dr. Inbalakshmi M
Commerce

International 

Journal of 

Advanced and 

2021 ISSN: 2394 - 7780
http://iaraedu.com/about-

journal/index.php

http://iaraedu.com/about-

journal/ijair-volume-8-issue-

4-i-october-december-

OTHERS

10

“A Study on Big Data Analytics 

for Development of Sports with 

reference to Badminton”

Dr.Uthira D & 

Ms.Rachel  K J
Commerce

UGC Approved 

Journal- Utkal 

Historical 

2021 ISSN : 0976-2132 PRINT JOURNAL PDF ATTACHED UGC CARE
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http://seresearchfoundation.in/
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http://www.spiesr.ac.in/About the Journal
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11

Are You Carelessly Impulsive ??? 

Or Do You Think You Are Hyper 

Rational??? An Empirical Study 

Dr. Srividya Prathiba Commerce

International 

Journal of Aquatic 

Science 

2021 ISSNJ 2008 8019

http://www.journal-

aquaticscience.com/articl

e_134997.html

http://www.journal-

aquaticscience.com/article_1

34997_e2fe245719aabfe5798

Web of science 

12

Assessing The Impact Of Digital 

Marketing On The Buyer 

Behavior Of Smartphone Users 

Dr. E. Nirupama Commerce

Turkish online 

Journal of 

qualitative inquiry

2021
e-ISSN 1309-

6591 Turkish Online Journal of Qualitative 

Inquiry (tojqi.net)

https://www.tojqi.net/index.p

hp/journal/article/view/5398
SCOPUS Journal

13

Comparative Performance 

Evaluation & Ranking of Clearing 

and Forwarding Agent 

Dr. E. Nirupama Commerce

Turkish online 

Journal of 

qualitative inquiry

2021
e-ISSN 1309-

6591 Turkish Online Journal of Qualitative 

Inquiry (tojqi.net)

https://www.tojqi.net/index.p

hp/journal/article/view/5270
SCOPUS Journal

14

IMPACT OF DIGITAL MEDIA 

ON CHILDREN AND THE 

CHANGING ROLE OF THE 

Dr.S.Anurekha and 

Ms.G.Vasanth

Communication 

and Media 

Studies

VIDYABHARAT

HI 

INTERNATIONA

2021  ISSN 2319-4979 PRINT JOURNAL PDF ATTACHED UGC CARE LIST II.

15

PERCEPTION AND ATTITUDE 

OF MILLENNIALS ON 

INFLUENCER MARKETING 

Dr.S.Anurekha and 

Ms.Deborah

Communication 

and Media 

Studies

VIDYABHARAT

HI 

INTERNATIONA

2021 ISSN 2319-4979 PRINT JOURNAL PDF ATTACHED UGC CARE LIST II.

16

Anthology and OTT release: The 

New normal in Tamil cinema Post 

COVID 19

Ms. Harinee R, Ms. 

Gayathri K

Communication 

and Media 

Studies

KALYAN 

BHARATI 
2021 ISSN 0976-0822 PRINT JOURNAL PDF ATTACHED UGC CARE

17

Kerala’s response to COVID 19: 

Analysis of Key Social Welfare 

Measures

Harinee R

Communication 

and Media 

Studies

The New 

Economist, 

International 

2021 2347-7172 PRINT JOURNAL PDF ATTACHED Other

18

THE INFLUENCE OF 

INTERNET SLANGS ON 

YOUNG ADULTS IN ORAL 

Dr.S.Anurekha and 

Ms.G.Vasanth

Communication 

and Media 

Studies

KALYAN 

BHARATI 
2021 ISSN 0976-0822 PRINT JOURNAL PDF ATTACHED

UGC Care Approved, 

Group I, 

19

A STUDY ON A WOMEN 

INFLUENCER’S CONFLICT 

HANDLING ON INSTAGRAM

Dr.S.Anurekha and 

Ms.Deborah

Communication 

and Media 

Studies

KALYAN 

BHARATI 
2021 ISSN 0976-0822 PRINT JOURNAL PDF ATTACHED

UGC Care Approved, 

Group I

20

Assessing Media Literacy Levels 

among Audience in Seeking and 

Processing Health Information 

Dr. Sandhya 

Rajasekhar, Dr. S. 

Jaishree and Ms. 

Communication 

and Media 

Studies

Media Watch 12 

(1)
2021 ISSN 0976-0911

https://www.mediawatch

journal.in/

https://www.mediawatchjour

nal.in/assessing-media-

literacy-levels-among-

UGC-CARE, SCOPUS

21

Formulation and evaluation of 

spirulina (Arthrospira platensis) 

incorporated millet based weaning 

Anjali S Kumar, 

Haripriya A. 
Food Science

International 

Journal of 

Academic 

2021 ISSN: 2455-4197
http://www.academicjour

nal.in/

http://www.academicjournal.i

n/archives/2021/vol6/issue3/

6-3-26

Others

22

Formulation and evaluation of 

sweet corn milk (Zea Mays ) based 

mayonnaise 

Jagajjanani G,  

Haripriya A
Food Science

International 

Journal of 

Agriculture and 

2021

Online ISSN: 

2664-8458, Print 

ISSN: 2664-

http://www.agriculturaljo

urnals.com/

http://www.agriculturaljourn

als.com/archives/2021.v3.i1.

49

Others

23

Utilization of coconut flour and 

coconut milk in the formulation of 

candy. 

Rakshitha, D and 

Simmi Jain 
Food Science

 International 

Journal of Food 

Science and 

2021 2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/archives/2021/vol6/iss

ue3/6-3-20

Other

http://www.journal-aquaticscience.com/article_134997_e2fe245719aabfe5798bfaa194064767.pdf
http://www.journal-aquaticscience.com/article_134997_e2fe245719aabfe5798bfaa194064767.pdf
http://www.journal-aquaticscience.com/article_134997_e2fe245719aabfe5798bfaa194064767.pdf
https://www.mediawatchjournal.in/
https://www.mediawatchjournal.in/
https://www.mediawatchjournal.in/assessing-media-literacy-levels-among-audience-in-seeking-and-processing-health-information-during-the-covid-19-pandemic/
https://www.mediawatchjournal.in/assessing-media-literacy-levels-among-audience-in-seeking-and-processing-health-information-during-the-covid-19-pandemic/
https://www.mediawatchjournal.in/assessing-media-literacy-levels-among-audience-in-seeking-and-processing-health-information-during-the-covid-19-pandemic/
http://www.academicjournal.in/
http://www.academicjournal.in/
http://www.academicjournal.in/archives/2021/vol6/issue3/6-3-26
http://www.academicjournal.in/archives/2021/vol6/issue3/6-3-26
http://www.academicjournal.in/archives/2021/vol6/issue3/6-3-26
http://www.agriculturaljournals.com/
http://www.agriculturaljournals.com/
http://www.agriculturaljournals.com/archives/2021.v3.i1.49
http://www.agriculturaljournals.com/archives/2021.v3.i1.49
http://www.agriculturaljournals.com/archives/2021.v3.i1.49
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-3-20
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-3-20
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-3-20
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24

Formulation and evaluation of 

instant soup mix enriched with 

microgreens.

Rajesshwari Priya S, 

Haripriya A
Food Science

International 

Journal of Food 

Science and 

2021 ISSN: 2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/archives/2021/vol6/iss

ue3/6-2-31

Others

25

Development of breakfast cereal 

using banana blossom bracts and 

determination of its nutritive value 

Agadha.S, Rekha 

Mahizhnan
Food Science

International 

Journal of Food 

Science and 

2021 2455-4898
https://www.foodscience

journal.com

http://www.foodsciencejourn

al.com/pdf?refno=6-4-14
Others

26
Textural Analysis of Edible 

Spoons

Sini Jadeesh, 

Krishnapriya M
Food Science

International 

Journal of Creative 

Research Thoughts 

2021 2320-2882 http://www.ijcrt.org/https://www.ijcrt.org/papers/IJCRT2109284.pdf Others

27

A study on

consumer awareness of food 

safety standards for processed 

Dr.Simmi Jain Food Science

 International 

Journal of Food 

Science and 

2021 ISSN: 2455-4898, PRINT JOURNAL PDF ATTACHED Others

28

Dehydrated star fruit (Averrhoa 

Carambola L) powder as flavour 

enhancer in green chutney

Lakshmy Priya 

S,Veena P,Rakshitha 

D

Food Science

International 

Journal of Food 

Science & 

2021 ISSN NO:2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/archives/2021/vol6/iss

ue3/6-3-16

Others

29

Nutritional and sensory evaluation 

of baked wheat chips incorporated 

with lotus root (Nelumbo 

Sini Jadeesh,Kamalish 

M
Food Science

International 

Journal of Food 

Science & 

2021 2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/archives/2021/vol6/iss

ue3/6-2-39

Other

30

Impact of Covid-19 on 

Consumers’ Attitude Towards 

Food Purchase with Special 

Pooja Y, S.R. Priya Food Science

International 

Journal of Food 

Science and 

2021 ISSN: 2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/search?keyword=6-3-

23

Other

31

In silico investigation and 

assessment of plausible novel 

tyrosinase inhibitory peptides 

Roshni Baskaran, 

Shweta Singh 

Chauhan, 

Food Science

LWT - Food 

Science and 

Technology

2021

0023-6438 

(print) 1096-

1127 (web)

https://www.sciencedirec

t.com/journal/lwt

https://www.sciencedirect.co

m/science/article/abs/pii/S00

23643821007726

Scopus

32

Formulation and analysis of 

fermented soda from Averrhoa 

carambola with ginger bug as a 

Lakshmy Priya 

S,Shruthi Venkatesh
Food Science

International 

Journal of Food 

Science & 

2021 ISSN NO:2455-4898
http://www.foodsciencej

ournal.com/

http://www.foodsciencejourn

al.com/archives/2021/vol6/iss

ue2/6-2-18

Others

33
Premchand ke katha saagar mein 

suktiyan ke mukta - Manikya 
Dr.Sudha Trivedi Hindi

Akshara 

Multidisciplinary 

Research Journal

2021 ISSN 2582-5429 https://aimrj.com/
https://aimrj.com/index.php/

Admin/currentissue_view
SCOPUS

34

An Integrated Gower based PSO-

KMode Clustering Model for 

Business Solutions through 

Ms. C.S Padmasini, 

Dr. K. Shyamala

Information 

Technology

Alochana Chakra 

Journal
2021 2231-3990

https://publons.com/jour

nal/671307/alochana-

chakra-journal/

https://scholar.google.com/cit

ations?view_op=view_citatio

n&hl=en&user=ksYHf1AAA

other

35
“Post COVID-19- Novel Trends 

In Technologies

Dr.R.Anusha 

Ms.A.Angayarkanni

Information 

Technology
Kala Sarovar 2021 0975-4520 print Journal

https://kalaevamdharmashod

hsansthan.com/
UGC CARE

36

Movie Influence Ranking and 

Genre Preference Prediction Post 

Lockdown

Dr. T. Sunitha Rani 

Aishwaria C, Divya 

Dharshini B

Information 

Technology
Kala Sarovar 2021 0975-4520 print Journal

https://kalaevamdharmashod

hsansthan.com/
UGC CARE

http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-31
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-31
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-31
http://www.foodsciencejournal.com/pdf?refno=6-4-14
http://www.foodsciencejournal.com/pdf?refno=6-4-14
https://www.ijcrt.org/papers/IJCRT2109284.pdf
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-39
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-39
http://www.foodsciencejournal.com/archives/2021/vol6/issue3/6-2-39
https://aimrj.com/index.php/Admin/currentissue_view
https://aimrj.com/index.php/Admin/currentissue_view
https://publons.com/journal/671307/alochana-chakra-journal/
https://publons.com/journal/671307/alochana-chakra-journal/
https://publons.com/journal/671307/alochana-chakra-journal/
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=ksYHf1AAAAAJ&citation_for_view=ksYHf1AAAAAJ:hqOjcs7Dif8C
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=ksYHf1AAAAAJ&citation_for_view=ksYHf1AAAAAJ:hqOjcs7Dif8C
https://scholar.google.com/citations?view_op=view_citation&hl=en&user=ksYHf1AAAAAJ&citation_for_view=ksYHf1AAAAAJ:hqOjcs7Dif8C
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37
E-Voting system Using 

Blockchain Technology

Dr.R.Anusha 

Ms.A.Angayarkanni

Ms.R.Gavoury

Information 

Technology

UTKAL,Historical 

research Journal,
2021 0976-2132 print Journal PDF ATTACHED UGC CARE

38

Assessing Web 2.0 Tools 

Adoption by Students in Higher 

Education-A Structural Equation 

Dr.R. Anusha

Dr.T.Sunitha Rani

Information 

Technology

Annals of the 

Romanian Society 

for Cell Biology

2021 1583-6258
https://www.annalsofrsc

b.ro/

https://www.annalsofrscb.ro

/index.php/journal/article/vie

w/4414

SCOPUS

39

Performance of HAF in Attention-

BiLSTM for predicting the quality 

of automobile ancillary suppliers

Dr. K. Shyamala, Ms. 

C.S Padmasini

Information 

Technology

Journal of 

Mathematical and 

Computational 

2021 1927-5307
http://scik.org/index.php/

jmcs

https://scholar.google.com/cit

ations?view_op=view_citatio

n&hl=en&user=ksYHf1AAA

Scopus

40

A framework for prediction of 

buying behaviour of automotive 

ancillary business partners 

Dr K. Shyamala, 

Ms.C.S Padmasini

Information 

Technology

Design 

Engineering
2021 5675-5682

https://scholar.google.co

m/citations?view_op=vie

w_citation&hl=en&user

https://scholar.google.com/cit

ations?view_op=view_citatio

n&hl=en&user=ksYHf1AAA

others

41

Decentralised Artificial 

Intelligence Enabled Blockchain 

Network Model

Dr. Sakthi 

Kumaresh/Dr K B. 

Priya Iyer

Information 

Technology

Turkish Journal of 

Computer and 

Mathematics 

2021
e ISSN - 1309- 

4653

https://www.turcomat.or

g/index.php/turkbilmat

https://www.turcomat.org/ind

ex.php/turkbilmat/article/vie

w/5074

Scopus

42

Comparison of Iris Recognition 

and Finger Veins Detection using 

Biometric Algorithms

Ms. C. S. Padmasini , 

Ms. Aparna S, Ms. 

Aishwaria C

Information 

Technology

Utkal Historical 

Research Journal
2021 0976-2132 PRINT JOURNAL PDF ATTACHED UGC

43

Motivations and Risk Perceptions 

of Online Shopping Consumers- 

A Pilot Study in Chennai City

Ms. Hemalatha J &  

Dr. Lalitha 

Balakrishnan 

Management 

Studies

Marketing Mantras 

of 21st Century, 

Vivekananda 

2021
978-93-86519-76-

4
print journal PROOF ATTACHED Others

https://www.annalsofrscb.ro/
https://www.annalsofrscb.ro/
http://scik.org/index.php/jmcs
http://scik.org/index.php/jmcs
http://thedesignengineering.com/index.php/index
http://thedesignengineering.com/index.php/index
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44

An Empirical Study On 

“Employer Branding – A Strategic 

Approach To Attract And Retain 

Dr. Vijayalakshmi.M
Management 

Studies

Wesleyan Journal 

Of Research- An 

International 

2021

Volume No. 14 

No.1(IV): 

2021ISSN: 0975-

http://www.wesleyanjour

nal.in/
PDF ATTACHED

(UGC Care List Group 

1) 

45

Covid- 19: Challenges and 

Prospects – A Study with Special 

Reference to Small Businesses in 

Ms.Geetanjali Jindger 

and Dr.Lalitha 

Balakrishnan

Management 

Studies
Shodh Sarita 2021 2348-2397 PRINT JOURNAL PDF ATTACHED UGC-CARE

46

Analysing Consumer Behaviour 

towards e-commerce during the 

pandemic lockdown

Dr. Lalitha 

Balakrishnan &  Ms. 

