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From the Editorial Board

tis our proud privilege to present the Journal of IPEM, Vol. 16, July-2022. [t is with

great pride and enthusiasm; we report that the Journal is experiencing steady and

healthy growth. Research is an enduring feld with persistent and focused efforts
lead to positive results,

When research is done in the Management field or in any other domain, it has many fold
impact and implications not only for the Industry but also for Academia. Publishing a
Journal puts a great responsibility on the shoulders of Editorial Teamn. The continuous
efforts are made in the direction to promote Quality Research in the unexplored areas of
Management and extend it further to the interaction of other disciplines with
management studies, Our objective is to reach all management practitioners who are
working in the direction to improve their knowled ge with right spirit.

This issue covers up-to-date, High-Cuality, and Original Contributions Research
Papers, Reviews covering various dimension such as Managing Brand, Employee
Engagement, Human Computer Interaction, Inbound Marketing, Influencer
Marketing, Women Entrepreneurship, Digital Marketing, Stress and  Anxiety
Management etc. All the papers that have been included in this issue of Journal of [PEM
are peer-reviewed. We are greatly indebted to the authors who took keen inberest and
submitted their research articles on time. The sincere efforts of all contributors have
made it possible for us to come out with the issue of Joumnal of [PEM on time. We thank
our Editorial Review Board for their valuable inputs and guidance from time to time
and are highly grateful to Mr. Anupam Goel, Secretary, who provided all the moral
and financial support to publish the Journal of IFEM

Chief Editor
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Managing Brand for Market Leadership:
A Case Study of Colgate Toothpaste

Dr. Khan Siatullah

Lecturer, Department of Business Studias
University of Technalogy and Applied Sciencas, Museat- Oman

Abstract

Present investigation was undertaken to examine the branding strategies for market leadership, Case study
miethod was emploved in the study, Colgate toothpaste-a leading brand was chosen to analyze the strategies
leading to market leadership. Important strategies include product strategy, communication strategy, and
distribution strategy, social actlvities of the company and various delvers of brand loyalty.

Keyaronds: brand, market, leadership, branding strabegy

Introduction

A Brief about Toothpaste Industry: Colgate is the
pioneer to introduce toothpaste for oral care. Tt
started production at commercial level in 1873 and
sold in a jar, Later in 1082 Dr Washington Sheffield
introduced collapsible tubes. He is known as the first
persn b put othpaste i collapsible tubes which
was very similar to today's version. Further
development came in 1914 when fluoride was added
to the toothpaste after discovering it significantly
decrease dental cavities, In India Colgate launched
the world’s largest selling brand in 1937, In 1975
herbal toothpastes become available as an
alternative to cleaning teath without fluoride, These
tonthpastes include ingredients like peppermint ail,
mayrrh and plant extracts, In 1987 edible toothpaste
was invented what is mainly wsed by children just
learning to brush their teeth. It was actually invented
by MASA so astromauts could brush their teeth
without spitting into a zero-gravity abyss.

The oral products market in India consists of
toothpaste, toothbrush, tooth-powder, and
mnothwagh, 66 per cent of Indian households use
toothpaste, 24 per cent use toothpowder, and 18 per
cent are non-dentifrice ugers. The toothpaste market
in India iz estimated at s 6,000 crore, growing at the
rate af 19% per year. There are different segrments in
the market like gel, sensitivity, whitening, and so on.
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India’s per capita consumption is reportedly almost
one-fourth that of the US, and less than half that of
other emerging markets. Toothpaste has a high
penetration of around 78 per cent in urban India.
Colgate s the overall market leader, with a share of
55.9 per cent {Sundarjain, 2018},

The Brand and Branding Strategy:

The concept of brand is related to the product
performance and consumer satisfaction. Brand
conveys several meanings relabed to a particular
product such as the value of money consumer spend
to buy a particular brand of the product, If the

ce of the product is always good, the user
thinks that he/she is getting adequate value for the
money. As for example a consumer buys Tide
Washing Powder’ after seeing an ad showing that its
quantity required for washing is lesser as compared
o other washing powders. After using the Tide'
consumer found that statement given by the
marketer is true, be/she will feel that the value for
the money for what it was spent has been obtained.
Moaw suppose marketers of Tide’ further claims that
it is useful for the long life of cloths and consumer
fired it brue again. In this process we see that there is
promise from the marketer for one or more things.
Thus the brand may be defined as the promise of
satisfaction arising from a bundle of attributes




MANAGING BRAND FOR MARKET LEADERSHIP

JOURNAL OF IFEM * Vol 16, July 2022

associated with a purchase (Wood, 200). In this
process it Is essential that there is a purchase of
goods,/services in which a transaction takes place.
The perspective of consumer for a brand is usually
different than that of the marketers. The marketer
thinks more about his brand in the context of
marketing activities, The brand name, design,
symibol, and the features that identify brand distinct
from the others are the major considerations of
maketer (Lovelock & Welte, 2007). The marketer-
focused wview also necessitates a commercial
trarsaction. Here selling s the main foecus inconteast
of buying.  For better understanding we have to
take a combined view of both marketer-focused
view and consumer-focused view simultaneously
on brands.  This combined view suggests a
relationship between marketer and consumer in
which at first and foremost place s the marketer’s
brand identity with which consumer can engage in a
relationship. To create such a relationship effective
marketing  communication is essential which is
further strengthened by the wsefulness of the
product/brand. Strength of this relationship
determines brand lovalty. 5o far as market
leadership is concerned, it is the highest and widest
level of strength of this relationship between
marketer and consumer,

Branding Strategy:

Branding strategy b much similar to that of
marketing strategy. Branding strategies are more
corwerned with the establishment of brand image in
the mind of consumers in order to ooccupy a
significant place in the market and in order to
develop required consumer base. For this purpose
all the aspects of marketing strategies can be utilized.
Here profitability is the secondary objective and
pritmary abjective 1s the brand lmage. While on the
other side primary objective of the marketing
strategies may be different and varied depending on
the situation. Sometime primary objective may be
profitability and sometime it may be something else
such as strengthening distribution channels,
effectiveness of supply chain, educating the
consumers, enhancing the market share, et

For any business organization either it is large or
small, retail or B2B, branding is one of the most
important aspects of marketing. An cffective
branding sirategy gives major edge in increasingly

competitive markets, Effective branding strategy
means, simply put the brand and the brand is a
promise to the customers, 1t tells them what they can
expect from the products and services, and it
ditferentiates the offering from the competitors, The
brand is derived from who the providers are, who
they want to be and who people perceive them tobe,
How much innovative the providers are It inquired
in our Industry. Is the product the high-cost, high-
quallty option, or the low-cost, high-value option? [k
can't be both, and it can't be all things to all people,
Who the brand providers ase should be based to
some extent on who is the target customers want and
need o be. Logo Is generally considered as a pillar
for branding of any business organization.
Packaging and promotional materials amd website
should integrate fologo, It is a medium to commumnicate
with the brand. Branding is a lomg term exercise, but
one that reaps long-term profitability through
increased customer lovalty.

Branding involves researching, developing, and
implementing brand names, brand marks, trade
characters, and tradernarks. 1t und oubtedly requires
a significant comtribution from marketing
communications and 1s a long term exercise, but one
that reaps long-term profitability, Branding is crucial
b the suecess of any langible product. In conswurmer
markets, branding can influence whether consume s
will buy the product. Branding can also help: in the
development of a new product by facilitating the
extension of a product line or mix, through building on
the consumer’s perceptions of the vahues and character
represented by the brand name.

Benefits of Branding for Consumer:

Effective branding strategies of the marketers for a
product enable consumers bo easily identify the
product because the features and benefits have been
communicated effectively and a trust regarding the
brand has been created. This increases the
probability that the product i accessible and
thercfore be purchased and consumed by the
consumers. As for example, McDonald s a brand
name: that has an established logo and imagery
which is familiar to most of the consumers. The
fulgent colors and image of McDonald are easily
recognized and distingnished from competitors.




MANAGING BRAND FOR MARKET LEADERSHIP

JOURNAL OF IFEM * Vol 16, July 2022

Benefits of Branding for the Manufacturer:

Branding helps both consumers and marketers. It is
helpful to create brand loyalty and decreases the risk
of losing market share to the competition because
branding establishes a product differentiation
corveying varlous sdvantages of the product. [kmay
also allow premium pricing that is acceptable by the
consumer because of the percelved value and
benefits of the brand. Effective branding also allows
marketers for effective targeting and positioning. As
for example, "Arial' is a brand known for premium
quality of washing powder. It has a loval consumer
base because of its established brand image that
communicates value.

Benefits of Branding for the Retailer:

Effective branding is beneficial to the retaibers also. Tt
benefit from brand marketing support by helping to
attrack more customers, Retailers depicting
exclusive showroom for a particular brand may
attract customers loval to that brand or the
customers attractive towards that brand. Managers
of shopping malls try to engage well established
brand retailers in order to attract more customers. A
seller of Johneon and Johnson product does not
require to convince the customer that product is
good for yeir babiea ag

The Value of Creating a Defined Brand
Strategy:

We are working in a competitive market where
different products and services are available in the
market. If we talk about B2B market then it also helps
for standing of any companies, Brand strategy
provides competitive positioning to life, and works
b position us as a certain “omething” in the mind of
prospects and customers,

If we talk about successiul consumer brands then it
always click in cur mind KFC, McDonalds, Tata
Sampan, Virn bar, ete. What they exactly represent
their name, there product, there services. In our
industry, there may or may not be a strong BZE
brand, But when we put bwo companies up against
each other, the ome that represents something
valuable will have an eagier ime reaching, engaging,
closing and retaining customers. Successful branding
also creates brand equity - the anvount of rmoney that
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custoamers are willing to pay just because it's your
brand. In addition to generating revenue, brand
equity makes your company itself more valeable
over the long term (Schamart and Schaefers, 200 5).

Branding Strategy is a long-term plan for the
development of a successtul brand. Branding strategy
has a direct link with the consumer neads, emotions,
and competitive environments in the market. It
affects all aspects of a business. Effective branding
strategies are essential to establish a product in the
market and also to bulld a brand that will grow and
mature in a saturated marketplace. Since a company
essentially require to lve with the branding decision
for a long time, the task of branding decisions become
very crucial for the marketers. There are several
branding strategies which a company can use,

Rationale of the Study:

The foregoing discussion reveals that the effective
branding strategies supported by right kind of
markebtlng comimunicatlon are essentlal for any
business entity either it is a large or small organization,
So far as branding strategies for market leadership is
concerned there is paucity of researches. Occupying
a top position in the market s a holistic approach. In
order to understand branding, it is essential to know
wihat brands are. A brand s an image about a product or
service that comsumers connectwith, by identifying the
name, slogan, design, or logo of the company who
owns, Branding is when something is marketed in
way that it become ble by more and more
people, and identified with some specific features of
product or service while there are many competitors
offering the same product or service. Thai's why itis
essential bo carry out a detailed study of the strategles
of a company holding top position in the industry
comcerned. From the observations and review of
literature it was found that Colgate is the undisputed
market keader not only In India but at ghobal level. Ttisa
brand recognizable by a significantly larger portion of
population and known for its distimguishable
features, It is, therefore, reasonable to carry out case
analysis of Colgate toothpaste in order in order to
gain insight regarding branding strategies for market
leadership and brand lovalty behavior of consumers,
Thus the present study is a step in this direction,
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Scope of the Study:

Findings of the present study will help marketers in
anumber of ways, If one has to start a new company,
the first and foremost important thing s bo make
sure o get the correct branding. Branding is a
concept that extends far beyond the marketing of
“brand name”, A brand of a company represents their
market identity. 1t is angwer to the question Bke: who
they are, what they do, what kind of quality they
provide, their reputation for trustworthiness, and
more, As a consequence, brand marketing is
prevequisite o almost every business, from those
selling breakfast cereals, tn those developing new
technologies. Findings of the present study will be
helpful in this regard. It will also helpful to create
brand potential, brand preferences, brand recall and
recognition etc, Since the brand management is also
concerned with brand loyalty, the fndings of the
study will also help marketers to manage loyal

cushomers.
The Main Objectives:

To understand the branding strategies for market
leadership

Research Method :

In the present investigation case study method was
used to examine branding strabegics for market
leadership. Colgate is the most trusted brand all over
the world. For the first time Colgate introduced
tootivpaste for oral care. Since the very beginning it i
enjving beadership in toothpaste industry, For this
reason Colgate was selected to understand branding
strategrics for market leadership, Investigator used
variows sources of secondary data such as internet,
resparch joumals, magazines, newspapers ete. Afber
colbecting all the necessary information, the investigator
anabyzed it to pricritize the contributory factors leading,
b market leadership. In the process of prioritization,
apimion of some ather experts inchading acadernicians
and practitioners was also considered. Resulls are
discussed below,

Results and Discussion:
Om the bases of above analysis, following factors

were found most suitable for managing brand for
miarket leadership:

Branding and Core Values of the Company:

Colgate's leading brands are winning with consurners
arcund the world. This success is driven by the
Cornpany’s coninued sharp focus on s proven
business strategies, Executing these strategies with
focus and creativity, while being guided by the
Company's global valwes of Carng, Contimaous
Improvement and Global Teamwork, is fueling
Colgate's. profitable growth worldwide, Caring the
consumer s the hardcore value of the company.
Information obtained from the various web pages of
the Colgate reveals that The Company cares aboul
people; Colate people, customers, sharcholders and
business partners. The company claims to be
committed to act with compassion, integrity, honesty
and high ethics in all situations, to listen with respect
o others and to value differences, The Colgate
Cormnpany also claims that it protect the global
environment, to enhance the communities where
Colgate people live and work, and to be compliang
with governmient lawes and regulations, Team work is
a part of the core values of the commpany. All Colgate
people are the part of a team. They are committed fo
working together. The Company is achieving
sustainable profit and growth by sharing ideas,
technologies and talents. Itis evident from the various
activities that the company has a caring attitude. 1§
CAres COnsumeTs &s well as . In consonance
off caringg attitucle, the company undertakes following
oral health care programs.

Bright Smiles, Bright Futures:

‘Bright Smiles, Bright Fubures’ program is one af the:
various aspects of core values of the Colgate Co. Itis
a global oral health education program useful for
brand management. It inculcates a sense of caring
the consumers. [t is operated in India, Pakistan,
Bangladesh, and various other Asian and western
couintiies. For this  program Colgate has long-
standing partnerships with governments, schools
and communities. The program has reached more
than half a billion children and their families across
B countries with free dental screenings and aral
health education.

Colgate Professional Program and Branding :

Key to the success of Colgate's efforts at improving
oral care in India is the close relationship it has
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forged with the dental profession under the company's
Professional Program. Going back to over four
decades, the Professional Program unites the
cormpany and varkous bodies of dental professionals,
such as the Indian Dental Association, in werking
towards realizing shared objectives. The Program
works towards improving oral health awareness and
oral care on a mass scale.

Colgate-IDA Activities:

Colgate actively and closely supports the efforts of
Professional Dental Assodations to continuously
update the knowledge and skills of dental
professionals through various forums, Colgate today
is the major sponsor of almost all Dental Conventions,
Seminars, Conferences and specialized workshops. In
collaboratan with the Indian Dental Assocation,
[DA-Colgate Continuing Dental Education Programs
are regularly organized all over the country, exposing
the practicing dental professional bto the latest
advances in dentistry.

The Colgate-IDA BDS Scholarship:

In the field of academics, Colgate encourages striving
for excellence through IDA-Colgate Scholarships.
These Scholarships are awarded to top 3 dental
students who score highest marks in thele Univeesity
exams for each BDS academic year.

Oral Health Month as an Important Factor
of Brand Management:

India’s firat National Oral Health Survey conducted
by Dental Council of India and Ministry of Health &
Family Welfare, theew light on the falling standards
of oral health care in India. Realizing the gap,
Colgate India along with Indian Dental Assoclation
{1}, in 2004, rolled out Oral Health Month (OHM),
an awareness campaign to establish and — promote
the importance of good oral hygiene and regular
dental check-ups.

Dental Health Dirive as a Key Factor of
Brand Management:

Colgate Mobile Dental Clinics reached thousands of
people in semi-urban and rural areas of the country.
As a part of this Dental health drive, certified
dentists offer free consultation and check-up to the

peoplewhodon't have access toqualiby dental care.
Innovation and Growth:

The Colgate’s products have strong hold in the
market, Its continued growth depends not only on
the success of the exishing produscts buk also an the
successful identification, development, and launch
of imnovative mew products and line extengions. As
result of its continued growth and successful launch
of innovative mew products, the company s able to
maintain a long range of products such as: Colgate
Strong Teeth With Calci-Lock Protection
Toothpaste, Colgate Maxfresh Spycy Fresh
Toothpaste, Colgate Maxfresh Citrus Blast, Colgate
Maxfresh Pepermint loe Toothpaste, Colgate Active
Salt Toothpaste, Caolgate Active Salt Neem
Toothpaste, Colgate Active Salt Healthy white
Toothpaste, Colgate Total Charcoal Deep Clean
Toothpaste, Colgate Total Advanced Whitening
Toothpaste, Colgate Total Advanced Health
Toothpaste, Colgate Total Pro-Gum Health
Toothpaste, Colgate Visible White Toothpaste,
Colgate Visible White Plus Shine Toothpaste,
Caolgate Sensitive Original Toothpaste, Colgate
Sensitive Pro-Eelief Toothpaste, Colgate Sensitive
FPro-Relief Enamel Repair Toothpaste, Colgate
Maximum Cavity Protection plus Sugar Acid
Meutralizer Toothpaste, Colgate Kids Toothpaste,
Colgate Spider Man Toothpaste, Colgate Barbie
Toothpaste, Colgate Cibaca Toothpaste, Colgate
Herbal Natural Toothpaste, Colgate PFainout
Toothpaste

Volume-Driven Growth Strategy and
Brand Management:

A high sales volume and market leadership always
go hand-in-hand. In view of the increasing
competition in the market, Colgate is keeping eves
on future status of the market and faking every
possible step to protect itself from the competitors,
Colgate spares a level budget to increase the
production in order o tap the untapped markets. A
volume-delven growth steabegy bvpically results 1
relatively higher capital expenditure. Colgate
estimates higher capital expenditure for future alming
at expansion in emerging markets and at raising
volumes. Colgate also aim o maintain balance
between increasing prices and preserving volume
growth.
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Growth from Emerging Markets as
a Concern of Brand Management:

A rse in disposable ineome in emerging markets,

especially in India, is Fueling a change in the purchasing
halbits for consumer staples products. Kantar's Global
Footprint report mentions that Colgate is the only global
brand to make it 1o the top ten list of brands in India, as
Colgate reaches over 85% of Indian households,

Distribution and Supply Chain Management
as a Part of Brand Management:

Branding not only include product performance and
brand image in the mind of consumens. Tt s a holistic

ch. Any kind of may lead to bad
image. Ik will be a strategic calpability if the ey
availability of the product is ot ensured. Colgate is
careful about this fact and regularly takimg night stepsin
this diirecticm.

Felt Concern About The Growing Need of
Alternative Diistribution Channels:

For effective brand management, Colgate also has a
concern about the need of development of altermative
distribution channels. The company is continuously
shifting and evolving distiibution charnels and
Internet sales are growing,

Marketing Communication and Branding:

Marketing communication is a critical component of
any marketing activities. Effective marketing
communication will ensure that the right messages
are corveyed bo the right audiences theough the cight
channels. The measure of effectiveness will ooour
through the achievement of goals and olbgectives that
may focus on such things as raising awareness,
increasing preference and, of course, generating leads
and sales, Types of marketing communication
concepts Include: clearly identifying and
understanding the target audience, differentiating
eneself against the compettion, developing key
miessages o address potential audience questions and
concerns, and selecling  communication  channels
designed to reach audiences at an optimum time, 5o
far as market commurication of Colgate ks concerned,
the company is wsing both electronic and print media
very effectively along with many other methods of
communication,

Engaging with Consumers as an Effective
Communication Strategy:

As a part of branding and communication strategy,
Colgate regularly conducts consumer engagement
programs. Engaging with consumers is at the heart
of Colgate's focused global strategy. Such social
programs help company’s strong performance. It
has been proved an effective program to boost
market share worldwide.

Engaging with The Profession as A Tool of
Marketing Communication:

Colgate strongly befieve that adverfisement, though
esaential, i not the only communication strategy.
Advertisement is used to communicate about the
pricduct as well as various other activites of the
organization, The company i= driving engagement
and building leadership with dental professionals to
strengthen the endorsement of the brands and thereby
busllds market share and brand lovalty.

Engaging with Retailers:

Engaging with retailers is an integral part of the
communication strategy of the Colgate, Whether it i=
a small rural stores or large global chains, Colgate is
working closely with its retail partners to share
expertise and provide shoppers with the best value
and service. Colgate s engaging its customers
worldwide by sharing unique shopper insights,
providing imnovative in-store marketing
communications and merchandising techniques, and
developing and expcuting joint business planning
mitatives.

Brand Loyalty as an Integral Aspect of
Branding Sirategies:

Brand loyalty implies a repeated purchase and
commltneent of the conswrmers for a particular beand.
It is followed by perceived value, satisfaction, and
brand triest. In marketng, brand lovalty refers to a
COMSUMEE's comimitment to repurchase or otherwise
continue wsing a partcular brand by repeatedly
buying a product or service. There will be a complete
failure of bramding strategles if marketers are not
able to create brand loyalty, In the efforts of creating
brand lovalty companies use several drivers of it In
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the branding strategies of Colgate, we found
following drivers of brand lovalty.

Trusk:

At the time of taking purchasing decision, consumers
ugually perceive soime degrese of uncertainty i the

performance of the products. Trustin a brand reduces
eonaurmers’ feelings of uncertaingy.

