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SOCIAL MEDIA MARKETING ACTIVITIES AND ITS
INFLUENCE ON BRAND LOVE : PERCEPTIVE 1. uthira. bt
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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 Marketing Activities significantly influence Brand Love and in endorsing Brand Loyalty.

Keywords : Social Media Marketing Activities, Brand Love, Brand Loyalty, Clothing Brands
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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.0.P. Vaishnav College for Women
(Autonomou,lls) o 3

No. 20, IV Lane, Nungamnawﬂ.am High Road
Chennai-800 024

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:

IH: Relationship between the SMMA and Brand Loyalty
2H: Mediating effect of Brand love on the relationship
between the SMMA and Brand Loyalty

FIG: 1 MODEL OF THE STUDY

/ Social Media \

Marketing Activities
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REVIEW OF LITERATURE :

Taher, S. (2021) observed the mediating role of
Brand image and Lovemarks 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. G (2020)
highlighted the effect of social media marketin g 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 on e-brand
love and branding co-creation.

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

Brand

Brand Loyalty ]
Love

Ozer, A., Buran, 1., 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. 1., & 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
Loveand Loyalty.
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A STUDY ON THE PERCEPTION OF
INVESTORS IN NEW- NORMAL

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.

ISSN - 2229-3620
UGC CARE LISTED JOURNAL

&

A Mrs. Poojitha. G*
Dr. Uthira. D**

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 investor behaviour 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
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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 find 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. LITERATUREREVIEW:

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 information 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 are usually five unique stages of global
crisis as put down by Orlweski (2008): i. Beginning of
subprime 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 analyse the investor perceptions and
behaviour during the COVID-19 outbreak.

3. SCOPEOFTHESTUDY:

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

6. DATA ANALYSIS AND INTERPRETATION :

M.0.P. Vaishnav College for Women

(Autonomous)

No. 20, IV Lane, Nungambakkam High Road

Chennai-600 024
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. OBJECTIVEOFTHESTUDY:

. To understand the perceptions of investors in the
new normal

o To identify the impact of demographic factors on
investor behaviour
5. RESEARCHMETHODOLODY :

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

N of Items

Cronbach's
Alpha
R 9

Table 6.1: Demographic Data

Demographic variables Frequency Percentage
Gender Male 76 46.06
Female 89 53.93
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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 chronologicallyconn(-:.cled .Thcsu: blocks forms a series of chain. The
purpose of this paper is to study about how the block.solutlons helps the government. The unavailability of
encumbrance-free land and — anti-updating land registry has postponed most of the state's infrastruzture
projects. Thus a solution was needed that would allow r?al.-time revising of land registry for all relevant
parties, such as land registry, mutation, maps, border limits, ctc. That Block was based on the fabric
framework of a hyper ledger. This allows for quick implementation in the bit coin platform. The
govemnment must be in a situation to use a block structure. Blocks lessen the burden of individual states as
the govemment does not have to configure a code template for establishing a block chain after creating the
block. To sign the transactions into blocks the identity based digital certificates are supported by the
emblocks. It ensures the traceability of transactions. This block helps the government to record lands
securely on a blockchain.

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

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

chidanand Singh, 2016) This article underlines the role of cryptccurrency and illustrates the secure
~ ransmission with virtual money and how this will create the course of banks, insurance companies as well
@S commercial banks. The better output of this new tech and the Intern~t of Things ( 1oT) embraced.
Anders_on, 2016) In this paper, the author explains blockchain technology's role and importance in
- @ccounting. It is also given that I would be experiencing disruptive changes in the financial industry. He
i °Xplains the benefits of bitcoin blockchain specific to an accounting method in his paper. Using a
lockchain can create an interconnected accounting records system, instead of people. And he says that
“8uch software could also be used to make the verification system.

5 “3'5 Paper (Jesse Yli-Huumo, 2016), it is clarified that central qualities that provide security, data
?;Fmd‘b“ity and confidentiality with no intermediary in the influence of exchanges are among the reasons for
the €motional connection to technology. But he also stated which working on developing differs.:¢

" Permiss; : ; ; . :
ec?}"'sls'ofls as well as lack of precise evaluation of the solutions given through such a blockchain
. no ogy

20 : : s
esr'olllﬁ_May,(ZPIB) The council on studies, Industry, and Energy of the national assembly adopted a bitcoin
'on, which included a segment on initial penny offerings(ICO)... Greek S&D member Eva Kaili said

ol.
31, NO.I(XII) January — June 2021 -


Rectangle


3) Dr.Uthira D & Ms. Rachel K.J - A Virtual Reality in Relaunching Travel and Tourlsm Industry Post

Pandemic.

Shodh Sarita — 2021 —-UGC Care - ISSN NO: 2348-2397

ISSN - 2348-2397
UGC CARE LISTED JOURNAL

January-March, 2021
Vol. 8, Issue 29

\odh Sarita ik Moo S ecths

AN INTERNATIONAL BILINGUAL PEER REVIEWED REFEREED RESEARCH JOURNAL
AUNCHING TRAVEL

VIRTUAL REALITY IN REL
AND TOURISM INDUSTRY POST PANDEMIC L'.lm'- Uthira. D*

Rachel K J**

ABSTRACT ¢

Virtual Reality (VR) enables travelers to experience a destination beforchand and it also entertains a positive
influence in the booking behavior of customers, This rescarch examines the elfect of VR exposure on the purchasing
probability, time commitment, the speed of decision-making and wmover. The suggested structural model integrates
the concepts of awareness of VR, the restrictions and challenges faced by travelers because of the pandemie situation,
the cost factor, customer engagement by using VR application and its impact on customer satisfaction in the Travel and

tounism sector. The specific reference point i this paper is the customer experience in getting 1o know about a cultural
heritage destination with the help of VR technology to support a virtual tour. The rescarch is justified by the increased
demand by travelers 1o possess a memonble experience in exotic destinations as well as the growing opportunitics
offered by Vintual Reality and Augmented Reality technologies applied in the tourism sector. This study sims at
relaunching tourism and help in regaining lost ground i the post pandemic era by using VR as an effective ool to creale

a valuable customer expericnce.

Keywords : Tourism industry, Virtual Reality (VR), customer experience

INTRODUCTION

Tourism is sigmificant for the success of the many
economies around the world. Tourtsm not only boosts the
revenue of the economy but also creates thousands of jobs
and develops the infrastructures of our country, and also
plants a way of cultural exchange between foreigners and
citizens.,

Virtual Reality may be a simulation to an
imaginary world, and when s applied in touristic
expenments, 1t considers the sense of sight, as lot of
expeniences depend on visual sl 11s in real terms a
multidimensional gain that's been camed. Usually, VR
application s apphed to offer an experience on the
destination. As a progression (o this a VR ennbled
application shall be developed which may be accessed
through smanphones of both android and 10S
denomunation.,

This apphication could be a route tracker with a
map and direction tracker, as well as a VR enabled
service. As tourists travel, this app guides them to their
destination by providing a virnmual reality image of the
places they pass through as well as weather conditions,
This apphication 1s ofien accessed anywhere. Because the
navigator crosses cach place, pop ups appear on the
screen for lht tourist 1o work out the location and also the

which encompasses all five senses. This medium vmuhl
actually provide tourist an opportunity o share dinner
along with  a friend located at a special region. The net
results of incorporanng Virtual Reality in Tourism is, it
provides o fir better destimation image, which is
articulated because the belief within the mind of the
tourist about a destination’s capabilities, which
eventually leads 1o a better experience, and as o result,
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intermediaries will enable the j i
it from intermediar € the investors to inves : . ;
mic profile of investors & the various o, nvest. This study aimed at analyzing the

o e : : pects of financial products, and to group the
pondents 0r the basis of their motive to invest. The data has been collected by’the diSlriiuiign of

worsaffecting investment decisions and to group respondents on the basis of their investment motives.
rcentage analysis and chl—squarc has been used to analyze the data. Cluster analysis revealed three
xs of investors based on their motives to invest.
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vings and Investment are the signs of growth of any economy. An opportunity to earn fixed income
d reliable sources of investment are signals of development of a Nation. The ability to earn, interest
savings, availability of variety of investment sources starting from Low Risk Moderate Return to
¢h Risk High Return coupled with investment prospects and ample guidance or support from
emediaries will enable the investors to invest. Deciding to invest in Gold, Silver, Precious Stones
i Metals, PPF, PE, LIC and other capital market instruments will depend on the needs of the
fividual. R.Sundari (2000)I Various investors have different investment preferences and needs. This
dy aimed at analyzing the socio economic profile of investors & the various aspects of financial
wducts, 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.