Nisha M

Management 

Studies
Shodh Sanchar 2021

ISSN - 2229 - 

3620
PRINT JOURNAL PDF ATTACHED UGC CARE

47
Employees outlook on shift to 

remote work and its impact

Dr.Lalitha 

Balakrishnan & 

Ms.Krupa.N

Management 

Studies
Shodh Saritha 2021 2348-2397 PRINT JOURNAL PDF ATTACHED

UGC approved care 

listed

48
Influence of Psychological Capital 

on Women’s Willingness to Lead

Dr. Kavin Mary S. 

and Khhaveya A

Management 

Studies

Asian Journal of 

Multidisciplinary 

Research and 

2021 ISSN-2582-8088
https://thelawbrigade.co

m/ajmrr/

https://thelawbrigade.com/wp-

content/uploads/2021/04/AJ

MRR_Kavin-Mary-S-

Others

49
A study on retail management in 

rural areas of India

Dr. Lalitha 

Balakrishnan &  Ms. 

Nisha M

Management 

Studies

KALA - The 

Journal of Indian 

Art History 

2021 ISSN 0975-7945 PRINT JOURNAL  b nhnh ncc   UGC CARE

50

A study on Employees’ 

willingness to remain in a 

company

Ms. Amirthaa Ganesh
Management 

Studies

NIU International 

Journal of Human 

Rights

2021 2394-0298 www.niu.edu.in PDF ATTACHED UGC CARE

51

Factors Affecting Usage Of Food 

Delivery Apps During The Covid-

19 Pandemic -A Study In Chennai 

Ms. Hemalatha J &  

Dr. Lalitha 

Balakrishnan 

Management 

Studies

Anvesak, Sardar 

Patel Institute of 

Economic and 

2021 51(1(XII)) PRINT JOURNAL PDF ATTACHED UGC-CARE (Group-1)

52

Transformational leadership and 

its effect on the Job Satisfaction at 

the Middle Level Management in 

Ms. Vinodhini.G
Management 

Studies

NIU International 

Journal of Human 

Rights

2021 2394-0298 PRINT JOURNAL PDF ATTACHED UGC Care Group - I

53

A Descriptive study on the 

Indicators and strength of 

organisational commitment among 

Ms. Sangeetha Manoj 

and Dr.S.Sheela Rani

Management 

Studies

International 

Journal of 

advanced Research 

2021
ISSN : 2581-

7930

https://inspirajournals.co

m/

https://inspirajournals.com/Is

sues/IJARCMSS1/46/91
Others

54

Is the Market shifting from 

“Values to Essentials”?-Insights 

from Customer Sentimentalities 

Dr Lalitha 

Balakrishnan                

Ms. Ramya Raman

Management 

Studies

Utkal Historical 

Research Journal
2021 0976-2132

http://www.utkaluniversi

ty.nic.in/e-journal/
PDF ATTACHED UGC CARE

55

Impact of Social Media Bonding 

and Brand Awareness on Brand 

Image, Brand Trust and Purchase 

Ms.Geetanjali Jindger 

and Dr.Lalitha 

Balakrishnan

Management 

Studies

Utkal Historical 

Research Journal,
2021 0976-2132 PRINT JOURNAL PDF ATTACHED UGC-CARE

56

Outcome Based Education – 

Benchmarking for Quality 

Improvement in the Higher 

Dr.Lalitha 

Balakrishnan and Dr. 

Nisha U 

Management 

Studies

Syndicate - The 

Journal of the 

School of 

2021 2278 – 8247 
https://mopvc.edu.in/rese

arch-journal/

https://mopvc.edu.in/wp-

content/uploads/2021/09/SJO

M_MARCH2021_compresse

OTHERS

http://www.wesleyanjournal.in/
http://www.wesleyanjournal.in/
https://inspirajournals.com/
https://inspirajournals.com/
https://inspirajournals.com/Issues/IJARCMSS1/46/91
https://inspirajournals.com/Issues/IJARCMSS1/46/91
http://www.utkaluniversity.nic.in/e-journal/
http://www.utkaluniversity.nic.in/e-journal/
https://mopvc.edu.in/wp-content/uploads/2021/09/SJOM_MARCH2021_compressed.pdf
https://mopvc.edu.in/wp-content/uploads/2021/09/SJOM_MARCH2021_compressed.pdf
https://mopvc.edu.in/wp-content/uploads/2021/09/SJOM_MARCH2021_compressed.pdf


S.NO Title of paper Name of the author/s Department Name of journal
Year of 

publication
ISSN number

The link to the journal 

website.

The  link  landing to the 

paper/article.

List in UGC 

Care/Scopus/Web of 

science/Others

3.4.3  NUMBER OF RESEARCH PAPERS PER TEACHER IN THE  JOURNALS NOTIFIED ON UGCWEBSITE 

3.4.3.1  NUMBER OF RESEARCH PAPERS IN THE JOURNALS NOTIFIED ON UGC WEBSITE 

57

A Sociological Study on the Socio-

Economic Conditions of Women 

Migrants in Construction Sector 

Dr.Sudha 

Krishnakumar
Social Sciences

Modern Tamizh 

Research: A 

Quarterly 

2021 ISSN2321-984X PRINT JOURNAL PROOF ATTACHED UGC CARE GROUP-1

58

Digital Technology Usage and 

Cognitive Functioning in Older 

Adults

Ghayathri Swetha 

Kumari R A
Social Sciences

Indian Journal of 

GERONTOLOGY 

(a quarterly journal 

2021 0971–4189
http://www.gerontologyi

ndia.com/journal.htm

http://www.gerontologyindia.

com/pdf/vol35-1.pdf

Approved by UGC – 

(CARE List Group B – 

Science, 121)

59
Factors affecting Brand Loyalty in 

Young Adult Mobile Phone Users

Ghayathri Swetha 

Kumari R A
Social Sciences Shodh Sarita 2021 2348-2397 PRINT JOURNAL PDF ATTACHED

Approved by UGC – 

CARE

60
Effectiveness of Life Skills 

Training Among School Students

Ghayathri Swetha 

Kumari R A, R 

Vatsala Mirnaalini, 

Social Sciences
Shodh Sanchar 

Bulletin
2021 2229-3620

http://seresearchfoundati

on.in/shodhsancharbullet

in/

PDF ATTACHED UGC CARE

61

A case study report on 

discrimination of stimulus 

consecutively in Autism

R Vatsala MirnaaliniJ Social Sciences

Modern Tamizh 

Research: A 

Quarterly 

2021 2321-984X PRINT JOURNAL PDF ATTACHED UGC

62
Krishna Vijayathin  Vazhi 

Kavignar Vaaliyin Mozhi Aalumai
Dr.R.Rajeswari Tamil

International 

Research Journal 

of Tamil

2021
E-ISSN-2582-

1113 International Research Journal of 

Tamil (iorpress.org)

DOI:10.34256/irjt21s29 UGC CARE 

63

FINANCIAL AND SOCIAL 

EXCLUSION OF TRANSMEN: 

A QUALITATIVE STUDY IN 

Ms. Rajalakshmy 

P.S., Ms.Seema 

Thomas and Ms. 

Economics And 

Public Policy

Modern Tamizh 

Research- An 

International Multi-

2021 2321-984X
http://www.rajapublicati

ons.com/
PDF ATTACHED UGC CARE(Group 1)

64

An Analysis of Food Brand 

Advertisements Released During 

the COVID-19 Pandemic Crisis

Ms. Aarthi Jayaram, 

Ms. Gayathri 

Krishnamoorthy, 

Communication 

and Media 

Studies

Handbook of 

Research on 

Innovations in ICT 

2020-2021ISBN:978-81-951098-0-7PRINT JOURNAL PDF ATTACHED Others

http://www.gerontologyindia.com/journal.htm
http://www.gerontologyindia.com/journal.htm
http://www.gerontologyindia.com/pdf/vol35-1.pdf
http://www.gerontologyindia.com/pdf/vol35-1.pdf
http://seresearchfoundation.in/shodhsancharbulletin/
http://seresearchfoundation.in/shodhsancharbulletin/
http://seresearchfoundation.in/shodhsancharbulletin/
https://irjt.iorpress.org/index.php/irjt/
https://irjt.iorpress.org/index.php/irjt/


ISSN - 2229-3620 
UGC CARE LISTED JOURNAL jSHODH SANCHAR 

Bulletin 

January-March, 2021 
Vol. 11, Issue 41 
Page Nos. 44-52 

AN INTERNATIONAL BILINGUAL PEER REVIEWED REFEREED RESEARCH JOURNAL 

M.O.P. Vaishnav Coflege for Women 
(Autonomous) 

No. 20, IV  Lane, Nungambakkam High Road 
Chennai-600 034 

SOCIAL MEDIA MARKETING ACTIVITIES AND ITS 
INFLUENCE ON BRAND LOVE : PERCEPTIVE Dr. Uthira. D* 

BASED ON CLOTHING BRANDS Mrs. R. Anupama** 

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

average Indian customer in a very dynamic manner. The diverse exposure provided to a customer with a wide range of 

options and offers along with the user opinions by purchases has provided a platform to make an informed decision to 

purchase merchandise. This paper highlights the impact of social media marketing activities on inducing brand love 

and the mediating effect of brand love on endorsing brand loyalty with special reference to Clothing Brands. The 

significance of the study is to analyse how social media marketing activities have a profound impact on establishing 

brand love and how it leads towards endorsing brand loyalty. The questionnaire method of data collection was adopted 

to collect requisite data concerning Clothing brands 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 Brand Loyalty, with the mediating variable as Brand Love. The method 

of analysis used for the study was Correlation and Multiple Regression. The result of the study revealed that Social 
Media MarketingActivities significantly influence Brand Love and in endorsing Brand Loyalty. 

Keywords: Social Media MarketingActivities, Brand Love, Brand Loyalty, Clothing Brands 

INTRODUCTION: 

The millennium was born opening the doors of 

opportunities and the rise of the Internet was one of the 

most attributing factors that collaborated people beyond 

the restraints of space and time. Though it was initially 

considered as another medium of entertainment, the 

social media platforms like Facebook, Instagram etc; also 

proved as a successful platform for advertising and 

marketing. The pandemic was one of the major chaotic 

crisis moments which made people realise the infinite 
viabilities of the social media in endorsing and 
encouraging e-commerce. One of the major 
developments was witnessed in the clothing industry 

especially during the pandemic when the social media 

was recognised as a tool to promote and endorse clothing 

brands and the 'likes,' comments, and 'reviews' proved as 

reliable source of ratification which enabled people to 

confidently make their purchase decision. The market 

witnessed the uprise of many entrepreneurs who could 

connect to their customers in their virtual space and the 

conventional business models of having a space and other 

ancillary pre-requisite investments became obsolete. The 

"Brand Love" was no more dependant on the quantitative 

aspects in the physical environment but had a paradigm 

shift towards the qualitative aspects of the product in the 

virtual environment and thereby promoted another 
important factor that induced a sense of emotion and 

commitment of customers towards a brand known as 

"Brand Loyalty." The scope of the study predominantly 

revolves around the object of highlighting to the clothing 

brands the necessity to increase and improve their 

presence in the social media to have a better connect with 
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their online customers for better business sustainability 

especially in this pandemic scenario where there is a 

paradigm shift towards online shopping. This study 

highlights the impact of Social media marketing 

activities (SMMA) on brand loyalty and also to study the 

mediating effect of brand love between SMMA and brand 

loyalty in Clothing Brands. The Social Media Marketing 

M.O.P. Vaishnav College for Women 
(Autonomous) 

No 20 IV Lane, Nungambakkarn High Road 
Chnni-6OO 034 

Activities (SMMA) as a construct was measured with 

five dimensions viz, Interactivity, Informativeness, 

Personalization, Trendiness, and Word-of-mouth. 

Therefore, the following hypotheses are formed: 

1 H: Relationship between the SMMA and Brand Loyalty 

211: Mediating effect of Brand love on the relationship 
between the SMMA and Brand Loyalty 

FIG: I MODEL OF THE STUDY 
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REVIEW OF LITERATURE: 
Taher, S. (2021) observed the mediating role of 

Brand image and Loveinarks Brands between Social 

Media Marketing Activities (SMMA) and Brand Equity. 

An empirical study was conducted on the Fashion wear 

industry in Egypt. The data were analysed using SPSS 
and the Smart-PLS 3.2.7 Software. The study revealed 
that the effects of Brand Image and Lovemarks as 

mediating variables affecting the correlation between 

SMMA and Brand Equity. The author observed that 

SMMA has no significant effect on Brand Equity. 
Ercis, A., Hos, B., & Deveci, F. C (2020) 

highlighted the effect of social media marketing activities 

on brand loyalty and the mediator role of e-brand love and 

branding co-creation in Clothing Brands. The study 

revealed that the SMMA factors namely entertainment, e-

word of mouth, and interaction have an impact one-brand 
love and branding co-creation. 

Furthermore, e-brand love and branding co-
creation affect brand loyalty. 

Ozer, A., Buran, I., Kocak, A., & Ozer, M. 
(2020) highlighted the effect of social media marketing 

activities on brand engagement, brand intimacy, and 

brand love. The study revealed that social media 

marketing activities have a positive effect on brand 

intimacy, brand engagement, and brand love, and both 

brand intimacy and brand engagement have an impact on 
brand love. 

Sikandar, M. D. I., & Ahmed, Q. M. (2019) 
emphasized the impact of social media marketing on 

establishing brand love and the mediating effect of brand 

love on promoting brand loyalty in the restaurant 
landscape of Pakistan. 

The data were analysed using SPSS and statistical 

tests such as Cronbach"s Alpha, Correction, and 

regression, and Hayes Process to test mediating effect 

were conducted. The study revealed that the SMMA 

elements namely Word of mouth, Trendiness, and 

Customization have a major role in establishing Brand 
Love and Loyalty. 
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A STUDY ON THE PERCEPTION OF 
INVESTORS IN NEW- NORMAL El Mrs. Poojitha. G* 

Dr. Uthira. D 

ABSTRACT 
COVID-19 outbreak has left a deep scar in every sector and every individual possible and the investors are no 

exceptions to it. It is often believed that investors showcase a good amount of emotional weakness to every factor that 

might affect their investment pattern. The pandemic has proved it yet another time after the financial tsunami of 2008. 

Investor attitude and perception tend to take a huge leap during a crisis leaving them to dwell on risk-resistance rather 
than on return expectations. This study purposes to analyse the adaptation of individual investors to the current 
situation. To support the study, Questionnaire method was adopted. To understand the association of demographic 
factors with investorbehaviour Independent Sample T-Test was used. The association between the level of investor and 
perception of investors was assessed through ANOVA. The scope of the study mainly focuses on investor behaviour to 
the changing trend especially when the entire world economy is taking a downfall. It also tries to assimilate on how this 
situation has been processed and absorbed at their individual level. 
Keywords : Investor Behaviour, Risk perception, Behavioural Finance, Investor Decisions 

1. INTRODUCTION: 
Investments have now taken charge of financial 

security of individuals. They act as way to generate 
income over a period of time. Now that investments have 

made up to a substantial part of our lives it is very 
essential to understand the behaviour which leads to these 

decisions. As argued by economists an individual will 
always look out for optimum utilisation by making 
rational choices. Behavioural Finance chose to disagree 
with the rational choice theory thereby stating, rationality 

is far from reality. The central theme of Behavioural 
Finance is that investor behaviour contains a lot of 
emotional elements. Investment decisions are often a 
result of social and psychological factors. The premise of 
investor behaviour revolves around cognitive 
dissonance, anchoring, endowment effect and various 
other demographic factors. Cognitive dissonance is a 

state wherein the investor fmd it hard to accommodate 
any new information which might lead to investment  

related mistakes. Anchoring is exhibited when investors 
hold on to particular set of information or adding personal 
references which will result in deviation from the crucial 
information. Endowment effect takes place when the 
investors expect way too much for the assets they hold 

rather they would pay for something of the same sort. The 
Study purposes to understand the behaviour of investors 
in this pandemic. 
2. LITERATURE REVIEW: 

As stated by Manish and Vyas (2008) investors 
tend to showcase a specific level of cognitive and 
emotional weakness. Because, they to react too much for 

every infonnation that comes their way. It was also noted 
that information overload might hinder intelligent 
decision making (Hoffman, Thomas, Pennings, 2013). 

When there are numerous factors that influence investor 
behaviour, any crisis may substantially affect their entire 
thought process. During a crisis people tend to exhibit 
representativeness or herd behaviour. They try to mimic 
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other's action rather than what is needed for them 

actually. Mark and Whip (2017) said there was an evident 

irrational behaviour during the financial tsunami of 2007 

& 08. They also stated that people exhibited herd 

behaviour irrespective of educational level, income level, 

gender etc.. There arc usually five unique stages of global 

crisis as put down by Orlweski (2008): i. Beginning of 

subprimc mortgage disaster ii. Expansion of credit risk 

with mounting losses of financial instruments iii. 