Perceived Value of The Product:

Perceived value of the product implies how well a
brand meeting the needs of consumers. The percedved
valueofa product/brand is closely refated with brand
satisfacton. A product like toothpaste offers both
utilitarian and emotional benefits that comprise
perceived value resulting inte the consumer's
emoticnal attachment to a brand it relate to their
needs of oral care like mouth freshness, stopping
bad breath, cavity and gums bleeding protection,
etc. The perceived value of a brand also allows
oomsumers o infer the and benevolence of
the frm marketing the brand and comsumens use
perceived value to form expectations about the brand's
performance at the tme of making a sepurchase

decision
Level of Satisfaction:

A high level of satisfaction of the consumers with the
brand leads to an attachment to the brand. A product
like toothpaste which the consumers use regularly s
satisfactory for the oral health and hygiene may
develop good feelings about the brand and thereby a
positive effect on brand attachment, Satisfaction
with past exchange outcomes indicates equity in the
exchange, Consumers may interpret such equitable
outeomes as a sign that the firm marketing the brand
prssesses the abifity to-deliver on its promise, enhancing
thelr perceptions about the firm's competence. The
equitable outcomes also strengthen  consumers'
beliefs that the marketing activities of the marketers of
the brand are concermed about their welfare,
enhancing its benevolent image.

Brand Attachment:

Brand attachment is an emoticnal bonding between
the consumer and the brand. It encourages
consumers to invest resources in and commit to the
brand

Wide Variety:

Colgate has a very stromg and lengthy product line
satisfying each and every kind of need related o oral
health and hygiene. The large variety also occupies
large space in the shelf of the retail outlets gaining
attention of the customers,

Social Activities of The Company:

Calgate regularly conduct oral health education and
oral health care programs. ‘Bright smile Bright
Future’, ‘Oral Health Month”, ‘Dental Health Drive’,
Colgate Professional Program such as alignment
with Indian Dental Association, are some of the
important social activities of the company. These
programs create long lasting impact on the purchase
behavior of the consumers. Engaging with
comsumers and engaging with retailers programs of
the company are also found contributory factors for
repeat purchase of the Colgate brand,

Conclusion

Owerall findings of the present research reveal that
followings are the contributory factors of brand
mana for market leadership and brand
loyalty behavior of the consumers,

1. A promise for the value for their money

2. A promise for the care of the oral health of the
COMSUITIETS,

3. Creation of awareness regarding oral care
amang the consumers.

4. Consumers’ imvolvement in the various
activities of the company.

5 Awide vari.e?' of the product for the
satisfaction of each and every need related
to oral health.

6. Easy availability of the product

7. Professional Programs

8. Continuous Improvement and Innovation.

9. Tapping the untapped areas

10. Effective marketing communication
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Abstract

It is well known that the satisfied employee is always found to be engaged in work and shows a good level of
emplovee engagement. It isstill not clear whether an employes found engaged in job is satisfied with job ar not.
A satisfied and engaged employee is an asset to the organization in today’'s competitive business environment.
The impact of engagement level among nor-managerial emplovees of State Bank of India fowards their
satisfaction level is being sought after in the current research. The performance and growth of an organization
depends om the performance of it's employees. The performance of the employees is determined by their level
of satisfaction. The more people are satisfied the better they perform. However, the two terms employee
engagement and job satisfaction are only the two sides of the same coin-emplovee performance. There ane 12
public sector banks in the country with State bank of India being the oldest and the most trusted public sector
bank. Waork force in the branches of bank majorly comsists of non-managerial employvess who acoount for 75
percent by 35 percent of total number of employees. These include accountants, cashier, single window
aperabors, cherks ete. They are the face of the bank and they represent the bank to the customers and to the

Keywrords employee engagement, job satisfaction, gender, factor analysis, regression,

Introduction

With a begacy of over 200 years, the State Bank of
India (SBI) traces its ancestry to the Bank of Calcutta
foumded in 1806 and is the aldest commerncial bank in
the Indian subcontinent. SBI is fostering the nation’s
26 trillion-dollar economy as it is an Indian
multinational, public sector banking and financial
services statutory body that is striving o serve the
hopes of its vast population. As the physical and
mental welkbeing of employees s one of the
important aspects, HRE managers need to tend to focus
bo make every effort to survive amd rise above the
competitive environment. The satisfaction level of
employes determines their level of performance.

agwell as growth of the organization.

The happy and satisfied employee is an asset to the
organization as they attract maore number of
customers than the unsatisfied and temsed

employee. The State Bank of India is the most trusted
bank especially among rural masses. The emplovees
wirking in the bank are looked upon by the villagers
as the custodians of their hard camed money, The
employees working the branches of the bank feel a
sense of pride as their bank s a public sector bank
and it plays a prominent role in Nation economy.
Employee Satisfaction lies in job security,
convendent working howrs and personal freedom. A
satashied emploves shall be more engaged in theirjob
and as such is an asset to the organization. Brown
(19963 had observed that employee engagement is a
state of job involvement referring to a positive and
complete engagement of the self with the job.

Literature Review
According to Mahmood, A, Akhtar, MM Talat, U,

Shuai, C. and Hyatt, |.C. (3019), there are specific
HRE practices that foster employee commitment
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when mediated through job satisfacton. Emplovee
satisfaction is increased by engagement and
development prospective which includes work,
reward, opportunity, training, people, quality of life,
policies and practices. Plister (2020} observed that
work appropration level lead to higher job
satisfaction and encourages employee engagement.
Fana et al {2019) revealed that for the success of any
organization, the human resources of that
organization must be treated well and most
importantly they should be satisfled. A satisfled and
engaged employee is not only productive but serves
to be a great assel for an organization. Mahmoud et
al (2018) observed that Emplovee engagement
slgnificantly affected Organizational performance
and three of its dimensions, vigor, absorption, and
dedieation are significantly affected by emplovee
engagement. Employee engagement of IT
emplovees, with vigor being the most contributors,
positively and significantly affected job satisfaction.
Acrording to Shanmuga & Vijavadural (2014),
“Emplovee Engagement is a measurable degree of
an emplovee's positive or negative emoticnal
attachment to their job, colleagues and organization
that profoundly influence their willingness to learn
and perform is at work”, In the review of literature,
two completely different questionnaires for
mieasuring emplover engagement has been noticed.
In ome study, Gallup Institute measures engagement
of emplovers with 12 claims. In second study, Saks
{UWES-9) measures emploves engagement
through 9 claims, This second Utrecht Work
Engagement Scale (UWES) is found to have good
psychometric propertics, According to Schaufeli &
Bakker (2003) this questionnaire consists of
followingitems

Atmy work, | feel bursting with energy,
Atmy job, Leel strong and vigorous,
lam enthusiastic about my job,

My job inspires me,

WhenIgetup inthe moming, | feel like

51
52
53
54

going b work,

1feel happy when Iam working intensely,
Tam proud of the work that Ldo,

Tam immersed inmy job,

29 4¢

1 get carried away when Lam working.

10

Objectives of The Study

To determine the effect of engagement on emploves
job satisfacton among non-managerial employvees
it State Bank of India.

Hypothesis

Hypothesis 1@ Job Satisfaction is significantly
dependent on Employes Engagement.

Hypothesis 2- Gender significantly differentiate
Emplovee Engagement

Hypothesis 3 Gender significantly differentiate Job

5. Research Methodology, Analysis and
Discussion

It was an Exploratory Research where the effect of
Engagement on job satisfaction was explored. for
bank ernployess. The sample conslsted of 283 non-
managerial employees from 55 branches of 5Bl
Raipur region, Chhattisgarh. The Likert 5 point
scaling technique was used with coding (Strongly
Agree-5, Apree-d, Undecided- 3, Disagree-2 and
Strongly Disagree-1),

The questionnaire for [ob satisfaction, consisted of &
items, was adopted from Scale of Datta, H. (2017).
The items were tested for reliability and validity, The
scale for Employee Engagement composed of 9
items of Litrecht Work Engagement Scale,
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In order to make the items more realistic to real tme situations, the items of the scale were modified
according to the job profile of the banking industry as follows:-

Asanemplovee ] feel committed towards my job
The bank's infrastructure and resources create a lvely and good working environmend.
Thave a strong belief in my management and superios.

alwln|~

The bank provides rewarding performnance based incentives and appraisals with prosmising reward
and recognition.

1 feel satisfled and secured in the working conditions provided.

Idohavea lot of positive feelings while doing a mentally , physically taxing job.
Thebank is actively invalved inactivities in relevance to society and  stakeholders.
I feel responsible for my job,

The job provides freedom touse own ud gment,

R R B - R

The study Included 160 males (56.5%) and 123 fernales (43.5%). There were 2089 graduates (73.9%} and 74
Post graduates (26.1%). There were 112 employees (39.6%) with tenure of more than 5 years at the branch,
91 employees (32.2%) with tenure of 2 to 5 years and 8 employees (28.3%) with tenure of less than 2 years,

The jobr satisfaction was measured through following 6 items from adopled scale (Dratta, H., X1 7)

My bank provides me complete job satisfaction

Bank provides suitable leave and extra benefits policy to fulfill personal commitments

Bank supports in career advancement and education

Thereis noeffect of benure of employment in the level of my job satistaction and
engagement towards my work

The working hours are convenient and balanced.
6 Jobsecurity gained to me in the job is reasonable

EoN = I

)

The Cronbach’s alpha is equal to 0.817 for engagement scale (9 iterns) and 0.906 for job satisfaction (6 items),
which means excellent reliability of measurement and high internal consistency of the scale items.

5.1 Factor Analysis for Engagement Scale

During 2018-1%, a sample of 283 respondents was surveyed. The data collected was subjected to factor analysis
using the principal component method and Varmax rofation which is the common orthogonal rolation
method employed. The correlation coefficients revealed that there is a medium correlation between all the
engagement scale variables, The KMO value is grester than 0.5 and Bartlett’s test was significant (p< (L05)
indicating that the sample is adequate and that factor analysis i suitable to be conducted {Bartlett's sphericity
test).

11
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Table 1: Kmo and Bartlett’s Test for Employee Engagement Scale

Kaiser-Mever-Olkin test 0.733
Chi-square 12009280
Bartlett's Test D ETS
Pvalue 0,000

Table 2: Correlation Matrix between Variables of Employee Engagement Scale

Correlation Matrlx
52 51 =} S9 54 53 Sa 57 S5
Correlation | 52 | 1.000 BEL 54 519 220 562 150 - 057 flf
51 | 185 1.000 184 el ANE J46 =003 A17 )
58 | 594 184 1.000 lind 385 Ta0 330 D54 7ol
59 [ 519 256 -2 1000 256 B9 95 -AR9 a0
54 | 220 M8 345 256 1.000 593 227 107 S07
53 | a2 6 a0 Bl 5493 1000 391 135 s
54 | 150 -003 330 55 227 | 1000 3z 203
57 | 057 417 054 i ') 07 135 a2 1.000 A3
55 | 4636 229 i | 370 507 A3 203 134 1.000

a Deterrminant = {3
(Soaree; SPSS 20 software k_'u,ﬂ:l

Table 3: Total Variance and Eigenvalues Using the Engagement Scale

Total Variance Explained
Extraction Sums of Squired Rotateon Sums of Squaned

Imitaal Eigenvalues Loadings Loadings
Compo e of | Curmulative T of Cumulativ % of Cumulative
nant Total | Variance | % Total | Variance | o % Total | Wariance | %

3933 | 43700 43700 3933 | 43.700 43700 3168 | 35200 35,201

1374 | 15,264 580 1374 | 15.264 58,064 1775 [ 19718 54,919

1085 | 12.056 71030 1085 | 12.056 T2 L4449 | L6101 71020

Bl Q.013 R0.033
L300 | T 37.032
4491 5.456 92 4RE
335 | 1946 434
19 | 2130 985064
A2 | 436 100000

Extraction Method: Prncipal Component Analysis,

= 1 ) N (Y B ) )

Source: SPS5 20 software ool

In Table 3, the eigenvalues are shown where 7120 % of variance is explained by the first three factors.

12
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Table 4: Varimax Rotation Using the Engagement Scale

Rotated Component Matrixs Extraction Method: Principal
Companent Component Analysis.
1 2 3
) = Raotation Method: Varimax
with Kaiser Mormalization,
= it a, Rotation converged in 5
s4 776 irerations.
5 732
S5 A
=3 743
B 7
57 B71
51 ]

Source; SPS5 20 Software Tool

Thee itemms 52, 99, 58, 53, 55 are loaded on to the first factor (Table 4), which explains the rotation 35,200 % of the
total variance. The face validity points bo the first factor that should be called the absorption. Variables 56 and
54 are loaded on to the second factor which points to the dedication. and explains 19.718 % of total variance.
Variables 57 and 51 are loaded on o the third factor the vigor which explains 16,101 % of total variance,

5.2 Test Hypotheses
Hypothesis 1: Job Satisfaction is significantly dependent on Employee Engagement.

In order to test the first hypothesis, a linear regression model was tested using independent
varighle as emplovee engagement (sum of 9-items of engagement scale) and the dependent
variable was job satisfaction (sum of 6 items i Fsatisfaction scale),

The regression equation : Total J5=-2.916+0.728 Total EE

As Model statistics is significant at P<i{0.05, the first hypothesis is accepted where 58.1% of
variance in Emplovee Engagement (Total_EE) is being explained by the Job satisfaction
(Total_JS).

Table 5: Regression Model
MModel Summary®
Std, Error | Change Statistics

Adjusted | of the R 5quare | F Sipg. F
Model | R E 5quare | ESquare | Estimate Change Change | dil diz Change
1 TH2 (81 Aa79 3436 S8 393 |1 =1 00

a. Predictors: (Comstant), Total EE
b. Dependent Variable: Total_15

Source: SPS5 10 Software Tool

13
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Tahle 6: F-test

ANOV As
hodel Sum of Squares df Mlean Square F Sig.
I | Regression 4597 532 1 4557 532 389334 nooe
Residual A3E.2M9 251 11.809
Tital 7915.781 282
a. Dependent Variable: Total_J5
b. Predictors: {(Constant), Total EE

Somrse SRS W) Software Tonal

Table 7: Regression CoefMicients

Coefiiclents®
Unstandardized Coefficients Standardized Coefficlents
Mioadel ] St Error ks t Sig.
1 | (Cormstant) -L816 1311 -1324 027
Tatal EE .F2R &7 62 19.732 A
a. Dependent Variables Total_[5

Soprge; 5SS M) Software Toaol

Hypothesis 2: Gender significantly differentiate Employee Engagement.
The secomd hypothesis was checked by conducting ANOV A test.

Tahle &: Test Anova- Employee Engagement and Gender

Sum of Squares dF Mean Square F Sig.
Betwern Groups 27956 1 27.956 907 342
Within Groups BA56.425 281 30,806
Total BaE4.3E2 252

Sourdes S5 1 Softwarne Tonol

Ag prvalue=(U5, there is no stabistically significant difference in Emplovee engagement on the basis of
gender and therefore, the second hypothesis is rejected.

Hypothesis 3: Gender significantly differentiate Job Satisfaction
The last hypothesis was checked by ANOWA test,

14
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Table 9: Test ANOV A- Job Satisfaction and Gender

Sum of Squares df Mean Square F Sig.
Betwesn Groups 2800 1 2900 03 744
Within Groups TO12.881 281 28160
Total 791578l 282

Source: S1'55 20 Software Tool

As p(UG, there is no statistically significant difference in job satisfaction on the basis of gender. Therefore,
the third hypothesis is also rejected.

6. Conclusion

The aim of research was o statistically analyze the impact of engagement level of the non-managerial
employee on their satisfaction level in State Bank of India in Raipur region. The results concluded that with ome
wnit increment in the engagement level, the satisfaction level goes up by 0,728 units, The items of satisfaction
scalecould explain up to 58.1 % variance in engagement scale which more than half of the variance in emplovee
engagement is being explained by the employee job satisfaction. It was also revealed that there is no
statistically difference inemplover engagement and job satisfaction on the basis of gender of the employee.
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Abstract
Human Computer Interaction {HCL) is the study of the relationship between computers and their human users
with a view to improving the functionality and wsability of the systems. Apart from facilitating performance,
HC1is also useful for identifying ways for enabling participation by disadvantaged sections of the society like

the eldeely oo the especially abled.

This paper looks at the specific role of human beings with regard to the application of HCT The success of any
HCI veriture will obviously depend on how humans adopt and wse this technology. In addition, we also
consider specific uses of HC in information processing. Like any IT application, the ability to deliver the
1:|p+i:rru'|.| mcpq-riﬂ'ln' for the end user m berms of the deliverables = ulwa:m relevant.

Keyaronds: human computer interaction, functionality, usability, information processing, user experience

1. Human Computer Interaction: An
Introduction

Human computer interaction (HCT) can be considered
as a design activity related to human beings working
with computer systems The user interface can be
thought of as a chanmel where two different systems
(humans and computers) communicate with each
other. As human beings and computers obviously
have very different ways of communicating, these

systems have to be designed properly so that the
mtual communication takes place properly. This i

O of the essential atteibuibes thak is used a5 a guibding
tood in HCT is usability, As per the Internatiomal
Organdsation for Standardization (1500, usability is “the
effectiveness, efficiency and satisfaction with which
a specified set of users can achieve a specific set of
tasks im a particular environment® (1500 9241).
Shnedderman (1992) referred to the five wer-orlented
attributes of wsability: learnability, efficiency,
memorability, ervors, and satisfiachon. According o Dix
et, al, (1998) the three main methods for supporting the
usability of interachion design are leamability,
flendbitity, and robustess, each of these principles
further conslsting of a nurmber of sub-principles.

precisely the role played by HCLL
Table 1 Principles of Usability
Main Principles
Leamnability Flexibility Eobusiness
Sub-principles Predictability Dialog inibative Observability
Familiarity Task migratability Responsiveness
Generalisability Subatitivity Task conformance
Consistency Customisability

[Hong-In Cheng, Human Computer Interaction in E-Business, Doctoral Thesis, lowa State University]
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It is not surprising that usability forms the bedrock
of the design of e-commerce websites, The fact that
the design of the website is an important factor for e-
commerce can be deduced from the work of many.
Grose et. al. (1998} showed after stwdying 357
websites and 270 traditional interface design

recommendations that different considerations
enter into the equation in each case. Vora {1998)
suggested a methodology for website design which
seems to mimic that for general system
development. This methodology is shown below:

Table 3: Web Design Methodology

Planning

Establishing the goals of a website

Understanding user needs and computing

environments

Identifying owner and author needs

Analysis

Analysing content

Analysing process of interaction

Design and Development

Understanding wser behaviour

Designing individual pages

Utilising advanced technology

Designing for International users

Keeping consistency

Usability Testing

Deciding scope of usability testing

Conducting usability test

Implementation

Transferring files to the web server

Maintenance

Updating website content

Checking website integrity

Momitoring trends

Evaluating and implementing newer technology

2. Literature Survey and Justification for the
Study

Some of the relevant literature in this area are as
Follonrs:

Jarvenpaa and Todd {1996) tried to find out the impact
of the Waorkd Wide Web on the shopping behaviour of
customers. For this purpose they interacted with wsers
bo decipher their views on areas ke product
perceptions, shopping experience, customer sarvice
and pm'n-i'l.'ad aomaumer figk. This wias dome 'I'}\n:h'ugl'l
an open ended survey involving a sample of 220
shoppers.

Jemnings (X00) uses input from diverse disciplines
like aesthetic experience. flow, landscape
assessment and proposed aesthetic framework for
the purpose of establishing engaging and immersive
e-commerce experiences, He is of the opinion,
website development based on aesthetics can lead to
positive nser experience.

Any transaction is based on the existence of a certain
degree of trust between the participants. Manchala
{2000 offers a book into models for evaluating trust
between vendors and buyvers that go beyond the
traditional metrics, According to him traditional
models do not suffice at a Hme when there are
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anonymous transactions that go bevond territonial
and legal boundaries, and traditional value-chain
structures. The author suggests that alkernative
ways of evaluating trust may provide a better
measureof the risk inherent in transactions that take
placein this changed environment.

Turk (2} moves in an interesting direction with
this take on perceptive media. As he explaing,
growth and improvements in input/ output devices,
inberaction techniques and software techniques for
HECT have not Followed the same trajectories. Though
GUI systems have made it easier for us to interact
with and wse devices, with the changes in the
methods of using computers and the increasingly
ubiquitous nature of computing itself, it may not
easy for GUIS to keep up with the increasing number
of intetactions necessary for user satisfaction. Thus
interfaces need to be “natural, intuitive, adaptive
and unobtrusive”. According to the author, this is
where perceptive media - “an interdisciplinary
initiative to combine multimedia display and
machine percepton o create wseful, adaptive,
responsive interfaces between people and
technology”.

Tripathi (2011} has considered the issue of
interaction in terms of the design, implementation
and use of Interactive computer systems by people
and the effects of such systems on individuals,
organisations and society. He feels that in addition o
ease of use, this should also cover new methods of
interaction for user support, betber information
access and developing more powerful means of
cornmunication.

C5Lee (K01} describes e-commerce as a disruptive
technology that is changing the traditional way of
doing business. A digital economy work In a totally
different way compared to a traditional one. There is
o established business of revente models even for
companies in the same industry, as far as e-commerce
i concerned. Assuch, the author is of the opinion that
an analytical framework is required so as to enable
ecommerce managers and planners determine the
critical success factors while waorking out the business
plans and strategies for e-commerce.

Chu et al (2007} have looked at the evoluton of
ecomimerce websites, They suggest four eras based on
such evolution covering a period from 15993 to 2001, On

the basis of a self-suggested conceptual framework,
they have conducted a longitudinal study, which

149

confirms the existence of the four eras suggested
earlier.

Constantinides and Boria (2008) have examined
b Webs 210 has played a major role in bringing
about significant change in how the retail business
iscarried gt

Michaelidou et. al (2001} thiow somme Bight on how
social networks can play a role in achieving brand
objectivis. They have dealt with business-to-
business (B2B) small and medium enterprises
(SMEs) and theirsocial networking practives.