¢ portfolio of a mutual fund will be driven by the stated investment objective of the scheme. Certain
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A spa 2.5 - 3 years, whereas the Bank deposits stands ay S-Ge;‘l € has given the returns of about
0* f about 3 years. o retumns when funds parked for a

h ort Zoﬂ 0

ey: The following reviews :
o survey & reviews are the summaries of earlier researcher ducted with
S conducted wit

jj;;a(tto Debt Mutual ﬁmd(.zooor
. odeam and Zheng * The study of mutual R R
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gparison 19 terml 0“3?%113 oy, equity and debt schemes of mutual funds Sh'a;adypanwar and
,,R.Madg_ﬂm;?ggggi) andc f';urcii:btll:e:fi“o It“"@?ldf{ate the differences in characteristics of assets held
olio dive! ) ects of diversificati i 1 Fo
?hfammad Tariq Zz{far (2015” An empirical study on Indian (:Eut(::ﬂu;::csl:]::}?;rm E::l:;c])iﬁnasiiﬁ(:
aluated for an e'Q_if“Y based schemt?s. Hane(2016)°A study of investors perception towards mutual .
ods. The study tries tg: know the investors view and preference for investment in mutual fund.
atyashi Tamuly(ZOZ('}). Investors behavior and mutual funds. The study focuses on the factors
qulating and restraining mutual fund investment ,Sridevi(2019)*Investor’s Behaviour towards -
Jual fund. The paper studied the investment pattern, behaviors and factors influencing the choice of

sestment in mutual fund among the investor.

ur

ationale of the Study;
rily, investment is the best tool for wealth management. :
condly, with more number of earning members in the family and availability of surplus income leads
ivestment in various avenues to enhance wealth. -~~~ z gl
irdly, demographic dividend has paid for more investment. : ,
wrihly, Risk taking ability of today’s youngsters have paved way for various investments options.
fibly, People are ready to invest in the most dreaded investment options of yesteryears these have
day become commion investment options

xlhly investors are willing to take calculated s
ius, it is important that we need to study the pro

hort term risk in investing.
gressive investment patterns made by investors.

fsear'ch gap: : Qi P Ao Zidoees S % B
om the above literatures, it may be seen from carlier studies that th_e comparison between debt
bemes of mutual funds and bank deposits was not made. Hence, this study has beex taken up

wifically to associate the tax benefit and the liquidity part of the financial product.
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Zj Dr.Uthira D & Ms. Rachel K.J - A Study on Big Data Analytics for Development of Sports with reference
to Badminton.

|
Utkal Historical Research Journal - UGC Care - ISSN : 0976-2132

A STUDY ON BIG DATA ANALYTICS FOR DEVELOPMENT OF SIMNORTS wWITH
SPECIFIC REFERENCE TO BADMINTON

D, Uthira, D Associote Professor and Head, T G, Departiment of Commerce, MO Vaishnfy
College for Women, uthitad 68 vahoo.com
Ms.Rachel K J Assistont Prafessor, Department of Commerce, MO Vaishnay College Tof
Wionnen, Chennal — rochelk) mop 60 gmuall . com

ABSTRACT:

The relavionship between Big Dara and  badminton  is examined in this article. This article
concentrates on the badminton s potential response ro Big Data monitoring. drawing on the work of
Longo Match, the research speaks to the Big Data—badminton relation throueh the theoretical
fravmmewark It explains how badminton plavers could respend o Rig Daota mreanpritoring by expressing
privacy concerns or aocepding o guantified self. These respronses will serve as a springboard for
more vesvarcl into liow badiinton players can appreoach Big Duata and des fmplications for speort.
This paper weonkd alse fook ar somne of the different analyties approsiches and technigues that can be
used for biy data, as well as the possibilities that big data anadvtics can affer in different decision
dornarins. This paper is a primitive rescarch which swill aid cewiches assessment of conditions of thair
plavers. This may signify a plaver's readiness for competition. training adapration, or risk for injury.
Henve, the analysis of this metrics with the help of Longo Matel application helps o acliieve
rvecenning fual

INTRODUCTION

BIG DATA ANALYTICS IN SPPORTS

Professional sports huve become increasingly competitive over thme, with o single minute changing
the game's ouwcome. Spors teams now have a lurge and devoted fan base who demand demiled
nlormation. Agencios and wam mnembers are also recognising the importance of propes peclormanee
trocking in ondes (o take comective action alter stiadying socurate perts ANLC INeIrcs.

Moneyball, o 2001 spests deama Dhin, popularised spors analyiios by depicting how o baseball
coach, MWilly Beane, revived his team against all odds using  scientilic evidence and  statistcal
anilyses of player resulits. His experiment with sabenmetrics forever changed the game and made
illllll_\'llq.\ a dbream for muany

“The fronticr of analytics is just beginning, and there is oo emd in sight o its potential,” said Dr
Lashbrook, Foomnder and  Presalemst ol Sporis Management Worldwide, (Sponsy Iyviies is o
lucrative arena with endless possibilives. Not only haseball teams, but also football, hockey, soccer,
andd other sports have ab least one analyst crmmeliing fewm info

Changing the Strategy

Wearnble sensors wre also being osed by sports analysis to gather dian from athletes. Adidas hos
created o portable savstem called the miCoach. This unit, which s sttched 1o the plaver's jemsey,
recarnds data such as the playecs hean vate, poce, and accelevavion,. The wam managoment will pick
the best players Tor the gome by analysang tos data. 10 plso allows them 1o Keep irack of the players’
healith

Videa analytics is now becomibng owre widely vsed for dam collection i a vanety of sports. A
company called Sporta VU mouwnted six camneras around the arenn during NBA games. They were
able to gencrate imtfommation about which moves and shots are better suited (or each player using
advanced metrics. As o result of these empirical lindings, teams will develop game plans thal are
tatkorod e their playvers” strengths,

The same methiodd s osed (o learn aboul the opposing tewmn's players i order o ddentity thei
woenknesses, Arseoal is one of the most well-known football clubs o invest heavily o big daia
analyties, They ose o device thor records a4 million dota points per gome and ases an advanced
algorthm to analyse the data
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PERCEPTION AND ATTITUDE OF MILLENNIALS ON INFLUENCER MARKETING
THROUGH INSTAGRAM IN INDIA :
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ABSTRACT

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

should be users of Instagram.

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

Introduction

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

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

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

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

3.5 billion likes per day inclusive of all users.
(Ratcliff, 2016). Therefore, social media
influencers considerInstagramto be vey a
powerful marketing tool in the corporate level.
It is therefore, considered to be a feasible app
in terms of ease and a economical way for
businesses to approach their existing and target
consumers by brand  building and
loyalty. Through this, it brand awareness and
brand image is enhanced (Kreutzer &Hinz,
2010; Mangold&Faulds, 2009). One of the
reasons for businesses to use Instagram is for
marketing purposes, to be more specific, its
influencer marketing. In other words,
Influencer marketing functions like electronic
word of mouth (Wong, 2014). “Regular”
peopleincrease their status quo as celebrities by
their simple creative online activities and create
a large section of followers on their social
media platforms through blogs and vlogs. They
are termed as Influencers because of their
extensive reach and their ability to influence a
larger group of people (Uzunoglu& Kip, 2014).
Influencers need not beworking for a particular
company, but their influence of brands makes it
attractive for brands and companies, and hence
they work hand in glove with each other
thereby increasing the number of followers for
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Abstract
Films are.the rich communication tools in dchvcnnﬁ MW]O&’“ to people ever since it's evoluion 1y,
miotions, positivity or negativity, in the mind;

audio-visual medium has the power (o form insfant e
audience. During the COVID-19 pandemic, the th?:’(res‘ across the country were shut due 1o naticnuic,

lockdown, The media & enténainment mdusuy ﬁ_rcsscd a deep decline. The O fg %Ji:ﬂiotms becarrs
prominent and witnessed a rapid increase in viewershi gé"mﬁg the lockdown perio : © recent selegsy
of *Putham Pudhu Kaalai’, an amhology of j'xvcf;»h rtﬁl,ms (tied together by only a single theme.
pandemic lockdown) directed by five emincnt d !f%@fﬁ is set and filmed during. COVID 19 lockdowr.
Each film maker has their own strategy and style 11/15}»"0“1“3 up their story to the audience. Usage of

signs and codes creales the maggc w}mc ;wcpl‘]%}///f“/fgﬁ(‘ CODﬁGﬁI by the 30di8§€€ in the intended way,
The aim of this study is 1o analyse t the mo! vie %%//g)}/gnc appfoach b) ‘decoding the denotations ard
connotations in lhc amhology .md i ),1 g/// / 7//% gge of signs ami codes used by the directors.

7 .

Introduclion Ay

An anlimlogy fi lm (also knosm” ilm /pé age fi 1i Im, or ponmanxeau Afilm) is a subgenre ¢/

films consisting of scvera] dxﬂ‘ct ol ,s tie together by only a singie theme, premise, of brisl
7 i
mes each narrative is directea by a different directer. X

interlocking event (oﬂcn & furning poiy [
is a feature ﬁlm composed of wgnmcs rs ,’ﬂte shorts have nothing to do with one another, b

there is a therme !é&fm’hnirjé/lh ough’ the grm’ ctmnccrmg them together [2].