Liquidity crunch iv. Commodity price bubble and lastly v. 

Ultimate freeze of credit markets. He had observed all 

these during global financial crisis of 2008. On 

agreement to these statements, Hoffman, Thomas & 

Pennings (2011) stated that investors behaviour and 

attitude will see a natural change during a crisis shifting 

their focus from return expectations to risk resistance. 

Studies have suggested that there will be a paradigm shift 

in the way investors behave during a crisis. The current 

study purposes to analysc the investor perceptions and 

behaviour during the COVID-19 outbreak. 
3. SCOPE OF THE STUDY: 

The premise of the study is to understand the 
adaptations of the investors to the new normal. As this 

pandemic had left its impact on every sector possible, it 

became very essential to study how it had impacted on the 

investment decisions. Investors' decisiveness is often 

impacted by information overload. This season had too 

much of information that it became impossible for us to 

accommodate. Usually, at the time of crisis, especially 

when it concerns health people's focus shifts from 

investment to health related expenses. Unless personal 

finances are maintained well one cannot even think about 

investing. Previous studies have suggested that any 

change in the environment will have a huge impact on the 

M.0.P. Vaishnav College for Women 
(Autonomous) 

No. 20, IV  Lane, Nunganibakkam High Road 
Ch0nni-6OQ O4 

way investors think and react. Investors tend to show 

regret aversion and loss minimisation during a crisis 

which might be the result of decreased disposable income 

or income as a whole. As there is a widespread 

restlessness during a pandemic investors tend to slow 

down on their investments and might go in for a revision 

in portfolio. All these measure would be undertaken in 

order to escape from losses as far as possible. Given such 

situation, the study purposes to understand investor 

behaviour and how their perceptions have changed at the 
time ofa global crisis. 

4. OBJECTIVE OF THE STUDY: 
• To understand the perceptions of investors in the 

new normal 

• To identify the impact of demographic factors on 
investor behaviour 

5. RESEARCH METHODOLODY: 

To support the objectives of the study, 

Questionnaire method was adapted. A structured 

questionnaire containing demographic data and 

statements related to investor behaviour was circulated 
amongst 165 respondents. Independent Sample t- test and 

ANOVA was adapted to test if there is a difference in 

perception of investors based on the demographic 

variables. All these tests were conducted using IBM 

SPSS software. The reliability statistics stated a 0.733 as 

Cronobach's Alpha, which indicates a good level of 
internal consistency. 

Table 5.1: Reliability Statistics 

Cronbach's 
Alpha 

Nof Items 

.733 9 

6. DATA ANALYSIS AND INTERPRETATION: 

Table 6.1: Demographic Data 

Demographic variables Frequency Percentage 

Gender Male 76 46.06 

Female 89 53.93 
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BLOCKCHAIN TECHNOLOGY - A GAME CHANGER IN LAND REGISTRATION 
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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 .i'hcse blocks forms a series of chain. The 
purpose of this paper is to study about how the block solutions helps the government. The unavailability of 
encumbrance-free land and — anti-updating land registry has postpoaed most of the state's infrastruLure 
projects. Thus a solution 'as needed that would allow real-time revising of land registry for all relevant 
parties, such as land registry. mutation, maps, border limits, etc. That Block was based on the thbrc 
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 government 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 marching towards digitalization which 
creates virtual space. The prominence of these technologies such as Internetof Things(1oT), Artificial 
Intelligence(AI), Bots and Robots, Sensor, Deep Learning Technology(DoT), drones, Block chain etc., are 
influencing arid controlling every walk of Human life without our Knowledge. One amongst these 

chnologies is Block chain technology, which is a mode of decentralization Block chain technology e' 
b the next major disruptive technology following cellphone later smart phone which made the entire wor'd 

jhrink into our palm, ThisBlockchain technology not only can change but can create a revolution in the 
'11obal economy. Implementation of this technology still requires time, the need for the hour for 

accountants is to acquire required skills and get updated with this new technology 

VIEW OF LITERATURE 
Sachidanand Singh, 2016) This article underlines the role of cryptccurrency and illustrates the secure 
- smission with virtual money and how this will create the course of banks, insurance companies as well 
commercial banics. The better output of this new tech and the Intenv't of Things (loT) embraced. 

Anderson, 2016) In this paper, the author explains blockchajn technology's role and importance in 
CCOUnting it is also given that I would be experiencing disruptive changes Lfl the financial industry He 

/xplains the benefits of bitcojn blockchajn specific to an accounting method in his paper. Using a 
:blockchain can create an interconnected accounting records system, instead of people. And he says that 

ich Software could also be used to make the verification system. 
this 

•paper (Jesse YjiHuumo 2016), it is clarified that central qLialities that provide security, data 
çCredibi1jty and confidentiality with no intermediary in the influence of exchanges are among the reasons for 

e emotional connection to technology. But he also stated which working on developing differt 
permIssio as well as lack of precise evaluation of the solutions given through such a blockchain echnology 

e 6.May,(2018) The council on studies, Industry, and Energy of the national assembly adopted a bitcoii; 
Ution, Which included a segment on initial penny offerings(ICO)... Greek S&D member Eva Kaili said 
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VIRTUAl. REALITY IN RELAUNCIIINC 
AND 'IUS%I INDUSTRY POST PANDEMIC t)r. L;shlrs. D 

Ms. Rachel k .I' 

..J ABSTRACT 
Virtual Reality (VRI enables traveler, UP cxpericiiec a desti uitiaiib belorcltii,id ad it •il'n entertains a positive 

litllunce in the iIsng Iscittivisir iii customers. This rscarcli e  the ciTed ot'K cpa'sure am the pureltasuig 
probability, tune cunuttttnlent. the speed of decision-mak log and tunuivcr. flue suggesle,I structural nioa.kl integrates 
the concepts ofawareness Or VR, the restrictions tuid challenges faced by travelers because i.it)i paudertue situation, 
ih CISSI factor. customer engagement by using yR application and its ui,paet on euStiantel satasiaction us th Trasel and 
tourism sector. I lie specific releretiec p tin thu. paper is the cu.sttmina experience in getting to know hout a etilluraul 
heritage destituitunin ss iihi the help of VK technology in support a virtual tour. The research is justified by the increased 
demand by trasclers tam possess a nicinomble experience ins c5otic dpdmntissnx ax well as the grow.itg opportunilics 
suffered by Virtual Reality and Augmented Reality technologies applied us the tourism set'ttbl. This study 018% at 
relatmelititg ti stiristit attul help in ,egaintng lost gwiittul iii the psisi pandemic era by using VR as isis cIfetit'c bail toe fettle 
a taliaaihle CaLsttiuuuCr cxperieutce 
Kei words: lounisimi industry, virtual Reality (VR I. caistonter 'xpeiience 

lN[RODUC'l'IO 

luurtsm is xigtttficttnt br the success of the many 
economies around the world. inurtmirn mat only boosts he 
revenue sm(thc economy but also c rcaI-s thousands suijobs 

and develops uIi liilrastr;cIurs's of oun country, arid islo 
plants a way otcultural exchange between foreigners and 
cit wetts. 

Virtual Reality nitty be a simtilatmn In an 
imaginary world, and whcii it's applied in touristic 
experiments, ii cuait'aidens the sense iii sight, ax lot of 
experiences depend ott ',asuul aninuli. It as in neal lemasa 
multidimensional gaul that's been earned. Usually, VR 
zipplwatiiin lx applied to silk: tin experience am the 
destina  Ax a praugressiuits to tltsi a VR enabled 
nppltcatu.n i)wit be developed which nitty bc accessed 
through smiasiphoites of both istudnumid atid hIS 
denionatasatton,. 

Ihis application could he a rotate tracker with a 
map and direction tracker. as well as a VK enabkd 
service. As tourists travel, this app guides them to thci 
destusatioti by providing a vtrtutul reality image of' the 
places they pass through tea well ax weather conditions, 
'flits application is oflen accessed anywhere. Rccnua the 
ntavigator crosses each place, pop ups appear on die 
screen for the tnutist io work out the location atud also thc 
features. This application fncuxex on ide-pretence. 

which eiteuintpasxus all use senses. ilium nied  ssumuld 
actually provide bostrmt an inppairltiiiiuy to haie •fiiitmr 
along with a friend located at a special region. lime fact 
tesults ut tncorpsmrai ilig Viiival Reality in Toiirisiim Is. it 
pnwidcs a bhr belier dsiinnutsun image, which ii 
artteulated because ili.,' belucf within the nui,sd taf the 
bourisi ubout a desitna 'mm capabilities, whili 
eventually leads to a better experience. antd as a result. 
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earn, interest in savings, availability of variety of inveS(flien[ sources staing from low 
rate Rewni High Risk High Return coupled with investment prospects and ample guidance 

mtermediarics will enable the mvcstoi's to invest This study aimed at analyzing the 
' 0n01nc profile of investors & (lie various aspects of financial products, and to group the 
pondeflt5 on the basis of their motive to invest. The data has been collected by the distribution of 
sc ended questionS to 100 respondents working 111 various types of organizations in Chcnnai. sampling technique was followed 

and 72% of the total respondents were personally 
to draw a conclusion on their investment pattern. The survey was conducted to identify the 

flect1ng investment decisions and to group respondents on the basis of their investment motives. 
entage analysis and chi-square has been used to analyze the data. Cluster analysis revealed three 
of investors based on their motives to invest. 

,ywords: Financial literacy, financial Planning investment avenues, Portfolio ROT. 

trod uc (ion 
vings and Investment are the signs of growth of any ecOf101fly. An opportunity to earn fixed inconic 
dreliable sources of investment are signals of development of a Nation. The ability to earn, interesl 
savings, availability of variety of investment sources starting from Low Risk Moderate Return to 
gh Risk High Return coupled with investment prospects and ample guidance or support from 
erinediaries will enable the investors to invest. Deciding to invest in Gold, Silver, Precious Stones 

Metals, PPF, PF, LIC and other capital market instruments will depend on the needs of the 
ldua1. 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 financiai 
ducts, an excess of income available to an individual or household after meeting current expenses 
generally referred as savings which is held in secured and guaranteed avenues such as bank deposits 
ich yields an individual an average return is exposed to inflation risk. 

eportfolio of a mutual fund will be driven by the stated investment objective of the scheme. Certain 
emes with an investment objective of regular income generaion limits them to investments in debt 
critics such as Treasury Bills, Government securities, Bonds and Debentures are called as Debt 
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Figure 3 A comparison performance chart of debt mutual furui 'ith 
fixed dep4Thits 

Investors who want to invest money for longer duraiio, but 
JflJ 

funds also invest in l.)cbt schemes. 'lie sClLcrnc which ,.. 
ii 

allocation of about 92.4% inveslwcnt in Debt ol which 7 
Ii, ( 

I 

cA the Ma 

.
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trk ei5 f the 

(prate bond funds irwest in de 1' 
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Liquid funds are a variani of debt chernes that inve
Y 

frwesl in debt securities of upt-o 9 days matiiTtY. 

Short term debt funds invest in securities with short
. : : . 

changes m the value of the securities. 

Long term debt funds such as Gilt funds and Income finds.ir±vesI 2 

geentndother coorate issuers. The returns from these sch 
lue of tne securities and therefore see eat volatjy 

Short duration funds are an open ended short term debt cchernc inv:' 
inSirumts with Macaulay duration between 1 year and .3 years. 

An open ended ultra-short term debt scheme investing in debt arid rnory n;. : 
MaUjaydatjoab(lW3rnOnt and. it1i. ..,. 

- - - . - .- - 

áiii atefiin6c are an open ended debt scheme predominantly inVclng i i. 

FIxed maturity plans are a kind of debt fund where the duration of thc irs'. aligned to the maturity of the scheme. 
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low risk securities. The respeclive:Debt Scheme has given the returns of about 5iiiCSt5 — 3 years, whereas the Bank deposits stands at 

5-6% returns when funds parked fbr a 
a spa

bout 3 years. 

surveY The following reviews arc the Summaries of earlier researchers conducted with 

o 
Debt Mutual fund. 

od
and Zheng (2000)2 

 The study of mutual fund purchase and sales decision. The study 
ah, seholds to analyze their behaviors and preference. Sclvavinayagam K(2012)3  have 

rformanCC evaluation of debt and equity mutual fund schemes. Their study revealed a 
jn teffil of returns fetched by equity and debt schemes of mutual funds. Sliarad panwar and 

iadhumath1(25) The study used to investigate the differences in characteristics of assets held, 
tfoliO di\.ersification, and variable effects of diversification  on investment performance. Sayed 
oijammad Tariq Zafar (20lS An empirical study on Jndian mutual funds where the performance is 

.aivatcd for an equity based schemes. llane(2016 ôA study of investors perception towards mutual 
The study tries to know the investors view and preference for investment in mutual fund. 

tvashi TamulY(2020)7  Investors behavior and mutual funds. The study focuses on the facors 

j 'ulating and restraining mutual fund investment .Sridevi(2019)t lnvestor's Behaviour towards 
utual fund. The paper studied the investment pattern, behaviors and factors influencing the choice of 

vestment in mutual fund among the investor. 

.ationale of the Study; 
rtly, investnient is the best tool for wealth management. 
condly, with more number of earning members in the family and availability of surplus income leads 

investment in various avenues to enhance wealth. 
irdly. demographic dividend has paid for more investment, 
urthly, Risk taking ability of today's youngsters have paved way for various investments options. 
fthly, People are ready to invest in the most dreaded itivestineat options of yesteryears these have 

ay become common investment options 
hly investors are willing to take calculated short term risk in investing. 

LU. it is important that we need to study the progressive investment patterns made by investors. 

Search gap: 
in the above literatures, it may be seen from earlier studies that the comparison between debt 
emes of mutual funds and bank deposits was not made. hence, this study has beea taken up 

vifically to associate the tax benefit and the liquidity part of the financial product. 

To study the socio economiC factors affecting i nvestment decisions. 

Jo lflcaure the influence and association of' 
soCiO_eC0fl0m and occupational 1irohle oii 

lflV5fl decisions. 

tliodol0gy opted for the sun'ey cOflS1St5 of the fo
llowimlg PrimaRY data was collected specitically 

U)3 of the research needs at hand. 

earcher used qualitative and qu
antitative research methods to describe, examine, and statistically 

e PriIna' data that were gathered from the su'CY process.
I 

'rthSC ended q
uestionS to 100 respondents workmn ui 
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A STUDY ON GROWTH IN MAR KETING ENIBFDDEI) ANALYTICS SOLUTIONS FOR 
ISSUES IN DATA SECURITY AND MANACIMENT 

Dr Shalini C. Principal, Vidhya Sagat Women's Colkge 
Ms Gown S. Assi Professor, M,O,P.Vaishnav College for Women 

ABSTIt&cT 

This study aims at tracing the Phenomenal growth of the E.inbcddcd Anal\lics Solutions market wiUt 
special reference to addressing iSsues on [)ata Security and Management by considering th 
economic aspects of cost of Lack of awareness. cost olsecurity threats :111(1 the factors contributing to 
the growth of the market. The empirical study uses descriptive statistics, Multiple Correlatjo0 
Analysis and Rank Correfat ion on a varied lopulation categorized by age. knowledge base and User 
types. This study shows that there is an increasing deployment of Embedded Analytics Solutions to 
foster better user experience. However, the deployment of Embedded Analytics solutions has not 
contributed to reducing threats on data security and management. Though the cost of negligence 
data Security is significantly high it does not outweith the benetts statistically. 