Huang and Benyoucef (2013 examine the
development of social commerce. They propose
both a meode] as well as a set af guiding princples
for social commerce design. They further utilise
these to evaluate two leading social commerce
platiorms. They conclude by suggesting that a
social commerce website should achieve a
minimum set of design features, which include the
layers of individual, conversation, community
anvd commerce,

3. HCI-The Human Connection

Many of us can still remember purchasing our first
computers to be used for research purposes, The
primary attributes of these new tools were their
ubility in solving relatively complex mathemabeal
problems and performing computer-based
expenments. However, it was not lmg afer that
wind processing brought about the demise of the
typewriter, and our department secretaries no
longer prepared our research manuscripts and
reports, It is inferesting bo us those computers ane
not 50 substantively different from other tools such
that we should disregard much of what the study of
human factors and experimental psychology has
contributed o our understanding of human
behaviour in simple and complex systemns, Rather,
it is the computer's capacity for displaying, soring,
processing. and even controlling information that
has led ws bo the point at which the manner with
which we interact with such systems has become a
research ansa in il

Human-computer interaction (HCI) is
fundamentally an information-processing task. In
interacting with a computer, a user has specific
goals and sub goals in mind. The user initiates the
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interaction by giving the computer cormnmands. that
are directed toward accomplishing those goals, The
commands may activate software programs designed
to allow specific types of tasks, such as word
processing or statistical analysis to be performed, The
resulting computer output, typically displaved on a
screen, must provide adequate information for the
user o complebe the next step, or the user must enter
another command to obtain the desired cutput from
the computer, The sequence of interactions o
accomplish the goals may be long and complex, and
several albernative sequences, differing in efficiency,
may be used to achieve these goals. During the
interaction, the user is required to identify displaved
information, select responses based on the displayved
information, and execute those responses. The iser
must search the displayed information and attend to
the appropriate aspects of it. She or he must also
recall the commands and resulting consequences of
those commands for different programs, remember
information specific to the task that is being
performed, and make decisions and solve problems
during the process. For the interaction between the
computer and user to be efficient, the interface must
be designed in accordance with the user's
information processing capabilities.

4.HCI as an Information Processing Tool

The methods, theories, and models in human
information processing are currently well developed.
The knenwledge in this area, which we are anly akble to
describe at a surface bevel in this paper, is relevant toa
wide range of concerns in HCI, from visasal display
design to representation and communication of
knowledge. For HCT to be effective, the interaction
must e made compatible with the human
information-processing  capabilities. Cognitive
architectures that incorporate many of the facts about
hurman information processing have been developed
that can be applied to HCL The Model Human
Processor of Card et al. [1983) is the most widely
knowmn, but applications of other mwore recent
architectures, including the ACT model of Anderson
amd {Anderson, Matessa, & Lebiere, 1997),
the SOAR Model of Newell and colleagues (Howes &
Young, 1957}, and the EPIC Model of Kieras and
Meyer (19577, hobd comssderable promise for the fiebd.
Inatypical choice reaction task in which each stimulus
is assigned to a unique respanse, it is customany to
distinguish between three stages of processing:
stimulus identification, response selection, and
response execution (Proctor & Van Zandt, 1994) The
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stimulus identification stage involves processes that
are entirely dependent on stimulus properties. The

tion stage comcems those processes
invedved in defermining which respomse to make to
each stimulus. Response execulion refers o
programming and execution of motor responses.
Based on additive fackors logic, Sanders (1998)
decomposed the stimulus identification stage inbo
three subcategories and the response execution stage
inbo fwo subcategories, nesulting insix stages.

Memory refers to explicit recollection of information
in the absence of the original stimulus and to
persisting effects of that information on information

ing that may be implicit. Memory may invalve
recall of an immediately preceding event or ane many
years in the past, knowledge derived from everyday
life excperiences and education, or procedures learmed
i3] ish complex tasks, Memory
can beclagsified imbo several cabepories. Epasodic memony
rémlnm'm} fora specific event such as going to the
rowowie: lixst nigght, whereas semantic memary refess o
general knm-.rladge such as what a movie is. Dedlarative
mermary is verbalable knowledge, and  procedural
rmerrory is knowledge that canbe expressed norverbalhy.
In other words, declarative memaony is kenowledge that
something is the case, wheress procedural memory is
kerverilecdge: of how o dio sormething, l‘-rmmple tedlirg
your friend your mew phone number involves
declarative memory, whereas riding a bicyele invobres
procedural knowledge. A memory test is regarded as
explicit if a person is asked bo judge whether a specific
itern or event has ocourred before in a particular
cortext; te best i imphicik if the persom i3 o make a
judgment, such as whether a string of letters is a word
or noeword, that can be made without reference to
earlier “priming” events. In this section, we foous
primarily onexplicitepisodic memory.

O the other hand, attention is increased awareness
directed at a particular event or action to select it for
increased processing. This processing may resulk in
enhanced understanding of the event, improved
performance of an action, or better memory for the
event. Attention allows us to filter out unmecessary
imformation so that we can focus en a particular

that is relevant to our goals, Several
significant information-peocessing models of
attention have been proposed,

5. Conclusion

Technological advances have undoubtedly served to
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improve the HCl experience. For example, we have
progressed beyond the use of computer punch cards
and command-line interfaces to more complex tooks
such as graphical user interfaces, speech recognition,
and eye-gaze control systems. As HCI has become
nedt emlly maore effective, but by the same token more
elaborate, the importance of the interaction between
the various perceptual, cognitive, and motor
constraints of the human systermn has come to the
forefront, In our previcus chapter, we presented an
overview of some topics of research in stimulus-
response compatibility in perceptual-motor
interactions that we believed were relevant to HCL
In this chapter, we have shifted the focus to current
issues im the interacton between attenfion and

21

action planning. While action-centred models will
require additional development to describe full-
body behaeiowr in truly complex environments (e.g,,
negotiating o busy sidewalk or skating rink), the
settings in which these models have been tested are,
in Fact, very similar to modern HCI environmends.
Thus, wir believe that the relevance of this work for
HCI cannot be underestimated. Clearly,
considerable research will be necessary o evaluate
the applicability of both of these potentially relevant
lines of investigation to specific HCl design
problems. Nevertheless, the experimental work to
date leads us to conclude that the allocation of
attention carries an action-centred companent.
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Abstract

Digital promoting has a significant significance in the advertising system of any organization paying litthe heed
to the area, size, or nation of beginning, Conseguently, like never before, to stay cutthroat, organizations ane
compelled totake advantage of this promotion, which basically can bring colossal benefits at low expenses. The
principhes type of advanced promoting is the inbound showcasing, which addresses a natural promating
structure, in light of the cozy relationship between the organization and its possibilities or clients, who have
communicated their advantage in the organization's items deliberately (because of membership to pamphlets,
blog, social networks, and so on) and who have been drawn in and included by a top-notch of the substance

showcasing,

Keywords: inbound marketing, SEC, outbound marketing, life cycle marketing

Introduction

In marketing, from its beginning till today, the
thought commitied bo the custemer hasbeen one of its
sections. Reasomably, the whale promoting method
has continually needed to teach the client, to gain his
advantage about the affiliation, in addition, its things,
bo help him pick the buying chosces and o make him
provided for the comnection's image. In case, by
standard displaying, the thought paid to the
purchaser has sometimes been expelled by the idea
given o the Hdng ko the assoctation’s exhibibing
framework, by electronic publicizing, the
accentuation stays on the purchaser, on his proper
distinctive confirmation, on his necessities, to lay the
reason of convincing correspondence frameworks
towards him. In this particular situation, amexhibiting
approach that lone uses content publicizing fo help
the thing bargainsisn't practical because the "splendid
standard” practised by associations says that the
substance elevating should be based B on the
buyer's information and guidance, and only 200% on
the business' tum of events. Like this, electronic
advancing generally incorporates the arrangenvent of
a relationship of trust. Likewise, dependability writh
the customer and inbound advancing transforms into
the essential plece of the mechanized exhibiting

Imbound displaying licenses an open and "insightful™
correspondence towards the customers who
coprdinated their fixation toward the association’s
things or organizations and made an individual
relatonship with thern by lifting costent acclimated o
thedr needs. "since 2006, inbound exhibiting has been
the best advancing method for cooperating on the
web, Maybe then the old outbound exhibiting
sirategies for buying advancements, buying email
records, and interesting to god for eads, exhibiting
inbound bases on making a quality substance that
pulls peaple toward the association and thing, whene
they typically should be” {(Hubspot, 2016). Essentially,
inbound promoting is changing the substance to the
"buyer persona” who efforthessly becarme alright and
purposely to the association. That is the explanation,
in this particular circurnstance, the which means of the
"buyer persona” expects a central part since on the off
chance that it's not perceived precisely, the entire
promoting strategy will transform inbo a fiasco.

Literature Review

Inbound advertising has significant importance in
each organization’s showcasing plan paying litthe
mind to industry, size, or spot of beginning devoted
Baltes, I {2016). Especially in online conditions,
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promoting is evelving. A web organization can
presently don't rely upon customary promoting
methods and missions to draw in, hold and develop
clients since there is an adjustment of how
individuals draw i with organizations opreana, a.,
and vinerean, s (2015}, Quit pushing yvour message
out and begin attracting vour buyers Traditional”
outbound.” promoting methods  including  cold
pitching, email impacts, publicizing, and regular
postal mail is turning owt bo be less effective halligan,
b, and shah, d. {2009). The possibility of inbound
promoting, drawing in customer possibilities intoan
organization through web 20 apparatuses and
applications including publishing content to a blog,
site improvement, and web-based media
Steenburgh, t. ., Avery, j.. and dahod, n. (2008 Try
not to pursue business—earry new purchasers to
you! Obsolete deals methods make them pursue
leads and looking for new custormers mill operator, s,
Al (2015). Inbound advertising s a showeasing
approach that spotlights on being found by buyers,
This idea is connected to relationship advertising
and Seth Godin's idea of authorization promoting
royo-vela, m., and hinermund, o (206). s
between two very surprising ways for getting ocut
the wiord about your business and getting expected
clients in the enbryway: outbound promoting versus
inbound advertising hawlk, k (2018). The advanced
age has significantly changed the climate in which
the traveler administration is given and
experienced, adjusting the choice cveles of shopper
and corporate plans of action sinchez-teba, e. ML,
garcia-mestanza, j. and rodrigues-ferndndes, m.
(20201}, Showeasing is important for our regular day
W day exigtence; by and by, H has become
significantly more intricate. With the expanding
inmovation, today web advertising is quite possibly
the best showcasing strategies lin, ¢ O, Y., and
vazdanifard, r. (2014). Throughout the long term,
banks have been purposely using computerized
inmovation to help change various parts of their
oeganization megargel, a., shankararaman, v., and
reddy, s. K. (2018). The consumerization of business-
to-business purchasing has incited an adjustment of
business-to-business promstion Saarinen, v. (20019),
Regardless of the colossal measure of blog entries
and distributions tending to the use of inbound and
outbound advertising strategies, no investigation
considers dissects the tendency of organizations
towards these contradicting sorts of showeasing
approaches across different countries rancati, e.,

codignola, £, and capating, a. (2015} Inbound
showcasing is a term created to clarify how the
promoting cycle begins from bringing issues to light
o purchasers settling on a choice morivchi, e, (2021).
Comtinnially  developing web innovations impact
how clients act while buying labor and products
Popova, e, (2019). Inbound promoting has
demonstrated to be perhaps the best approach fo
direct advertising, particularly in a apecific area
raatikainen, L. (2018). Web-based media has changed
the showcasing climate in manmers that
conventional advertisers might have never
envizloned only 10 vears prior. [t has immediately
givenm away to cooperate on a coordinated premise,
empowering advertisers to alter specific informing
Huggins, k. A., and Cunningham, j. E. (2019), The
improvement of innovation devices, for example,
weh-based media furnishes the lawful calling with
the opportunities for dangerous obligation and
uncommon eainmaking Phillips, | M., Huggins, k.
A and Harding, L M. {2015).

Meaning of Inbound Marketing

Inbound promating is on the rise, amd it necessitates
a particularly careful zeroing in on the audience and
engaging communication with it through fantastic
content. As a result, inbound promoting s the
connection of partmers with potential buyers via
goods amd experiences that they value. Using
mediums like online journals and long-distance
social interaction, backers must draw in and brief
viewers with the information they want without the
help of anybody else. Inbound marketing isa kind of
content marketing that uses online journals,
webcasts, recordings, digital books, bulleting,
whitepapers, SEQ, web-based media marketing, and
other forms of content marketing to help a company
wriw, . nosrats, ©. Karimi, m, Mohamimadi, and k.
Maleklan (2013). The days of a customer expecting
just a fair price for the nature of the goods he
purchased are long gone. He needs more
informatson today, but it mest be non-obirusive and
moving b pique his interest in the topie stopezyska,
k. {2003),

Content Creation and Distribution - make an
assigned  substance that answers conceivable
outcomes and customers’ principal requests and
necessities, and then offer that substance
everywhere.
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Lifecycle Marketing - sponsors, don't just arise
out of the blue: they get moving as oulbcasts, visitors,
contacts, and customers. Express displaving
ecxercises and instruments help to change those

pariahs inko Sponsors.

Personalization - tailor your substance to the
requirements of a ton of people who are sesing it.
After some time, you can better tweak your
messages to their specific necessities as you shady
vour leads.

Multi-Channel - inbound advancing is multi-
divert, basically considering how it approaches
people where they are, in the channel where they
nesd to inberface with vou.

Consolidation - content creation, dispersing, and
examination instruments all work together like a
perfectly tuned ensemble - allowing you to focus on
spreading the suitable substance in the ideal spot at
the perfect tme.

Fostering a fresh argument  that computerized
content is a component for inbound advertising
efforts is repetitious, given the numerous articles in
the ezsential writing. m. L. C. U, g E. R, U, and
angela-Eliza, m, 1, C, U, Adrian, m. L. C, U1, Marius, g.
E. R U and angela-Eliza, m_1.C. U {2017}, Inbound
exhibiting changes untouchables into customers and
awhile later promoters of vour business,

Inbound Marketing Developments

Inbound propelling developments are reasonable
areas, electronic media crusades, mailing crusades,
search engine optimization (SEQ), viral records,
online studios (online courses, and so on,

Custom Messages

People are bound to open messages sent from an
indiwidual than those got from a computerized “no-
answer” address, For now, the best bulletin material
won't ever be completely utilized untilit is conveyed
by a precise name of a conspicuous individual in the
affiliation. Also, this technique permits the
ndividuals who got the announcement to react to
the sender with an assessment. People likewise read
messages with names that appeal to them and snap

om an interface that takes them to a site with data
they consider significant. Envision the substance of
the letber isn't modified to fit the "buyer persona,”
and It has no impact on them. In such a situation,
individuals will withdraw from the email, and their
confidence in the connection’s capacity to
comprehend and address their issues would
conclude. Accordingly, in inbound promoting, the
beneficiaries of a mailing effort should be
homogenous and effectively set up. All together for
the mailing position to be comceivable, the substance
should be acquainted with them. The pivotal book
that pushed organizations all around the globe o
quit offering to their clients and begin addressing
thelr inquiries to accomplish results; changed and
refreshed to reflect innovatiom, drifts, the
computerized customer's continueows tum of events,
amd substanbially mere, M. Sheridan, m. Sheridan,
. Sheridan (3019).

Blog Segments

Articles circled on the affiliation’s blog acknowledge
a fundamental part in depicting the affiliation’s
picture across the possible results and the
abstruction. Their quality can draw in or lose clients.
The quality substance regarding a question of
interest for the clents will become their level of trust
and dependability towards the affiliation.
Conversely, if the meaning is imappropriate and ill-
suited, it will affect the affiliation’s picture, which
will show up abnormal in the corespondence
towards the clients, Subsequently, articles should be
carefully made dependent upon the SEQ
assessments. They should follow the interests and
needs of the gathering to give all the vast data to
influence their buying choices,

Search Engine Optimization

Web structure improvement has a predominant
impact on the robotized movement strategy since it
impacts the organizing of state of the art channels
open toa relationship, for example, areas, locales,
soclal affiltation accounts, and so fosth. Along these
lines, site pages can be improved o change into "the
most engaging” for the web crawlers to be first
shown when searches are performed  wtilizing
programs. [t ought to be seen that SEC fuses the
presence of a stand-apart quality substance which
regards some substance rules to be mentioned
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reasonably by the pursuit motors, Orchestrating on
the main page of the web crawlers is magor given that
0% of Individuals who play oul a solicltation
utilizing Coogle (the most used web list on earth)
access essentially the affiliations recorded in the
standard page of google. The more the page is
recorded ahead of time, the more it will draw in
more clients, Site imy nt fuses the utilization
of the maost looked through watchwords by clients
and perceived utilizing google analytics device.
Show progressing show propelling passes on its
publicizing message using text, logos, activities,
records, photos, or different plans. To assemble the
impact of the types of progress, the show supports
reliably target clients with specific characteristics.
Treats, which are sudden identifiers of express
computers, are frequently utilized by onlineg
customers (mormally through their progress
workers) to pick which advances to offer a specific
customer, Treats might follow if a guest left a page
without making a buy, permitting the suppart to
rotarget the ruest with movements from the site they
visited, Recipients might make an insidious
phenomenal image of a customer’s advantages to
pass on impressively more consigned headway as
they assemble data from various spots in regards toa
customer’s online new development. Lead focusing
im an is the term for this all out the absence of
information. Contributors may likewise focus on
their crowd by utilizing sensible and semantic
elevating to offer show sees that are identified with
the substance of the site page where the sees show
up. Publicizing experts may likewise utilize
geotargeting to give enhancements dependent on a
customess assumed opography. The IPaddress of a
customer sends certaln geographic Information
{autonomous of the customer’s nation or
topographical locale). Diverse go-betweens or
information might be utilized wo upgrade and refing
the geographic data to limit the scope of potential
areas. Promoting masters may once ina while utilize
a telephone’s GI'S recipient or the space of close by
portable pinnacles utilizing PDAs. Treats and ather
reliable data on a customer's PC might help limit the
extentof a customer's area considerably further.

Social Media
Youtube, Pinterest, Instagram, and =o forth are a

particular climate for inbound progressing, Thinking
about how possible resulis can be seen by the affiliakion

and the correspondence is adjusted relying on the sort
oF affiliation ufilized and the gathering, For the curment
sltuation, the substance advanced inside the Inbound
advancing systern plays a focal work because the
achievement or frustration of the marketing
methodobogy reliesonitsquality.

Benefits and Obstructions of Inbound
Marketing

Inbound Propelling A Few Benefits,
for Example:

* [t permits a speedy, exceptionally extreme, and
extended-length relationship with the client;

*  [tdepicts rapid and effectively the
“purchaser persona’ profile;

# [t awards to accomplish better oubcomes the
degree that the advantages/costs report
separated from the standard progressing;

* [t grants to empower a substance framework
dependent upon unequlvocal subjects
(watchwords) related to SEQ and Google
AdWords, for which there is an affirmeed
interest from the possible results;

* It watches out for an overall advance that
depends upon the creation and portion of
five-star content. Regardless of whether the
possible increases of inbound progressing
are essential, this kind of showing presents
several insulls, for example,

*  Itis more referencing and complex than the
standard progressing:

* It reguires the use of the internet, with the
target that imdividuals who don't utilize i
can'tbecome theaverage vested party;

* [t permits a segregated comrespondence
and not an all-over one.

Inbound Marketing versus Outbound
Marketing

Standard showing = associated with outbound
advancing, which proposes that the showing
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procedure hoists the things to the clients. At the
same time, advanced publicizing s inseparable from
inboursd showing, which Fundamentally means
winning the target interest. Certainly, outbound
elevating plans to urge the things and associations to
the swarm straightforwardly, while inbound
advancityg assists with featuring work and bems by
the idea, in the setting where the clients separate
themselves as the affiliation’s fair. Inbound
marketing is essentially a substance advancing as it
is the fragment that can get the customer's idea,
pushing it towards the buy. That is the clarification;
the whale showing procedure is changing into a
substance progressing approach, and the deficency
of massive worth substance indeed prompts the slip-
up of the affiliation’s significant level showing
system, In like way, in inbound showing, perceiving
the objective and changing the correspondence to lts
requirements, assumptions and interest
acknowledge a dire part.

Furthermaore, outbound advanecing ls a conspheuous
sort of show, while inbound progressing is a lenient
one, simce the buyer consents to be seen in addition,
doled gut, and he isn't enraged about the affiliation’s
correspondence to him. Deliveries, easygoing
organizations {Facebook, Twitter, Linked In,..),
onling courses, and consolidate the purposeful
investment. Inbound propelling productivity ks
better contrasted with the outbound showing ability
since it permits an unparalleled focusing of the
gathering and an overwhelming difference in the
affiliation's correspondence to It For instance, if
people have bought into the declaration, the change
rate is 750% higher than the pamphlet addressed to
individuals who haven't shown an interest in the
affiliaticr o its things /associations.

Conclusion

Taking evervthing into account, "because of the
intermet, buyer conduct has changed radically over
the previcus decade, Individuals have gotten adroit
at blocking out conventional advertising messagnes.