With theatres. wmpamnh' fundmnmg,wﬂh. W ootfa]l across the country, OTT platform is the only hop
for all movic buffs. During the Jockdown, OTT viewership in watching either web series or blockbuster
relases witnessed :iSu."v {4 “The most important advaniage of OTT teleases includes the sepetition of
g ';ml(.hmﬂ LhL‘ Cﬂﬂhﬂf CN"T a.‘l“d Gyer \sllzl ;(!a d‘.'m;,]b]}ny bunr‘ [)Cl’?lh&]’]l f)ﬁﬂi(\lu”}‘ was'a new trend ad{ﬂ’f’j
iz Tamil. OT“F platforas. . o =

2
With ewinent directors 1"‘?'"41'1545‘1(””! Koaga’m Gam}mm Vasudev Menon, Suhasini Maniratruitt, Ry

Menou and Karthik. - Subkargj cpmnbuung to their cr ; .
: \satch Thc/t' Im ff Pu!fmm Pud?u ]/ la wmly’ tlns dn!hoto s provcd fo Bera ipucis m\,utiﬁ

a areirclatnbie and moving only because the filmmukers siuek ¥
I the stories are connected together is the 21 day
S ‘mam nd_ﬁ!»l'wﬂd content with a very posith¥

S gem’e'ﬂlﬂl IS thi‘h pp'*hmgs durmu the 3()(:!&0""”

; app:oanh tbc:mlhofmy has zr)éd to
- with 3dell,,}atfu, loak’a ' afa’i i”d el
| , R‘:S g,

thts rise in wbsmbers faf ﬁmc OzT nlatier

l,chnnm:ls have launcited theiro o

- content, imhe nex! five) ,fzmt/ (p) :
uSer- c i$ dc;mznas'd*» I L,';,(v [ 1

' producuon Iwusuhzucd local C)l ,;o,star
are cofnpeiln;_. with these 14! Tokal, : ;lg‘j

5561 0 each Rs 2378 bl (u{s» zzd;, Ying o make 5
FY

gP?(?pie 1o stdy at home, which has led @
2 demand,, mzm} rwdm and rrtertainaiedt
e abmic mm other pI..tfm ms to stream glieir
fl-'vesg}l‘“g i inam Iu Im.fza at nn%c.nt rle’ {

ama ISOI /ecs bmsf\«ow and Al ]Ba! 1jt. which
55 rk.in thcmarker{S] The Indizn ()Hm%‘

FY19(3). T
2 fomBs <0 biltion (1S $576.75 million!

India wil} Luvc 5&]04 m.,uop o;-

Vol. n,*w.m (l\)m-wbe; s ol ',,")/‘VF‘E’,’QJ‘*&&;} f..’; -
7 : X SN iy 7 1 i,,e/l,S mmi' T ‘; Eit\\“} 0 ‘,m\\ “,
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. 1SS (40 5- 8817
on. Going by the current trends. 3 diversified content pertfoiic

and various P icing plans would help OTT players aain more paid subscribers

mazon pPrimc Video announced nine dircct-zf)-digilal premicres and two of them from the Tamil fanzuast

(6] The service also started its first ever Tamil anthology film Putham pPudhu Kaalm, (The All Nm: & 1

Moming) 3 aliaborative cffort by five well-known ‘Tamil Directors. Tht Lamil market is knows for an

interesting segment in lerms of content creation The audience 15 9 developed film. TV market and s prest

zxpccialioﬂf- duc .o the varety of content they {Tamil audicnce) & already exposed 10. The Tamil market
ich gives OTT plasforys more Jepway

f1as historically had 2 palene for differcntiated and bold contenk. wh
10 expenment with unique parratives and storytelling styles.

Bengal, Past a

ncreastd <maniphone 2ad internel penetrali

nessed @ 0% rise 1N numbar of
2020 |5} Overall. the 109 five
hile Tier 1 cities accounted 07
ofer watehing video conterd
jais on English
are adding oW

or in In¢ha has wit

Objectives
March and July

According 10
id subscribers fro
metro cities accoumcd for 46% of the
another 337 users in July 2020. Another study 1
in regional janguages. and that only 7% of the total time spent o
content (3. As the covID-19 affccred the consumer thealré expe
of this study 5

releases to the OTT platforms. The aim
. Toanalyse the symbolic clements of Film making rechniques used in

To wrace the uniqueness in dircctorial styles of 1€ anthology. the recen

{ndia Brand Equity Foundation, O1T sect
m 22.2 million t0 29.0 million Perween
(otal OTT video platform users. W
cvealed that 90% consurers pr
n OTT piatforms in Ind

rience. mcwierrm.l:crs

- putham Pudht Kaalai®.
{ change in Tamil cincmd.

-
nvestigation into how meaning is created and how meaning 1S communicmud. ts origins lie
study of how signs and symbols (visual and linguistic) create meaning (7). ftisa way of
haw the landscape and culture i \whichwe live as d massive impact
1o understand the context i which a sign is
Lt s going on

and hence acl apprnpria!cly B
srpref Hs meaning.

Melhodology
gemiotics 15 20 i
in the academic
seeing 1he sorld and of understanding
on all of ¥s unconsciously. 11 other words, Weé need
communicated in grder 10 comprehend 15 real meaning
ground the Sign is usiually as important for us to know as the sign itself. in order 10 i01¢

key 1001 1O ensure thal intended mead ings (of for instance o picce of communicagion ord new

the receiving end. Usually thete are aood reasons

Semiotics 15 @

product) are unambiguously understood by the person on

if someons doesn’t understand the ceal intention of 2 messigc and semiotics ¢an help unravel thit confusion,
{ meaning. On these lines this study aims at providing details on 1) Lizhting Colour Tone

ensuring clarity © Fu
and i) Sizns & Symbols used in the anthology- d\ /J

Analysis
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KERALA'S RESPONSE TO COVID 19:
ANALYSIS OF KEY SOCIAL WELFARE MEASURES

Ms. HannecRavimaran, Assistant Professor, *
M.OP Vaishnay Eoi'-lcgc Tor Women (Autonomous)

Introduction

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

India reported its first case of the COVID 19 pandemic [rom the state of Kerala (Thrissur) on 20th
January 2020, As reported by the Ministry of Health and Family Welfare on 10th May, there were 41472
active cases, 19357 cured and 2109 deaths. The first state to witness the outbreak, Kerala, has reported
505 confirmed cases among which 16 active cases, 485 cured and 4 deceased . The Union Government
launched various social welfare measures in order to curb the virus spread.

Objectives & Methodology

This paper will analyse the successful social welfare measures adapted and implemented by the state
of Kerala. The successful 10 key measures are selected as samples through random sampling and are
briefly analysed in order to find the state’s journey 1o fatten the Coronavirus curve. The analvsis will
help us find the timeline and effectiveness of the welfare measures that is widely praised by WHO.

Analysis

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

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

Early discussions

According to The Hindu, Kerala's minister of health, KK Shailaja mentioned that her ministry had
imtiated discussions on the cutbreak “as carly as mid January™ | She also added that Kerala was the first
Indian state Lo drall measuzes for its containment that eventually became more stringent as the first case
was reported.

Extended quarantine

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

State Response Team (SRT)- State and district

As the state declared COVID 19 outbreak a state disaster, a 24-member SRT under the chairmanship
of Shailaja was formed. The team included senior officials from various depariments such as
community medicine, infectious disease, epidemiology, peediatrics, drug control and food safety. 18
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An Analysis of Food Brand Advertisements Released During the COVID-19 Pandemic Crisis
'Ms. Aarthi Jayaram,Assistant Professor, Department of Visual Communication, M.O.P. Vaishnav College for
Women (Autonomous), Chennai
’Ms. Gayathri Krishnamoorthy, Assistant Professor, Post Graduate Department of Media Management, M.O.P.
Vaishnav College for Women (Autonomous), Chennai
’Dr. Sandhya Rajasekhar,Associate Professor & Head- Department of Journalism, M.O.P. Vaishnayv College for
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ABSTRACT

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

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

Keywords: brands; advertisements; consumer; COVID-19; PMO model
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THE INFLUENCE OF INTERNET SLANGS ON YOUNG ADULTS IN ORAL AND WRITTEN
COMMUNICATION
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MS. DEBORAH RAJ
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ABSTRACT

Language constantly changes overtime, words and phrases differ and their meanings, connotative or
denotative, are also interpreted differently over time. The change in language can be equated to various
factors such as experiences and development. Technological development does play a prominent role in the
evolution of language. The advent of social networking sites has created a platform for people 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 intemet has played an imperative role over the years in
pqpula.rizing various short forms and new words. Some of these terms have also found their place in modem
dictionaries. Social media has provided a platform for people to communicate and express their vizws on a
global podium. Intemnet slangs refer to terms or short forms that are most commonly used on the internet. This
includes various short forms and acronyms for example: saying “bye”. This was a short form that was created
instead of saying “goodbye”. These slangs are often used for informal communication. Internet slangs are also
commonly called “net speak”, “cyber slang” or “internet shorthand” and “millennial lingo”, as Millennials
are more familiar with these terms. There are various arguments about the internet slangs and their usage as
a hmfirancre 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 becn,made
popular by internet users and in many cases coined. The slang isn’t homogeneous and differs according to
the user and 'the' type ot_‘ internet situation. People also use these terms to communicate face to face with their
peer groups. T hls 1sn’t just an English phenomenon; it is the world over in many languages™. Social media has
aided in globalizing and has also created a global language for ail to follow. .
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Tm’c plays a pivotal role in prospects of Cyber Security. The science of establishing ! he identity of @

AD '
g pased on physical or behavioral attributes is a rapidly evolving field with applications in ¢ w:c.{e
e The aim of this paper is to gain an insight of biometrics security systems and how they \1»():"/(. T’?{-"

g6 aims al gVing a comparison between the algorithms of two major techniques “-"f'd m_ BioMmeltic
stems. The techniques are .Ir:.s'. Detection and Finger Vein Detection. It also gives a detailed explanation
Jie algorithm and its applications.