 

Key Words: Embedded Analytics, data security and inanagenient, Applications 

   

   

lnteration of Analytical content and capabilities within applications (Example. Business Process 
Applications) or within Portals (Example, intranets or extrancts) is Embedded Analytics. Embedded 
Analytics aims at incorporating relevant data and analytics to enable resolution of high value 
business problems and enhance work efficiencies and capabilities. Embedded Analytics are 
integrated inside most applications (Apps) in everyday use and they contrast against Business 
Intelligence solutions that focus on extracting insight from data within the silo of analysis. 
Embedded Analytics capabilities with in software applications include 

• Data Visualization — usage of charts, graphs that display perfonnance metrics, example — Apps used 
for aiding Investments 

• Static and Interactive Reports —tabular views of data with scheduling capabilities, example — Apps 
like calendars, reminders 

• Self service Analytics and Ad hoc querying — users can ask questions about data by exploring a set of 
data and create reports / dashboards, example — input from and to date and outpuuin report in a 
banking app 

• Berichmnarking — comparing performance metrics against.bcstiracticsojj [. 
—comparing two products based on ratings in an app: 

• Mobile Reporting — interactive functionalities on inbbilè dvics 
attendance entry 

• Visual Workflows — write back capabilities, example — Micróso i 
Embedded Analytics, in short, puts intelligence inside applications that people 
improve analytics experience and make users productive. While Business Intelligence i; like a 
map, Embedded Analytics is like GPS navigation and operates real time. 
Embedded Analytics Maturity Model Evolution Stages 
An overview of this model. is imperative to this study as bQth cost and curit feat 
on this measure. 

iiripj 

\p1omett. 

30
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O hR 1).l'A AMXiiCS FOR DEVELOPMENT OF SPORTS \% 

(11'l( REFEREC1 TO flADMlNT :T 

l)r. Ihn. I) \sjIe Pto Ssor and I J [), (L l)cparliuleflt ofCornrnerC. M.OP. VaisFin 

(&)llcc lr \Vornen. thiradyIl1Q0.Ct1  

t.aheI K J Assistant Pikssor. tkparuiicllt iComnierce. NI.O.P. \Taishnav College ft) 

\Vmcu. Chennai — 

A B'iRACi' 
1 i\lUi0f&vh L'(1fleefl Bj,r l)fa and /,ad,njnfon i. CXIIUZPWCI tfl 1/115 article. TJij5 aruiJ 

'\flVHtrtjes OH the t'tJifl1Pj((1?J S /)Ok'flthil r'sptnsct' to Big Data m0!iitOrl11g drawing on the u oi*. 
.ftt'h, the 'eaiv/i speaks to tilt Big J*,ia—l;aI,,iinIms relation t/?ivxlgh the j; 

P'Wff woik h 'PICI n /'aliiwiton P' ez,/<l respond w Big Data nwnitoring bt 
JV&I' ( K'k'I'fls or th'eeptii:g a /(lZF1tI/It'd dj 77;est' responses %till SCFTC as a SPti/1ho 
?ti'1l' i/i	 /10'iv idlttinlO,? p1ners can approach Bi t)ata and its implications für 

i'o look O( .vOilk' el/It' dti;'r,it LiihillIICS 011prOolc/k'S iiid /t'C/liihjLWS Ihicif e 
fo / i 1/ tilt J)t sib,! if It i/mu! data analt ew' offer  in thi7 ' nr d 

tamnc This paper ix  a primitive I't'Seurcil iiI aid coaches assessment ofconc/uians ifth 
pftrerx. ?hi' fltt' sIsniii' a p/c"s ivadim,ess /r c'(nnpelilion. naming adaptation, or risk for imjy. 

0/ ohs ltk(flc I//i f/k I,tl ,f Longo 1/milL/i applicatwi' htlp iv 
''&znm,grul ctS.Iuflf. 

l\ey\\ords:  I3i.g i)ata, analviks. badminton sport. 

INTRODUCT1OI 
BIG DATA ANALYTICS IN SPORTS 
Professional sports have become increasingly competitive over time, with a single minute cii' 
the game's outcome. Sports teams now have a large and devoted fan base who demand d 
intrmation. Agencies and team members are also recognising thc Importance of proper erf 
tracking in order to take corrective action aer studying accurate performance metrics 
Nloneha1I. a 2011 sports drama film, popularised sports analytics by depicting hö''a ' 
coach. Billy Beane. revived his team against all odds using scientific evidence and statisticil 
anal'ses of player results. His experiment with sabermetrics forever changed the game and made 
analytics a dream ftr many. 

"The frontier of analytics is just beginning, and there is no end in sight to its potential." said D 
Lashbrook. Founder and President of Sports Management Worldwide. (Sports) anal'tics 
lucrative arena with endless possibilities. Not only baseball teams, but also football ho':kc, s 
and other sports hae at least one analyst crunching team info. 
Changing the Strate 
Wearable sensors are also being used by sports analysts to gati

ai 5 Tjj 
created a portable system called the miCoach, This unit, which is attached to the p1aver'sj. 
reord data such as the pla\Lrs heart rate, pace, and acLeleratton The 

ILain management ssili ptc& the best players for the game by analysing this data. It also allows them to 
keep track of the p health. 

Video analytics is now becoming more widely used for data collection in a variety of 
company called SportsVU mounted six cameras around the arena during NBA games. T 
able to generate information about which moves and shots are berter suited for each pta 
advanced metrics. As a result ot these empirical findings, teams will develop game o 
tailored to their pla)ers' struigths 

The same method is used to learn about the Opposing teams players in order to ide 
weaknesses. Arsenal is one of the most WeJI-kjio'n football clubs to invest heavily ja 
analytics. They' use a device that records I A 

million data Poinls per game and uses an a algorithm to analyse the data. 
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THE FUTURE OF SPORT 

without an doubt sports aniIvjs lll
t v ye an. ffi g'ime strtgies ea 

n the insights from the analysis than instinct. 'Fhe next breakthrough sports world expecting from 
ana11ics IS 

In the area of predicting a player's mental ability to adjust with the rigours of the 
professional sports world, There arc already researches about finding the correlation between 
emotional regards of responsibility and on-field performance. 

Looking at the rate at which the spons anaIijcs have grown to today's state, It is sure that more of 
these data-driven advancements in Sports can be expected in the upcoming years. 

.. THREE WAYS BIG DATA ANALYSIS IS CHANGING SPORTS 

. Big data has upended long-held traditions in sectors ranging from retail to finance, so it's no surprise 
that sports have been aliected as well. here are three examples of low it has had a significant 
influence on the sector. 

Improving recruitment dejsjüiis about college ithletcs 

People who play sports in colleCe have opportunities to get sonieof their college expenses paid for 
via sports-related scholarships. Star athltcs can increase a school's prominence too, especially if 
they lead teams to championship wins. 

Proiding mon details ibout concussions in contact sports 

- ihis use ot big data in sports even applies to people who don't play sports or like them. Physicians 
can use the infonnation to improve treatments for players, and helmet manufacturers might rely on it 
when they're updating models. 

Enhancing fan experiences 

Live games pepper the memories of many sports enthusiasts, whether those  people see amateur 
teams or professional ones. But there's a trend associated with some sports where live game 

attendance is down. The issue hasn't caused a widespread panic yet, but some stadiums and teams are 
tapping into big data resources to figure out how to keep fans happy. 

ANALYSIS OF THE BADMINTON GAME 

Analysis of player's performance during match in sports is a common procedure conducted by 

coaches in order to further improve the player's performance. The specifics in the analysis would 
allow the coaches to further explore the weakness of the players and to work on that paiticular 
weakness. The analysis procedure is not only limited to the player's performance but can also be 

used to analyze the opponents performance This allows the coaches to strategize on how to counter 
the weakness of the opponent. There are several methods that help coaches keep track of the l)layer's 
performance, and at the same time analyze them. 

The development of this system brings interest as international badminton matches require thorough 
analysis of key points. The development of a more efficient way to collect badminton game key 

points such as smashes and unenforced errors will ease the analysis process. An example of this case 
would be if a coach were to make use of an efficient system of collecting data, they could save more 
time in the data collecting which consumes time, and could spend more time n their analysis. 
Problem Statement 

The implementation of this method is intriguing because international badminton matches necessitate 

in-depth examination of key points. The research method will be aided by the introthiction of a more 
cflectivc way to obtain key points from badminton games, such as smashes and unforced errors For 
example. if a coach used an effective data collection method, they might spend more time on their 
research instead of gathering data, which takes time. A better tactic to counter_attack the enem' 
might be formulated if more time was spent on research. In badminton, the moSt common method of 
collecting data for analytical purposes is through observation. This approach is faulty beciuse 
observation alone can lead to data collection errors. For example, if a coach observes a Ia 
points during a game, it's highly likely that there will be a mistake in the data collection P yers ey 
to evhaution Hose er it p1iirLd w tb a 5) 51cm cap iblc of asSisting the user in I ' P0SSiuly duc 
process, the quality of the data collection could be improved because

coach
e data collection 

to manually check for key points in a video, but would instead hty tl OULd no longer have 
SjStefl produce the key 
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IMPACT OF DIGITAL MEDIA ON CHILDREN AND THE CHANGING RoL 
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ABSTL&CT 
Globalisatjop,

shrunk the world as ,nu'/ as the media industiy has. The reach, of Digital media is nz Wider1 
any other Torn, of media. Vl,y is there a sudden Surge in the obsession with digital tec/lnOfog)f7 Each 
obsessed with a gadget in hand and is exposed to the world in a palm 's length. Is that the family does not ha'e lhe 
for each other or is ig aj easje, way o ep the children occupied. er the kct 10 years digital media 
par: of the cornp on man's life. It is tnovedf,.om 10% to above 90% among children below 4 years, 

Digi:, Afedja 

high!)' polarjsed 
issue in our society toda) the good and bad of the media needs to visited ,for 

afruj,f,j upbrt the childre,, of this genera (ion Though the use of academic apps, skype facility for developing l'al'iozl.saddii. are the plus poiflis but the pers,(asj.e 
 impact on the children by alteng  their J'sychological behaviour family is one or more parents living togethe,' in a single household as one unit, Parents 'indulge11 in using pho,,es is indicatj,, 

 of then, unable to spend quality time with their children. The social insecuty is immens
e  in 

cunen, situation depriving 
 the children offreedom to play, interact with other children of their age, resulting in 

Social skills which includes eve,, bonding within the family. The visible sks of digital media include change in sI 
pattej5 attentia,, and retention span and most signcan,ly exposure to desi:/

c 
 and lindesirabie c,,nIct with 

IG 

Confidentiality of personal conteflt, calls for a review of our 
cufture and sockli ,lo

/zildren and teenagers  he 
Predoazi;,a,,,ly Passive audience only absorb the inform,tjo 

On 
screefl They neither possess the capacity nor 

haveL 

expo,re to diagnose and dissec'g the information il, receiv
e 
 due to lack of aJ:i/, Supe'jsj0 Through my sIu 

would llkc to understan
d dust in a fast moving pace, where techno/o is taking hold of our lives, whether e ne revert to our traditional way of' bringin

g 
 up children to retain the values to minimise the dependenc,, on the digu 

media, Paren need to inte'ene in the 
PlOcess 

of the content being shared by the media to the children 4 gate4ç 
is 

essenj0I01. the children analytically raihe
r  than being a mere

The changing roles of media musj recer 

IflPuIsfroj 

active audience and alter the con te,,t and approach to the child,.,, 

Keywords. Fa,ji Cu1tur Sociafisatfon Digital Media 

IntrOductj0 

A Census 2011 Study reports that every fifth 
person in India is a teenager  and nearly 20% of 
Indian POpulation is teenagers. Nurturing and 
guiding at the right time will definitely produce 
them as responsible Citizens. 

The behavior of' children varies based on the 
den1og1.apjg and PSYchograp5 It is 
astounding to Understand their behavior, be it 
desirable or Undesirable ChiJdrj of today are 
awarc of ISSUCS we find difficui1 to 
comprehend They are very aware of' their 
environluent and their curiosity alarms us. This is the consequefl

of the uncontrolled 
exposure by the media, The surge in the access 
to the MEDIA available to choose is the reason 
for the tremendous ho051 in the iflfoa1ifl as 
well a,s awareness among chiIdre The mobile 
apps has caused the narrowing of the proximjp, 
to the world of media Outdoor activities have 
reduced amongst children due to civic hazards 

in Our Society. Parents are at case with mobile 
or the idiot box to keep them Occupied an 
seCu Within' ti,r premise leading to lack o social skills in th'i' growing stage, This patter 
is observed in c!:ildrc'n from the age group of 

3 being the foxmnjve years of a child, 

History suggc
that how tlic FCC vics 

television's influence has an effect on 
t& 

amount of viole!e tlm is broadcast In 196!. 
for example, FCC Chairman Newton Minncn. 
in a wellpubje?Cd Speech, referred 

I 
as a 'vast wastelaftd after he h31j monitored teIe\'j;j0 Prograiirnjg over a 

0Cc'! 
week period 11j observation was followed b an agrec1

broadcasters to assign 
Signifi1 share °.'the UHF 5pectmm topiib 

I broadcasting i"enty years later,  FCC 
Mark FOWIer publicly proclaitfl 

that he, too, had monitored the te!eviSiot l 
Programiuj,1g oUhis time. But unlike Minfl° 
he found in 1981 a vast richness 
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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 Ifestyle 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 millennia! 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, Instagrain, 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 considerinstagrainto 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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KERALA'S RESPONSE TO COVID 19: 
ANALYSIS OF KEY SOCIAL WELFARE MEASURES 

Ms. HarmecRaviinaran. Assistant Piotssor, 
M.O.PVais5nav Lotlege frir Women (Autonomous) 

Introduction 
The novel coronavirus disease COVII) I 9 pandemic caused by severe acute respiratory syndrome 

coronavirus 2 (SARS-CoV2) is an ongoing crisis across nations which was first ideigitied in Wuhan, 
Chins in early December 2019. On 30th Januar the World Health Organization (WHO} declared the 
outbreak a Public Health Emergency offnturnational Concern and a pandemic on 11th March, 

India reported its first case or the COVID 19 pandemic from the state of Kerala Thrissur) on 30th 
January 2020. As reported by the Mthisu-yot'Hcalth and Family Welfare on 10th May, there were 41472 
active cases. 1357 cured and 2109 deaths. The lust state to witness the outbreak. Kerala, has reported 
505 confIrmed eascs among which 16 active cases, 4t45 cured and 4 deceased . The Union Government 
launched 'arious social welfare measures in order to curb the virus spread. 

Objectives & Methodology 
This paper wil analyse the successful social welfare measures adapted and implemented by the state 

of Kenala. The successthl 10 key measurc.s arc selected as samples through random sampling and arc 
briefly analysed in order to find the states journey to flatten the Curunavirus curve. The analysis will 
help us find the dmcline andcffcctivcness ofthc welfare measures that is widely praised by WHO. 

Analysis 
Kerala consist of extraordinariLy mobile population with huge number of students study lag and 

working worldwide. This makes the state susceptible topandemics. It started with a medical student, 
who was in Wuhan, who returned home and was tested posmve ott 30th Januar, Subsequently, two 
more students arrivedily March. the number of COVID 19 positive cases increased largely as group of 
people arrived at Kerala from Europe. 

After auccesslijily winning the Nipah vims battle in 2018, Kentla has utilized this experience to 
contain the COVII) 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 diseusslons 
According to The Hindu. Kerala's minister of health, KK Shailaja mentioned that her ministry had 

irntiatcd discussions on the outbreak "as carly a mid January" . She also added that Kcrala was thc (list 
indian stale to dralt measures for its containment that eventually became more stringeoL as the first case 
was reponed. 

Estended quarantine 
The goverruneut has taken over vacant buildings to setup COVIDI9 care centres to quazantme 

patients and has made anangements for those who are home quarantined, but arc in overcrowded 
homes, to move to government set faciliriesCOVI1) 19 tirst.line u'eaflnent centres are setup to treat 
mildeases in order Loavoidcrowdina at COVID 19 designatedhospitals. 