Examination shows that B6% of individuals skip tv
advertisements, and 44% of direct mail is rarely
opened. Also, B4% of Zi-to-3-year-olds have left a
top pick site due o meddling or insignificant
publicizing” {bigshot inbound, 2016). Besides, "the
absolute  democratization of media, the all-out
addressability of showeasing nbeechanges have
made it feasible for people to communicate their
own free decision for each item and administration
they need to purchase. The authority over media
utilization is an engaging of another world, where
the change from tv to on the web is conceivable, from
broad communications to miniature media, from
miass advertising tooonsent fo promote” {duguleana,
208: 31). In this specific situation, the significance of
inbound showcasing has developed with the buying
comduct of the shoppers who, to acquire data and
surveys about the ltems they expect to purchase and
save time and cash, really like to buy things on the
web. Accordingly, organizations that prevail
through an SEC and content system to rank well on
the pelmary page of the web search tools, giving
fundamental data to the client, are the "victors” of the
"computerized war” utilizing the inbound
showeasing devices. Also, the accomplishment of
inbound showcasing was felt not just in the business
field yet additionally in different areas like the
political or the public space by and large, as
attractHve to the devices of this customized and
direct showcasing structure, government officials,
well-known individuals, NGOs are moving toward
their crowd, diminishing the physical removes and
smoothing out their correspondence towards them.,
In a cutthroat worldwide climate like the online
climate, inbound promoting is undoubtedly the best
type of advertising rehearsed by associations,
Consequently, this type of non-meddlesceme
advertising that depends on advancing high-guality
substance inside painstakingly considered, thought
out and created advertising procedures is best
contrasted and the customary showcasing, which
appears to gradually lose viability in a dynamic and
profoundly redid field, for example, the online
clirmate.
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Abstract

It has been observed that wsage of social media is increasing in the carrent scenario and made it easier o
communicate with one another. It gives us platforms to express ourselves and voice out our apinions. Itallows
us b communicate with our friends and complete strangers. Tt has allowed consumers to share the information
about the companies to each other. Today social media has become an important tool to analyze and study
consumer behaviour, It has become one of the company's digital communication tools and is the prometion of
products through infiuential names in digital media. The influencer endorsernent through social media in
product promotion and brand communication has recently increased asa resilt of technological development
and digitalization. The main purpose of the promotion at social media platform is to create consumers' trust
and Hhus increase both brand awareness and sales. In this regard, the purpose of this paper is fo understand
impact of influencer marketing on purchase intention with the mediating role of brand trust. The participants
of the research are people from Agra who have active acoounts in at least one social network. After eliminating
incorrectly filled and blank questionnaires, 185 questionnaires were considered for the study. The structural
equation model was used in the study. According fo the findings, social media influencers have impacts on
purchase intention, It has also been confirmed that the expertise and abiractiveness of the influencers are more
accephed in the society and brand trust creates a mediator effect in this relationship,

Keyaroris: brand trust, influencer marketing, purchase intention, social media

Introduction are social media users (The global statistics, 2023},
This situatlon forces companies, brands and

The technological advancement of user-generated advertising agencies to look for new methods to
networking sites have provided a mew way to !nferacl: with target s!udleme..ﬂne_al' ﬂ\ae methods
communicate among our peers, It allows us to 5 influencer marketing that is, using influencers on
connect with other people whether we know them social media to F"-"""-m“ﬂ P“'-"d“':"f" to relevant
personally or not (Fuller, et al., 2009). Social media  tonsumers. The term “influencer” is a new concept
hagallowed conestemers by create thete own combentof for both academicians and peractitioners. The
their social media accounts. Social media platforms widespread m‘:'f.digj'“l marketing trends and the
have served as a facilitator when it comes to sharing L"“:"E‘af’! in .I:"E":"F:‘]E!l BECRaR the m'-E_"-'.'Et E“J“"'?E
information (Chen, et al., 2011}, The Sacial media the orentation of companies from traditional media
users are Inereasing worldwide exponentially. The channels to digital media in communkcation. Social

totall number of internet users as of January 2022 in media influencers, on the other hand, are people
India iz 658 million people and 467 million of thern  Whocreate thelrown audbence with the content they

31
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produce an social networks and have an influence
an them. (Alkhuzem.com, 2017).

Influencer marketing is an emerging form of
celebrity endorsements which are mainly based on
stronger and closer relationships which are
mutually beneficial. Influencer marketing should be
alipred with company’s target market, product,
budget and objectives. These days’ marketess target
the market for every type of products through
influencer and it has becormne an lmportant tool o
reach the right target audience by choosing the right
Influencer. Tt Is known that the maln reason why
celebrity endorsement strategies are used in product
promotion in traditional media channels is the
transfer of celebrities” credibility to the brand.
Therefore, the main focus here s to sell by taking
advantage of their reputation and credit (Veissi,
2007). Moreover, compankes using influencer gain
the trust of consumers in more than 54% of the cases
and enable consumers to recommend the product o
others, Trust becomes an important concept to be
discussed in this situation (Low & Yuan, 201%a).

The present study is designed on the basis of the
varlous studies. The study Is an attempl bo
understand the impact of influencer marketing on
purchase intention. The study also examines the
micdiating role of brand trust between influencer
marketing on purchase inbention

Literature Review
Influencer Marketing

Influencer marketing is the new paradigmm in marketing
and that's why it hsas been discussed by both acadenmics
and practitioners over the years. Due to fact that
marketing = done on social media, the company-
consumer relationship has managed to go beyond the
traditional framework.  Influencer marketing is mot
about promotion; however companies focus onopinion
leaders, as well as provide expertise with the help of
influential celebrity (Hu et al 2019). influencer
miarketimg is the scienceand artof encouraging people
whio have impact on their audience to share brand
miessagpes with theiraudience in the form of sponsored
content ( Chatzigeorgion, 2017). This method is
considered as the process of identifying, interacting
and supporting effective individuals in social media.
Additiorally, it is frequently used in public relations,
as well as sometimes it also increases purchase
imbertion and brand awareness (Lou & Yan, 209

Inflvencer marketing directly addresses commaon sales
process barriers, as well as developing strategies and
activities through potential customers, or people who
have an impact on declsion makers. These people who
have impact on others are called “influencers”. For
example, if you are a business operating in the
cosmetics or fashion industry, you can find
influencers i these sectors on soclal medla platforms
such as Facebook, Youtube, Instagram and Snapchat.
Today, soclal rmedia offers people the nppmlmﬂ-l'_',' (4]
create their own audience and influence them, and
this fact shows that anybody can be Influsncer
{Chatzigeorgion, 2017}, This makes social media tools
mare valuable and an inbegral part of the average
consumer's life. Social media influencers (SM1s) act as
independent third parties that shape and direct
audience atfitudes, behaviors and opinions through
the wse of blogs, tweets and other soclal media. Social
media influencers (SM1} are online people who have
a large follower audience on one or more social
media platforms as well as impact to their followers
(Lou & Yuwan, M%) Social media influencers are
people wha are inferested in a certain subject and
share information about it, as well as they share their
evaluation after using a product, and encourage
people to buy these products while actively using
their own social media accounts {Hermanda,
Sumarwan, & Tinaprilla, 2019). For consumers
Inoking for information, social media influencers ane
a rellable source of information due to thelr expertise
incertainareas (Lou & Yuan, 2009),
In the pre-social media era, public relations were one-
sided and the consumer could only see the product in
traditional communication chanmels. Bul mow, the
consumer can commuricate with the product via
social media . Unlike traditional media celebrities,
social media influencers are ordinary people who carm
thedr reputation by producing content (Lou & Yuan,
209, Celebrity use is a very common method for
promoting brands, and it is a commmon method tobring
ﬂtd‘mmdcmh.csuf the celebrity to the product and
arouse a purchase desire in the consumer. Sometimes
celebritics alse tum tosocial media to offer extra value
to bramds, but their reputation is dwse to their
capabilities, and social media influencers o their
content (Schouten, Janssen, & Verspaget, 2019).
Traditional celebrities can also become mfluencers
after producing regular content through social
networks (Lou & Yuan, 3019, Social media
influencers arealsoused by companies and agencies o
reach comsumers by creating a kind of reputation by
personal branding through social networks.
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Brand Trust

Trust is the desire of a party to be vulnerable to the
actions of the other party in situations involving risk
[Hu et al, 201%). Trust in certain brands and sellers
during shopping are also important in terms of
attitudes and behaviors (Habibi et al,, 2014} For this
reasom, Chawdhuri & Holbrook (2001) defined the
brand trust concept as the willingness of the average
consumer o trust the ability of the brand to fulfill its
stated function. At the basic level, brand trust is a
comsumeT's trast in that particular brand (Ha, 2004},
Trust is the emoton of consumers ke meet
expectations in situations of uncertainty, where the
brand has asymmetrical information. Trust always
moves forward from the moment of experience
(Delgado-Ballester et al., 2001 ). The main purpose of
building trust is ko gain sustanable competitive
advantage. Because the suslaimable relationship
between the seller and the buyer is formed as a result
of the company providing the quality that meets its
promise (Hashed Ahmed Mabkhot; et al, 2017}
Brand trust building is therefore a well thought
through and remarkable process (Chaudhuri &
Holbrook, 2001). Information sharing is one of the
mickst important practices that create trust by creating
value. This information gemerally consists of
product usage patterns and brand stories, reducing
asymmetrical information and uncertainty. At this
point, social media has a great role in the
dissemination of information in terms of the
possibilities of re-interaction and long-term
relationships (Laroche et al, 2012). Creatimg and
mainkaining trust on the web is at the center of
company marketing plans. Brand trust improves
with the development of some aspects that create
loyalty (Ha, 2004). Brand trust is developed by the
personality traits of the individual who promotes
the brand (Laroche et al, 2012). The information,
entertaimment and reliability perception of branded
pests shared by Influencers affects the ticn of
trust inconsumers {Lou & Yoan, 2009h).

Purchase Intention

The effects of belicts on behaviors through inbentions
and attitudes and the factors affecting changes in
behavioral intemtions were explained  with  the
reasoned action theory (Ajzen, 1985). According to
reasoned action theory, knowledge and beliefs play

an important role in the behavior of specific
behavional intention. The theory has also been used to
identify and explain the purchase intention of young
comsumers (Belleau et al, 2007} From this point of
view, purchase intenition is the buver's real intention
towards the product, and it i3 defined as the
combination of their interest and possibilities to buy
the product (Cuong, 210}, Approaching company
perspective it can alse be defined as the process of
analyzing and predicting consumer attitudes.
Furchase intention may vary according to
demagraphic factors (Khalid et al., 306). From the
consumer point of view, it is the buyer's promise to
buy the product at the next arrival (Kudeahia &
Kumar, 2017). The use of the internet at the time of
purchase will affect purchase intention on the
internet and lead to the development of attitudes on
this issue (Salisbury et al, 2001} The concept of
online purchase intention of consumers has also
been developed from this point and is defined as the
intention of a consumer to launch a certain purchase
behavior through the internet and to participate in
online processing (Ling etal., 2010).

The hypotheses of the research were based on the
studies about the impact of the use of social media
influencers in promotion on purchase intendion.
Moreover, hypotheses have been developed taking
b aceouint the studies mediated by the perception of
trust as well as the studies investigating the effect on
purchase intesstion. Fallowing research framework
and hypotheses are developed on the basis of
literature review.

/f—ﬂ.ﬂ
P
=

Figure 1: Research Framework
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H1: I.T'Lﬂl.uencermarkel:inghas animpact on brand
trust.
H2: Brand trust has an impact on purchase intention,
H3: Influencer marketing has an impact
on purchase intention.

H4: Brand trust has a mediator effect between
influences marketing and puschase intention.

Methodology

The sample of this research contains people from
Agra who use social media and have at beast ome
social network account. This sbudy was designed on
the basis of the literature, and it was conducted by
applying a questionnaire among quantilalive

methods and the research model and
hypotheses were tested. The questionnaire was
constructed using 23 variables and all the variables
were measured with the 5-point Likert scale. While
developing the survey, the questions were divided
inte 3 groups: questions related demographic
speaficabions, control questions and scales that
measures variables. While selecting the sample,
attention was paid to the fact that the participants are
from Agra who know influencers among social
media users and have an active acoount in at least one
social network. Moreover, the sampling method was
nom-random convenience sampling. The sample for
this research consists of 215 respondents participated
im thee survey. Duee to false filling, we exclsded somae
surveys. Finally, there are 185 surveys for data
analysis in the final evaluation. Structural Equation
Modeling was used to test the model and AMOS 24.0
application was used to test the hypotheses by
making analyzes. The structural equation model
consists of 2 stages and proceeds by testing the scale
model and testing the structure (Hair et al., 2013).
The same steps are followed in thisstudy,

Analysis and Results

Regarding the demographic profile  of the
respondents, the gender distribution is 40.3% female
and 59.8% male, while the distribution in terms of
age range is 47.8% between the ages of 16-25, 20.9%
each between the ages of 26-35 and 36-45, for people
aged 46 and over, it was 10.4%. According to income
distribution of the parbicipants, those with an
income between Rs, 10000-25000 are ranked first
with 47.2%. Regarding the distribution in termes of
education, 57.2% of the participants are
undergraduate degree, The distribution by marital
statusis 42.1% married and 57.9% single.

Reliability and Validity

Pilot tests were parformed and finally, explanatory
factor analysis was pecformed on the data set of 1685
respondents. According to the results of the
explanatory factor analysis, the Expertise and
Trustworthiness dimensions of the 3 dimensions of
influencer marketing combined, and the
Attractiveness dimension was considered as a
sepatate dimengion. Reliability and wvalidity
analyzes of each variable and the resulting
dirmengions were examingd. The reliability of the
scale is the measure of its consistency, and its alpha
coefficient ranges from 0 ko 1. The reliability
coefficients of the variables are above 0.7 (Table 1),
This situation shows that the reliability and
consistency of the scales are high. It is observed that
Average Variance Explained (AVE) values are above
0.5 The composite reliability values of the
Attractiveness, Expertise -Trusbwaorthiness, Trust,
and Purchase Intention variables are 0.669, 0.950,
0.933, and 0.909, respectively. Thus, it Is possible o
say that the scale has a good reliability.
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Table 1: Itemns Loadings, Average Variance Extracted, Compasite Reliability, and Cronbach’s Alpha

Construct  Ttems Loading AVE Acmlf ach CR
5 &
Expert-Tre Experil .75 0,633 053 0.950
Expert B3
Epertd 753
Expertd 756
Expert 749
}'w el
T 714
2
Tw 91
3
T A0
4
;‘w B0
Altractiveness  Altract] BT 0.68% BT 0.86%
Albtract3 11
Alfracts ]
Trust Trust1 14 0.738 832 0.933
TrustZ i
Trusta S03
Trustd BR1
Trusts £37
Purchise Purchl Rt 0.714 Q08 0.909
Irateridion Pyrch2 S
Purch3 £a2
Puerchi £l

Mote: * AVE = Average Varimee Exfrected, CR = Compasite Reliability, CA= Cronbach's Alpta

In order to evaluate the validity of this study,
correlation coctficients were compared with the
miean square roots of the AVE value. As can be seen
from the results in Tabbe 2, the mean square roots of
the AVE values are greater than the correlations.

Therefore, discriminant validity ls wvalid. Themn,
Explanatory Factor analysis was performed to
evaluate the Structural Validity by calculating fit
indices in Table 3,

Table 2. Correlation Coefficients Belween Yariables.

Variables Expertise- | Attractiveress | Trust | Purcha
Trusbwaorthiness | e
| intentio
| |1
| Expertise- Trashomtitiess | L8 | [ [ |
| Attracfienes B % | 0LE30 I I |
| Trust 0Es | 0584 | 0871 | |
| Purchmse infention | EST ] | 0865 (X
|50 | 101647 | 58353 | SE1E | TT0004 |
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Table 3. Fit Indices

FIT CMINMTF

GFI

EMSEA

TLI

INDICES

0,869

0,063

0,944

According to fit indexes table, all values are at an
acceptable level. This is an indicator that the
Structural Validity of the model is good.

Structural Equation Model

Further, the hypotheses existing in the research are
tested wsing structural equation model. Table 4
shows the results of the structural equation model. 5
of the path coefficients are valid and 2 of them are
imvalld. According to the findings in the table, there
was a positive relationship (= 0,527, t = 5665, p
<(L001) between Hla purchase intention and the
Expertise-Trustworthiness variables and the
hypothesis was accepted. Hlb hypothesis showing
the relationship (f = 0692, | = 5337, p <0.001)
between brand trust and expertise- trustworthiness
was also accepbed. [t was accepted because t = 15,695
p <0001, However, the Hida hypothesis, which
expresses the use of Brand Trust as an intermediary
variable in the model, was rejected as f§ = 155, t =
1930 p <0054, The results confirmed the H3a

hypothesis, which expresses the relationship
betwern attractiveness, another sub-dimension of
influencer endorsement, and purchase intention (i =
0.226,1=2.542, p <0011}

The results also comfirmed the H3b hypothesis,
which expresses the relationship between
Attractiveness and Brand Trust (f=0.241,1=3.011,p
<L003). The hypothesis showing the relationship
betwesn  Attractiveness and Purchase inbention
mediated by brand trust was rejected on the basis of
the results (f = -00004, t = 0086 p 20031} From this
point of view, with the help of 5000 iteration
Bootstrap and Expertise-Trustworthiness and
Aftractiveness variables on purchase intention
thromgh brand trust were examined. According to
the findings obtained, the effect of Expertise-
Trustworthiness dimension on purchase intention
through brand trust (L = 0371 U = 0.789) is
significant, The effect of the attractivenwss on
purchase inbention (L = 0.075; U = (L337) through
brand trust is significant. In both dimensions, it is
seent that brand trust fully mediates between
variables.

Table 4: SEM Analysis

Hipolez Fath C.R SE F-value Support
coefficient

Hla:Exper_TW-= 0527 566D 0,126 fecd Acca
Punﬂ'.EJnl pred
Hib: Exper_TW->Trust 0ee2 5137 013 b Accepted
HI |TII5E-?-‘FEICFEEE_1M (¥ 15695 | 053 heicsd Accepled
Hia: Attrac-> Purchase_int | 0.226 2.542 0.77 0.011 Accepted
HEb: Alirad->Trust 0241 A.011 (1,50 AN Acceprhed
gﬂ.&:t: r'llnf =TT (55 190 | 080 L] Accephed
Hib:Attrac->Trust- BT =56 050 il Accepted
»Purchase
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Discussion

The development and widespread use of digital media
tools in the warld brought marketing and
communication tonew channels, Therefore, companies
have started to prefer some tooks and people through
these channels to communicate with their consumer
grousps. The study proposed a new theoretical model
for a more comprehensive research proposal by
incorporating brand trust in the influence of social
mediainfluencers on purchase intention,

The first assumption of the stedy was that influencer
endorsenent had imnpacts on purchase intestion. In this
stady, the Expertise and Trustworthiness dimensions
were combined and gathered under one dimension.
The second dimension “Attractiveness”  remained
separately. Mdkrﬂmmﬂﬁecﬁmm\dpunﬂ'l&
intention. However, in compared with other
dirnension, attractiveness seems bo have a low effect om
st and purchase infetion. The main neasan for this
phenomenon is that people use socal media actively
and peophe who are watched by masses are the ones
wien produce content by acquiring expertise in certain
fields. Although people know mose famous and
attractive people, they differentiate experts and rely on
them more, as well as, expert influencers” suggestions
have more impacts on customers. The resulting new
dimension- Expertise-Trusbworthiness has an impact
on both purchase intention and brand trust. Thiss, the
effect of influencer marketing on purchase infention
was revealed in this study.

The second assumption of the study was that the
comcept of brand trust had a mediator effect between
purchase intention and influencer endorsement. As a
comcept, Trust” has been analyzed by consumers’ trust
in branded content (Lou & Yuan, 200%a). Although
brand trust is used as a mediatos variable, its robe in the
effect of influencer endorsemnent on purchase imbention
has not been examined. For this reason, it has been
observed in the research that brand trust has a full
mediating effect between the dimensions of influencer
marketing, expertise-trustworthiness and
attractiveness, and purchase intention. Therefore, the
level of brand trust explains the level of influencer
endorsement impact on punchase intention,

Managerial Implications and Conclusions
Although celebrity endorsement s widespread in
traditional media, the inflwencer endorserment, which
are prevalentin social media, hasjust started todevelop.
Thereare some studies, in this fAeld which examined the
effect of social media influencers on purchase intention.
Results comfirmed that the endorsement of social media
influencers in product promaotion atfects the purchase
intemvbon. Further the study also revealed the rode of
bramd trust in the impact of influencer marketing on
purchase intention. Based on the findings, it Is possible
tovexamine the role of brand trust in the impact of social
media influencers on brand lovalty, and the effects of
trust to influencers on the relationship bebween
influencer endorsement, purdhase intention and beand
anvwareness in future studies.

In this study, there are practical findings and
application ideas for advertising agencies, companies,
and brands, While paying attenbion o the impact of
social media influencers on purchase intention, it is
possible to observe how important the rget audienoe
is, if we consider that people were asked aboul their
own influenoers in our survey study. Cimumrmhuy
frllew, Therefore, nfluencer selection according to ths
interests of the target audience, paying attenticm to the
fsct that these people are partially attractive, and at the
sarne time, should be considerad as exqpert in thedr field
and considered as trustwaorthy by consumers.
Especially, most of the young gemeration is
knowledgeable about technology, and this
phenomenon increases the importance of these
celebrities in the digital workd day by day. Companies
should also pay attention to the use of the right
influencens in their commurncation strabegaes and pay
attention to the allocation in this sector. The
firelinges lay the grounsdwork for new stsdies, From this
point of view, com ies, brands and advertising
agencies can be more careful and cantious when
choosing an influencer. At this poind, it is important b
knonw the target awdience and to choose: the right
influencer along with the company's communication
sirabegy.
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Abstract

Inspite of forming 50 per cent of the total population of the world women do not own even 1 per cent of the
world’s property. Their role and contribution in industrialisation has remained unaccounted and unassessed.
The lot and the position of women the world over has remained neglected. Their share in business and trade is
very low. The specific role of women in the economic effort has not yet been clearly defined but the need for
“integration of women into development™ is being particulardy felt by women themselves, This research articke
focus on the need and problems for women entreprensurship and how we can come up with these.

Key words: women, industrialisation, integration entrepreneurship

Introduction:
Entrepreneurship in Developing Countries

The fourth decade of the twentieth century saw an
evolutionary change in the status of men and women
in the world, The Wordd War 11 forced the men-
dominated societies the world over, to induce and
hand over responsibilities to women out of
necessity. Hence the post-World War Il decades
have witnessed a major and continuing
phenomendon in the soecial, economic, industrial and
administrative spheres,

The process of becoming entrepreneur involves
learning, unlearning and releaming many things
relating to the roles, tasks, functions, responsibilities
and problems of entrepreneurs. There has been a
rapid increase in the efforts made in the past few
yers o encourage entrepreneurship in developing
countries. They have witnessed the phenomenon of
the rapid increase in occupational movenent anong
women as owners of their own business, Currently
available statistical data from the USA, Canada,
indicate that the percentage of women as owners!
managers ks continuously increasing since 1945,

A few wornen had repeatedly beought indo focus the
women's feelings of helplessness of being stifled, the
dilemmia of living for others and having no space for
their own being. The being' of a women had been
morigaged to traditional culture, while her
becoming’ had been mortgaged to the wishes of her
husband / family,

Indian Situation — Statistical Data Problem

Women make the second largest targel group for
identification of potential entrepreneurs being
slightly bess than 50% of the total population, n
India there are 994 milllon women workess in a
labour force of 27284 million. Majority of the wiomen
seek work, out of economic necessity, but of these a
large numbser are unable to find employment. Their
share in total unemployment (407%) is higher than
their share in the labour force (33%). According to
the 1981 census, there are only 150,000 self employed
women, a mere 5.2% of the total number are self
employed, of this a majority are concentrated in low
paid, low skilled, low techmology and low
productivity jobsin the rural and recogmised sectors,

90 (794 million) women workers are in the rural
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area as against only 10¥% (8.6 million) in urban areas.
Only 2.5 million women work in the organised
sector, anvere 12.4% of the total employment.