Keywords: Cyber security, Biometrics, Iris detection, Finger vein detection

| INTRODUCTION : id
piometrics is the science and technology of analyzing the characteristics of the human body. Therapic

Jevelopment of biometric‘ cxz'lminaiion. has led‘ to biomgtric se:curi_ty systems .being used more for plilyswz:I
access control. It is usqd n h{gh-ﬁt’:f:Unty [ocz}tlons and in cnvironments needing lower s.ccurfl‘y levels sluc 1
g5 office complexes. Biometric systems provide more user-frienaly ways for people to identify themselves
[Fl?i Iris Detection security system is said to be one of the powerful tools for veriﬁ'cation as it 1:. more
sccurate and easy to identify [3]. A high contrast image of the iris from an infrared |s_scanned using the
biometric. 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 mdmdual's
finger to previously obtained data. Vein scanners use near-infrared light to reveal thepatterns in a pc:r.so.nsI
veins. As with irises and fingerprints, a person's veins are completely unique. A camera takes a dlgltf"..
picture using near-infrared light. The hemoglobin in your blood absorbs the light, so veirs appear black in

the picture.

2 LITERATURE REVIEW - : S :
The paper on Biometrics and Cybersecurity[10] gives a glimpse on how biometric is used for reducing

cybercrimes and about the fingerprint using fuzzy logic. A survey paper was publishec} that expiains abgut
biometric 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 extracting the
necessary features of the iris. The Wavelet Transformalgorithm was explained in-detail inin paper{6] that is
obtained by quantizing high frequency coefficients using values from CAS]A_ d:.ntabase. A personal
identification of iris through the Gabor filter algorithm that uses classifier designing is detailed in a
Paper[2]. Just like personal identification, Gabor filters are used for character recognition and are
eplained in a pattern fiom | .

¢cognition journal[7]. In a book of vascular biometrics, a paper on the PAD algorithm is explained zlong
w'ﬂ.‘ the vein patterns, sensors and other artifacts detailed. [1]. : i

S Author talks about the Presentation Attack Detection (PAD) algorithm using the variation
®Composition method [8]. The motion magnification in the finger vein detection is given in a paper that
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Marketing Mantras of 21* Century in India
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A Pilot Stlldy in Chennai GW; 1V Lane, Nungambakkam

Hemalatha J '
Research Scholar, Department of Commerce,

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

Abstract. Online shopping is a growing
trend in Digital India and this field has
attracted a plethora of research in many
dimensions of marketing and consumer
behaviour. The current study, following
this trend, explores the stimuli for consumer
motivation and risk perceptions to shopping
online. The pilot study was conducted in
Chennai among fifty-two online shoppers.
It explores the stimuli of shopping ease,
shopping enjoyment and social influences as
dimensions of motivations. It also seeks to
verify the effect of demographic factors on
consumers online shopping intent and the
consequent satisfaction that can result in
repurchase intent. The study highlighted the
influence of education on risk perceptions
about online shopping.

Keywords. Online Shopping, Motivation,
Risk Perceptions, Consumer Satisfaction
Introduction. The onset of the digital
era coupled with the Digital India drive is
rapidly transforming the lifestyle of the
Indian consumer . Equipped with digital
connections in many types of handy gadgets
coupled with a need for work-life balance
in today’s busy schedules in ever-growing
traffic and crowded marketplaces, the Indian
consumer is now migrating from physical
retailing to online shopping.

E-commerce sales accounts that mere 2.2 %
of total retail sales in India (Statista, 2019),
translates to a total online sales turnover
of $18 billion. This turnover is expected to
grow to $170 billion by 2020 (Business Line,
2019). Given this tremendous opportunity

:( 7} t SRR |

igh Road
Chennai-600 034
Dr. Lalitha Balakrishnan ?

Principal & Research Head of Commerg,
M.O.P.Vaishnav College for Women

(Autonomous), Chennai.

in this segment with a vast potenty
penetration and expansion, this segme

sees immense competition.
Need and Significance for the Study,\
this tremendous growth potential in ¢y
retail segment , conducive environmen
the Indian economy and the boost to
sector from policy makers this study
relevant for the following reasons :

«  Marketers are increasingly investing
website features, logistic managenx
service quality and third party allian
with banks and other intermedix
to attract, serve, retain and expd
customer base.

«  Inorder to have a competitive advanls
in the online retail market, it is import
to ensure consumer satisfaction. [t
also important to understand the dn"
and the restraining factors that will st
consumers to shop online rather tha?
traditional retail outlets.

Background. Literature review “

conducted to throw light on dimensions

the subject matter of the study. Siva Kum
A. and Gunasekaran A., (2017) conduct
study about the determinants affecting *
online purchasing behaviour of millen®
consumers. They devised a concep!
framework with 4 factors - consu™
innovativeness,perceived benefits, percei*t
risks, attitude and intention. The SW
found that millennials purchase online
soon as they recognise the ‘need’ and ™
convenience is crucial,

Sharma (2017) studied six-major. types °
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AN EMPIRICAL STUDY ON “EMPLOYER BRANDING - A STRATEGIC A ACH

TO ATTRACT AND RETAIN COMPETENT EMPLOYEE” WITH SPECIAL REFERENCE
TO EMPLOYEE OF PRIVATE ACADEMIC INSTITUTIONS.

DR. PRIYANKA SHARMA Assistant Professor (Post Graduation Department of Commerce) at
Maniben Nanavati Womens College, Mumbai.
DR. VIJAYALAKSHMI M H.O.D. BBA (Shift II) Department M.O.P. Vaishnav College for
Women, Chennai.

ABSTRACT

With the increasing brand conscious nature of employees this study is an attempt to gain more
theoretical knowledge of employer branding. This study is descriptive in nature and Quantitative
research category has been used in which according to the perception and experience of the existing
employee of academic institutions the researcher has identified the seven factors contributing in
building sound employer branding and named as Psychological and Motivational Factor, Growth and
Recreational Factor. Physical and Intangible Factor, Work and Brand Factor, Financial and Non
Financial Factor and Progression and Evaluative factor, Loyalty Factor, Functional and Retaining
Factor. Simple Random Sampling Method was used for collecting the data. Data was collected from
I'12 employees of private academic institutions in Chennai. Primary data was collected through
structured questionnaire and Secondary data that has been taken from respective college’s website
and Printed Manual’s, online Journals - EBSCO, JSTOR and ProQuest. The results of the study
might help the policy makers and management of the education institution to make effective
strategies that will help in encouraging relationship between the employer and the employee.

Keywords: Employer branding, Brand image, Retain Talented Employee, Academic Institution,
Success and Growth.

INTRODUCTION - Employer branding is comparatively a ncv concept adopted by many
organisation in recent times irrespective of the sector. Like product branding companies have started
to invest in employer branding. Retaining and engaging the talent is one of the biggest challenges
faced by every organisation. Employer branding helps the organisation in creating an attractive and a
good workplace that every present and future employee (human capital) would like to work.
Employees are the assets and internal patrons who help the company in building its brand image.
Employer branding provide competitive edge to the organisation in attracting and retaining talent
that helps the organisation in growth and expansion. Inspite the fact salary is one of the most
important reason for the employee to choose an employer at the initial stage but there are other
factors too that plays an important role in the decision taken by an employee to stay in the
organisation for a long run.

REVIEW OF LITERATURE - According to Kupper Denise Marie, Klein Kristina & Volckner
Franziska (2019) in their paper titled “Gamifying employer branding: An integrating framework
and research propositions for a new HRI.. approach in the digitized economy states that “digitized”
workforce helps company to deal with changing expectation with HR practices. Organisations are
expected to create employer brands in order to retain, attract and motivate employees. The researcher
states that serious games and employer branding share the key characteristic of facilitating learning
to create knowledge. According to Rana Geeta & Sharma Ravindra (2019) in their research article on
“Assessing Impact of Employer Branding on Job Engagement: A Study of Banking Sector”
conducted in Uttarakhand with major five employer branding variables which are commonly
accepted in banking sector (interest value, social value, development value, application, and
economic value). The Findings of the study highlights that when the employees recognise the

workplace as interesting, socially su??%rtpiv&éigﬁﬁmggﬁ%i}gr%%%L\;]e value, they will f'mg they are
nwu.r. o

(Autonomous) (
Ho. 23, 1V Lane, Nungambakkam High Road

Chennai-cl0 134



Weslevan Jowurnal of Research, Vol 14 Nol(1V) M.0.P. Vaishnav College for Women
(Autonomeus)
Ne. 20, IV Lane, Nongambakkam High Foad

not only engaging with their routine jobs, employees will definitely experience W’&F o
progression which will develop emplovee selt-contidence, self assurance, satistaction and positively
affect the job engagement. According to Randstad global report on employer brand research (2018)
attracting and retaining the talent is most challenging than building reputation. The results of the
study indicated that employee’s expectations on employer have changed from salary and benefits to
career growth opportunities, flexible work arrangements, and work life balance. According to M
Rarthika. & V Latha(2017) in their article “A study on employer branding with special reference to
Hirotee India Private Limited.™ The focus of the study was o explore develop the practice of
cmployer branding techniques and interventions in the company and indicated that there is a
relationship between employer branding and employee’s turnover intention. Sengupta Atri, Bamel
Umesh & Singh Panka J. (2015), in their research paper on Value Proposition framework:
implications for employer branding concluded that to win talent war employer branding can be used
a3 @ strategic tool. They further added that to retain present employee and attract potential
employee’s company should focus on building internal and external employer branding and
suggested value proposition models for internal and external emplover branding. According to
Ahmad Noor Adibah & Gaud Salina (2015) in their paper titled on “Engaging people with employer
branding™ stated that expectations of employees are changing in the 21" century. The results of the
study highlight and translate the significant relationship between the development value in employer
branding and turnover intention. According to Gupta Pankaj, Patti Ruchita & Marwah Shaveta
(2014) in their article on “Employer Branding: A Descriptive Study™ focused on the most important
factor that was considered by the respondent while choosing a company were 1) higher degree of
independence in work.2) opportunities to work with top talent.3) company's reputation, 4) working
environment. 5) Starting position & growth prospects in the future and 6) total salary package
offered.