Stitle Response Team (SRT1-. State and distrkt 
As the state declared (Os' It) I') outbreak a state disaster, a24-nacmbcrSKFundcrthc chairmanship 

of Shailaja was fonned. The team included senior officials from various departments such as 
commun dv medicine, infectious disease. epidemiology, pacdiatrics, drug control and food safety. 18 
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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 resuItin 

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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THE INFLUENCE OF INTERNET SLANGS ON YOUNG ADULTS IN ORAL AND WRITTEN 
COMMUNICATION 
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Dr. S ANUREKHA 
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Asst. Prof, Department of Communication, Madras Christian College 

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 t communicate 
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 
popularizing various short forms and new words. Some of these terms have also found their place i modem 
dictionaries. Social media has provided a platform for people to communicate and express their vi.ws 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 Millenniats 
are more familiar with these terms. There are various arguments about the internet slangs and their usage as 
a hindrance to communication and various other arguments stating that internet 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 internet users and in many cases coined. The slang isn't homogeneous and differs according to 
the user and the type of internet situation. People also use these terms to communicate face to face with their 
peer groups. This isn't just an English phenomenon; it is (he world over in many languages". Social media has 
aided in globahzing and has also created a global language ku-  nil to flllow. 
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ujsTRACT 
10117etric ;

,Jays a pivotal role in prospects of Cyher &'cui'ity. The ckce of esiablislung the k/en/fly of a 

y5OU based O physical or behavioral attributes is a rapidly evolving ftc/cl will? applicalions in a wide 

' n
gc. Thc aim of this paper is to gain an iuisig/:i of biometrics security syIcii?s and how 1/icy work. This 

per alms at giving a co?ilparisoii l)e11'Ce,? 1/ic algorithms of Iwo major tec/mnirJlles USC(I in biometriC 

5iem The 
chniqllCS are Iris De/ecijo,, and Finger Vein Detection, it also gives (7 dia,1tI exj nation 

vp/Ic algorilhlfl' child its ipplica1ions. 

Cyber security, Biometrics, Iris detection, Finger vein detection 

I INTRODUCTION 
Biometrics is the science and technology of yg the characteristics of the human body. The rapid 
devetopfheIt of biometric examination has led to biometric sccuriy systems being used more for physical 

a
ccess control. It is used in high-security locations and in environments needing lower security levels such 

as 0ffice complexes. Biometric Systems provide more user-frienily ways for people to identify themselves 

[10]. 
The Iris Detection security system is said to be one of the powerful tools for verification as it is more 
accurate and easy to identify [3]. A high contrast image of the iris from an infrared is scanned using the 
biornetTic. After the scan, the components of the iris are converted as a digital representation. 

Finger vein ID [5] is a biometric authentication system that matches the vascular pattern in an individual's 
linger to previouSlY obtained (lata. Vein scanners use near-infrared light to reveal thepatterns in a person's 
veins. As with irises and fingerprints, a person's veins are completely unique. A camera takes a digitI 
picture using ncar-infrnred light. The hemoglobin in your blood absorbs the light, so veins appear black in 

the picture. 

2 LITERATURE REVIEW 
The paper on Biometrics and Cybersecurity[lO] gives a glimpse on how biometric is used for reducing 
cybererimes and about the fingerprint using fuzzy logic. A survey paper was published that explains about 
bionieülc security systems and the techniques such as iris detection.[9] The paper on Iris Detection[3] using 

Intensity proposes an algorithm using the separatibility filter using Template Matching for extractinj the 
necessary features of the iris. The Wavelet Transformalgorilhm was explained in detail in a paper[6] that i 

obtained by quantizing high frequency coefficients using values from CASIA database. A personal 
identification of iris through the Gabor filter algorithm that uses classifier designing is detailed in a 
paper[2J Just like personal identification, Gabor filters are used for character recognition and are 

explained in a pattern 
Recognition journal[7], In a book of vascular biometrics, a paper on the PAD algorithm is explained along 

With the vein patterns, sensors and other artifacts detailed. [1]. 
This Author talks about the Presentation Attack Detection (PAD) algorithm Using the variation 
decomp05jj0 method [8]. The motion magnification in the finger vein detection is given in a paper that 
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Abstract. Online shopping is a growing in this segment with a vast potential 

trend in Digital India and this field has penetration and expansion, this segment  

attracted a plethora of research in many sees immense competition. 

dimensions of marketing and consumer Need and Significance for the Study. 

behaviour The current stud, following this tremendous growth potential in 

this trend, explores the stimuli for consumer retail segment conducive environme 

pno(jva lion and risk perceptions to shopping the Indian economy and the boost to 

onliize. The pilot study was conducted in sector from policy makers this sifidy 

Chennai among fifty-two  online shoppers. relevant for the following reasons: 

It explores the stimuli oJ shopping ease, • Marketers are increasingly investrn 

shopping en/oym en! and social influences as website features, logistic managem 

dimensions of motivations. It also seeks to service quality and third party allian 

verify the effect of demographic factors on with banks and other intermediar 

consumer c online s/lopping intent and the to attract, serve, retain and eXp 

consequent satisfaction that can result in customer base. 
repurchase intent. The study highlighted the • In order to have a competitive advanta 

influence oJ education on rLvk perceptions in the online retail market, it is imp0 

about online shopping. to ensure consumer satisfaction. It 
Keywords. O,zline Shopping, Motivation, also important to understand the dri' 
Risk Perceptions, consumer Satisfaction and the restraining factors that will st 
Introduction. The onset of the digital consumers to shop online rather than 
era coupled with the Digital India drive is traditional retail outlets. 
rapidly transforming the lifestyle of the Background. Literature review " 

Indian consumer . Equipped with digital conducted to throw light on din1enS10  

connections in many types of handy gadgets the subject matter of the study. Siva Kurn 
coupled with a need for work-life balance A. and Gunasekaran A., (2017) conduCt 
in today's busy schedules in ever-growing study about the determinants affecting t 
traffic and crowded marketplaces, the Indian online purchasing behaviour of mi1len 1  

consumer is now migrating from physical consumers. They devised a coriCePtU 
retailing to online shopping. framework with 4 factors - COnSu' 

E-conimerce sales accounts that mere 2.2 % innovativeness,perceived benefits, perCei%C 
of total retail sales in India (Statista, 2019), risks, attitude and intention, The stud 
translates to a total online sales turnover found that millennials purchase on1ifl'' 
of $18 billion. This turnover is expected to soon as they recognise the 'need' and tinh 

grow to $170 billion by 2020 (Business Line, convenience is crucial. 
2019). Given this tremendous opportunity Sharma (2017) studied sin 1typeS ° 
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COVID- 19: CHALLENGES AND PROSPECTS 
A STUDY WITH SPECIAL REFERENCE 
TO SMALL BUSINESSES iN CHNT1 Al P Jincigti 

J ABSTRACT 
Small businesses being thc backbone of any economy contributes towards the growth by crcatiig moic 

opportunities and supports thc local communities and neighbourhoods, With the World health Organ sa&iofl decla: 
COVID-I9 as a pandemic, the world economy witnessed steep fall in the business actieitics leading 

to a total lockdo 
by all the countries. Since then, all the business communities have embarked on a path of learning. evolving, 

at 
accepting the new normal. Being the first and the worst to be hit by the Pandemic, ihi study investiga the chalIcn' 

I faced by the small business and highlights on the strategies that can be followed by these businesses to reduce 

consequences of the impact of COVID-I9. The data was coIIeted by means of a structured questionnaire from 
retailers and small entrepreneurs. Working capital requirements, shortage offunds, limited operations were 

found I 
the major challenges faced by these small businesses during C0V1D19 Moreover, small enterprises ma 

tcL 
restructure their business and rebuild relationships witheustoniers and suppliers. Th study proposes several strat. 
that retailerscan adopt to improve resiliency in the changing environment during and after the COVED- 19 eri 
Keywords: Small business, COVID-19 Challenges, Prospectus. Strategies 

I, INTRODUCTION 

The declaration of COVID- 19 as a pandemic by 
the World Health Organisatiori brought the world to a 

standsuhl. With many organisations closing down their 

stores, factories and offices due to the mandatory 

lockdown declared by the countries, proved to be a 

permanent closure for these organisations and left them 
shattered especially the small business firms. Around 

48% of the business 'were severely hit for those who had 

one to four employees and 37% for those having twenty 

to forty-nine employees (CBJZ report). The main reason 

being, the lack of working capital funds, cash Ilows, 
inadequate capital, reduction in the working hours and 

employees and finally laying ofithe employees. 

Witnessed with extreme negativity these 
businesses bed to identify new means to serve their 
CUStomers staying at home. Retail formats on the other  

hand, had to make their product reach to their ci.stc 
with the help of social medial platforms and o 

orderings, In this regard this study tries to identi I 
challenges that were faced b the small firms durit 

pandemic, the strategies adopted by them to over 

the challenges and the innovative measures that c 
implemented post COVID- 1 9 period to sustain 
market. 
2. REVIEW OF Ll'rERvruJ 

(Jiang et al., 2020) '1 he authors in their 

assessed the effect ofCovid. 19 on the Small and ? 
Lnterprises in China and the Supportive st-raiegie 
the Chjncse Goveronleilt towards the SME's thr 

the crisis. ilistorical and Louical methods were 

by the study The study thorougbl examit 
initiCtives and policies implewcnt -j by The I 
Bank of China in support of the small 
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ANALYZING CONSUMER  BEHAVIOUR TOWARDS E-COMMERCE DURING 
THE PANDEMIC LOCKDOWN Dr. Lalitha Balakrjshnan* 

Mrs. Nisha \lohan** 

ABSTRACT 
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 lockdow-n 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-Comrnerce. the 

dependency on E-Commerce for essential goods stilL increased than usual. During 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-Cominerce 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. 
Keywords: E-Commerce, Consumer Behaviour, Pandemic Lockdown, Traditional Retail Stores, Essential Goods. 

JSSN - 2229-3620 
UGC CARE LISTED JOURNAL SH0Di. SANCHAR 

Bulletin 

INTRODUCTION 
The Pandemic Lockdown was enforced when the 

novel Corona Virus started to spread rapidly across 

different countries including India. It was first enforced 
on 25th March 2020 for a period of 3 weeks and by the end 

of first lockdown, was enforced the second lockdown for 

a period of 19 days and the complete lockdowri 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-Conmierce is used commonly for shopping 

products like electronics, Clothes, Books and Kitche11 
Appliances Even though most of the ECommerce  

websites sold grocery and essential goods, the number of 

consumers purchasing these goods through 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 lockdowri was Hand 
SanitiZcrS, Face masks, Hand Gloves, Rice,Atta, Cereals, 
instantNoodles, Frozen food, Biscuits and Milk. 

Through this paper, we learn how consumer 
behaviour towards E-COrfllTlerce changed due to the 
pandemic Lockdown. It was observed that the number of 
consumers purchasing essential goods through Online 
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sAS i

Professor - Department of Commerce, MOP Voishflav 
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ABSTRACT U 
1'hcCOVID-19-19 I'andemic Loekdown wasenforced in the manili trsl_irdi 2i2ii 6, LOiII.119 i,I picilll iilie 

Nos'cl Costd-19 Virus. The objective of the Iockdown was to unsure nobody stepped out at their house tn order to 

piotect he nsehes from the .. irus which is highly cotllagiotts Due to this. peopk had no uplioti bum to rely on iii.: l-

Commerce more to gut the essential products during the Iockdown. There was a suction of people who nsked 

ihenisehus to buy mteeessaty piudtiet, directly front retail StOres. Besides th diflictiltius (aced by E-('omnmerce, time 

dependency on F-Commerce lir essential goods still increased than usual. During the Pandemic, only necessary goods 

such as Rice and Cereals. Intits and Vegetables. Medical products such as masks. gloses. I land Sanitirers etc were 
made  is  .silahle on E-Commnrctx websimerts it was thenoudofthe hour This lapum focuse'.on bow the shoppitmgkabims of 

thc consumers drastically changed during the Pandemic. The Pandemic Lockdown resulted in one hand, many people 

nut being able to earn their monthly imucome while being in enipkuymumcnt. on the other hand employees being laid ott 

flue to his, most of the consumers became cuuisciousahout the purchtisses made mlinnugh E-('isunmerec with respect to 

Price and hlranda This paper also tries to study whether the £-Coinmerct.' wasaboon or bane for the consumers as prices 

rose tip due to increasing demand and limited supply and the asailabilimy oldie essential goods were fluctuating lion 
lime to time. 

F-Commerce. Comtsuriter Deltas jour, Pandemic Lockdown.lradiiiotirml Retail Stores. Essential Goods. 

IN'rRODL Cl lO' 

The Pundemic Lockdossn was etiforced when the 

nosel Corona Vints sOrted to spread rapidly across 

diffcrcrmi countries including India. It was first enforced 

on 2 March 2020 for ii period ol'3 weckiiind by the end 

of first lockdown, was enforced the second lockdown for 

a period oil 9 days and theommmplete kckdowmi was ended 

on II May :!020. After that. pantal loclidown and unlock  

websules sold grocery and essential goods, the number of 

consumers purehiusiutg mhs goods through i-Commerce 

was sery less. [Sue to the k'ckuluuwn. as nobody could buy 

essential goods from nearby retail stores, ultimately 

ereryomie had to dpeiud on the Online (]iuecry Stutes 

such as Amazon. Dig Hasket. Elipkart supermarket. 

Reliauiee Mart etc. 

The nsosl 'ouuunonly purchased goods from F- 
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t)st Ct  
and existing companies target the rural areas for implementitig retail management because 

areas are the new OPportunities for the companies to benefit from sustainable investment. 
consurnes have got new sources of income apart from agricultural income, their lifestyle 

hae' their needs and wants have improved from buying local unbranded goods to branded 
ducts. This opportunity is to be utilised wisely by the companies by setting up adequate retail 

0udet to serve the massive rural population. It i imperative to consider the needs of the rural 
consumers and fulfil their needs as they Constitute the major share of the country's population. In 

s
pite of the challenges faced by the Companies such lack of road connectivity, small number of large 

inarktS who sell unbranded goods at cheaper price, lack of proper transportation facilities, they need 
overcome these challenges by innovative strategies in order to the meet the needs of the rural 

05umers. They need to utilise the opportunities by joining hands with the government initiatives, 
id at the same time, set up a cost-effective rural retail outlet and take help from the head of the 
flages in order to be successful retailer in the rural areas. This paper focuses on how companies 

0 age their retail outlets, elements of success and also the opportunities and challenges that 
comPmes may face while entering the rural markets. 3L — 

A
ral area can be defmed as an area with a population of less than or equal to 

1ntr0ducti0fl for Wcm€ 

of population less than 400 per sq km. and at least 25% of the population is en ared in
us) 

t4 ac 

As much as 67% of the country's population lives in rural area. With this huge 
j 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 return 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 fann 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, Britamiia and even Multinational Companies (MNCs) like Pepsi, Coca Cola, L.G., 
Philips, Cavin Kare are all eyeing rural markets to captLrrc the large Indian market. 
With the growing market and the growing purchasing power it is therefore natural that rural markets 
form 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 niainiai'ied his shop tilled with unbranded goods and 
the number of goods they bought was also limited. But today, rural consumers prefer not only to buy 
branded products but also buy new products that they haven't bought br so long such as cosmetic 

Products, instant food packs, flavoured sodas, and many more. 
Manufacturers engage in retailing when they directly sell their products through their personal stores, 
by doorto..door canvass or mail order or even on telephone and the wholesaler also can engage in 
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retailing by selling directly to the customers along with his wholesale business The 

re 
playing a role as an intermediary through the marketing channel because he is acting a 
well as customer and in turn selling his products to the customer directly. He tak a 
maintain the contact in between consumer and the producer as a link in a Conp1ex Special 
marketing. All middlemen are playing a dual role as buying agents to their Supplie 

"and 
person for their customers. Retailers have several roles and responsibilities such 
customer's desires, development of the collection of several products, gathenng 
market information and investment. Anybody can change as a retailer in a simple and Poj 
purpose, no need a huge amount of investment for production equipment. For so m any e  
can be purchased on credit and can store in a leased space without any down payme or With 
cost can be maintained with a simple website. To be a retailer firm, any firm must cat 
of consumers as their basic role to peorm their job as satisfactory. Now almost retaT o the 
in changing. But it is meant for providing tangible value to its customers. It offers that

Ovati0 

it prodes something fresh or betterment on something exist in the field of techno value 
goods or business systems. In addition, to offering value to consumers, it has benefjt,s gy, Servj 
well. The benefits may be in the form of an increase in sales. It might be that may 0for retaiIe 
of increased sales, progress in business and the competitive advantage on market rivals. e the fo 
The retail management should be handled by the retailers as the rural consumers have 
expectations and they have also started to use products ad urban consumers. As there is a shift 
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 

In a National Retail and FMCG Summit (2011) organized by the Confederation of Indian Industiy, 
Mr. Thomas Varghese, Chairman, CII National Committee said, "Farmers who earn less than 25 per 
cent of consumer price can make up to 30 per cent more through organized retail. It will benefit 
consumers by making common goods more affordable, leading to a savings of 

$25 to 30 billion or almost 0.5 per cent of country's GDP by 2020." Another report by A.T Kearney's Global Retail 
Development Index (2011) ranked India fourth among the top 30 developing countries for retail 
expansion world-wide. Organized retail accounts for 7 percent of India's roughly 

$435 billion retail market and it is expected to reach 20 percent by 2020. Moreover, retail sales account for 33 percent 
of India's GDP and employs over 38 million people in the Country 

According to KPMG report (2011), Indian retail industry is the fifih largest in the world. Organized 
retail industry is one of the fastest growing industries in India and With growing market demand. 
Growing young population, rising disposable income, increasing fluniber of working women and 
growing urbanization coupled with changing Consumer preferences are 

SOITIC of the strong growth drivers of India's organized retail industry. More than eighty per cent of rural markets in India still 
do not have access to any sort of organized marketing and distribution So, there is sea of 
opportunities for retailers to serve shoppers in rural and semjtirban India. 
India Brand Equity Foundation (2011) said that rural India is st to Witness an economic boom, With 
per capita income having grown by 50% over the last io 

Years, main])? on account of nsing commodity prices and improved productivity. For many yeais rUraj India was not much 
acknowledged by the retailers. But as the bottorn of the pyramid' S getting empowered with 
education, higher purchasing power and awareness, companies are lOoking for opportunities in 
hinterlands. 
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Ms. Amirthaa Ganesh Assistant Professor M.O.P. Vaishnav College for Women (Autonomous) 

Nungambakkam, Chennai – 600 034 

ABSTRACT: 

Employee retention is one of the major concerns for a lot of corporate companies these days. 