Meed for Women EDP

The proportion of educated and skilled women in
total employment is increasing. Henoe expanding
employment opportunities both to provide income
and to harness the growth potential of educated
unemploved women s very important. Promotion
of self-employment of educated women has
additional advantage of creating more jobs for
desiring uneducabed woamen.

Mo separate allocation for women's development is
made. Action in favour of women is more welfare
oriented than development oriented, and 1o
constructive steps are taken b lead women towards
self-employment! entrepreneurship,

It is estirated that an investment ranging between
Rs. 500 - 10,000 can, on an average, generate
employment for 2.5 persons and depending on the
activity every Bs. 1 lakh of investment can generate
jobs for 527 people.

A package of assistance covering product selection,
market information and marketing outlet, training
in management was required, to accelerate
formation of indigenous enterprise. The success of a
programme for prometion of women entreprensur
ship-self depends, to a large extent, on the solid
foundations that are laid through preparations of
realistic and bold action programmes and on
providing necessary arganisational framework and
to get their financial assistance.

The governmental agencies which are concerned
with the training programmes of women and
promotion of employment and seli-employment
avenues for women are the Small Industries
Development Organization (SID0} and its chain of
Smnall Industries Service Institutes (SIS0} spread all
over the country, the Mational Extension Training
[nstitute, the Khadi & Village Industries
Commission, the All India Handlooms and
Handdicrafts Board, the Central Silk Board, the Colr
Board, etc. There are also State-level organizations
which are involved in this endeavour, the
Directorates of Industries in the State Governmenits,
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the Stabe Small Industries Development Corporation,
State Fimancial Corporations and the Dhstrick
Industries Centre.

Besicles these, there are also Matonal Programmes sasch
as’ the Imtegrated Rural Development Programme
which has the objective of lifting the individual families
above the poverty line by mobilising institutional
erecit, organizing raining programmes, and taking op
a ramge of actvites covering agriculture, anirmal
husbandry, fishery, rural and cottage industries,
commercial and serviceactivities, et

Thenational scherme —Training of Rural Youth for Seli-
Emplovment known as TRYSEM was introduced with
e obesctaf traiming atheast 20000 rural youth every
vear in agriculture amd allied sectors and small
Banks cam also play an important robe in Promeoting self-
employement by making available credit facilities at 4
peTcent

interest o the weaker sections of the commumity and
the disabled peesons. Social prestige inany sockety is
closely linked with economic utility of the
individual concerned. Unless economic and social
importance of wormen in the society B enhanced vis-
a-vis their families, state and nation as a whaole, the
women would continee to suffer from neglect at
national Tevel.

Status of Women Entrepreneurs in India

Mature has made a division of labour entrusting
upon men and women different responsibilities for
the betterment of the process of evolution. In this
division of labour, the women have been endowed
upon with the gift of motherivwood and up bringing of
the future generation. The women, the mother, has
been the symbol of continuity of culture, tradition
amd relighon, belng the binding force of the family
system, Quality of life has depended upon how well
or how badly the women have performed this duty
of hers. Gradually, women withdrew b0 the four
walls of the home for the care of the childeen, while
man worked outside, forging for food With the
advance of science and technology,a certain amoung
of change has come about. An increasing rumber of
women are wanting to participate in the economic
activities of the nation. Thus we find the emergence
of women entrepreneurs.
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A woman entreprencur s a person who s an
enterprising individual with an eye for opportunities,
and an uncanny vision, commercial acumen, with
tremenvdous perseverance and above alla person who
5 willing to take pisks with the unkeown because of
the adventurcus spirit she possesses. Those women
entrepreneurs who do not have education or any
foormual training in management, but have developed
skills take to small scale industry. They choose that
product with which they are familiar i.e. garments,
weaving, pickbes, dolls and handicrafts, Some have
ventured into engineering, electronies, chermicals and
pharmaceuticals. Some also make surgical
instruments, furniture and pottery.

These women entrepreneurs need in the inital
peried, certain special privileges to overcome the
prachical social handicaps they face for being a
woman such as attitudinal reluctance of officers, lack
of information, and too many formalities that nead
to be completed. The third category of women
entrepreneurs work in cities and slums to help
women with lower means of livellhood. Their ks
service motivated organization to help economically
backward sections, They need Government support
im marketing as well as getting finances at a
concessional rate for thelr products. Preferential
purchasing policy of government helps such
institutions t0 manufacture and sell to the
government items like files, chalk, stationery, etc.

Women in our country abways remained a victim of
neglect and diserimination and were not allowed to
perforn thelr due role in the economic or soclal 1ife
of the society. Recognizing the injustice meted out to
wimen in the past, the architects of our Constitution
took special care i guarantee equality of righis and
oppartunities forwomen in political and social flelds
and to specifically prohibit any discrimination
particularly in matters of employment, wages and
human conditons of wordc

The need is now keenly felt that women should also
work outside the home for getting better living
standards for all. It is in this context, that the question
of women entrepreneurs or women's industries has
taken a new significance especially when
unemployiment has became a matier of great cofcetn
to all. Better health and decreasing infant vortality isa
sufficiently persuasive force for women to come out of
their homes, Rapid industrialisation, wrbanisation,
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and soclo-political movenvents have made a dent in
the cld pattern

Objective of the Study:

To analyses the different problems and challenges
faclng women entrepreneurship In Indla after
independence, To identify, select and motivate
potential women entre preneurs and to guide them
into becoming successful entrepreneurs to analyse
the available statistical information. And the
problems that these entrepreneurs may have
encountered.

Methods and Materials:

The complete research work leading to the paper ks
based on both systematic and ad-hoc research
miethods. Under systematic miethods researcher will
adopt both primary and secondary data. Under
secondary data the researcher will consult different
relevant books, literature, journals, magazines,
newspapers, povernment documents, intermet etc
Wis-d-vls problems and challenges. In primary data
researcher will meet personally the women
entrepreneurs and take interviews.

Results and Discussion

Role and Contribution of Women
Entrepreneurs

Inspite of forming 50 per cent of the total population
of the world women do not own even 1 per cent of
the workd's property. Their robe and contribution in
industrialization has remained unaccounted and
unassisted, The lot and the position of women the
world over has remaimed neglected, Their share in
business and trade is very low. Though they
represenit half the hurnanity, their contribution to
leadership anmd management is much less.
According bo the UN report women receive 25 per
cent less wages than men insplte of the law of equal
wages for equal work. Time has come for women to
come out of the drudgery of howsework and give
vent to their creabivity and entrepreneurship.
Political developments i India have also beem
responsible for determining the role of women in a
changing society. Itis anaccepted fact that the role of
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women in national development is a crucal one.
Women have animportant role to play in synthesising
soctal progress with ecomoimie growth of developing
countries. Non-aligned and other developing
countries have attached a great importance o ensure
that women play their full role in the development
process. The specific role of women in the economic
effiort has not yet been clearly defined but the need for
lintegration of women inte development] is being
particulardy felt by women themselves. With the
increase in the number of women getting educated,
there is considerable awareness among women to be
self-emploved and gradually the role of women is
changing in thesoclety.

Entry of women inorganised business as entrepreneurs
i Fairly recent, but women have been contributing to
producthon  process since Hmes Immemorlal by
working in cottage incustries. It is sad that all their
veonomic efforts remain unacknowledged and
unaccrambed. Women in India have traditionally been
highly esteemed. Indian wommen enjoved respect and
status since Vedic ages but only during last few
cemvturies they Jost the position and have to fight for
evquality. Though women in India can achleve highest
position in any field, majority of tem are confived o
hearths and homes. In Indian countryside millions of
wormen are engaged in home products or oottage
industries combining traditional activity and
supplementing income generation. Indian history is
replete with stories of courage shown by wornen who
hiad ernerged from thedr shackles.

Much before women's resurgence witmessed in the
West, in the bwentieth century, the history of India is
made notable by the presence of women in large
numbers, shouldering high responsibilities in the
strugghe for freedom and in the quest for national
reconstruction. As our late Prime Minister Smt.
Indira Gandhi said iNo soclety can go ahead if half of
it is not given opportunity. Men themselves cannot
achieve their fullest if there is a large part of the
population which is not by their side and helping
them. Itis in the interest of all, that womsen should be
able to play a more positive and more creative role in
all spheres natiomally and mternabonally. Ik s
heartening that women have excelled themselves in
all branches of hurnan activity in the modern age.

Women have all along participated in outdoor
necupstion, in the felds and faking part in agriculfural
activities in the farm tending to cattle and pouliry. There
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using thiir educational skills for being teachers, doctors,
fuirses, secritaries, hair-dressers, fashion desighess, and
the like. However, it was realized that they had to play
their roke in the ecomomic mairstream of the coumitry. The
resrson for this change was menease i number of edacated
winen and thedr desire for economic ndependence and
attainment of a separate kdentity from traditicnal pattems.
Women ameengaged innon-traditional activities which wene
at oo time consadened esclusively obe the men's dormain,
These activities relate o peoduction of straw and mill boards,
ancillarics, seering gear, assemblies for tractors, foam
blankets, printing of text books, ceockeries and refrackory
materials, etc. Electronic is a growing industry—women
entrepreneurs can confribute con siderably to this
ity as they are best snted for it especally n
software,

Weoamen entreprencurs today have their own opinion,
are aelf-assured and able to withstand all risks and are
efficient managers. Woman is an entity in her own
right. She must have a certain self-confidence, Women
are more receptive o mew ideas and open o change
and mwore confident of the future without disturbing
her pivotal robe in the. family. She should organise
working time with the help of modem technology in
such a way as to avoid conflic between time for work
and e to family. Secondly, it is convenlent for a
wioman to be in control of a small business, This
pattern of working in small business suits her dusal
rales, It i8 now more and more realised that the
strength of a country is in these small businesses. To
be viable they must be finandially successful, In our
present society, and in spite of equal opportunities
for women in our country, women play dual roles:
that of housewife and mother and that of business
executive, However much some people may deny
thig, it is a fact; many women plan their lives very
skilfully and succeed in filling these dual roles in a
smooth and  unobtrusive way. The ience
gained outside her house enables her to enrich her
family relationships through new cut look on
fradition in a changing world. By continuously
seeking connection with the world of science and
culture ghe can become a better organiser and help to
promote growth.

Women should seek qualifications along with
eoonomic- resources bo keep stride with progress,
This will necessitate change in social mores, and
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development of the Dlertaryl sector- to help women
acquire skills and equip them to enter the busi ness
world, women should be motivated to take up
administra ive courses by providing fellowship in
clese contact with universies, update the general
and specific executive and pro fessional
qualifications and provide a technical and scientific-
arientation for the appropriate solution of pressing
social and economic problems.

Equal opportunity and equality before law ane
essental as the social recognition of women's
dedication b work is as much a part of her self-
fulfilment as that for man. If we recognise the special
roles assigned to women in today’s world and work
with dedication we can herald

a  newera, More responsible female- participation
in the business workd will give fuller expression for
the constructive use of technology and science so
that economies could expand and crises could be
solved in a way that will give more job
opportunities. Access o technology will

also move women from traditional household
enterprises t other industries. Commerce, transport,
storage and communications are examples of flelds
which are well within her capabilities. Inherent
qualities of patience and perseverance of women
help them in dealing with labour and hence labour
troubles are rare in enterprises managed by women.
Blessed with these-qualities and creative urges
woimen can confribute significantly fo economic
productivity of the nation. The Productivity
Council through its branches helps entrepraneurs to
acguire knowledge-on materials management and
other allied productivity subjects, As we go lowards
the east, we find more and more women taking up
employment in different fields from the traditional

occurpation in agriculture like cutting and harvesting
to modern management in sophisticated industries,
women are proving bheir talent and adaptability,

The literacy rate of women was-raised from less than
8% in 1951 b0 53.7% in 2001, but it Is stll very low;
and it is because girls do not go to schools that it
brimgs down our average, There are similar increases
in Agures for the encolment of girls in schools and
colleges; but as the levels of education rise these
numbers decline. Women are simply not being given
the education which would help in full realization of

their potential. This, in tum, affects the number of
wonen who can become entrepreneurs or provide
good material for employment.

Governiment has been making every effort by glving
facilities and exercising persuasion to induce
parents to send their daughters in schools. Though
such efforts have been succesaful fo some extent, the
breakthrough can came only when women receive
equal opportunities along with men Women
entrepreneurs have the added responsibility of
demonstrating what educated women are capable
of. But it is not sufficient that they serve only as
examples toothers; they must also join, in this task of
wider education of persuasion, of motivation.
Women entreprenewrs should support schemes for
adult education and straining of women, who can
afterwards beabsorbed in individual concerns,

A woman entrepreneur h to be aware of new trends
in business, apart from being fully equipped with
uptodate know ledge of technology and
innovations. She has to be open minded to changes
in administration, changes in values and ever
changing social, human and political situations. She
must be alert, adaptive and dynamilc to keep the
concern going. It is this approach that will bring
women into development as partners with
independent bargaining power and autonomous
social goals.

Wamen should be given all opportunities indecision
making process at all levels and in formulation of
plans for development, Their identification will not
only be beneficial to women but will also improve
soclal relations. Yomen entrepreneurs can take lead
in bringing ethics in business and human approach
in socios economic relations and make this world a
better place to live. & woman entrepreneur should
not think of profit alone. Everyone has some social

responsibility, Problems have to be solved by
changing socal attitudes, Women are not bess
capable of achlevement, but their circumstances are
different to those of men. Women entrepreneurs in
India who generally come from elite class with a
favoured educational and sodal backgronind, use
their economibe- lever if they act as model emiployers.
They can help their less-favoured sisters by
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employing larger number of women waorkers and
setting higher standards of management. They can
also help the cause of women by motivating girls and
their parents for edwcation and training and by
shiowelmg how education helps bo achieve higher goals.
The result of women in their examination
performance is superior bo boys in the same classes but
after higher education, the trend & b0 acquire degrees
and then become fall-outs as far as the production
effort and the work force of the nation is concerned.
Bven among the maost educated young girls, the first
preference Is given to marrage rather than a career,
hence women tend to make career decksions later than
man, This is largely due also to the fact that job
opportunities do not exdst in proporton o the
dernand, and with preference being given to the male
work-force, the women forcedly have to retire from
the seemve. However they sometime make an attermpt
b become Mworking wivesl in specific situwations;
wheen their children are old enough to go to schools,
whien the budget does not seem to stretch and meet the
reeds of the family to supplement the Bamily incarme,
then they ane motivated.

As gighties have been declared Decade of Women,
different organisations should take positive steps for
the advancement of wonven. Wormen entrepreneurs
can confribute to world progress because they
represent all that s new in the contemporary world.
Women entrepreneurs are leaders of women in
industry and therefore should be leaders in giving &

new turn §o sockety not only in the developing
countries, but even in developed amd affluent
countries, Women entrepreneurs should try for
greater endeavour beading to their achievement,
Mast of the simall entrepreneirs belong to small and
medium sized industry and they provide the
nucleus and laboratory for future development.

Women in the Third World are at once the most
exploited class and a source for great development
potential. Self emplovment programmes are most
ideally sudted for thermn. The exchange of information
and co- operation between the women entrepreneurs
of the developed and the developing countries can
provide impetus o enterprise development amongg

WOITHET.
Conclusion

The emergence of women in the economic sense as
entrepreneurs i a significant development in the
emancipation of women and for securing for thern a
place in the society. Women entreprenewrs should
make asuccess of their entreprise and help economic
progress of developing and under-developed
countries. The assoclation of wormnen with econonme
enterprises should also usher in an era of clean
business ethics and would provide a healing touch
in promoting peace and amity in the strife ridden
world of today.




CHALLENGES AND OFPORTUNITIES JOURNAL OF IFEM * Vol 16, July 2022

Reference
Buckley, G.. IMicro-fimanoe in Africa: s iteither the problem or the solution 0 World
Development 25 - 1081 - 1083, 1996 CGAP., Micro and Small Enterprise Finance: Guiding principles for
selecting and supporting intermediaries. CGAF, 1995, Goetz, A M..and R. Sengupta., (Who Takes the Credit?
Gender, Power and Confrol over Loan Use in Rural Credit Programmes in Bangladesh”, World
Development 24 145 - &3, 1996,
Johnson, 5., Gender and Micro-finance: guidelines for best practice, Action Aid, UK, 1997,
Kabeer, M., The conditions and consequences of choice: Reflections on the measurement of women's
empowerment, INRISD, 1999,

Mayoux, L., Women's Empowerment and Micro-finanoe pregrammes : Approaches, Evidence and Ways
Forward, The Open University Working Paper Mo, 41, 19983,

Mayoux, L..0Questioning Virtuous Spirals: micro-finance and women's empowerment in
Africall, Journal of international Development 11 957 - 984, 1999,

Obero, M., and E. e. Rhyne (Ed), The New World of Microenterprlse Finance : Bullding
Healthy Financial institutions for the Poor, London ; IT Publications, 1994,

Rogaly, B. IMicro-finance Evangelism, destibube women' amd the hard selling of a new antipoverty
forrmukal, Developementin Practice 6 : 100- 112, 19%6.

Rosenberg, B, internal Review of UNCDF Micro-finance Activities CGAP, 1998,

Sebstad, ], Toward pguidelines for lower-cost impact assessment methodologies for microenterprise
programmes, Management Systems International, 1995.

Govi of India, Economic Survey, 1999-200(.

Jayati Chosh, BClobalization and Women in India; Some Macro Considerationsl, Proceedings of the
Seminaron Globalization and the Women's Movementin India.

Rajput, Pamedt, Globalization and Women, New Delhi, Ashish Publications, 1994,
Siwal, B.R. DStructural Adjustment: Macro Perspectivel, Social Welkare, 45:1; 1998, 6-8 &4

Vijay Covindarajan and Anil K, Gupta, [Turning Global Presence into global Advantagel, in Business
Standard Mastering Global Business, Part. T1, Mov_ 27, 1998, p .4,

Joseph Stiglitz, Making Globalization Work-the Mext Step to Global Justice, Allen Lane, Fenguin Books,
England 2008,

Vashishtha B.K: Encyclopeclia of Women in India, Praveen Enclopedia Publications, New Delhi, PP&-17,1976.

Dy, G. Sandhya Rani, Associate Professor, Dept. of Women's Shudies, S.P.Mahila Visvavidyalayam,
Tirupati—517 502, Email: sandhyva_gudipudi@vahoo.codn,

Asia-Pacific journal of Social Sciences, Special Issee No, 1, Dec 2010, pp 144-153 153

46



A Study to Understand Changing Paradigm
of Digital Marketing

Prol. Gayathri Rajesh’ and Prof. Amit Singla"

" &r. Prol. (Strategic Management), Me Gill University, Greater Toronto Area, Canada
* &r. Frol. (Management), FIET, Panipal
ro747s@Egmall.com | amisinglamiya gmail.com

Abstract

This study analyses present & future intermet marketing ways. Paper is based on research review & present
market developments. Test is based on optional sources. The study i= based on recently disseminated
information as well as internet sources. The various publications, studies, reports, journals, a wide range of
websites and online data were reviewed. We see a significant transition to digitalisation in India. Purchasers
grradually use the web bo acquire the greatest cost from bocal vendors. In contrast to conventional or customarny
micthods, India leads the competition. We have seen that advanced promotion such as site improvement {SEO),
(SEM} web-based displays, content advertising, advertising, content automation, web-based media
strearnlining, mail promotion, event promotion, e books, visual ciecles, and sport, are unbelievable. We have
been shown to be fully linked via telegram and instagram and development of the use of web-based medium
offers new prospect for the wtilize of sophisticated phases for computerised marketers, Shopper inspirations
should be regarded as having better knowledge on what motivates people to produce brand or company
content, Computerized promotion is practical and has an enommous economic influence. According to the
findings of this research, knowling which web-based medla locations use the objective market of a business is a
further important agpect in ensuring that Internet adversity i successful. Surveying the achievement of
[nternet promotion compared fo various businesses is possible, The test may be expanded to evaluate methods
of online advertising used by other types of organisations,

Keyarords:- anline marketing, e-book, web-search engine marketing.

Introduction development consolidates the use of the Intermet for

the marketing and sabe of goods or organisations.
Marketing is changing, dynamic movement in  eb display ufilises electronics fo advertise and
businesses. The marketing itseli has definitely ~ Publicize itemns. E-commerce implies some online
altered in response to many crises - material and marketplace. Electronic company conkinues to sell,
energy requirements, increases, drops assoclated huy.e:ochangl?sml’f?u'asgnclahmswa meu:'eb.wlﬁlb
with money, high unemployment, bombs of  developmentis driving progres in elecironics, With
affiliations, illegal threats and warfare and effects the clamour of th"—f ':'“L“'*E' advancement, _"’""Eb
because of rapidly inventive modifications in Progress has become incredibly common, It claimed
unambiguous enterprises. Such developments, marEinta:kEungbegfmmnaar mebegmn:mgn!"i‘[s
including the Web, have forced the current web by basically content-riched areas that provided data.
pioneer to become more market-driven, Wlmdwe]upm.eptmjimhtermmrsdﬁhcu]tm?ell
necessitating an official process for obtaining precise stuff alone, but l‘;‘“‘_"“* daka about sbulf, boosting
and perfect data about customers, items and the ~ SPaces, programming, exchanges, stock and
company area and the general environment. Web  Matching. Some associations, including as bing.com,
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msn.com and netflix, have used the web for
promaotional purposes. This article provides insights
into various existing and future models in the
development of online business.