RESEARCH GAP - Review of the existing literature, reveals that employer branding is a new
concept that every organisation is trying to adopt in the recent times. Studies so far on employer
branding has been conducted in the sectors like Banking, Telecom, FMCG, ICT. Retail and
Hospitality taking samples from places like Pakistan, Malaysia, Germany, Australia, Brazil and
India. In India studies on Employer Branding has been conducted specific to certain private limited
companies and also in few places like Uttarakhand and Rajasthan. Few variables like employer
branding attributes, interest value, social value, development value, application value, economic
value, supportive learning culture, resonant leadership styles are only been studied. It is evident from
the forgone literature, studies relating to identifying factors influencing the employer branding in
academic institution in India particularly from Chennai has not been conducted, and therefore the
researcher has selected this topic for the study. The results of the study will help the academic
institutions in identifying the factors of employer branding that is most valued by the employees
which will help the employer to stay competitive and also in retaining talented employees.

OBJECTIVES OF THE STUDY
* To Gain the theoretical Knowledge of benefits of Employer Branding with special reference
to academic institutions.
* Toidentify the various factors influencing the employer branding in academic institutions.
* To study the effect of Gender and Salary of respondent on their perception towards valuing
various factors of Employer Branding.
* To give necessary suggestions based on the findings and interpretation of the study.

NEED OF THE STUDY - In a competitive environment, Employee's have boundary less
opportunities which has created a challenge for Companies to attract and retain skilled employee.
More ever in the period of demonetisation and economic recession companies would like to increase
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COVID- 19 : CHALLENGES AND PROSPECTS
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Small businesses being the backbone of any economy contributes tow:

_oﬁponunilics{nnd supports the local communities and neighbourhoods. With ¢
OVID-19 asa pandemic, the world economy witnessed steep fall in the business activities leading 1o a total lockdes.

all the countries. Since then. all the business communities have embarked on a path of learming, ¢

- accepting the new normal. Being the first and the worst to be hit by

Q{aced by the small business and highlights on the strategies that can be followed by these businesses to reduce
“consequences of the impact of COVID-19, The data:was collected by means of a structured questionnaire from |

& retailers and small entrepreneurs. Working capital requirements, shortage of funds, limited operations were found 1

> the major challenges faced by these small businesses during COVID-19. Morcover, small enterprises may nece
restructure their business and rebuild relationships with customers and suppliers. The study proposes several siratc

i thatretailerscan adopt to improve resiliency in the changing environment during and after the COVID- 19 era.

; i’K'epmrds: Small business, COVID-19, Challenges, Prospectus, Strategies
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‘1. INTRODUCTION |
3:-' The declaration of COVID-19 as a pandemic by
?the;._World Health Organisation brought the world to a
i

hand. had to make their product reach 10 their custo
with the help of social -medial platforms and o
orderings. In this repard this study tries to identif
challenges that were faced by the small firms durir.
pandemic, the strategies adopted by them to over.

standstill. With many organisations closing down their
stores, factories and offices due to the mandatory
;\&kdown declared by the countries, proved to be a the challenges and the innovative measures that ¢
permanent clos re for these organisations and left them  implemented post COVID.10 period to sustain |
K cially the small business firms. Around market. :
8% of the business were severely hit for those who had = 2. REVIEW OF LITERATURE
one to four employees and 37% for those having twenty (Jiang et al., 2020) The authors in their
J‘.to.fony—hine employees (CBIZ report). The main reason - assessed the effect of Covid-19 on the Smalland M
. being, the lack of working capital funds, cash flows, Enterprises in China and the supportive strategics
' nadequate capital, reduction in the working hours and  the Chinese Government towards the SME's for 1
cﬁ;ﬁldyecs and finally laying off the employees. the erisis.  Historical and Logical methods were o
' Witnessed with extreme negativity these by the study. The study thoroughly examin.
businesses ﬁa'd, 1o identify new means 10 serve thé‘ir_,. initiatives and policies implemented by The I
# customers sta)"ing at home. Retail formats on the other  Bank of China in support of the small business
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ANALYZING CONSUMER BEHAVIOUR TOWARDS E-C
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THE PANDEMIC LOCKDOWN S
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M T ABSTRACT e

The COVID-19 -19 Pandemic Lockdo

—

‘ e wn was enforced in the month of March 2020 to contain the spread of the
Novel Covid-19 Virus. The objective of the lockdown was to ensure nobody stepped out of their houses in order to

protect themselves from the virus which is highly contagious. Due to this, people had no option but to rely on the E-
Commerce more to get the essential products during the lockdown. There was a section of people who risked
themselves to buy necessary products directly from retail stores. Besides the difficulties faced by E-Commerce. the
dependency on E-Commerce for essential goods still increased than usual. 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-Commerce was a boon or bane for the consumers as prices

rose up due to increasing demand and limited supply and the availability of the essential goods were fluctuating from
time to time.

Keywords : E-Commerce, Consumer Behaviour, Pandemic Lockdown, Traditional Retail Stores, Essential Goods.
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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 25" March 2020 for a period of 3 weeks and by the end
of first lockdown, was enforced the second lockdown for
aperiod of 19 days and the complete lockdown was ended
on 31" May 2020. After that, partial lockdown and unlock
was in force. Though consumers buy shopping goods
from E-Commerce, it was during the pandemic lockdown
that most of them started to purchase essential goods from
E-Commerce.

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

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 lockdown was Hand
Sanitizers, Face masks, Hand Gloves, Rice, Atta, Cereals,
Instant Noodles, Frozen food, Biscuits and Milk.

Through this paper, we leam how consumer
behaviour towards E-Commerce changed due to the
pandemic Lockdown. It was observed that the number of
consumers purchasing essential goods through Online
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The COVID-19-19 Pandemic Lockdown was enforced m the month of March 2020 to contain the spread of the
Nowvel Covid-19 Virus. The ebjective of the lockdown was to ensure nobody stepped out of their houses in order to
protect themsedves from the virus which is highly contagious. Due 10 this, people had no option but to refy on the F-
Commerce more to gel the essential products during the lockdown. There wus a section of people who nsked
themselves to buy necessiry products directly from retail stores. Besides the difficulties faced by E-Commerce, the
dependency on E-Commerce for essential goods still increased than usual. Daring the Pandemic, onty necessary goods
such as Rice und Cereals, Fruits and Vegetubles, Medical products such as masks, gloves, Hand Sanitizers ete 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 dunng the Pandemic. The Pandemic Lockdown resulted i one hand. many people
not being able 1o curn their monthly income while being in employment. on the other hand employees being laid ol
Due to this, most of the consumers became conscious about the purchases made through E-Commerce with respect o
Price and Brands. This paper ulso tries 1o study whether the E-Commercee was a boon or bane for the consumers as prices
rose up due o mereasing demand and Timited supply and the availability of the essential goods were fluctuating from
umectohime
Kexwords : F-Commerce, Consumer Behaviour, Pandemic Lockdown, Traditional Retail Stores, Essential Goods,
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INTRODUCTION
The Pandemic Lockdown was enforced when the  consumers purchasing these goods through E-Commerce

websites sold grocery and essential goods, the number of

novel Corona Virus started 1o spread rapidly across
different countries mcluding India. It was first enforced
on 25" March 2020 for a period of 3 weeks and by the end
of first lockdown, was enforced the second lockdown for
aperiod of 19 days and the compiete lockdown was ended
on 317 May 2020 After that, partial lockdown and unlock

was very less. Due to the lockdown, as nobody could buy
essential goods from nearby retal stores. uitimately
everyone had o depend on the Online Grocery Stores
such as Amazon, Big Baskel, Fhpkart supermarker,
Reliance Mart etc.