Employees see a job at a company as an experience to move to another job with better prospects. 

Especially, once the employees acquire the required skills and knowledge through training and 

experience, if they move to another company it can be very costly for the management. This forces 

the management to look into the reasons why employees are choosing to leave the company and 

address the same. Although pay is one of the major reasons why employees choose to change to 

another company, employees also tend to have non-financial expectations towards the organisation. 

This study focuses on whether employees’ willingness to remain in the company can be influenced 

by the work life balance; whether they are able to live authentically in the workplace; whether they 

are able to maintain perspective in the workplace and whether they are able to build social 

connections in the workplace. This study was conducted exclusively in Chennai Region. Primary 

data was collected from 80 respondents. This research will be highly beneficial to companies with 

high attrition rate and to managements with low or fixed salary budgets.   

Keywords: Employee Retention, Work Life Balance, Resilience in the Workplace 

 

1. INTRODUCTION: 

The factors contributing an employee’s willingness to retain in the company like employee 

engagement practices of the company, work environment, leadership practices, organisation culture, 

scope for career development, rewards and recognition, talent management practices followed in the 

company etc can be either employee-centric or employer-centric. This research aims in analysing 

whether an employee’s willingness to retain in a company is influenced by the work-life balance 

available in the company(employer-centric) and their level of resilience in the workplace(employee-

centric). 

 

2. LITERATURE REVIEW: 

2.1 EMPLOYEES’ WILLINGESS TO REMAIN IN A COMPANY 

Human resources are complex and not easy to understand. These are the assets which can make as 

well as break an organization. Retaining them will help in the long-term growth of an organization 

and will also add to their goodwill. But the most difficult task faced by an organization today is 

retaining as well as satisfying these resources (Bidisha Lahkar Das, 2013). According to Vaiman 

(2008), retention management has become a major source of competitive advantage in the modern 

and rapidly globalizing business world.  

Retention of talent is an important issue; therefore Lockwood and Ansari (1999) suggested several 

strategies for retaining key employees which mainly include HR practices. It is worth mentioning 

that employees of an organization are always at their best position to assess the organization’s HR 

practices as supported by Macky and Boxall (2007).  

The key Retention factors are best salary packages, capacity building with required and desired 

skills, training and development, managers realizing how to motivate their sub-ordinates, satisfaction 

of employees with organization decisions, retirement benefits, how to appraise the force, trust and 

integrity, personal relationship with one’s manager, employee development, fairly compensation and 

benefits and nature of the job. (Mohammad Imran Hanif and Shao Yunfai, 2013). 

 

2.2 WORK LIFE BALANCE 

Work–life balance has come to the forefront of policy discourse in developed countries in recent 

years, against a backdrop of globalization and rapid technological change, an ageing population and 

concerns over labour market participation rates, particularly those of mothers at a time when fertility 

rates are falling (Organization for Economic Co-operation and Development OECD, 2004). 
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Within the European Union the reconciliation of work and family has become a core concern for 

policy and encouraged debate and policy intervention at national levels. 

Also, employees today are increasingly becoming aware of the need to achieve a balance between 

the two most important parts of their lives – their personal/family lives on the one hand and their 

work/career lives on the other. Indeed, many current and potential employees do tend to give more 

importance to having/getting a job that provides the opportunity for a good Work Life Balance rather 

than just having/getting high paying jobs (Sharma, 2008; Subramaniam, 2008).  

2.3 RESILIENCE IN THE WORKPLACE 

When not managed effectively, high levels of workplace stress can lead to several negative personal 

and performance outcomes. Some professional groups work in highly stressful settings and are 

therefore particularly at risk of conditions such as anxiety, depression, secondary traumatic stress, 

and burnout. However, some individuals are less affected by workplace stress and the associated 

negative outcomes. Such individuals have been described as “resilient.”(Clare S Rees, Lauren J 

Breen, 2015). Existent research shows that resilience is not merely a stress resistance resource, 

rather it plays a pivotal role in assisting employees to adapt successfully to adverse workplace 

settings, manage emotional strains, nurture effective coping strategies, improve their well- being, and 

augment professional development (Cooke, Cooper, Bartram, Wang, & Mei, 2016; King et al., 

2016).  
The ‘Resilience at work’ scale (RAW) by Winwood et al.(2013) comprised 20 items which 

are related to seven components that are (a) living authentically (LA), (b) finding your calling 

(FYC), (c) maintaining perspective (MP), (d) managing stress (MS), (e) interacting cooperatively 

(IC), (f) staying healthy (SH), and (g) building networks (BN).  Out of the 7 components, three 

components have been chosen for this study, to facilitate in depth analysis. The three components 

chosen for this study are – Living authentically, Maintaining Perspective and Building networks. 

 

3. CONCEPTUAL FRAMEWORK 

 
4. RESEARCH DESIGN 

4.1 Objective of the study 

 To understand the factors affecting the employees’ willingness to remain in the company. 

 To analyze whether work-life balance has an influence to employees’ willingness to remain 

in the company. 

 To analyze whether employees’ ability to live authentically in the workplace influences 

his/her willingness to remain in a company. 

 To analyze whether employees’ ability to maintain perspective in the workplace influences 

his/her willingness to remain in a company. 

 To analyze whether employees’ ability to build social connections in the workplace 

influences his/her willingness to remain in a company. 
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4.2 Sample size – 80 respondents 

4.3 Sampling method – Non-probability, Convenience sampling 

4.4 Scope of the study – A structured questionnaire was circulated to the respondents through online 

mode. The collected data was analysed with SPSS software. 

 

5 ANALYSIS & INTERPRETATION 

5.1 DESCRIPTIVE ANALYSIS: 

Table 5.1 

Sl. No. Questions Value 

1 Gender Male – 60% 

Female – 40% 

2 Age of the respondents Average – 34 years 

3 Number of years served in the current 

company  

Average – 7 years 

5.2 INFERENTIAL ANALYSIS: 

Test 1: MULTIPLE REGRESSION ANALYSIS 

Table 5.2: 

Model Summary 

Model R R 

Square 

Adjusted 

R 

Square 

Std. Error 

of the 

Estimate 

1 .722
a
 .522 .496 .34302 

 

Predictors: (Constant), Building social connections, Work 

life balance, Maintaining perspective, Living authentically 

 R=0.722: As r>0.7, there is a strong linear relationship between Work life balance, Living 

authentically and Building social connections with Employees’ willingness to retain.  

 R-Square=0.522: So 52.2% of the variance in Employees’ willingness to remain can be 

predicted from the variables Building social connections, Work life balance, Maintaining 

perspective, Living authentically.   

Table 5.3 : 

Predicted Employees’ willingness to remain = 1.414 + .098work life balance + .282 living                           

authentically + .128 maintaining perspective + .205 building social connections 

 The coefficient for work life balance is not statistically significantly different from 0 using 

alpha of 0.05 because its p-value is 0.135, which is greater than 0.05. So, the null hypothesis 

is accepted. Thus, Employees’ willingness to remain is not influenced by Work Life 

Balance 

 The coefficient for living authentically is statistically significantly different from 0 using 

alpha of 0.05 because its p-value is 0.006, which is lesser than 0.05. So, the null hypothesis is 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. 95.0% 

Confidence 

Interval for B 

B Std. 

Error 

Beta Lower 

Boun

d 

Upper 

Boun

d 

(Constant) 1.414 .352  4.020 .000 .713 2.115 

Work life balance .098 .065 .131 1.510 .135 -.031 .228 

Living authentically .282 .099 .325 2.849 .006 .085 .480 

Maintaining perspective .128 .049 .230 2.633 .010 .031 .225 

Building social connections .205 .085 .282 2.408 .018 .035 .375 
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rejected. Thus, Employees’ willingness to remain is positively influenced by their level of 

Living authentically in the workplace. 

 The coefficient for maintaining perspective is statistically significantly different from 0 using 

alpha of 0.05 because its p-value is 0.010, which is lesser than 0.05. So, the null hypothesis is 

rejected. Employees’ willingness to remain is positively influenced by Maintaining 

perspective in the workplace. 

 The coefficient for building social connections is statistically significantly different from 0 

using alpha of 0.05 because its p-value is 0.018, which is lesser than 0.05. So, the null 

hypothesis is rejected. Employees’ willingness to remain is positively influenced by 

Building Social connections in the workplace. 

Test 2: INDEPENDENT SAMPLE T-TEST OF GENDER AND EMPLOYEES 

WILLINGNESS TO REMAIN IN A COMPANY  

Table 5.4: 

 "Levine's Test for Equality of Variances" tell us whether an assumption of the t-test has been 

met. Here, the significance (p value) of Levene's test is .834. As p > 0.05, equal variances are 

assumed and for further analysis, the first row is used. 

 Sig. (2-tailed) gives the two-tailed p value associated with the test. Here, the p value is .032. 

As, p<.05, we reject H0. 

 The test implies that there is significant difference between men and women in their 

Willingness to remain in the company. So, the retention strategies followed by the 

company does not focus on both the gender and is gender-biased. 

 

4. FINDINGS: 

o Through Multiple regression test, the following results were obtained: 

 Employees’ willingness to remain in the company is not influenced by the level of work 

life balance available in the company. Although work life balance serves as a major 

attraction for employees, this test proves that there is no direct influence to the company’s 

retention level. 

 Employees’ willingness to remain in a company is influenced by whether or not the 

employee is living authentically in the workplace. And both the variables share a positive 

relationship. So, employees’ willingness to remain in a company will increase if their 

authenticity in the workplace increases. 

 Employees’ willingness to remain in a company is influenced by whether or not he/she is 

able to maintain his own perspective in the workplace. As both the variables share a 

positive relationship, the employees’ willingness to remain in a company will increase if 

Independent Samples t-Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for 

Equality of 

Means 

t-test for Equality of Means 95% Confidence 

Interval of the 

Difference 

F Sig. t df Sig.(2

- 

tailed) 

Mean 

Differen

ce 

Std. 

Error 

Differen

ce 

Lower Upper 

Equal 

variances 

assumed 

.044 .834 2.18

2 

78 .032 .032 .032 .02063 .44961 

Equal 

variances not 

assumed 

  2.19

8 

68.24

1 

.031 .031 .031 .02171 .44852 
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they are able to increase their level of maintain their individual perspective in the 

workplace. 

 Employees’ willingness to remain in a company is influenced by how well they build 

social connections with their co-workers in the workplace. As both the variables share a 

positive relationship, the more the social connections they develop in the workplace, the 

better will be their willingness to remain in the company. 

 Employees’ willingness to remain is most influenced by living authentically, followed by 

building social connections and then finally by maintaining perspective. 

o Through Independent sample t-test, it was observed that there is a significant difference 

between gender and their willingness to remain in the company. So, while formulating 

retention strategies, the company should ensure whether they are fulfilling the needs of both 

male and female employees. 

 

5. SUGGESTIONS: 

 As gender has an impact on employees’ willingness to retain, the management can formulate 

retention policies which focuses on both the gender. The retention policies can be gender-

specific. For example, the management can give at least 15 days paid or half paid paternity 

leaves to its employees. Work from home facilities can be given to women whenever 

necessary, up to 1 year, during the period of pregnancy. 

 To promote authenticity in the workplace, the management must ensure whether the 

employees strengths are utilized better, better transparency and ensuring fair environment. 

This can be implemented by free communication between the employees and their superiors 

by ensuring that the superiors are more friendly and approachable. 

 To make better connections with the colleagues and immediate supervisor, management can 

arrange team lunch, team vacation etc. more often. 

 Perspective with regard to maintaining perspective can be developed by promoting a positive 

work place environment by dealing and solving any issue affecting employee morale and 

dignity as early as possible. 

 

6. SCOPE FOR FUTURE RESEARCH: 

 Researchers can study about the other non-financial factors which can influence the 

employees’ willingness to remain in the company. 

 The analysis was done with 80 respondents. So, the same analysis can be done with a larger 

dataset. 

 It can also be analysed whether demographic variables like age, region, nationality, culture 

etc has an impact on employees’ willingness to remain. 

 Gender’s impact on other factors affecting retention(like employee engagement, rewards and 

recognition) can be analysed. 

 

7. CONCLUSION: 

From the study, it can be concluded that the employee-centric dimensions, living authentically, 

maintaining perspective and building social connections have a greater impact on employees’ 

willingness to remain in the company. On the other hand, the work life balance(employer-centric 

dimension) doesn’t have any impact on employee retention. Also the demographic dimension, 

gender has an impact on retention. Therefore, when a management faces high attrition rate, more 

emphasis can be laid on employee-centric dimensions while formulating retention strategies. 
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ABSTRACT 
Food Delivery Apps is an emerging mobile 

chnol0gY widely adopted by catering bus 

custOmC. They have provided two-Way bcflClltS - both to the suppliers and consumer. messes an 

services a rescuing catering cii1clrisC5 and are also satisfying customers' exceptionThese 

COVID-19 global pandemic condition. The 
study has proposed and examined a measureS Under th flient m 

to study the consumcrs 
perspectiVe of effectiveness of Food Delivery Apps using COnf.mato 

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

INTRODUCTION 
The past two years have seen major shifts in consumption patterns across industries 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 their 
houses have been greatly restricted. Routine activities such as work, shopping, entertainment - are 

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, fast 
foods, executive lunches, fine dining, etc. Though mobile-based Food Delivery Apps had been 
prevalent 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. 

LITERATURE REVIEW 
Tasnim (2020)1  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 hi 

the food industry and recommended the use of digital technology for effective management during 
such turbulent and restrictive times. 

Chowdhury, Sarkar, Paul, & Moktadir (2020)2  in their extensive study in Bangladesh studied 
the impact of the pandemic on the food and beverage industry. They concluded that strategies needs 

to be adopted by the sector for supply chain management and customer service, retentloil and 
satisfaction. A complete restructuring of previously established models is a necessity 

Eftimov, Popovski, Petkovié, Seljak, & Kocev (2020) observed that using Artificial 
Intelligence makes obvious, the changes in the food consumption patterns before and duri1g the 
COVID-19 pandemic. This kind of analysis is valuable in times of crisis and emergeflCies WhiC1 d  
very good example of the scientific support that regulators require in order to take quick all 
appropriate response. 