Review of Literature

Various books and research papers provide a
thoeough overview of e-marketing. The resulls of
literature are shown beneath: -e-marketing was
simply expressed as attaindng digital technology
application advertising goals (Chaffey, 2010).
Technology for digital advertising supports
marketing efforts to get better buyer experience via
fulfilling thelr wants (Chaifey, 2010} Colombia.
Companies recopnise significance of advanced
innowvation advertising in the industrialised world. To
suoceed, businesses need tocombine online with more
precisely conventlonal way bo meet customers wants
{Parsns, Zeissr, ebc,1935), Watman), MNew tools have
glven marketers new business freedoms to deal with
their sites and accomplish their business destinations
{Kdani, 1998). Web based publicizing is an amazing
advertising procedure to construct brands and
increment organization guests (Somg, 20010 Digital
marketing outcome expectations and results are cost
effichent to assess the efficacy of advertising money
spent an the measurement of RO (Pepelnjak, 2008).
Internet marketing s now rooted in everyday
advertising and marketing, It is also so powerful that
the economy can be restored and huge resources can
be generated. The capability of governments to work
all the more proficiently (Munshi, 2012}
Organizations in Singapore have demonstrated
accommedating for the accomplishment of the
aftereftects of advanced showcasing innovation. (Teo,
2005). Theo. Theo. Moreover, the ascent of
computerized showcasing was energized by quick
inmovatbon headways and moving business sectoe
elements  (Mort, Sullivan, Drenman, Judy,2002).
Advanced materials like availability, rowte and speed
are fundamental showcasing attributes o offer
organizations with results in the space of
computerized promoting (Kanttila, 2004}, Other The
utilization of informal exchange is a very myuch tried
strategy tor progress by means of advanced
promodting. informal exchange by means of online
miedia and tomake the site all the more notable (Trsov,
201F). Moreaver, verbal exchange is associated with
more poople and more imperative fraffic, which
consequently grows promaoting phrase receptiveness.
A regular illustration of online media has extended

the chance for organizations to send items and
administrations b0 milions and  presented mew
aclvertising prospects. This can be done only if
management is well aware of the communication
techniques to involve and improve the experience of
consumers (Mangoeld 2009). Online social marketing
strategies and programmes must be understood by
marketing professlomals and the effective wse of
performance measurement indicators, Market
elements change ing to the youthful
overall Social media availability and utilization, Key
cooedination strategies are baske ko the organization's
addvertising correspondence methodology (Rom and
Hama, 2010). The above evaluations expect that GST is
an obligation change that will help the condition of the
country in the awdit. Websites have affected income
development as a computerized showcasing
apparatus, specifically for itemns that can peruse
surveys and remark on close to home encounters,
Individwal experience. Individual experience.
Ornline appraisals performed amazingly well in the
by and large essential promoting plan of
organizations {Zang, 2010). Rather than
conventional specialized techmiques, online
assistance apparatuses have a higher impact (Helm,
Uroner 2019). The examination demonsirates that
clients have more confidence and amusing o adjust
o anline media, which is a promising sign for
organizations and advertisers (Arntt, 2000, Cnline
purchaser choice is influenced and upgraded by web
encounters (Dulescu, 2000), The Internet is the most
amazing asset for organizations (Ypoulos, 2001).
Advertising directors don't use the significance of
the Internet in their showcasing plan since the web
addjusts its image, evaluating, conveyance and
promoting appraoach.

The Study Rational

The market breakdown and promoting practice are
the most entrancing aftereffect of the innovaton
development and customer admittance to it The
buyer these days is a solid client who screens the
intuitive online media, content and correspondence
measLre,

The force of conventional promoting and specialized
strategies decays, and customers have less
confidence in the message and brand of the business.
The showcasing climate and practioe of innovation is
developing: advertisers are consistently being
compelbed towaork in a confusing and changing world
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in which the media and message are presently not
totally comtrolled. Shopper conduct i evolving, as well:
the client loses trust and turns out &0 be more basic,
instructed, educated and proactive than previously.
Todayjustas lateron advertisers notjust nesd new data,
abilities and strategies to fathom and associate with new
clients, yetin addition tocomprehend thechanging and
Inmorvatively sultable promaoting clirmate. Advertsing ks
progressively  computerized and proceeding  with
Inmovative advances are offering advertisers mew
difficulties and openings: Portable advancing, Internet
of Things, assessment, enormous data, pelnding,
circulated processing, man-made cognizance,
custormes neurcscience and neuromarketing include
the most captivating and testing focuses for future

bclsts. Following these turns of events and
exploiting them is a huge occupation with the quick
ascentof advanced inmowation and web-based media.
This is the reason the creator Felt that this investigation
should zeroinon.

Problem Statement and Study Objectives

O the off chance that the force of the Internet and
web-based media isn't decreased throughout the
next few years, this Bsue is essential to each
organizatiom The force of cell phones and online
media is turning cut to be progressively significant
for some organizations The second significant point
Is the proceeding with pattern in the utilization of
advanced and web-based media for kids, youngsters
and youth. The target of this examination is to
contemplate Intermet advertising and its strategy

with the sccompanyiing goala:
* What are the viable techniques for web
advertising utilized today?

*  What is the basic distinction among traditional
and computerized showeasing?

= What is the most well known web promoting
strategy T

* Do organizations support web based
advertlsing as opposed to traditional
showcasing?

These inquiries empower us to expect patterns in
web promoling and present filing propesals o
organizations,

Methodology

The exploratory testis planned to permit a specialist
b bk a gander at some ponder and make charming
comsiderations (Reynalds, 1971}, This examination is
exploratory and incorporabes  quantitative  and
absiract investigation. Data has been gathered on all
Indian premises as a justification this assessment
{fundamental study). The helper data and
information for this paper have been taken apart
widely. Various scientists and experts have gathered
discretionary data and information, scattered
computerized books, articles scattered acToss
various diaries, papers, gatherings, business papers,
hierarchical destinations for vearly reports and CSR.
action reports and  their inward freebees. The
affiliation uses information and data that are open
ranaparently on affiliabons’ locales. This & an
extracrdinary practice for an assessment that is a
fundamental kind of review,

Study Analysisand Discussion
Web Marketing

The Internet is an interconnected PC association
around the world. It is an assoclation comprised of
millions of private, public, scholarly, business and
legislative associations. "Webworks because of the
combination of the expansiveness of progress and
the biggest wellspring of information humankind
has at amy point had for its end. The Web
additionally made the structures of some different
option from singular information courses till the
twentieth cemtury.” (Phillips 2003).

There are many definitions in the word Showcasing,
Perhaps the most noteworthy  definition is that
‘advertising §s the soclal interplay belween
individuals and groups, via the production, trade
and value of goods and other people, to obtain what
they need and require.” (Kotler 2006), By interfacing
with these two regions "We can apply norms for
shonws inside the web district. This ought to basically
be practical by making webpage pages, advertising
sites and by introducing concentrate on the web,
electronic business and o on In any case, internet
displaying requests an altogether different
methodology from standard exhibiting.” (Stuttgart,
2005). Web based exhibiting, now and then alluded
o as web advancement, web publicizing, e-
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advancement and l-displaying, is basically the
introduction of ttems or organizations through the
web. Indeed, online advancement incorporates
utilizing an electronic webpage connected to
extraordinary strategies like standard advancement,
web crawlers, promoting for PPCs, email and ather
site associations and organizations to procure new
clients. Numerous individuals might feel that site
advancement is just a site with its substance, yet is
substantially more sudden. Web promotions are a
connection between the doorway to the site, Web
arachnids, objections of accessories, online diaries,
other website associations, BB assistants, clients,
reconsider complices and significantly more. For
promating it is significant to have countless groups
possible, as long as the amount of imminent cllents
requires utilization of the actual web.

Different Internet Marketing
TrendsTechniques

The Web Promotion Plan will assist with describing
explicit e-exhibit objectives and set up cyches to
guarantee that resources are conveved to use the
publicizing apportundty given by the Internet and
forestall its dangers. E-publicizing centers around
how an association what's more, its brands use the
web and other advanced media, email and versatile
imedia for its groups o achieve their progressing
targets. To discover and foster the unequivocal
Frameworks for promoting designs 2021, we crushed
all the regions from content and social displays to
publicizing development, assessment and chain of
command changes.

Search Engine Optimisation

In expressions of layman, Search Engine
Optimization or SEQ 5 changing vour webpage bo
remember recorded things tor Google, Yahoo Bing
or other web crawler as segular or obviously. Google
routinely refreshes its calculations with the goal that
the applicable outcomes may just be acquired.
Mumerous specialists accept that the SEO is dead
and the work is pointless. In any occasions, Google
attempied to prevent the control of computations
and the nearby channels not qualified for be at the
top sign of SERPs (Search Engine Eesult Pages).
There is no doubt that yow ought to wse resources for
further develop the web searcher work, Subtietics
related with content and the coordination,
spidering, arranging and decoding of non-text

material ought to likewise be remembered for your
site. Remernber that it is the most learned technigque
o feature regular tratfic into your organization,

Search Engine Marketing

The advertising o SEM Web search apparatis is a
sweeping procedure for coordinating guests to your
organization, for the most part by means of
supported exercises, It is in this way named FPaid
Search Marketing. SEM's reality is unusual and
confounded, Dhee to your organization structure,
you might pick the PPC {pay-per-anap) or CPC
medels (cost-per-snap) or CPM {cost-per-thousand
impressions). There are a couple stages for SEM.
Google Ad Words (on Google Metwork) is similarky
truly remarkable for bing motices {on the Yahoo Bing
Metwork), SEM likewise incorporates advancement
of showcases, search and site advertising, versatile
promoting, and paid social advancement.

Creation of Content

Contenteould incorporate web diaries, White Papers,
computerized papers, comtextual analyses, guides for
questions and replies, social events, news and
updates, pictures, guidelines, data representations,
advanced records, online classes, chronicles or
smaller than normal substance adding to blog and to
web media local people. Content may likewise be
presented in various plans. Every single mew
alteration - Panda, Penguin or Hummingbird - in
calculation by Google underline the way that content
ks the esential estmation when chooslng reconds.
Wou may likewise be imaginative, make content on
any subject and afterward connect it ko vour
organization in an indirect way. You might peruse our
post on the best way bo deal with incorporate
substance and advance your expense let lboose
beginning o organization. You should likewise
acljust material at specific stages, For instance,
the material cught to be new and brief for cell phones.
Remember that a great methodology interfaces with
yousr perusers and motivates them with more realities.
The brilliant substance is shared and is the ideal

strategy bo recognize vour organization.
Promoting of Online Media (POM)
Online media promoting or POM is a crucial piece of

your SEM attempts. [t incorporates making traffic
through very much arranged regions like Facebook,
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Instagram, Twitter, Pinterest, Google+, Linked In,
etc As we said already, we share and participate in a
splendid substance, Make and update material for
different online media stages. Guarantee that you
are valuable and speciflc; vou need i consistently
draw with customers, no less than four to multiple
Hmes every day. Your POM attempls may be
uncommonly helpful for stepping and driving
plans. With the improvement of online media, the
machines and techniques to talking about customers
have changed widely, and associations ought bo in
like manner sort out some way to use electronic
media reliably with their feld-attempted strategy
(mangold and faulds 2009, A purchaser should be
open for improvement to make a useful progression
try using on the web media.

Drigital Advertising Display

Once more, this ia a subset of your sem endeavors.
¥ou could wtilize an assortment of show plans to
focus on the likely crowd - be it text, picture,
standard, affluent media, shrewd or video exposure.
You might change vour message agreeing on
interests, content focuses or the client's circumstance
in the purchasing cycle. Mote, in any case, that
publicizing on advanced showcases is normally
costly. You need speciallsts to drive your

arganization with great roi,
Mobile Commercialisation

Different publicizing is a somewhat late limited time
angle, insinuating two-way correspondence among,
associations and customers through mobile phomes.
The site, applications and content for phones are
invigorated. The adaptable clients logically develop
and are the best method of showeasing. Dushinski
{2009) highlights in his article adaptable exhibiting
as 2 high level device for conmecting associations, in
the ideal way, with their cellphones, in the
oppartune spat and with a right immediate
message, with every one of their shoppers,

Interactive Commercialization

Guarantee that your special procedure is talked about
with the likely client. In the expoty com ressarch, 55%
of members liked to need to trade thoughts with the
organizations from which they bought and 895 felt
mmore faithful to the organizations in the oocasion they

a1

were urged o reprimand. Use apparatuses, for
example, devices and pick features to shrewdly screen
yourr site, information and chent following,. Reach out
viably with clients and change contributions relying
o thelr propensities and exerclses.

Marketing Viral

Viral is the current electronic image of the past
loosened up style. Viral displaying is a methodology
where an exoeptional substance is extensively passed
o the web as this substance |s enormously esteenved,
shared and loved, This is & bewildering technique to
brand and drive visibors to your site. Any affiliation
can recognize content; all you need is mventive brain,
Televasters have gotten the bug and are gradually
fitting viral picces into their openmess frameworks,
The system ksn't simply ordinarily humble, anyway it
may similarly be more reasonable than standard
headways from ime totime.” (Howard, 2005)

Marketing Email

The commumnication is named email publicizing when
you pass on an assockation message through emall i
an overview of expected customers. With feasible
ennail programming you can sceeen the email records,
which rely a few components, including diverse client
tendencies and money the board systens. Assurance
that tweaked messages are sent; this helps with
making conviction. In any case, review that email
exhibiting may moreover be considered spamming
and inexplicit countries there are laws against it

Associate Marketing

Branch Marketing is a special mission that pavs
metchanks that belmg vou, clients. The show might be
founded on changes - progress, rules or basically
arrangements. You might utilize the chance to be
fundamental for various merchants' related drives.
The wholesalers will space you on thedr destinations
to advance your arganization and help you make
changes and pay them on a compensation model
premise, You might benefit from an Affiliate Network
that gives you an enormous number of merchants just
as different benefits like after and revealing
developments. Branch showcasing is particularly
useful for new orgamizations as it will getextra guests
by means of the great traffic areas. Branch promoting
addresses both the transporters and wholesalers a

commonly favorable relationship. Assoclake
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Programs work on nearby associations like tatacliq,
snapdeal and alibaba. In truth, most web traffic
organizations have theirausiliary drives,

Public Relations Online (online PR)

Aouuplepmoesufcmmnpm ublicizing gadgets
are engrmous in promoting. Affiliations that don't
contemplate PR may free customers. The request s
what nurmber of custormers would you have the oprtion
to free? The reaction to this issue is exceptionally
problematic since PR & much harder to measure than
online advancing, vet FE, for every circumstance,
fittingly saw, gives & couple benefits to the business.
On the Internet, FR enjoys the hand over the
standard PR in the shot at falbering and speedy bwo-
way comespondence. Online associations may
develop web based promoting by passing on PR
articles to online FR records, by appropriating
explanations in Online media, by sharing accounts or
miusic containing business message or headway, or by
going to a collection of conversation get-togethers
related toor consistent of associated focuses,

Advanced Media Arranging and
Acquisition

When a mammmﬂmmm makes 3
wide based arrangement of ues, we call it
Addvanced Media Planning. FRegardless of whether it be
bodrive arramgements or change, to send another brand
ar b foster a sed-up brand, or foadjust client conduct, it
expects tocontact the ideal croned onvarious stages and
associations. It analyres the degree and repeat of
different on the web and adaptable applications. The
waorkplace works with various associates and

space and thoughts. This is named media
buy. Fundamentally, media acoaisition and arranging
incorporates all the techniques that we have effectively
conbermplabed.

Analytics of Web

Poszsibly web examination is the fundamental piece
of your mechanized advancing. Web research helps
you with social affair, measure, undenstand, book af,
plan, report and expect vour business works out. Yeb
Analytics ought not to be confused with Web
Statistics. Web Analytics offers you examinations and
different  perspectives  that are against  essential
affirmations. Google Analytics, Spring Measurement,
Woopra, Clicky, Mint and Chartheat are a picoe of the

huge Web Analytics contraptions, It's dearly a fact
that every distributer should utilize Web Analvtics to
grasp his association and work on the ROI and the

changes.
Traditional v/s Internet Marketing

Differentiating on the web advancement strategies
and ordinary comventional peactices, there are
copious regions and openings now where Intemet
introductians are prepared and are constantly valued
and upheld by the web,

* as opposed to the typical presentation where
weneed to trust that a specific time will find the
client reaction, online showcase is reliable.

*  Because we can progressively screen the clients’
responses, it s simpler to follow if a specific
voyage is working on the thing or notand on the
grounds that the information publicist might
make fitting changes in the restricted time
crulaing, It s llogleal for us o show such
adaptability.

* In standard promoting, it is hard for little
retallers b go up against colossal comipetitors
available, superfluous to costs and technique,
vet in case of web show vou can arrive at vour
expected vested party more broad with better
help affirmation throwgh ancther site.

* Cost commitment 8 another point that
contrasts considerablely among the standard
Internet publicizing advancemnent techniques;
the business howse can make its exceptionally
progressed special framework with very litile
expense and override standard exorbitant
exposure procedures, for example, peint
mwedia, redio incorporation, TV and magazines,

* Any business time that is accepted to have far
more noteworthy reach and consideration by
mmeans of Internet publicizing, as is by and
large respected by any pivoe of the world at an
optimal expense, examined by customary
publicizing endeavors, and assuming any
sponsor advances huge content hunt comtent
on the website, it comprises a phenomenal
benefit from extremely theory.

= The publicist can settle on declsions with
electronic advancements to vivify its ideal
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vested party to move positive, wvisit the
individual site, contemplate its things, its
features and distinctive organization by
the clients of the framework, and convey their
view on the thing, its choice to buy and its info,
which are seen, as well.

= Through the web, progress ought to perhaps
be superior to the standard method of
promoting the brand, an Inside and out
planned Web webpage with incredible data
can focus on clients’ necessithes and Incrennent
their suppositions with prominent freedoms,
Online publicizing might make a swollen and
viral impact on standard mode promaoting,
and the substance of the message is
unmistakably proclaimed immediately when
electronic media coordinators, messages and
online channels are utilized.

Advantages

Progressed showing has modified the conduct
of clients with quick mechanical spots of
occasions. [t brings numerous benefits to buyers
as displaved underneath; -

*  Stay invigorated with items or organizations —
computerized promoting progresses  perrmit
buyers to remain revived by hierarchical
information. Today, numerous purchasers can
get to the web each time organizations
constantly update their data abowt their ibems
o oTganizations,

*  Greater responsibility - Buyers might take an
interest in different exerclses with cutting edge
advertising. Customers might peruse the
webslte of the assoclation, study products and
authoritative data, make buys on the web and
censure it

*  (Clear information on articles or organizations —
Buyers get clear data on articles or
organizations through cutting edge There is an
opportunity of contortion of the information
gathered by a retail sales rep. Monetheless, the
Webgives extensive thing information on
which clients may depend and pick a buy.
Simple assessment with others - Since
numerous organizations attempt to advance
their merchandise or wtilize modernized

presentations, it turns into the best benefit for
the client as in customers might audit items or
organizations by various suppliers on a
financially savvy and time-arranged premise.
To get data about the items or organizations,
clients don't have to visit numerous particular

retail shops.

* gach moment of day by day shopping — the
entire day of the site |s accessible; when a client
needs to purchase a thing on the web there are
o tere limits.

s Share the substance of articles or organizations -
Digital promoting gives watchers an
opportunity to impart the substance of the thing
toother people, Utilizing presentday media,
data about the attributes of a thing or
organizations may surely be moved and
acquined from others.

*  Apparent Pricing - The business shows articles
and regulatory costs through an ebectronic
promoting channel, making the estimating
truly reasonable and basic for clients, The
organization might adjust expenses
comsistently or give extracrdinary outcomes,

*  Enables moment buy — Used advancement,
clients first screen business and consequently
find significant genuine stores for the
acquisition of items or organizations. By and by,
clients may buy the produckts or
administrations imstantly utilizing modernized
publicizing.

Study Limitations

Besides, thls survey shows that eealizing which
online media objections an association utilizes on the
objective market is another basic factor in
guaranteeing viable web show. The reasonability of
Internet publicizing in different organizations can be
inspected. The assessment can likewise be stretched
out o differentiate the web show techniques with
different associations.

Conclusion
W are seeing a phenomenal shift to digitalisation in

India. The customer moreover takes a gander at the
best plan structure in India by glancing through
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extra sites to follow the dealers’ standard or normal
methods. Cha{2009) additionally chose in his survey
that more individuals see the drawn out relational
correspondence nearby shopping organizations as
significant and simple to utilize, the more probable
they are to take a gander at things for relational
associations, The expansive scope of customers in
casual settlernents bmplles that most goal areas
might be reached (Cha 2009}, Essentially, during its
assessment, Shankar (et al. 2011) found that more
clients utilize online media ifor example instagram,
snapchat, koo and google) o undeestand  theie
shopping decisions, which was fundamentally best
im class by these media. In our survey, we perceived
that associations truly can profit with computerized
exhibiting, for example, smoothing out of the site,
advancement of web search apparatuses (SEMs),
show of content, robotization of content, electronic
undertaking showing, advancement of exertion and
online presentation of media, smoothing out of
electromic media, email advancement, exposure
shows, Vogus (2011) additionally settled that
enormous associations are as fundamental
Instruments concerning electronic media objections,
and a couple of associations are selecting laborers to
administer their online media pages
notwithstanding. Mangold and Faulds ({2004
prescribed that online media should be viewed as a
fundamental segment of the arranged show

technique for & connection and should not be
deluded. It is shown that we are associated together
through WhatsApp and Facebook and the creating
usage of electronlc media gives new open
approaches to state of the art marketing experts o
draw customers om a computerized stage.
Information on buyer thinking measures is huge
considering the way that it gives a more notlceable
understanding of what impacts customers can make
substance about 4 brand or store. Chu (2011) further
built up the linkage between Facebook brand
intesest, the advancement of responses amd the
psychological segments of self-openness and
view points among individuals and nen-individuals
from Facebook gatherings. The survey affirmed that
clients from Facebook bunches will undoubtedly
reveal their data as non-individuals, Chu (2011}
additionally found that clients who are Facebook
bundle individuals are more able to advance and
utilize electronic media. Electronic advancement Is
proficient and influences the organization fiscally.
Little associations are, obviously, prepared at
present to reach assigned business sectors at a
restricted costand can contend similarly with bigger
organizations (F. Palumbo and I Herbig,, 1998).
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Absiract

[nternet banking is an electronic system that provides most of the basic services in daily life, Often traditional
banking is time consuming process, but using an Internet communication device, the banking can become very
fast and accurate. India is one of the fastest growing countries in terms of Internet user. Due to this reason this
corweept of M-banking becoming popular among people. Maln challenges are what the positive and negative
factors which influence the adoption of SMSbased Internet banking, Second is focus on the adoption of
Internet banking services by customers and usage of Internet banking in India? In some case, a well-developed
Internat banking svstem can actually provide point-of-sale ability similar to an ATM or credit card, it's not
surprising the Internet banking ks now coming into full vogue. It also gives satisfaction to the customers
because customer may does financial ransaction at any ime & place with lowest possible tools ie. Internet
banking The banking sector is in the indwestry of its revolution today, In this paper, we aim to determine
customer perception about Internet banking services of banks, Customer has different views on Internet
banking services provided by their service providers, We examine the expectations of customers from banks
towards Intarnet banking system. In this paper we also evaluate the impact of Internet banking on customer
experience after using Internet banking,

Keyarords: internet banking, internet payments, adoption behavior, online banking.