The most commonly purchased goods from E-
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EMPLOYEES OUTLOOK ON SHIFT TO
REMOTE WORK AND ITS IMPACT (3 Dr. Lalitha Balakrishnan*

Ms. Krupa. N**

ABSTRACT #=

The impact of Pandemic has caused a lot of changes in the dynamics of the workplace behaviour. The companies

have to transform towards work from home arran

gement in a very short period. Agility, creativity, flexibility are the

important attributes followed by HR in Pandemic. The paper focuses on how the impact of Covid-19 has enable the HR

functions to change the working

pattern to virtual workplace. The objective of the paper is to highlight the views of

employers and employees towards this concept of shift to Remote work and its advantages and disadvantages. The
research also emphasis on the level and magnitude of the challenge companies have been facing in terms of HRM, and

to assume the consequences due to pandemic.
Keywords : Human resource, flexibility, Magnitude

M

1.1 INTRODUCTION

Organisations across the world have been forced to
make big shifts in their approach to remote work, driven
by the necessity of the situation. Reputed companies such
as Twitter, TCS, Citigroup and others, have initiated a
work from home protocol for the foreseeable future, and
have made bold plans for a secure, borderless workspace
model. The pandemic has revolationised the concept of
remote work, and will leave behind ever-lasting changes
to the workspace. It would help us know what changes the
employees would want and what policies would they
prefer from the side of the employers.
1.3 OBJECTIVES OFTHE STUDY

The primary objectives of this research paper are
as mentioned below:
1. To identify the factors impacting employee
moralein aremote work environment
2. Toassess the acceptability of remote work from
employees point of view,
1.4 LIMITATIONS OF THE STUDY

The study had 150 respondents, out of which 45%

——
—

*Principal - M.O.P. Vaishnav College for women

** Assistant Professor - Department of Business Administration Shifi-]

-_m.gmif-

belong to IT sector. The nature of the work done by the
cmployees of the IT sector, makes it the most compatible
with remote work and most suitable for work-from home,
and that is because most of their work is performed on
Laptops / Personal Computer systems which can be
accessed anywhere and don't necessarily have to be
present in an office.

The main requirement for the Jobs is the presence
of internet connection So that makes it extremely
convenient for employees of IT sector WFH.

The employees of IT sector don't really have to be
inan office because most of their work is done on system.
Whereas, other sectors have at the least some part of their
work that cannot be done remotely and have to work
physically.

The study has respondents belonging to 11-12
different sectors of industries. To understand the morale
of employees and how they want their future of remote
work to be, depends of various factors that they are
affected by. Each sector has a different style of working
and different factors that would affect the employee's

l Vol. 8w Issue 29 o January to March 2021
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outlook. The responses wouldn't be stable and depend on
the same mindset of the people. Let's say, in the sector of
Designing, WFH is comparatively more difficult as
compared to 1T sector, because in IT sector, in companies
like TCS. there are fixed set of working hours and work
for the day usually ends at the hour it is supposed to. But
for someone who is a designer is expected to be available
at any time and usually are on calls even beyond work
hours, but if they work was being from an office instead,
they could have restricted themselves to the working
hours.

The concept of remote work is relatively new, so
there are limited previous research done on this WFH.

2.1 REVIEWOFLITERATURE:

2.1.1 The impact of working from home during
COVID-19 on work and life domains: an exploratory
study on Honk Kong (2020) - Lina Vyas, Nantapong
Butakhieo

This study examines the experience of employer
and employee in Hong Kong through SWOT analysis.
Related recommendations to be explored before taking
business decisions in future.

2.1.2 Working from home: What is the effect on
employee's effort? (2016) — Kira Rupietta, Michael
Beckmann

Even though employees have freedom in work
timing, scheduling of work, this study examine the effect
of productivity of employees because of WFH.

2.1.3 An Empirical study on working from home: A
popular E-business Model (2015) - Sreeramana
Aithals.

This paper points out the advantages of work from
home.This kind of work model reduces organisation
expenditure
2.1.4 Does working from home work? Evidence from
a Chinese experiment (2013) —Nicholas Bloom, James
Liang, John Roberts, Zhichun Jenny Ying

This research reports the results of a WFH
experiment at CTrip, of 16,000 employee, NASDAQ-
listed Chinese travel agency. Call centre employees who
volunteered to WFH were randomly assigned to WFH or
in the office for 9 months.

2.1.5 Opportunities to work at home in the context of
work-life balance (2002) — Alan Felstead, Nick
Jewson, Annie Phizacklea, Sally Walters

Discussion of ‘work-life balance' and 'family-
friendly' employment is much in vogue among politicians
and business leaders. Often, working at home is included
within such practices.

2.2 RESEARCHGAP

It is important to identify the underlying factors
that impact an employee's morale and satisfaction in the
remote work environment. The key questions remain
what the future of remote work is from the point of view
of employees, and how to address this shift to remote
work. In this paper, we seek to identify the factors that
play arole in affecting the employee morale in the remote
work environment, and also assess the extent to which
employees are accepting of the future of work from
home, from an employee's perspective.

3.1 RESEARCHMETHODOLOGY

The research methodology chapter enables the
reader to understand about the study's overall validity
and reliability. The data collection and analysis. It is the
path through which the research problem and objective is
formulated, and the results are arrived from data collected
during the study period.

3.2 RESEARCHDESIGN

A research design defines the method for
collection and analysis of data in a manner. It is the
blueprint for the collection, measurement and analysis of
data. The design will explain the formulation of
hypothesis and its implications to the final analysis.

Exploratory research has been used in this study to
discovery the ideas and insights. This research design is
appropriate for the consideration of many different
aspects of the phenomenon being studied.

For this study, simple random sampling was done
and all individual of the entire population had equal
chance of getting selected.

The responses was collected through
questionnaire and had 149 responses which includes
employees belonging to different sectors of different
ages. The different kinds of factors that affect the outlook
of the employees and different factors of work that has an
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(ging and existing companies target the rural areas for impl . .
qural areas are the new opportunities for the com i implementing retail management because
rural consumers have got new sources of incomepa m:ts f‘ : bcnefft (oI SeSpmablc inves i

has chaﬂges-_theu needs_ am_fl wants have improved fror?:abu;:zm la gncl:uln;ral R i e

: oducts- This o;:l;::n;:;ty is to be utiliseq wisely by the co mga:if:-, ll:; sl;!{licdugoc;gs to brandef:i
ouﬂetin ;?-ss;?éeﬁllﬁl lhe;":}ie‘;‘;:a;slﬁil;lzllon.‘ It is imperative to consider tl'u:g nepeds ec;]fl'J :;ee rri::l
onsu onstitute th i ’ :

; ite of the challenges faced by the companies such Iaskn;?ga;h:orznc;z:?vit;msj:-:?l; itfr?m%u'a“f? ln .
markets who sell unbranded gOO(_‘.lS at cheaper price, lack of proper tmnsportat’ion facilities 3510 ;f Es
rcome these challenges by innovative strategies in order to the meet the needs of theg r:ral
umers. They peed to utilise the opportunities by joining hands with the government initiatives

and at the same time, set up a cost-effective rural retail outlet and take help from the head of the
sillages in order to be successful retailer in the rural areas. This paper focuses on how companies
nanage their retail oul.lets, elements of success and also the opportunities and challenges that
companies may face while entering the rural markets. I ,,:

t L =
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Introduction Principal
 rural area can be defined as an area with a population of less than or equal to 3060 b ?&&@}Fﬁe for pome
of population less than 400 per sq km, and at least 25% of the population is engaged in mgaﬁlm High foac
As much as 67% of the country’s population lives in rural area. With this huge D%ﬁg%%xgthgggcy z

and with increased competition in urban market companies are seeing rural area as their new target

market to invest and grow. The Government has also introduced different programs specifically for

he rural people and for the overall development of society and nation. Some of the popular programs

are Pradhan Mantri Gram Sadak Yojna, Indira Awaz Yojna, Atal Pension Yojna and many more.

Retail Management is the process which helps the customers to procure the desired merchandise

form the retail stores for their personal use. It includes all the steps required to bring the customers

into the store and fulfil their buying needs. Retail management saves time and ensures the customers

easily locate their desired merchandise and retum home satisfied.

Rural marketing is also quite difterent from urban marketing, the polices and strategies adopted by
rural market. Traditionally, rural India was

companies in urban market canno
known for its agriculture practise only. However, this is no longer true, already the non — farm sector
accounts for higher incomes in rural India than the farm sector. This has increased disposable income
in the hands of Rural people and they are willing to spend and follow latest trends. Rural marketing

ompanies like Hindustan Lever, Colgate

has become the latest target of most corporate companies. C
Palmolive, Britannia and even Multinational Companies (MNCs) like Pepsi, Coca Cola, L.G.,

Philips, Cavin Kare are all eyeing rural markets to capturc the large Indian market.