Hashem (2020) in his study among Jordan consumers noted the increased 
inclination to shop online using e-payment methods, during this pandemic. The study also CL 

considerable influence of gender and education qualification on online shopping tende h c 
efficiency. 'The aspects of price, quality, risk and loyalty became crucial factors ffectiflg P 
behaviour .it 

Zhao & Bacan. (207rn5  thrniih fher prnnrjp21 findino in China developed afle.00tS 
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nes the associations between the younger generation thmugh Social Media and 51dy 
crn

awareness, brand trust and purchase intention of the Gen Z \Vomcn Coiiumc 
the me study adopted the quantitative research method, The populat)r of the su 

z women consumers, studying at the Under-graduation level of th ollc 
Chcn1' who are very active Social Media Platforms like, FaL 

etc. A sample size of 338 responses were collected by using the COnYC cc 
lfl 0cedufC. A structured questionnaire was deskncd and the re were colicci 

jarough google fooiis. A Structural Equation Modelling was used tbr lire art aysi ot the ime 

I c showed that the social media associations and brand awareness among the GCU 7. wOmen lb had a positive influence on brand image, brand trust and purchase ifltCfltjOfl jj' 
online. In addition, Social media associations and brand a\vareness was d& 
the purchase intention of these women consumers. Brand awareness and Brand Ti 

' ernfInence on th. purchase Intentions of Gen 7. women consumtjs 

Key words: Social Mcdj1, B(Wd Awareness, Brand linge. Brand Trust, Purchase lntnto, (. 

lYTR0DUCT10N 
Social media has become the most important part of an individual's life. \Vjth around. 4.i I 
uSers areund the global it contributes to around 53% of the population being active users of 
me,jia.ln fact, with the pandemic taking on the economy and declaration of complete iockiiowr 
the countries, paved the way for consumers, organisations, institutions to 

to virtual portal for all their needs and requirements. Almost all .segincnt of the Cie; v 
fnn sniaU businesses and firms to large organisat.ions have transited to social medIa piaifon. for 
effectively communicating with their customers. Among the various social niedia platforms. t1e TiOS 
used was identified as Facebook with 2,740 iriillion users, followed by you tube and lnstaet-. n. 

The companies are constantly looking new and improved means to connect with their esto 
Social media is a very innovative tool that can be used by the companies not only to engage 
eArsung customers but to attract new ones, Companies that canconnect and engag ocir 

lomersthrough social media receives more positive responses for their brands. 
Consumers have started using various social media platforms like Facebook, twitc:. ltista 
Share Product reviews, information on services, ud'ise on health and food, notification.;. v 

and tips of using ceulain products and much more. With these data readily aQiulah 
ia mfoniianon is consumed by many people across the globe that has :u very serious I nc' 
Puirhase eaten lion of the consumers. 

above context this study aims to identify how the social media connections hetv, ecu ic 
e'rt Creates an awareness about a particular brand and its impact on brand image, hr y pursues  a consuiner to l)Urchase the pmduct. 

Urkc,l Historical Research Journal, 1•SSN : 0976-2132 Vol. 34(Xh/f), 
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2. REVIEW OF LITERATURE d Loyalty Brand Awareness and Purclia e  
2.1 Social Media flonding,

d jnvestlgatcd the influcflCC of brand are, 
(Ansari et al., 2019)ln their sti onderits compflsiflg of 60% male j 
decision of the cmSUmCrS. iS(r)e study aimed at examining the impact of b 
was the sample size of thc - sumers purclase decisionS. The findings Of the 
social media marketing onth -00

'as not much on the COflSU!'OCF purcliasd 1 
had much stmflgcr and posi(ive impact 

the consumers. 
(Balari'hflin et ii 2014)Ila\C xamincd the cficct o 0fl ni.I 

pur_hisL ifliLlitiOli if Gen 'k COflSUinCFS The FLSp0fl tfl the 
Universities pursuing they're under gradUatiofl. The findings of t.0 study j . 

COflSUmCFS USmI 
social media platforms were positively ulIluenced 

communications like cWOM, online cornmwlitiCs and online advertisements. 
the promotion of loyally towards the brand nd also lead to the mci-case , j.. 

the consumCrs. 
(K-iy.i &Btcen 201 ti)Studicd the nihluence of soCial niedi i on (IlL bLI) )Ur 

focus on Facebook. The study also investigated the rclation between Cojihid 
behaviour in social media and while using Facebook. The respondents COi, 

students studying in level 9 to level 12. The results of the study indicated Fact 
means of communication for sharing news, images, photos and suis. On ii 
students were equally cautious itt protecting their social identify arid rcspectcd 
their friends. 
AIalsvati, 2018) in his study examined the factors influencing the puttJia 

consumers through social media advertising. The findings exhibited that Key fa' 

hedonic motivation, habit coupled with interactivity, informativeness an U pen 
significantly and positively influencing the purchase intentions of the consiminei 
(Ahmad &Suyatna. 2020)ln their study have examined the impact of social met.. 
Instaam on the purclu.se intention of consumeis moderatt.d b) bi mU uity I 
the students pursuing thcir under graduation in KualaLumpur, Malaysia hctwec 
to 24 years. The study used the path analysis and developed a Structural flquati 
disclosed that social media richness pmvided by rnstagrarn lead to the punch. 
consumers positively and significantly. Furthermore, the moderator role of Brnii 
momentous interactor between the relationship of social media and pu.rch 
consumers. 
2.2 Social Media, Purchase Intention and Gen Z Consumers 
(Duffeu, 2017)In his study investigated the effect of social media marketing con. unk 
attitude of the young Consumers. The sample size of the study c:onsistecf of studcnL' stU 
Africa between the age group of 15-22 years, the Gen Z. The findings of (1w - md 
the attitudes of the Gen Z consumers were positively influenced by the soc n e 
communication. In addition, the attitudinal aspects portrayed tlrat Gcn Z Co ii 
media for longer duration and change their profile frequently and also Csp0fl ' ' 
ociaI media marketing conimunicaion. 

(Huang & Copeiand, 2020)In their study examined the impact of tnstaeta1n flJ C: 
Hashtag s on the purchase Intention in the i ar I 
many Gen Zconsuniers were influenced b U - lifld ""- 

with the influencers as individuals Irid i nashtag fohlow, in coiiir:-t the 

(Wolf 2020)In his study h cXai)liiiLd thL sErongr imp tt on th inn. i ion t 

Tb is icearcb w s bd'iLd c e. i of in flileiji. r in ii t. tilig 01 

inuluencers thai completes a riiarle i ikings of this generation ;i;:< I their - 
g Stht(cgy foi an orgaiijsatjon. '11 .' SZiii) 

(Jikal i/i.sfori(a/ Reear•;, •Jtt7uz/ ISSN 0976-2/32 



BRAND 
TRU s 

f under graduate students PUrsuing media Courses at Mernnlack Coege 11,ng

of 15 — 22 years. Convenience Sampling method Was Used collect the data cOe gU

Thidings of the study Indicated that Gen Z coumers arc Ih1y 1flflUenccd 
the 

00d°'
in addition this genera011 follow 

Only those 
flfltIeflCers 

wh0 has Sillljhr 

0f the P n z consumers wants real expeeflce 

can find that Gen Z Cofl
are little differu 'Vhe Compared h many researches have been undeaken in foreignì COun(es to know 

th
uofl

nd intention, not much smdy have bce tlfldeflak

India, thus this 
' gap 

en6 
hehV100 

understanding the purchase tflotj\'e5 of Gcn Z lndkj11 COnsumers 
Oh jet jives dY Cli

judy are of the S 

tntion behaviours of Gen Z Vornen COUSUlilers mabng 
Oflhin purchases 

0bJ' t 1hase
atIon Model exhibiting 

 the flflucnce of Social Media bond mo on Brs 'd Image, 
Iyse stcwral

UBrand Tmst and Purchase ltj
of Gcn Z \Vomcni Constmir,sr Model

d" : l'ow in gurc I. In this figure ,Socj media 1 dl of tlr:tlrnId ts md 
PUICh8SC ifltCfltiOii are the I itent ìnahlc The 

tistmnig 
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U ethodoIOgy 
The present swdy has used both the pnmary and sccondaiy sources of data. The framework of the 
stud was developcd by means of the secondary data while, Primary data Was collected by meai 

of 
Stnictured questionnaire through online mode with the help of goggle forms. 

The questionnaire included information on demographics of the respondents, key dimensions of 
So1a1 media bonding, brand awareness, brand image, brand trust and purchase intentions of the Gen 
Zuornen consiimers,who prefer to do Online shopping. The ienis of the questionnaire were aiken 
fan the study conducted by Yusuf Bilgin (2020). The demographic structure of the respondents wa 
flsured with close-ended questions. The views of the respondents regard in' the variables crc 
casuredy adopting a 5-point scale (1= Strongly disagree. 5= Strongly agree). 

Ihe 
Sample size of the study was 338Gen Z Women consumers between the age group of 15 — 

.S Who arc actively using the social media handles like the Facebook. Iristagram or twitter and 
kwatleast one brand on these social network sites. The data was analysed by means of SPS. and 
1OS Software's, Statistical tools like descriptive analysis, Mean, Standard Deviationand Stru aral 
Uïti 

Model was developed to Lest the hypothesis and to draw results and conclusions. 
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S ON THE SOCIOECoNoMI 

cONP1TI0 OF WOMEN MIGRANTS IN CONSTRUCTI 
SECTOR IN CHENNAI 

Dr. SUDHA KRISHNAKUMAR 
Asst Professor, Department of Sociology, 

M.O.P \'aishflaV 
Cot lege for Women (Autonomous), Chennai-600034 

.BSTR&C'F 

Migration is the process of movement of 

eople from one area to another in search of better 

ivirig conditions based on employment, education 

md other facilities. It is generally observed that 

nost of the mimnts to cities originate from socio-

coaomicallv backward states of India and 

roceeds to the socio-economically better placed 

taies of india. Marriage is still the predominant 
ictor of female migration in India. According to 

Dube (2001). women are facing innumerable 

problems and issues in their workplaces such as 

rneival stress. health problems, safety and security 

issues, and sexual harassments, less wage, 

inequality of treatment, exploitation torture and 
discriminatoi-y practices. In general, women face 

illiteracy. poor quality life. social constraints in 

decision making, poor health care benefits while 
in Particular  the workrelated issues are frequent 
headaches, fatigues sexual exploitation low 
wages, denial of their rights, circulatory disorders, 
emotional imbalance burnout, work_life 

imba1an,. back pain, mental disorders, etc. Despite all 
the negatjv conditions there has been an increasing  number  of femaie migr5 in the coj

Sector  in the city ol Chennaj The pres1 

Study CXploreS the soeioecono. conditjoflsfh	
mjgan 

women and Provides 
prove their lIVnr, 

JNTRODUCFION 

Internal migration is defined as a 

movement of people from one place or I005tj 

another- from a place of origin to a place o 

destination, within the same country, and Which 

is not of a casual nature, as a visit or a tour, It is 

necessarily a pre-emptive move; it is the need for 

better prospects that motivates humans to seek 

greener pastures.According to 2001 Census, there 

were 309 million migranis based on place of last 

residence and, female migrants constitute 218 

million while it is 9] million for male. Thus migrants 

constitute around 30 percent of the total 

population and where male and female migrants 

constitute 1 8 percent and 45 percent of their 

population respectively. The figures point to the 

fact that this is important not only Ui terms of 

magnitude but also from the perspective of 
economic and social development.A commonlY 

held belief is that the global isation process all over 

the world as well as in India has accelerated the 

migration trend, Women have also started ov1flg 

from their hometowns in search of better jobS 

fulfilment and a better life for themselves and their 
families. Many recent studies in India have 
reported an increasing number of young women 

ioining the migrant flow to cities, many 0f them 

going on their Own and others also C0panYin 

their husbands in order to find work jn a multittJe 
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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 cóthpetitive 

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 IS 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=0.5 16, p<O.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<O.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. for a I unit increase in Brand Trust, Brand Loyalty will 
increase by 1.053 units, as compared to an increase of 0.183 units for a I 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, BrandTrust, Customer Satisfaction, Mobile Phones. 

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 well 
established in literature that 2 main factors determining 
this loyalty are Trust in a Brand, and Customer 
Satisfaction. 

In 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 liiriction" 

(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, loyalty, commitment, value percention, and 
referrals. 

"Customer satisfaction is defined as an ovcraU 
evaluation based en the-total purchase and consumption 
experience with the good or service over time" (Cha & 
Bryant 1996). 

It is more probable that an increasingly satisfied 
customer will make similar purchases in the li.iture. 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 

emerging 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 ofmarketing 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 inte rest. 
Scales used for measurement: 
1. Loyalty (Brand) Scale - Algesheimer, Dholakia & 

Herrmann (2005) 

2. Trust in the Brand Scale - Developed by Sheinin. 
VarkLandAshley(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 1'rust has a 
signilicani relationship with Braiid loyally. 
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BrandLoyalty 1 

BrandTrust .516 

CustomerSatisfaction .276 

1 

.369 1 

Table I shows the correlation between BL, BTand CS 

Brand Brand Trust Customer Satisfaction 

Loyalty 

. 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=0.5 16, p<O.05). 1-lence Hi 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<O.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. 

Hl 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 HI. BT  does significantly predict BL F 

Table II. shows the impact ofBT & 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. 

F t- 

value 

p-value Hypothesis 

supported 

27.88 6.352 0.05 Yes 

27.88 1.304 0.05 No 

Hypothesis Regression Beta R 

weights coefficient square 

HI BTonBL 1.053 .275 

H2 CS on BL 0.1 83 .275 

Note. BL — Brand Loa/t C'S — C'ustomer Satisfaction 
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ABSTRACT 
The current study involved a psychosocial skill training program (hat look place in a suburban school with 

the sample comprising of 42 adolescents between 13-15 years of age (VIII and IX grade). The objectives of the 
training were to provide Life Skills Intervention for adolescents and measure the influe':ce of Life Skills 
Intervention before and after the training. Pre and post intervention included measuring LUè  skills based on the 
10 dimensions listed by WHO(WHO, 1999). The tools used were Lf Skills Assessment Scale 'LSAS) dct'e/cped by 
(Nair, Subasree & Ranjan, 2009,). Intervention was done fbr a week fbllowed by post testing. The hypothesis that 
life skills training has a signicant effect on the 10 dimensions was supported. The resulis revealed a signficanl 
increase among 8 out of 10 ljfe  skill dimensions. The conclusion of the study is that /Jèctive commnunicatiomi has 
the potential to impact changes on other life  skills dimension and it emerges as a ma/or predictor ('/i'0.58, p<.05) 
compared with other variables. 

Keywords: L/è skills, suburban school students, psychosocial ski/I training 

INTRODUCTION 

In today's world there is a tremendous amount 
of importance given to the academic pursuit. Although 
marks, grades, ranks, OPA 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 advcrse experiences  

and risk factors which may impact their potential to 
thrive are not culy critical for their vell-being during 
adolescence, but also for their physical and mental 
health in adulthood.Challenges to thrive arc 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" (WI 10'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 development, such as independent thinking, 
socialisation, and a sense of agency during adverse 
situations at school 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 

• 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. 

• 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 & 

Table 1: Presents the descriptive analysis of the scores on 
administration of intervention 

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 - 15 years, a Life Skills training was 
conducted using regulated and standardizedsurvey for 
pre and post testing. 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 5-point scale fbr 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. 

the ten dimensions of lift skills before and after the 

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 

Effective 
communication 

42 27.83 10.46 30.88 8.49 

Interpersonal 
42 37.62 8.93 38.86 7.91 

Relationships 

Creative thinking 42 39.62 8.31 40.38 7.35 

Critical Thinking 42 38.98 9.09 40.69 7.55 

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 
emotions 

42 34.31 10.19 35.26 8.42 

Coping with 
42 26.57 6.35 31.19 6.11 

Stress 

Global Score 349.10 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 11 Presents the Paired sample I test values of the scores on the ten dimensions and Global scores on life 

skills 

Variable Mean 
Std. error 
of Mean 

t value 
Sig (two- 

tailed) 

Self-awareness .50 .16 3.04** .004 

Empathy 1.28 .14 2.l0* .05 

Effective communication 3.04 .60 5.06** .000 

Interpersonal Relationships 1.23 2.32 ..345** .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 3.17 944** .000 

Global Score 17.54 1.44 12.12** .000 

* sig at p<.05, two-tailed 

** sig at p<.Ol, two-tailed 

The results reveal that there has been a 
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 statistically insignificant. This  

clearly substantiates the effectiveness of the 
intervention in promoting Life skills.The observed 
trends in improvement can be explained by the nature 
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 

Vol. 11 • Issue 41 January to March 2021 $HKSAXCHARBUU.ETIN © 61-LINGUAL INTERNATIONAL RESEARCH JOURNAL] 



20-22 I!hrt/i 2Ot2 
I II) 5 in ne 202 I 

  

 

ISSN  ;  2321 -9fl4X 

  

G&AI1j LIflWrEUIG 

(ffu/4 øz4 *Ø) 

cJouriai of 

Modern Thamizh Research. 
( Qj_iirrcrh' .J,itrnatio,,aI 1!I!rdLzteral '?hia,nizl,  '.3,urnaI, 

Arts and Humanities (all).  Language 
Literature and Literary Theory.  Tamil 

UGC Care Listed (Group.-!) Journal 

Special Issue 

MultiDisciplinary International Webinar -2021 
P.G. & RESEARCH DEPARTMENT OF HISTORY 
C. ARDUL HAKEEM COLLEGE (Autonomous) 
(Attitiated to Thiruvauvar University  Serkkadu 632115.  VelJoce,) 

Melvisharm, Ranipet District, Tamilnadu. 