Introduction

A Bank is a financial intermediary that creates credit
by lending money to a borrower, thereby creating a
corresponding deposit on the bank’s balance sheet.
Due to their importance in HR financial system &
influence on national economies banks are highly
regulated in most countries. It acts as a backbone of
OUT SCOTINNIEC progress d prosperity.

Internet banking as a financial tool has been seeing
its Hme of acceptance occur very much thanks to
increasing mobility offered by smart phones. Fhones
essentially pack the capability of a basic computer
and intermnet access into a communication deviee.
The techrological push for increased mobiliby and

function via a phone has begun to fake shape with
increased capital investment into networks and
systems that can support these features.

Banks offer many different channels to access their
banking & other services like ATM, call centre,
internet banking. cnline banking: video banking etc.
the meost common channel is Internet banking. Itisa
ferm used o refer o systems that allow customers of
a financial institution o conduct a number of
financial transactions through a Internet device, It is
thie most convenient way to stay connected toa bank,
It irchicless Inkernet phones, PDAs, wineless tablets &
other devices that connect to Imternet
telecommunication network.
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Literature Review

Bames and Corbett [4]; Scornavacca and Bames
(2004) suggest that recent innovations in
telecommunications have enabled the launch of new
access methods for banking services, ome of these is
Internet banking whereby a customer interacks with
a bank via a Internet device such as a Internet phone
or personal digital assistant.

Mishra & Sahos, 2013 suggests that Intermet is one
of the alternative channels available to customer for
quick and efficient seTvice or anytime and anywhere.
It alsc studivs the various incentives and gain by the
custommers with the usage of Internet banking,

A survey conducted by the Mational Council of
Applied Economic Research (NCAER) and Max
MNew York Life Inc. (Shukla 2007 provides deeper
insights into the savings behavior of Indian
howseholds. The survey found that over 81 percent
of the households save part of their earnings.
Further, the survey indicated that over a third of the
2059 million households still prefer to stash cash at
home, even though this does not earn them any
interest in returm. Another important finding of the
survey was that poor houscholds save about 40
percent of their annual income deapite being in delbt.

Yyas (2009) stated that Indian banks will target on-
omline banking users who may lack regular access to
deskiop internet but are very likely to own a Imternet
device, thus reporting great potential of Internet
banking in India.

Obijectives of the Study
1. To study the evolution of Intermet banking

technology in Indian Banking sector in Delhi &
MNCR region.

2, To analyze the Internet banking services of
commercial banks in Delhi & NCR region,

3, To study the perceived utility of various
Internet banking services

4. To suggest ways o improve the usage of
Internet Banking.

Research Methodology

Dhata was collected through primary sources. Target
population of stedy is public & private sector banks
of India. Data has been collected from Noida,
Ghaziabad & Delhl city of NCR reglon of Indla
where public & private system is flourished. A
sample of 30 banking customers have been sebected
using judgment sampling and this study covers a
period of 3 months. A total of 100 questionnaires
have been distributed in Moida, Ghaziabad & Dethi
ciby af NCR region. 10 questionnaires were returmed
with blank response or no response. It shows that
respondents showed a lack of interest to fill.

Research Design

The data have been grouped into two main
categories - primary and secondary data. The
secondary data have beem compiled from
newspaper, web links and research papers. The
primary data have been collected through an
exploratory research — Cuestionnaire with wser of
Internet banking basically Businessmen,
servicemen, professionals, students ebe.

Tools & Technigques

1. Percentage analysis
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Analysis of Socio Economic Profile of Respondents

Table I: Profile of Respondents

5 WO PARTICULARS MO, OF RESPORNDENTS PERCENTAGE
1 Male 52 5778
2 Female k- 4222
Marital Status
1 Married 51 5667
2 Unmarried 3 43.33
Age Group
1. Below 25 28 3112
i 25-4) 6 28.84
3 40-50 16 17.78
4. Above 50 20 222
Educational Qualifications
1 Under Graduate &l 6778
2 Post Graduate 29 K R
Type of Decupation
1. Professionals 15 1667
2 Gaovt employess 4 26.67
3. Private employees 41 4556
4 Farmers 05 5.55
5 Senior citizens 05 5.55
Incomne wise classification
1. Below B 100,000 34 K i
A R, 100,000 to 2,00,000 34 40000
3 Fes. 2000000 toe 3,00,000 12 1334
4. Above Bs, 300,000 [ 889
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Table : Knowledge about Bank
The researcher examined the respondent's knowledge about bank in study area.

5. IND PARTHCULARS MOy, OF RESPCRWDENTS PERCENTAGE
1. Public sector Banks b 7112
2 Private sector banks 26 28.88
Pericd being the customer of the bank
1. Less than 10 years 46 5111
2 10 fe ) years 26 28.89
A More than 20 years 18 20000
Type of bank Account
1. Saving account 62 68.84
A Current account 08 8.8
-3 Recurring deposit account 10 11.11
4 Fixed deposit accournt 10 1111
Reason for selection of the bank
1. Better service 61 o778
2 Better outputs 19 .
3 Cooperative staff 1l 1.1

Respondent of Public & Private Sector Banks

B public sector banks

B private sector banks




A STUDY OF INTERNET BANKING SERVICES JOURNAL OF IPEM * Val. 16, July 2022

Period Being the Customer of the Bank

®  Less than 10 years
m 10 to 20 years
5 More than 20 years

Type of Bank Account

Saving account

Current acoount
Recurring deposit account
Fixed deposit account

Reason for Sclection of the Bank

B Better Service
B Better Cutputs
B Co Operative Stuff
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Table 2: Knowledge about Bank
The researcher examined the respondent's knowledge about bank in study area.
5 Ne | Particulars Ma. of Respondents Percentage
1. Customers aware about Internet banking 81 G000
X Customers don't awane [ 100
Investments of banks in Internet banking
1 Certainly k) 4334
z Probably 19 21.11
3 Never 10 11.11
4 Abways a ot
Sources
1L By Advertisements i 3112
z By relatives 6 855
3 Bank employees n M4
4. Colleagues 14 1555
Use of Internet banking services
L Less than 1 year 49 5444
2 1t 3 years 9 nia
3 3 to 5 years 12 1333
4 Above 5 years 10 1111
Preferred Inbernet Services
1. SMS alerts 8 31.12
2 Balance Enquiry 12 1334
3 Account statement enguiry 11  bres]
4 Fund transfer 123 B.ER
5 Bill payment alerts 1ik 11.11
b Credit/Debit alerts 10 1111
7 Cheque Status enquiry 11 120
Advantages of Internet Banking
1 Time saving 40 4445
2% Easy accessibility 7 30.00
3 Error froe 11 1222
4 Convenience 12 1333
Satisfaction of customers
about Internet banking
1L Satsflad £l G000
i Mt satisfied e 10U
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Awarness About Internet Banking

B Customers aware about mobile banking B Cust don’s @

Investments of Banks in Internet Banking

B Certainly ™ Probably ® Never B Always

Sources of Information

B By Advertisement ® By Relatives ™ Bank Employees B Colleagues
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Use of Internet Banking Services

B Lessthan 1year B 1to3 years ® 3to5 years ® above 5 years

Preferred Internet Banking Services

B SMS alarts B  Balance Enquiry
¥ Account Statement Enquiry B  Fund transfer
m Bill paymenis alerts ®m  CreditDebit alerts

B Cheque Status Enquiry

e

Advantages of Internet Banking

B Time Saving & Easy Accessibility ® Error free B Convenience
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Satisfaction of Customers about Internet Banking

B Satisfied ® Not Satisfied

Owerall Opinion about Internet Banking Services

SNo | Opinions Strongly | Disagree | Meutral | Strongly Agree Total
Disapres Agree

L Internet Banking i= 4 1 0 55 7 20

convenient bo use

Percentage 445 4.45 2,22 6111 77 100
z Require bess 8 6 14 0 12 o

meTital effort

Percentage 859 .66 15,56 55.56 1333 10
i It is & less risky enode 12 10 15 45 8 o0

of to wse banking

Percentage 1333 11.12 16.66 50 B.BG 100
1 I am concermed about 15 12 13 30 20 o0

security aspects of

Internet banking

Percentage 16.66 1334 14.45 B0 nx 100
5 Iternet banking is quickey 9 [ 15 3 30 &0

b s in comparizon bo

traditional form

Percentage 1 6.66 16.66 M M T
& Internet banking will allow 11 5 14 35 5 o0

mie b manage my finance

more effectively

Percentage 12.22 5.56 15.56 ABBG et T
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Analysis & Findings

Fromm the questionnaire convenience and flexibility
related items clubbed together and average soore
taken to gauge the respondents’ perception about
convenience factor. Cut of total %0 respondents
Approx 61,11 %o respondents strongly agrees and
Approx 7.77% agrees that Internet banking is very
convenient and flexible banking. They felt that it
gives benefits like no queving in bank and one can
do anytime and anywhere banking. These benefits
include efficient and speedy transter of funds with
lower transacton cost. With Internet banking one
can check transaction details regularly without any
hassle.

Out of taokal 90 respondent approx 5556 %
respondents stromgly agree and approx 13337
agree that Internet Banking require less mental
efforts while doing any transaction and it is most
raliable.

Ohst of total 90 respondent approx 50 % respondents
strongly agree and approx 8.89% agree that Internet
Banking is a less risky mode of option.

COut of total 90 respondents approx 3333 %
respondents strongly agree and approx 222I%
agree that Internet Banking Is more beneficlal for
SECUTity Teasons.

Out of total 90 respondents approx33.34 %o
respondents strongly agree and approx33, 34% agree
that Internet banking is quicker bo use in comparison
to traditional form

Out of total 9 respondents approx 3882 %
respondents stromgly agree and approx 27.77%
agroe that Internet banking will allow them fo
manage their finance more effectively. These
benefits include efficient and speedy transfer of
funds with lower transaction cost. Most of the
respondents believe that Internet banking is most
reliable.

Conclusion

It i3 well recognized that Internet banking has
immense potential of conducting financial
transactions. Thus leading the financial geowth with
maore convenience and at low cost perceived ease of
use and perceived usefulness are found to be
important factors to influence the consumer
intention to adopt Internet banking. 5o bank
organizations need o increase the awareness about
the Internet banking services. Internet Banking
seems to possess the potential to become one of the
widely spread and accepted application in the field
of Internet Commerce,
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Duestionnaire

1. INBIRNIRY o SV s e M e o i
L B vt PO B T A A 5.0 F s
3 LT 1 T o e .
5 Marital Status: . ...
6. Profession { Tick the correct arﬁwef]
A, Professional 7 B.Govt. employee —  C.Privateemplovee [
[, Farmer 1 E Seniorcitizen 1  F.Student —
7. Incomme Growup | Tick the correct answer):
Below one lack T Lack to Z lack 2 lack o 3 lack Maore than 3 lack
8. Which Bank do you prefer [ Tick the correct answer]:
A, Public —/ B. Private —
9. Your personal [nternet name
10. Price of Inbermet ..ooveeiereenienns
1. Period being the customer of the bank{Tick the correct option}
A Lessthan l0years [ B 10to20years —/ C.Morethan20years [
12. Type of bank Account ( Tick the correct option)
A, Saving account — B. Currentaccount —1
C.Recurring depesitaccount 1 D Fixed deposit acoount —
13 Reason for selection of the bank (Tick the correct aption)
A, Betterservice [ B, Better outputs — C.Cooperativestalf [
Knowledge about Internet banking
14, Areyou aware about Internet banking (Tick the correct option)
AYes [ BNe [
15. Reasoms for Investments in Internet banking {Tick the correctoplion)
A Certainly —3 B. Probably c—
C.Never D, Abways —
16, Whatare the Sowrces of information for Investments in Internet banking (Tick the correct option}
A By Advertisements — B. By relatives —
C. Bank emplovees — E.Colleagues [




A STUDY OF INTERNET BANKING SERVICES JOURNAL OF IPEM * Val. 16, July 2022

17

18

19

Useof Internet banking services (Tick the correct option)
M Lessthan 1 vear — B.1 to3 years —1
C. 35 years — D Above 5 years —

Preferred Internet Services (Tick the correct option)
ASMSalerts [ B.BalanceEnquiry [ C Accountstatementenquiry [
D Fund transter T E Bill paymentalerts T F. Credit/ Debitalerts —

G, Chegue Stabus enguiry

Advantages of Internet Banking (Tick the correct aption)
4, Time saving T B.Easyaccessibility [
i, Error free L1 EConvenience E—

Owerall opinion about Internet Banking Services

20,

26,

Internet Banking is convenient to use [ Tick the correct option)
AStronglyDisagree [T 1 B.Disagree [ 1 CNeutal [
. Stromgly Agree T EAgee —

Internet Banking require less mental efforts{Tick the cosvect option)
AStronglyDisagree [ B.Disagree [ C.Neumral [
D, Strongly Agree C EAgree —

Internet Banking is a bess rigky mode of banking (Tick the correct optian)
AStrongly Disagree T B.DMsagree 1 CNeutral [
D.Strongly Agree N ) Agree —

Tam concermed aboutsecurity aspects of Intermet banking(Tick thecorrect option)
AStrongly Disagree [T  B.Disagree [ € Neutal [
D. Strongly Agree 1 EAgree —1

Internet banking is quicker touse in comparision to traditional form( Tick the correct option)
A Stromgly Dhisagree ] B.Disagree [ CNewtal [
D.Skrongly Agree 1 EAgres —

Internet banking will allow me to manage my finance more effectively

{Tick the correct option}

A Strongly Disagree 1 B.Disagree [  C.Meukral [
D. Strongly Agree [  E Agree —

Satisfaction of customers about Internet banking( Tick the correct option)
A Satisfied C—  B.MNotsatisfied [
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Abstract

Ot lives are badly affected during The COVID-19 pandemic. We all are facing challenges that can be stressful,
overwhelming, and cause stromg emotions in all of us. It is natural to feel stress, anxsety, grief, and worry
during the COVID-19 pandemic, Stress management is essential for good physical health, and it's especially
important right now as our world addresses the COVID-19 pandemic. To put it lightly, these are
unprecedented times. Without a doubt, 2020-2021 has been a challenging years. Whether it's dealing with at-
rigk family members of patients, a roller coaster economy, BVing to juggle work, keeping kids occuped o
homeschooling while schoods are dosed, or simply adjusting to a new, unfamiliar situation, stress can easily
pile up and negatively impact you —both physically and mentally.

Keyarords: COVID-19 pandemic; stress management, anxdety management; student’s mental health

Introeduction

COVIDR19 entered our life at the end of 2019,
threatening the health of millions of individualks
throughout the world and reaching pandemic
proportions. An outbreak of pneumonia with an
unknown origin has been reported in Wuhan, Hubei
Province, China, since December 2009, (Wang et al.
2020 Following the outbreak, the World Health
Organization identified a novel coronavirus, SARS-
CoV'-2, as the pandemic’s causing virus in China and
other areas of the world (WHO). Covid-19 was
declared a pandemic by the World Health
Organization {WHO) on March 11, 2020. More than
4.5 million people have been harmed by Covid-19
over the world (WHO, 3020). Because of COVID-10's
high fatality rate and other causes, this new
pandemic is frightening and distressing for
EVETYINE.

Objective of Study

Cur primary aim in the stody was to examine the

influence of stressors on college students stress and
health during the COVID-19 outbreak, Specifically,
we empielcally examing the Influence of academle
workload, separation from school, and fears of
contagion on college students’ psychology and
physiology health that included perceived atress ag
a mediator. Based on the literature review, we
hypothesized:

1. Hia: Academic workload Is positively
correlated with perceived stress.
2 Hlb: Academic workload is megatively
correlated with physical and mental health.
H2a: Separation from school b positively
correlated with perceived stress.
H2b: Sepamsbion from school s negatively
correlated with physical and mental health.
H3la: Fears of contagion are positively
correlated with perceived stress,
Hib: Fears of contagion are negatively
correlated with physical and mental health.
H4: Perceived stress is megatively correlated
with physical and mental health.

-
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6. H5: Perceived siress mediates the relationship
between academic workload and physical and
mental health.

He: Perceived stress mediates the relationship
between separation from school and physical
and mental health,

HT: Perceived stress mediates the relationship
between fears of contagion and physical and
miental health.

7.

Literature Review

“Cruarantine” is defined by the Centers for Dlisease
Contral and Prevention (CDC) as "the separation
and restricion of movement of people who have
been exposed to an infectious disease in order to see
if they become ill" (CC, Report, 2020). Living in
quarantine, often known as lockdown, can take a toll
on everyone's mertal health, Quarantine has a
significant impact on three aspects of mental health:
automomy, competence, and connectedness. People
feel isolated because they are cut off from their paks
and unable to geabout their everyday rowtine.
Samantha K Brooks' latest study on “the
pevechological impact of quarantine and ways to
mitigate it” revealed how COVID-19 affects people
in lockdown. Fear, despair, numbness, insomnia,
disorientation, wrath, post-traumatic stress
symptoms, and depressive symptoms were
COMINON.

"Gipess 18 the nomaspecific response af the body toany
demand,” says Hans Selye (Fink, 2009). At some
point in thedr lives, evervone confronts stress, "Stress
as a scientific concept has the problem of being too
widely known and oo poorly understood,” Hans
Selye, a physicist who pioneered the concept of
stress, observed, Despite being one of the most
ubiguitous human experiences, stress is extremely
difficult b define. Skress, according to schentists, is a
force or event that disrupts normal stability,
equilibrium, or function. The following example
may help vouunderstand skress.

Because stress is no longer limited to adults, but is
increasingly affecting children of all ages, it has
become an inteinsic element of life and the body's
reaction to a challenge. COVID 195 current status
serves as a catalyst for escalating student stress.
Without a doubt, stress has become the most
commaonly reported obstacke to academie success.

71

Some types of stress can actually be beneficial to our
health, as they sharpen our minds and reflexes and
drive us to develop and evolve. If's your fght-or-
flight reaction to threats you encounter in the real
world. This nataral reaction has physical
repercussions on the body that help you deal with
these obstacles more effectively, such as increased
heart rate.

Different Stressors Among Students
During

COVID-1%

Though, everyone experiences it differently and has
their own distinet stressors, The common stressors
revealed in fhe current study ane

Academic

This may be the most commen long-term cause of
stress for college students. Student life has many
benefits, but it also imposes inevitable stresses, For
these whoare already battling depression or have an
existing vulnerability to it, these stresses can trigger
anxbety amd episodes of depression. Acadernic
pressure related stress has been identified as one of
the prime types in the stress in student leaming
process. [t i3 undoubtedly one of the biggest
problems faced by the current student force during
COVID 1%

Class Scheduling and Credit Score Load.

Schedisling your mstruchons of varios bopics mdght
also additionally strain you out. Trying to enroll in
the guides at instances that paintings properly for
you, and ensuring you're taking all of your vital
prevequisite instruckions, are simply mulbple the
various elements which you want to consider. For a
few students, this can be the primary time they
shoild create their personal schedules.

Grades and Exams

Academic overall performance is any other stressor
that voucan stumble upon as a student. You can also
additionally experience stress o get positive grades
on your lessons because of some of factors,
consisting of assemnbly the expectancies of teachers,
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dad and mom or even self. Good grades fulfil your
preference to head directly to any other programme
and your preferred career.

Types of Stress

Whether college students attend university on-line
ar in-character, they may maximum probably face
new siressors throughout teelr tme at school. As
they start to word how they and their frame react to
it, they will come to undemstand signs that handiest
seem in sure conditions. Understanding the sort of
pressure they're experiencing, once they come
across those demanding situations can assist
themselves trivmph aver them with out feeling
drained.

Dr. Karl Albrecht, a social scientist, and control
representative mentioned 4 major kinds of pressures
time, anticipatory, sltuational, and come acress
(Kraag et al, 2006). While those different sorts may
b skilled im lots of one-of-a-kind conditions, from
the place of job fo the domestic, they're particularly
applicable to the lifestyles of a student.

Time Pressure

Time pressure happens whilst you sense invelved
approsimately ime, and extra especially whilst you
don't have sufficient time to perform all important
tasks, People frequently revel in this once they
worry they can’t meet their closing dates or can be
past due boa assembly or appointment. As astudent,
VOU CAN sense time pressune in numenous one-of-a-
kind ways. You can also additionally fear
approximately being past due in your training as
you examine the geography of your campus or
when you have to get domestic and log onto your
laptop for & lechare after completing your privake
home chores,

Anticipatory Stress

You can alap additionally sense this sort of pressure
in each a indistinet and urban manner throughaout
your studies, If you sense stressful approximately a
drawing close test, assignment, or presentation,
you're experiencing a extra concrete shape of
anticipatory pressure. If you've got got a feel of
dread or weorry of uncertainty approximately your
destiny in general, that may be a extra indistinct

manifestation. Students can also additionally sense
this sort of pressure extra often as they get closer to
commencement and are making cholces
approximately their lifestyles after university.