With the growing market and the growing purchasing power it is therefore natural that rural markets
!‘0"“ an important part of the total market of India. The rural market in India brings bigger revenues
in the country, as the rural regions comprise of {he maximum cOnNsumers in this country. Therefore, it
18 necessary to implement strong retail system in rural areas. Earlier, rural consumers preferred only
lose unbranded goods, so accordingly the seller maintained his shop filled with unbranded goods and
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 for so long such as cosmetic
Products, instant food packs, flavoured sodas, 2 :

nd many more.
= agUfﬂcturers engage in retailing when they directly sell their products through their personal stores,
j ¥ door-to-door canvass or mail order or even

t be implemented in

on telephone and the wholesaler also can engage in

oy
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retailing by selling fiirectly
laving a role as an interme .
S.rel}gsg customer and in turn sellin
maintain the contact in between cons
marketing. All middlemen are plgymg
person for their customers. Retailers
customer’s desires, development of th

to the customers along ‘.Nith his wholesale bUSi_ness_ The P
diary through the marketing channel because he s ac thg, a“‘ller =
g his products to the customer dl'recu'y_ He takes g %%b‘
umer and the producer as a link in a compley mec‘al fﬁlf‘
a dual role as buying agents to their Suppliers ech"ﬂism X
have several roles and responsibilities syc, . s SaIE
e collection of several products, gathering an;nt"‘ipau:

Pes : b
market information and investment. Anybody can change as a retailer in a simple Mange, F"'dmg

purpose, no need a huge amount of investment fof:l pr Od“""::?tﬁo‘:ﬁ“;gmsg;]fog SO many ; e: ;ﬁ‘:s
can be purchased on credit and can store 1n a leased space \ : y 2 payment o i '
cost can be maintained with a simple website. Tobea retal_ler 1rm, any firm must cater ¢, the p, .
of consumers as their basic role to perform their job as satl;factory. Now almost retai] iy,
in changing. But it is meant for providing tangible vah.w to its c\fstomers. It offers that value =
it provides something fresh or betterment on something exist 1n the ﬁeld of technology, Servige
goods or business systems. In addition, to offering value to consumers, it has benefits for Tetailers
well. The benefits may be in the form of an increase in sales. It might be that may come in (he fory
of increased sales, progress in business and the competitive advantage on market rivals,

The retail management should be handled by the retailers as the rural consumers haye ney
expectations and they have also started to use products ad urban consumers. As there is a shift i the
retail process in rural areas, the retail management should also be developed.

Vali(]n &

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 Industry,
Mr. Thomas Varghese, Chairman, CII National Committee said, “Farmers who eamn less than 25 per
cent of consumer price can make up to 30 per cent more through organized retail. It will beneft
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 ’ il
Development Index (2011) ranked India fourth amon b At Keamey's Global Rew

th ' : i
expansion world-wide. Organized retail accounts for 7 %erc(::ntf gf:‘xl(r)ld(ii:";eiggmhgl cgz;?ginfg; ::::g
market and it is expected to reach 20 percent by 2020, Moreover, retail sa] ghly ; |33 4
of India’s GDP and employs over 38 million people in the count ’ = A
According to KPMG report (2011), Indian retail industry is the ﬁ‘
retail industry is one of the fastest growing industries in India
Growing young population, rising disposable income, Increasing p b . d
growing urbanization coupled with changing consumer preferenfe . angaenin g
drivers of India’s organized retail industry. More than eighty B CS are some of the strong grow.lh
do not have access to any sort of organized marketing ang d?m of rural markets in India still
opportunities for retailers to serve shoppers in rural ang semi-urba 'Sll?bmmn_ So, there is sea of
India Brand Equity Foundation (2011) said that rura| India is geq tn lnflla.
per capi@ incgme having grown by 50% over the last 10 eo Wltnes‘s an economic boom, with
commodity prices and lmproved productivity. For many 3)’( ;:S, Mainly on account of rising
acknowledged by the retailers. But as the ‘b 'S, mural Ipdi, was not much

ottom of the T
education, higher purchasing power and awareness, cgmpag}"‘ amid’ jg getting empowered with
hinterlands. 15 are |

ooking for opportunities 10

and with growing market demand.
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A STUDY ON EMPLOYEES’ WILLINGNESS TO REMAIN IN A COMPANY

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
(1C), () 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

Work Life Balance

Living authentically
in the workplace

\ Maintaining perspective

in the workplace

Employees’
willingness to
remain

Building social connections
in the workplace

4. RESEARCH DESIGN
4.1 Objective of the study
e To understand the factors affecting the employees’ willingness to remain in the company.
e To analyze whether work-life balance has an influence to employees’ willingness to remain
in the company.
e To analyze whether employees’ ability to live authentically in the workplace influences
his/her willingness to remain in a company.
e To analyze whether employees’ ability to maintain perspective in the workplace influences
his/her willingness to remain in a company.
e 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 | Average — 7 years
company

5.2 INFERENTIAL ANALYSIS:
Test 1: MULTIPLE REGRESSION ANALYSIS

Table 5.2:
Model Summary
Model R R Adjusted | Std. Error
Square R of the
Square Estimate
1 7228 522 496 .34302

Predictors: (Constant), Building social connections, Work
life balance, Maintaining perspective, Living authentically
e 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.
e 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 :
Coefficients®
Model Unstandardized Standardize | t Sig. 95.0%
Coefficients d Confidence
Coefficients Interval for B
B Std. Beta Lower | Upper
Error Boun | Boun
d 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

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
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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:
Independent Samples t-Test
Levene's t-test for | t-test for Equality of Means 95%  Confidence
Test for | Equality  of Interval of the
Equality of | Means Difference
Variances
F Sig. t df Sig.(2 | Mean Std. Lower Upper
- Differen Error
tailed) | ce Differen
ce
Equal 044 | 834 | 218 | 78 .032 .032 .032 02063 | .44961
variances 2
assumed
Equal 2.19 | 68.24 | .031 031 031 02171 | .44852
variances not 8 1
assumed
= "Levine's Test for Equality of VVariances" 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 HO.
= 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:

e 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.

e 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.

e 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
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they are able to increase their level of maintain their individual perspective in the
workplace.

e 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.

e 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:

The novel coronavirus has brought considerably a negative impact on the economy and industry

worldwide. The study examined the effects of changing situations on the altered patterns of

consumer buying behaviour to certain products. With a sample size of 108 respondents, a

quantitative study was administered through a structured questionnaire to get an insight on such

products which are essential for the customer where the customer went to the extent of panic buying

even during the pandemic and restricted movements, whilst the other products antagonistically were

withdrawn during covid times. Amidst other recommendations, the study strongly advocated the

need for the presence of businesses in the online platform and developed a hybrid model to reinforce

its offerings to the consumers and increase visibility.

KEYWORD: consumer behaviour, panic buying, herd purchase,hybrid model

1. INTRODUCTION

As Kahle and Close (2011) precisely cited, the key challenge of any marketer lies in understanding
purchasing and consumption behaviour of their customers. Consumer buying behaviour and
consumption pattern have witnessed drastic changes due to the advent of coronavirus. The theory of
psychology duly acknowledges the fact that individuals undergo a variety of behavioural changes on
the occurrence of particular unforeseen events such as natural disasters, terrorist attacks, etc (Forbes
2017). The behavioural changes might be either herd purchasing, panic buying, or complete
withdrawal. Motti(2020) observed the need for the operators of departmental stores to responsively
make changes in the stocking pattern of such products which are essential and trending amongst
customers to retain their brand loyalty. _

Adach(2020) mentioned the need of business houses to rise to the occasion and concentrate on such
products which are essential and most demanded during covid times such as staples, masks, sanitizer,
bottled water, groceries etc. Meyer (2020) ideated to improve the volume of business but at the same
time without physical contact. The impact of an uncertain economy had led customers to prefer
online grocery purchase or procurement through such contactless platforms initiated by their local
departmental stores as their preferred choice as against conventional buying patterns Helm (2020).

In this context, it is imperative to take advantage of the technological advancements and optimize the
experience of online shopping to customers to relieve anxiety and fear of disease spread due to
physical purchase. During the research, it was also well understood that due to the pandemic the
customers not only feared but also witnessed anxiety and uncertainty in spending decisions.

A thorough literature review was conducted to acquire an insight into the changing consumer buying
patterns of different products across the globe during times of pandemic. Then an attempt was made
through the circulation of a structured questionnaire to understand such products which were
neglected completely, certain products where customer exhibited herd behaviour and such products
which were panickily bought fearing unavailability of stock due to reduced production and supply.
Statistical analysis was performed with the data available and suitable -recommendations were

offered to business houses to cope up and sustain with the uncertain environment. ,__/
(

2. THEORTICAL FRAMEWORK

2.1 COVID-19 Printipal

The precarious pandemic coronavirus has drawn in a radical makeover inh@. RcYaishayvofotieyatiesVomen

worldwide. Many parts of the countries globally were shut down and indefinitel stoppedopersions

fearing the entry of novel virus .Such lockdowns were the need of the holP#f Yéggﬁf‘tﬂ&%‘!&%@%@g&@h Road
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the novel virus Ferguson et al.(2020).Most pronunently, it has stifled 1wo lmglw. N'WWM@] High o
of people ie.. fear of health and tear of financial status, Chennal-600 014
2.2 CHANGING CONSUMER BEHAVIQUR
Though the announcement of' lockdown brought in anxiety in the minds ol everyone, government
and t‘:\od suppliers were certain on the incessant supply for supermarkets and other lood ¢halng (o
function (FGC, 2020 ; Newshub, 2020). But despite assurance | many individuals started (o panle
buy and pile up essential stock such as water, bread, gloves and other onsentinle In excom
anticipating shortage of supply.Constraint of frequent travel ang complete lock down during cortuin
days, with the limited time, consumers did not have time to seleof amongst the brands and bough

products which were available and engaged less in impulse buying (Huusman, 2000), Surl and
Meonroe (2003)

2.3 PANIC BUYING

Oxford (2020) states panic buying as * the action of buying large quantities of o particular procuct
or commodity due to sudden fears of g forthcoming shortage or price incrense”, Several natural
disasters occur each year and after such mishaps,law eenforcemont and news agaoncies warn public
to refrain from panic buying. Panic buying unintentionally is the major reason for hike in prices,
goods out of stock and long waiting qQueue which is even more worse (Badgaiyan and Verma,
2015; Wu et al., 2020)..During Covid-19 lockdown » there were several viral messages passing

around about the estimated scarcity of groceries due to temporary production shortage.Infact socinl

media moderated the relationship between estimated scarcity and herd purchase of certain
items(Wang D .Y, 2020). Those scarcity messages and pictures of empty sleves heightened the panic
buying behaviour of the customers.