çJ,( . j(,/ I.s.sue Editois 

Mr. J. BENET RAJADURAI Dr. P. KUMARAN 
Assistant Prof esso; Assistant Professor 

Prof. S.C. ANDREW MICHAEL Dr. K. M. A. MOHAMED OMER FAR000U 
Assistant Professor Assistant Professor 

Dr. NISHA JOLLY NELSON 
Head & Assistant Prof essoi 

 

 

Piib/is/ie! bY 

RAJA PUBLICATIONS 
10,  (  tJptiilr), lb ralilun N tsguu kltjunninl, 

I I  ruehirappiitll  -  620 023, iIiami,It Ntttlu, I tulla. 
I()i)Ik  :  +4)1 -'161 llI3524 I 

Ll)sitI  :  IJLII)IuI)Ii$.tttf4llis.COflI 
21  U-4  

Part -4 

SieciaI issue 

Chief Editor 

2r .1. S4zdik B.ttIiti 

1 drLcory Editor 

)r..V. Chandra Sega ran 

Jxrorial Board 

)r:  1!.4.\f. Rainec: 

)r. Jevai-arnan 

9r..4. Ekaniha rain 

Dr G. Stephen 

Dr S. Chirra 

Dr S.5en1/ia,ni:h Pavai 

Dr A. Sizunin ugh on Pu/al 

Dr P fevakrisl,nan 

Dr Seetha Lakshrni 

Dr S. Easit'aran 

Di: Kuniara Se/va 

Dr Ganeswz Ainbedkar 

Dr Kris/,anan 

Dr Kurnar 

Dr S. Kalpuna 

Dr. T Vis/zijukii,,zara,, 

Dr Al. N. Rajesh; 

Dr Go vindaruj 

Dr. Uma L e 'j 

Dr. Sent/,j/ Pruk(Js/1 

Dr Pop,. Kailinesa,, 

Dr S. Vigiwsi, 'li,w,iJ, 
fir/Il. 

fir S. B/, ral/,j Pra/c:s/, 

THE IMPACT OF LIBERALIZATION, PRIVATIZATION AND GLOBALIZATION [ICLPG.2021] 



20-22 wbrId 2052 
ru ii, 3 to 5 June 2021 

ISSN: 2321 -984X 
JL 

Special issue 
126. SIVAPRAKASH R 

K MA HNEDcMFAR00JE 
127. K UDAYA SANKAR 
128. ANNAPURNAKUMBAR 

129 KUSUMAR J BENETRAJADURAI 
& AUGUSTIN JOSEPH M 

130 VkTSALAMIRNAALINI  
131 MSATHIYA 
132 MANGALAGOURI V MANAVADE 

& KAWCH.ANA GOUOAR 
133 $ MUALOHARAN S 

K MA MOMED OMERFAR000IJE 
134 LATHAT&NRANGASWAMY 
135 M.ADHUNM & 

PARVATHAMM.A G.L 
13& KALPALATAR-AJ& 

MANOJ KUMAR PRADNAN 
137 A SREEMATHI 

138 SRJ,SHIVANNA 
139. VARSHAKOTWAL 
14ü J. DINIJA 
141 PRAVINVCNAVAN 
142 MONANKUMARH.T 
143. MADHURICHAWLA 
144. SREEVARDHAN.V 

& SflLPAKALYAN 
145 .JAYESN VIKRAM PAD VI 
146. S. R. WAGH & S.S. THUBE 
147. LILITIN ANNA PHILIP 
148. KAVITA RAI SINHA 
149. NEETHU MPJY ABRAHAM 
150. 5K AHER&V.P DHAWALE 
151. SEEMA GUPTA 
152 S.R.WAGH &ANDKADAM V. C. 
153, AMARAVATHIV 
154 SHIVAKUMARS.M.& D.KUMUOA 
155 SURINDER SINGHMANJEET SINGH 

& INDER PUNEET SINGH 
156. P.B.DEEPA& JOSEPHINE DAISY 

157 VEENA VASANT MOOGANUR 
158 SI4ANTAY.BANGARI 
159 MONICA SHARMA 
160 AKANKSHA SINGH 

a BHARTI RASTOGI 
161. KAPIL BHIMRAO CHAURPAGAR 
162 ALIAS KUTTY POULOSE 
163 AKASH & B VIJAYA 

164 BVIJAYA& HANAMANTRAYA 

165 ANSHUMAN RANA 
& NARESH KUMAR 

156 CHIVJ'.APAJU.0 

167 U. PARAMESHWARA 

158 SARASWAThAMMA M 
169 MANJULA S.V 

170. SK RASID MAHAMAAD 

171. MAt4GES}1 VASUDEO PANCHAL 

172. BALWNDER SINGH 
& APPEROEEPKAUR 

173. SANTOSH M. SINGH 
174, HARSI-NARDHANREDDY 

175. ARUNMAITh' 

INTERNATIONAL SOCIAL CONCERNS AND MARKET PRESSURE FOR SUSTAIHABILITY IN THE 
TWENTY-FIRST GENERATION 
PROBLEMS OF DOMESTIC WOMEN WORKERS IN TAMIL NADU 
VALMIKI AMBEOKAR AWAAS YOJANA WAY TO DEVELOP SOCIOECONOMIC CONOIT ION OF 
SLUM DWELLERS 
ALCOHOL CONSUMPTION AND RISKY DRINKING PATTERNS AMONG UNMARRIED MEN 

A CASE STUDY REPORT O DJSCRIMIgION OF STIMUIS CONSECUTIVELY iflAUTISM  
GLOBALIZATION-MARKETING STRAT1ES OF WOM SELF HELP GROUP IN INDIA 
PLETHORA OF TRANSGENDER COMMUNITY IN BANGALURLJ CITY: 

THE DEVELOPMENT OF THE LABOUR WELFARE COMMUNITY IS OCCURRING IN INDIA, 
ACCORDING TO THE WORLD BANK 
THE STRUCTURE AND GROWTH OF TAX REVENUE IN INDIA A CRITICAL VIEW OF KARHATAKA 
A STUDY ON THE PROGRESS OF INVESTMENT IN SPECIAL ECONOMIC ZONES (SEZS) 
WITH RESPECT TO KARNATAKA STATE 
STUDY HABITSAND ACADEMICACHIEVEMENT OF STUDENTS AT ELEMENTARY LEVEL 

IMPACT OF VARIED PACKAGES OF PLYOMETRIC TRAINING ON FLEXIBILITY AMONG 
INTERCOLLEGIATE LEVEL FEMALE PLAYERS 
POLITICAL PARTICIPATION OF WOMEN:SOME ISSUES AND CHALLENGES 
OVERVIEW OF SKILL DEVELOPMENT SYSTEM IN JAMMU AND KASHMIR 
ROLE OF WOMEN IN HILLAGRICULTURE 
THE MARXISM AND HISTORICAL WRITING 
THE CHALLENGES & PERSPECTIVES OF FOOD SECURITY IN INDIA: A VIEW 
A WOMAN'S JOURNEY OF THE SELF IN VEENAVERMAS SHORT STORY 
IMPACT OF URBAN MIGRATION ON SOCIO-ECONOMIC RELATIONS IN RURAL LANDSCAPE 

DR. BABASAHEB AMBEOKAR'S DECISIVE FIGHT FOR SOCIAL JUSTICE 
CHALLENGES FOR INDIA: SUSTAINABLE DEVELOPMENT GOALS 
SABARIMALA: THE MYTH BEHIND PURITY AND IMPURITY OF WOMEN ENTRY 
THE LINK BETWEEN CORPORATE SOCIAL RESPONSIBILITY AND EMPLOYEE ENGAGEMENT 
REGULARISING OBJECTIFICATION AND VOYEURISM IN THE MOVIE ANGU VA!KUNTAPURATHU 
INVESTIGATION OF BIOCOMPONENTS OVER GROUNDNUT CROP FIELDSATAHMEONAGAR 
EMPOWERMENT OF WOMEN THROUGH MUSHROOM FARMING IN INDIA 
DEVELOPMENT AND GROWTH OF RURAL ECONOMYIN AKOLE AND BARAMATI TEHSIL M.H.) 
COMPARATIVE STUDY ON STUDY HABITS AMONG UG STUDENTS : A SURVEY 
IMPACT OF MIGRATION ON SOCIC- ECONOMIC CONDITIONS OF MIGRANTS IN BANGALORE URBAN 
EFFECT OF RURAL CREDITAGENCIES ON MENTAL HEALTH OF THE BORROWERS 

AN ANALYTICAL STUDY OF RETAIL INVESTORS POST COVID 19 ON INVESTMENT PATTERNS 
AND PREFERENCES 
FAMILY SUPPORT AND STRESS MANAGEMENT AMONG NURSES 
FOOD HABITS OF PREGNANT WOMEN IN RURAL INDIA 
SOCIO-CULTURAL TRANSFORMATION OF FARMING COMMUNITY: PAST AND PRESENT 
ADDRESSING THE STATUS OF MARGINALISED WOMEN IN VARANASI A SOCIOLOGICAL STUDY 

THE PROBLEM OF FOOD SAFETY IN INDIA AND LEGAL MEASURES: AN OVERVIEW 
ARNOSE PADIRI : A PIONEER OF CULTURALACCULTURATION OF KERALA CHRISTIANS 
CUSTOMER SATISFACTION TOWARDS STATE BANK OF INDIA:A STUDY WITH REFERENCE 
TO KALABURAGI DISTRICT 
SERVICE QUALITY ATTRIBUTES AFF ECTING PASSENGERS SATISFACTION OF PUBLIC BUS 
TRANS IT USE RS 
SIGNIFICANCE OF SOCIAL MEDIA IN LIFESTYLE MIGRATION. EMPIRICAL INSIGHTS FROM 
VAPANASI DISTRICT OF UTTAR PRADESH 
SOCIO-ECONOMIC PROFILE AND PROBLEM FACED BY THE COCONUT GROWERS OF TUMKURU 1202-1208 
DISTRICT- A SOCIOLOGICAL STUDY 
SOCIO-ECONOMICAND HEALTH PROBLEMS OF POURAKARMIKASJSAFAJ KARMACHARIS IN 1209.1219 
BANGALORE CITY-A SOCIOLOGICAL STUDY 
INCLUSIVE EDUCATION: NEED AND IMPORTANCE-A SOCIOLOGICAL ANALYSIS 122CL 1228 
PROBLEMS AND CHALLENGES FACED BY URBAN WORKING WOMEN IN INDIA- A CASE STUDY 1229-1235 
IN BANGALORE CITY 
A BRIEF REVIEW OF THE MENTAL HEALTH OF THE COLLEGE STUOENTS IN PASCHIMMEDINIPUR. 1238-1241 
WEST BENGAL 
ANANALYTICAL STUDY OF AWARENESSABOUT INVESTMENT AVENUESAND INVESTMENT 1242-1248 
PAT'TERNAMONG THE PEOPLE RESIDING IN THE DISTRICT OF RATNAGIRI AND SINOHUDURG. 
MAHARASUTRA, INDIA 
URBAN SPRAWL AND LANDUSEILANDCOVEA CHANGE DETECTION USING REMOTE SENSING 1249-1256 
AND GIS INANDAROUND MANSA CITY, PUNJAB 
PROBLEMS OF THE SHO MEMBERS IN KALABURAGI DISTRICT OF KARNATAKA 12571261 
A STUDY ON AWARENESS AND SATISFACTION LEVEL TOWARDS CROP INSURANCE 12132-1271 
IN SHAHAPUR TALUK.A 
A STUDY ON THE CBSE SCHOOL TEACHERS PARTICIPATION IN SCHOOLADMINISTRATION 1272-1277 
IN WEST BENGAL 

911-921 

922-924 
925-928 

925-935 

9Y3942 
943-950 
951-057 

955-970 

971 
981-7 

956-1003 

1c04-1C07 
1008-1014 
1015-1018 
1019-1022 
1023-1000 
1031-1006 
1037-1042 

1043-1049 
1050-1055 
1056-1054 
1055-1071 
1072-1076 
1077-1082 
1083-1C94 
1096-1100 
1101-1107 
1108-1116 
1117-1126 

1127-1136 

1137-1140 
1141- 1144 
1145-1156 
1157-1154 

1165-1170 
1171-1177 
1178-1153 

1184-1191 

1192-1201 

PubIshed by : Raja Publications, No. 10, Upstair. ibrahim Nagar, Khajamalal, Tiruchitappalli 620 023, Tamil Nadu, India Mobile. 9600535241 
Pnted The Printing House, 'flruchiappalli - 620 023, TamIl Nadu, Intha. Ph . +91 - 431-2420121 



   

A CASE STUDY REPORT ON DISCRIMINATION OF 
STIMULUS CONSECUTIVELY IN AUTISM 

R VATSALA MIRNAALINI 
Assistant Professor' Department of Psychology, 
M.O. P Vaishflav College for Women, Chennai. 

Sam, l4-year-01d adolescent boy with 

autism was conditioned to respond to two stimuli 
separatelY using prompting and reinforcement. He 

was observed for jscr jmiflatiflg two stimuli 

consecutivelY upon random administration of the 
stimuli. The subject got conditioned tO the first 
stimulus and exhibited correct response evety 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 ofstimul us. 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 verifi the speculation as 
well as to identify other possibilities towards the 
discrimination of the stimulus. 

Key words Autism, Discriminative stimulus, 
Operant Conditioning, Consecutive response 

"There needs i'o he a lot more emphasis on what 
a child Can do instead of what they cannot do". 

-Dr. Temple Grand in  

the right teaching on what they are capable  
they bring out the best in them. "Good teachA' 
helped me to achieve success. j w able'  
overcome autism because I had goj 
teachers"(Grafldin, 2002). 

In the study titled, "A Case Study Report 

on Discrimination of Stimulus Consecutively in 
Autism", the efficacy of the role of promptina, 
reinforcement in teaching wasanalyzed. 
According to (Jensen & Womack, I967),children 
with autism gets benefitted by opcant 

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 autism. 

who had difficulty with his basic self-Care and 
expressive language. The area of expreSS" 

language was given priority as develOPflieult ot a 

child begins with expressive language. hui 

milestone chart for expressive language for the 

subject in the study falls in the range of 6 12 
months with features involving recogflhtiOfl ° 

facial expressions and babbling('ExPre 

Language Using Words and Language," 20 9). 
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autism. The methods like reinforcemetit and 
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 and 
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 ah, 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 
as a 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, 
2Ol5aXFigure I). 

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

Source: (Psyco 104x/, Chapter 5 Lecture Notes, 
2000)  

937 

Taylor Santa et al., 2014 studied the 

establisimient 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 resp3nse 
consecutively. 

The study by (Dixon et al., 202!) provide 

strong support for generalized operant 

conditioning, however, the studyseeks for higher 

level behavioral expressions as 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 et al., 202 1). 

The study by Olaff et al., 202 1 

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 locus of the present 
study ( Figure 2). 
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Although a lot of research lots been 

iJertaken to understand the social exeltision of 

rraneender contrnuuuv. there has been little 

no research that studies the problems ot' this 

a ,racIed crsmnlunit% through an economic lens. 

:eontenttort at' this paper stems from the truth 

ha besides several societal. fomil al, and 

rs chological pressures, the trzinsgertder 

rommunit also tend to be iinanciallv excluded 

from th rest of the society, Being a prinouy study, 

n'eareh inter tewed a sample o130 transmert 

a thc Chennai district i,ffainil Nadu India The 

target group or study was specitically transnwfl 

a the ('hcnnai region, as the transmcn sub-
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ttselfhas been heavily underrepresettted and thetr 
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