2.4 HERD MENTALITY

Herd mentality refers to the “alignment of thoughts and/or behaviours of individuals in a group, that
emerges without purposeful coordination by a central authority or leading figure, and instead through
local interactions among agents” (Kameda and Hastje 2015).

In one of the research study conducted on the impact of coronavirus on panic buying revealed that
consumer behaviour during Covid-19 crisis was similar to the behaviour exhibited during historic
Crisis events categorised by panic buying(Loxton, Truskett, Scarft, Sindone, Baldry and Zhao,
(2020)

2.5 COMPLETE WITHDRAWAL

Research studies investigated the withdrawal sym

unhgenic cooking condition.Physicians and socia] media pla

amongst people to detox outside food inorder to escape from the deadly virus
2.6 CONCEPTUAL F RAMEWORK

Based on the literature review collected from various research studies, covid
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ABSTRACT

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

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

I R R T S R T B A N A A T e s T e I AN

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 determinisg
this loyalty are Trust in a Brand, and Customer
Satisfaction.

Lo SR e sl = Tl S A A TR e A e e et

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

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

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

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

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

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

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

Factors Affecting Brand Loyalty: A study in an
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 of marketing mix elements on brand loyalty: A
case study of mobile phone industry, by Adel
Pourdendehghan, Marketing and Branding Research,
2015 384 mobile phone users participated in this study,
and findings showed that indexes of satisfaction and trust
had a positive and significant impact on brand loyalty in
the mobile phone industry.

Objective of Study
Established literature shows that 2 main

influencing factors of Brand Loyalty are Brand Trust &

Customer Satisfaction.

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

METHODOLOGY

Sample - 150 responses were obtained via an online

questionnaire.

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

Sampling - Convenience Sampling

Research Design - Correlational Design
IBM Statistical Product and Service Solutions

(SPSS) version 20.0 was used to log in and analyze all the

data.

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

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

Scales used for measurement :

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

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

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

RESULTS & FINDINGS

DATAANALYSIS

The Problem :

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

2. To determine whether Brand Trust has a
significant relationship with Brand Loyalty.

Vol. 8  Issue 29 # January to March 2021
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Table [ shows the correlation between BL, BT and CS

Brand Brand Trust Customer Satisfaction
Loyalty

BrandLoyalty |

BrandTrust 516 1

CustomerSatisfaction .276 369 |

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

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

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

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

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

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

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

H1 BT on BL 1.053 275 2788 6352 0.05 Yes

H2 CS on BL 0.183 275 27.88 1.304 0.05 No

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

The current study involved a psychosocial skill training program that took place in a suburban schoui with
the sample comprising of 42 adolescents between 13-15 years of age (VIII and IX grade). The objectives of the
training were to provide Life Skills Intervention for adolescents and measure the influence of Life Skiils
Intervention before and after the training. Pre and post intervention included measuring Life skills based on the
10 dimensions listed by WHO(WHQO, 1999). The tools used were Life Skills Assessment Scale (LSAS) develcped by
(Nair, Subasree & Ranjan, 2009). Intervention was done for a week followed by post testing. The hypothesis that
life skills training has a significant effect on the 10 dimensions was supported. The resulis reveuled a significant
increase among 8 out of 10 life skill dimensions. The conclusion of the study is that effective communication has
the potential to impact changes on other life skills dimension and it emerges as a major predictor (5=0.38, p<.05)
compared with other variables.

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

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

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

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

Life skills are defined as, “the abilities for
adaptive and positive behavior that enable individuals
to deal effectively with demands and challenges of
everyday life” (WI1O's Information on School Health).
The life skills listed includes decision-making,
problem-solving, creative thinking, critical thinking,

communication, interpersonal skills, self-awareness,
empathy, coping with emotions and coping with

stress(WHO, 1999).

Life skills provide children with important
tools for developinent, such as independent thinking,
socialisation, and a sense of agencyv 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

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

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

METHODOLOGY

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

Ranjan, 2009). A brief interview with the
corresponding teacher also helped in identifying the
specific area of difficulty these adolescent students
suffered from. After identifying 42 students in the age
group of 13 — 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 WHOQ. 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 for the
participant to check the appropriate response which is
most descriptiveof him/her. It has both positive and
negative items. The reliability coefficient on split half
is 0.82, test retest reliability is 0.51 and Cronbach’s
alpha is 0.84.

Results and Discussion:

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

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

administration of intervention

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

Self-awareness 42 35.98 8.94 34.48 8.53
Empathy 42 37.17 9.47 38.86 8.02
coniif:ztii:‘;ion 42 27.83 10.46 30.88 8.49
g‘;f:gg;i‘;‘::i 42 37.62 8.93 38.86 7.91
Creative thinking 42 39.62 8.31 40.38 735
Critical Thinking 42 38.98 9.09 40.69 1.55
Decision Making 42 36.33 9.15 38.90 23
Problem solving 42 34.69 7.94 36.83 6.47
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C0p1ng. with 4 3431
emotions
Coping with 4 26.57
Stress
Global Score 349.10

10.19 35.26 8.42
6.35 31:19 6.11
26.42 368.33 23.68

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

Table 11 Presents the Paired sample t test values of the scores on the ten dimensions and Global scores on life

skills
Variable Mean S::?J;;?: t value Siti i}:{; =
Self-awareness 50 16 -3.04%* 004
Empathy 1.28 14 -2.10* .05
Effective communication 3.04 .60 -5.06%* .000
Interpersonal Relationships 1.23 232 -3.45%%* .001
Creative thinking 7.62 2.64 -1.86 .069
Critical Thinking 1.71 3.91 -2.83%* 007
Decision Making 2.57 3.90 4. 27** .000
Problem solving 2.14 54 -3.91%% .000
Coping with emotions .95 4.23 -.65 153
Coping with Stress 4.61 3.17 -9.44** .000
Global Score 17.54 1.44 =12.12%* .000
* sig at p<.05, two-tailed
** sig at p<.01, two-tailed
The results reveal that there has been a  clearly substantiates the effectiveness of the

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

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
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Abstract

Sam, 14-year-old, adolescent boy with.
autism, was conditioned to respond to tWo stimuli
separately using prompting and reinforcemer?t. Ht?
was observed for discriminating two stimuli
consecutively upon random administration of the
stimuli. The subject got conditioned to the first
stimulus and exhibited correct response every time
the stimulus was presented. However, the
conditioning towards second stimulus took time
although successful response was exhibited.
Nevertheless, when the task was to discriminate
first and second stimulus upon random
presentation of the stimuli, the subject couldn’t
produce correct response consecutively. The
findings enumerate the importance of primacy effect
concerning discrimination of stimulus. Though the
observation speculates the influence of the role of
primacy effect in discriminating, the current study
focused only on the process of discriminating the
stimulus upon random presentation. Further
research is suggested to verify the speculation as
w.ell as to identify other possibilities towards the
discrimination of the stimulus.

g.ey words : Autism, Discriminative stimulus,
perant Conditioning, Consecutive response
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the right teaching on what they are capapy, = !
they bring out the best in them. “Good teac}ler; .
helped me to achieve success. I was ale ]
overcome autism because [ had g%d. |
teachers”(Grandin, 2002). ;

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

The subject chosen for the current study
was a 14 year old adolescent boy with autisn.
who had difficulty with his basic self-care and
expressive language. The area of expressive
language was given priority as developnient ofa
child begins with expressive language. The
milestone chart for expressive language for the
subject in the study falls in the range of 6 - |2_
months with features involving recognition of
facial expressions and babbling("Expres‘:;i‘*’c :
Language Using Words and Language,” 2019)

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

In the current study, the subject could
acquire learning using reinforcement 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 al., 2020
worked on a multiple design to facilitate children
with autism to discriminate emotional expressjons.
In this study, training included discrimination of
the stimulus over expressive language.

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

LITERATURE REVIEW:

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

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

Response

\4

Consequence e

Source : (Psyco 1041, Chapter 5 Lecture Notes,
2000)

937

Taylor Santa et al., 2014 studied the
establishment of conditioned response initially
and hence its effect on discriminating training
procedure, In the current study on “A Case Study
Report on Discrimination of Stimulus
Consecutively in Autism”, a conditioned stimulus
résponse pair was created and its capacity to
discriminate stimulus consecutively upon
reinforcement was observed.

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

The study by (Dixon et al., 202 1) provide
strong support for generalized operant
conditioning, however, the study seeks for higher
level behavioral 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 etal., 2021).

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