Situational Pressure

You revel insituational pressure whilst you are in an
provoking or alarming scenario which you can't
manipulate like gift scenario of COVID 19 Unlike
Hme-associated and anticlpatory pressure, this sort
of pressure occurs abruptly and with little - if any-
wamning. In fact, you can now no longer have
predicted the scenarioat all,

Encounter Stress

Also can arise when you have spent an excessive
amount of time with others and sense bumt out,
even though vou want being round them. Students
can also additionally sense come across pressure in
comditions starting from intimidating professors to
unexpected classmates. Further, you may handiest
revel in this sense with someone for a restriched
quantiey of time. For example, you may dread seeing
your roommate for the primary time after an
argument, however the pressure can alzo
additionally disappear when you clear wp the issue

Steps To Manipulate Stress:
1. Exercise Regularly

Aerobic physical games can nevertheless be
achieved in the partitions of your private home or
the compound of your apartment, including
walking, walking or ssountain climbing stakrs. Even
gambling together along with vour children or pets
can assist burn off a few calories,

Exercising allows launch endosphins inside your
maching, which play a important function in raising
your temper and refaining a fantastic attitude,
Stretching physical games and yoga additionally
assist hold you healthy and your thoughts calm,
Subscribe to easy-to-observe YouTube films or
health and well being web sibis for easy workout

regimens todo atdomeste.
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2. Take a Break

The comtinuously poor information may be plenty to
handle. Decide the quantity of publicity to the
information that works for you. Especially if there
are voungsters imvalved, make cerfain you disclose
therm bo most effective age-suitable material. Ever so
frequently disconnect bodily and mentally from
something to do with the Corona vimus coverage.
Play with puzzles, examine a book, reorganize or
easy Imstead.

3. Connect with Others

During those instances of uncertainty or waorry, it's
mtles crucial bo conmect b others. Bemng i isolation
and all of the unwarranted worry can result in strain
and depression. Reach out to family, buddies, and
asgociates often thru telecell smartphone calls,
messages or emalls. Check on folks that are residing
via way of means of themselves and the aged
individuals of your family, It additionally allows to
rationalize your fears and be knowled geabibe on how
they'redoing.

4. Take Adequate Rest

Stress And Tension Created Via Way Of Means Of
The Evolving Information And Statistics Overload
May Be Annoyed Via Way OF Means OF A Loss OFf
Sleep. Getting The Endorsed Cuantity Of Sleep Abds
In Coping With Strain And Staying Centered In The
Course Of The Day. Avoid Stimulants Like Caffeine,
Aleohal Or Micotine Eardier Than Bedtime. Having
A Bedtime Recurring Is Likewise Endorsed,
Including Taking A Tubtub, Or Having A Cup Of
Mon-caffeinated Matural Tea Earlier Than You Visit
Sleep. Planning Por Day After Today Additlenally
Allows Alleviate Strain Becawse Of Uncertainty,

5 Maintain a Healthy Diet

Unnecessary Strain Can Reason You To Overeat Or
Devour Unhealthy, Adversely Affecting Your
Metabolism. Avoid Emotional Consaming Via Way
OF Means OF Flguring Out Cause Elements And
Retaining Farfar From The Urge. Keep Healthiul
Snacks Round You Induding Fruit Bowls, Nuts Or
Maybe Granola Bars. Keeping Your Blood Sugar
Tiers Solid At Sorme Point OF The Day Allows Alter
Your Temper And Emofions, Good MNutrients

3

Additionally Maintains Your Immune Machine
Healthful.

fi. Practice Good Hygiene

Be Greater Vigilant And Observe The Precautions
Which Have Been Advised. Keep Your Flooring
Easy And Sanitize Difficult Surfaces Offen. Make
Positive You Are Taking A Tubtulr Each Day And
Are Keeping A Every Day Private Hygiene
Recurring,

7. Find Ways to Express Yourself

Whether via way of means of setting pen bo paper,
taking pictures films, scrapbooking, retaining a
magazine or via way of means of blogging,
expressing your self allows to deal with vour
feelings. You can both write considerably or only a
line a day, so long as you discover a interest that
works first-rate for vou. This maintains the strain
away and offers you some thing to look ahead to
eachday.

8. Get Organized

Being at domestic all day might also additionally
ENCOUrage you to re-arrange your fumishings or
rearrange vour ward robe. Taking up a small task ata
time and finishing it may provide you with a
experience of achievement. This also can deliver a
few modifications that you can have wsually
desired, however didn’t have the time for.

9. Offer to Help People

While ¥ou Can If yvou want assist with groceries or
medicines for a person at domestic, do now no
longrer hesitate to mvite for assist. Similarly, in case
you are stepping out, you could take a listing of
errands from aged or ill folks that can not get out,
Helping humans out offers you a experience of
success and calmes the stressed thoughts.

10. Evade Paranoia

The wirus can flip even the samest humans into
hypochondriacs. Reading approximately humans
experiencing all types of signs and symptoms at the
net could make you begin scrutinizing your self for
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the slightest modifications. Your thoughts starts
offevedved o race thro the opportunities and
attempts to parent out whether or not there may be
chance and what to do approximately it. The
assignment lies in coping with the fension that
includes it

11. Entertain Yourself Binge

Watch indicates on tv or circulate them on line, Get
cushty and get prepared o devote hours of your
lifestyles to view a person else’s drama. If vou've got
got children at domestic, play Disney and different
lively movies, retaining them occupied for bours at
once. Pick up a Interest like planting plant life when
you have an hobby in gardening, or attemp out new
recipes and curate some thing, Have you usually
desired to attermpt vour hand at baking? This is the
tinee bo lok that wart come bo lifestyles.
Managing Stress as a Student:

Recommended Approach

“Instead of speeding unconsciously into your day
=ef apart a couple of minufes to ke a seat down
quietly with your self. Make positive you're calm,
concentrated together along with your purpose for
the day. This manner you're organized for a
harmonious superh experience”

In university, strain is inevitable, however it doesn"t
ought o dominate your existence. Do your first-rate
bo recognize what sort of strain vou're feeling,
what's inflicting it, and the way you could reply to it
productively. By addressing your strain im a
healthhul manner, vou're daing all that you could to
make the maximum of your university education
There are many approaches vou could control your
strain as a scholar. Just a= anyone reports strain of
their personal manner, all of us have our desired
techniques of dealing with it.

Academic Stress; Increase in workload  over
inadequate time, new responsibilities, hard exams,
difficult classes, low grades, closing dates to meet,
scheduling problems to coordinate and a greater
unbiased nature are the diverse instructional
motives that allows you to set off a scholar’s toward
strain.
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Social Stress: Creating a brand new social network,
separation from domestic and locating much less
parental support, dwelling with a roommate,
balancing college paintings with pals or part-time
jobs and handling the needs of younger person
relationships are the factors of social strain.

Other Stresses: Daily hassles , economic crisis,
reading long, difficult hours and waking up early for
classes, logistics of dwelling independently (e,
laundry) new college students address abrupt
extrade from one university to any other university
are the important purpose of strain. There are
extraoedinary approaches of coping with steain;
Unhealthy approaches to comtrol strain and
healthful approaches to control strain,
Conclusion and Discussion

The conclusion of the study is that students are
having the stress level at severe level and by the
increasing davs stress level is also increasing,
Students are also using the coping strategies lke
yoga, exercise, diversion therapy such as spending
time with family and watching television,
Academic, environmental, social and health
problems all play an impostant fole ln the
development of stress.

Confromting the COVID-19 outbreak and varicasly
tlgorous measures bo prevent the spreading of the
infection, college students may feel stress and have
more or fewer health problems. Academic
workload, psychological separation from school,
and fear of contagion were positively associated
with the perceived stress and negatively associated
with physical and psychological health. In addition,
perceived stress s a key mechanism in the
relationships between three stressors and two forms
of health. This study makes not only unique
theoretical contributions to the stress and health
litezature during the COVID-19 outbreak but also
offers novel practical implications for joint efforts
from all circles of society to ensure students’ health,
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Abstract

Human resource is of paramount importance for the seccess of any organisation. Bt i a source of strength and
aid, Human resources are the wealth of an organisation which can help it in achieving its goals. Competency
mapping is often heard in all the industries making it apparent the need for assessing the competences among
the employees and upgrading them so that right type of persons is assigned with the work. Competency
mapping 15 a process which i deslgned o conslstently measure and assess the Individual and group
performance as aligned with the expectations of the organisation and the stakeholders. The organisations
function in cut-throat competition which necessitates the organisation to identify the set of core competencies
which are key differentiators in the market place to be incorporated in the organisation. Strategic HRE
implernentation needs a well-defined Competency mapping in the organisations. The current study is an
attempt in this direction to identify how emplovee competency mapping has evolved over the years as an
effective tool in creating and sustaining competitive advantage for the organisations,

Keyarords: organisation performance, knowledge, skills, competence, productivity

Introduction recognize that people are truly their most valuable
resource, then one of the roles they accept is helping
Competency is a cluster of related krowled ge, skills, MPI{’:""“"S manAgE their careers, E‘mpebenw
and attitudes that affects a major part of one’s job (a =~ MAPPIng is an important resource in this
role or responsibility), that correlabes with ~ environment, and iz an “'_dl"'"_'ﬂ o _k_""':’_'”l'zdge
performance on the job, that can be measured management and other organizational initiatives.
against well-accepted standards, and that can be . ]
improved via training and development. According  Deseription of Competency Mapping
o Bavatzis (1982) A capacity that exists in a person
that leads to behavior that meets the job demands  Competency mapping invalves the process by
within® paramters of organizational environment,  which we determine: The nature and scope of a
and that, in turn brings about desired results specific job role, the skills required, the lewel of
(Archana. A 20051, Organizations secking to knowledge requiced, and the behavioural capacities
establish a highly effective and efficient workforce required to apply those skills and knowledge in that
miust develop a competency mapping technique.but— role, Competency Mapping plays a vital robe in
research suggests that most organizations fail o selecting, recruiting and retaining the right people.
recognize the competencies of the employees and  When the competency required  for @ particular
utilize them efficiently, thus disabling the  positionismapped,anaccurate job profileis created
emplovees o work at their best, When organizations
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Meaning and Definition of Competency
Mapping

Hogg B (1989} defined competency as
“competencies are the characteristics of a manager
that lead to dernonstration of skills and abilities,
which result in effective performance within an
ocoupational area. Competency also embodies the
capacity to transfer skills and abilities from one area
bo another™.

Strategy: According to Jauch and Glueck (1954)
‘Strategy is a unified, comprehensive and integrated
plan that relates the strategic advantages of the firm
to the challenges of the environment. It is designed
o emsure that the basic objectives of the enterprise
are achieved through proper execution by the
organization. Businesses have strategies, a formal
planning cvecle; a mechanism is devised to devote the
resources to it in the competitive environment.”

Traits: Physical characteristics and consistent
responses bo situations or information Self-Concept
A person’s attibedes, values, or self-image.

History of Competency Mapping

The term competency has been defined in the
literature from several different points of view. It
was originally wsed in the field of education to
describe  trainee teacher behaviours, This was
implermented and successfully used by Prof.
Bowden and Dy, Masters, Then later on this conoept
became very popular and widely exploited in the
mianagement ficld of management through the work
of Boyatzis. However, the term competency was not
“owmed” by any particular group. In fact, & varicty of
stakeholders were involved in using the term, each
with their own agendas (Mohammad  Ahmed
Abdullah Alsabri and Beleqges Mutar Alaraqe 2015}

Overview of Competency Mapping

Competency Mapping is a steategic tool Inemployvee
Tecruitment,

1. Competency Map A competency map is a list of
an individual's competencies that represent the
factors most critical to success in given jobs,
departments, organizations, or industries that
are part of the individual's current career plan,

2. Competency Mapping Competency mapping is
a process an individual wses to identify and
describe competencies that are the most critical
to sucoessin a work situation or work role

3. Competency profiling is the process of
identifying the knowledge, skills, abilities,
attitedes, and judgment required for effective

rformance Im a parficular occupation or
profession. Competency profiling is business ¢
oomnpany

4. Competency Modelling are the observable and
measurable attributes of an individual that are
causally related to enhanced employee

performance and organizational success.
They typically cover:

*  Knowledge—gained through formal education,
professional certifications, training, and learned
information used for the job.

= Skills—Proficlency acquired through previous
work experience and practice.

*  Abilities—A demaonstrated capacity to acquine
skill andfor knowledge thal improves
performance.

*  Work Styles—A preferred style of behaving,
frequently attributed to one's personality (ie.,
Flexibility).

#  Maotivation—Recurrent thoughts and
tendencies that drive behavior {i.e.,
Achievemnent Drive),

Typesof Competency

Spencer and Spencer (1993) in theirwork Competence
at Work have defined competency as “an undeslying
characteristic of an individual that is casually related
o eriterion-referenced effecting and, or superior
performance in a job silvation”. An ‘underlying
characterlstic” means that competencles is a falrdy
deep and enduring part of a person's personality and
can predict behaviowr In a wide varlety of situations
and job tasks. ‘Casually related” means that it causes or
predicts behavior amd peeformance. “Criterion-
referenced’ means that the competency actually
predicts who does something well or poosly, ag
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measured on a specific criterion or standard,

Five Types of Competency Motives The things a
person consistently thinks about or wants and that
cause action. Motives “drive, direct, or select’
behaviour towards certain actions or goaks and away
from others Traits Physical characteristics and
consistent response to situations or information

Self-Concept A person’s perception towards self
and the world Knowledge Information a person has
in specific content areas, Skill, The ability to perform
acertain physical or mental ask

Areas of Implementation

The competency mapping can be applied to the areas
depicted in the following diagram: Some of these
areas are explained below:

Recruitment and selection Competencies can be
used to construct a template for use in recruitment
and sebection. Information on the level of a
competency required for effective nce
wotld be used to determine the competence levels
that mew hires should possess. This results in hiring
of an employee whao is organizational as well as role
fit. This way we can reduce the cost of training of the
rew hired employees. Employees will be productive
from day one and no man-hours will be lost in the
training of new hires. A firm that knows how bo
assess competencies can effectively hire the best at a
reasonable price, for example hiring under-priced

but highly entrepreneurial management graduates
from lesser-known business schoals.

Teatning and Development Requirements I
involves identifying the gap between competencies
required for the positbon and those possessed by the
emplovee. Any such gap is bridged by providing
training to the incumbent for those particular
competenciesanly,

Career and succession planning It involves assessing
employees’ capability to take on new challenges. In
order to see if an employee is suitable for ocoupying
position at the top management; his current
competency level ought to be matched against those
that required at higher level position.

Performance Management System It is important to
correlate performance result with competencies.
Performance management system should be
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competency based and not just result based.
Competency based performance managernent
would focus on “HOW® of performance and not on
“WHAT" of performance i.e. not on results but how
the results are achieved Effective PMS should
provide lnk to the development of an individual
and niok just to rewards.

6 Evolving Role of Competency Mapping in HR:
Rewards and Recogniton Competency linked
benefits is a new concept after performance linked
Incentives. Competency linked benefits focus on the
fact that emplovees should work hard towards
developing thelr competencies as and when
requirement arises for performing their job
effectively. It rewards emplovees who not only work
hard towards achieving their target but also who puk

effort inenhancing their competencies
Meed for Competency Mapping

From almost three decades we can see that highly
skilled and knowledge based jobs are increasing
while Low skilled jobs exists but they oo think on
improving scalability of proficiency. This calls for
future skill mapping through proper initiatives.
Indian organizations are also witnessing a change in
syatemns, techmology, cultures and philosophy of
management due to the global alignment of Indian
organizatbions. There is a need for muld skill
development based on the jobs competitiveness. To
endure in this cut throat competition every induskry
is striving hard to increase high efficiency for more
peveniue. lnduatey s basically classified inbo deaign,
production and service sector. They try desperately
o improve the efficiency of the system using varipus
tools. All the methods and approaches for
improving the performance and efficiency of the
operations points to a basic key factor of skill and
competency. Up-skill and Mult-skill Companies are
vastly transitioning their approach of having mult-
skilled emplovees and strive fo retain. They are
interested in knowing the present skill level of their
employees so that training can be given to improve
their performance, This is where skill mapping or
assessment centres gets established, which apart
from mapping the skills also helps in identifving the
strategles for multl skilling program for the
company. Cost Efficiency Mo doubt, organizations
are focusing on optimizing operational efficiency,
savings Ys costs, higher productivity models and
managing with multi-skilled emplovees than before
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by corporate stages competency mapping into more
significant podium. Approach towards Change &
Evolve The competence framework approach
focuses on coupling business strategies to individual
performance. It reassures emplovees to develop
competencies which can be used in diverse work
situations rather than being boxed into the job.
Development of employees focuses on enhancing
their proficiencies rather than preparing them for
moving to jobs. In this way they can develop
capabilities usetul throughout the organization as it
changes and evolves. Framework is a three decade
old concept, And many organizations have adapted
this practice, and have effectively used it in various
areas to display the conmection to increase human
capital. Competency Framework 8 a gauge that
connects right from selection, progression,
performance, succession, and recognition. It is
remarked to foster the maturity and transparency to
the system. Expectation Alignment While Gen Y Is
today's predominant workforce, and the top five
expectations from them arelt is obvious that for
creating an interesting job and having a right talent,
it's imperative o know what is required for the job
and how interesting can it be made and who suits
well for it and how do employer extends best of
career progression. The three out of five needs are
related to what we demand efficiency with
productivity having engaged employees. All of
thern are so entangled to align with corporate
objectives  defining  starting from  strategies o
bringing in clarity toemplovees.

Competency Mapping Approaches

Businesses use competency mapping o match the
capabilitics and talent of personmiel with specific job
tasks and organizational meeds. The technique
invobves conducting a job analysis to identify core
skills and behaviours required to perform the role,
drafting a job description based on the key
competencies and aligning resources to best fulfil
competmcy needs, Having a competency map makes
it easier for firms bo kdentify qualified candidates,
assess  performance, focus training  efforts and
enhance overall productivity. Common competency
mapping approaches include  assessment centre,
critical incidents technique, interviewing,
questionnaines and peychometric tests,

Agsessment Centres  The assessment centre
methodology involves situational observation to

evaluate performance and growth potential of
candidates relative to specifled job atteibutes. The
approach uses various types of discussion and
sirmulation exercises to reflect real-life demands of
the job. Candidates are asked to work through
certaln scenarlos while a trained assessor observes
their behaviour. The situations are designed to
reveal skills and aptitude that help identify which
individuals are good matches for the current and
future requiremnents of the job.

Critical Incidents Technique: The critical incidents
technique uses data gathering and analysis to
identify job-specific behaviours that influence the
success or failure of an individual or collective
business operation performing a certain job. Data
about critical events = exceptional examples of
sccomplishoment or fallure - is collected through
interyiews or questionnaires as soon as possible after
occurrence. The incldents are then categorized
according to associated job behaviours o reveal
patterns of performance gaps amd strengths.
Interviews The candidate interview provides first-
hand insight into candidate behaviours and ks an
effective method for collecting relevant information
and impressions aboul prospective employees. The
interview record can be compared against the
competency map created for the job to determine
which candidate offers the best match for the
organization’s needs. Questionnaires:
Cruestionnaires offer another approach for gathering
information  about job competencies and work
performance. Several types used in competency
mapping include the common metric questionnaire
that highlights work requirements and activities,
functicmal job analysis that describes job duties and
characteristics, pecupabtional analysis invenkory that
specifies work elements for almost all cccupations,
position analysis questionnaire that tes job
characteristics to human characteristics and work
profiling system that measures ability and
personality attributes. The mullipurpose
occupational system analysis inventory highlights
tasks and competencies for government jobs.

Psychometric Tests: Psychometric testing provides
a consistent approach fo measuring and quanfifying
a sample of behavioural attributes. The two main
tvpes of psychometric assessment are aptitude fests
and achievemnent tests. Aptitude tests are used to
identify natural nclinations in a specific area, such
a5 art or science, and are designed to help predict
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how well a person would perform in a given
specialty after being provided with training.
Achievement tests measure the level of proficiency
an individual has achieved in a certain area, such as
miathematics, lainguage skills and ability to reason.

Organisations Using Competencies

Hewlett Packard, Google, TATA Group, Aditya
Birla, JK Group, Reliance Industries Ltd, Pepsico,
Valva, United Nations, MNike, Plizer, 30, Deloitte,
PricewaterhouseCoopers, McDonald's, Starbucks,
American Express, Johnson & Johnson, Coca-Caola,
Toyota, Bank of America, BF. Wells Fargo, General
Motors, HP, Radio Shack, HCA, Carlson
Companies, BHP, IBM, Infosys, Wipro, Dr.Reddy
Labs, General Electric, PDVSA, Anheuser-Busch,
Girl Scouts USA, US Federal Reserve, KPMG, Sanofi,
Ingessoll-Rand, Lockheed Martin, Konbea Minolta,
Luminant, Prudential, Inven-sys, ConAgra,
Expedia, DuPont, General Mills, Schlumberger,
Grainger, and many more,

Conclusion:

All emplovees in an organization are unique in

terms of their qualifies, motivation, skills, and
personality traits. The challenge for modern HR
professionals is to ensure that each employes
perform their duties to the best of their ability by
identifying a role which is best suited for them. This
matching of jobs and people to facilitate excellence in
performance can be achieved through competency
mapping. Competency mapping is a technlque that
invalves identifving variows competencies/skills
that are required to complete a glven job/ task / role.
The process consists of breaking a job into its mosk
basic constituents (managerial, technieal,
conceptual, and attitude) needed to perform the
same successfully. Compeltency mapping can be
done for both roles as well as individual employees
in order to assess the sultability of an individual in
performing the given role. Competencies are the
proverbial holy graill of talent management.
Identifying critical competencies can help ceate
detailed role directories that can gukde organizations
when making hiring or prometion decisions specific
to that position. In the present economic
environment, emplovee performance is a primary
comcern of HE managers and the best way to
recognize performance is to observe key
characteristics of high performing emplovees thak
distinguish them from less productive employees.
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Abstract

The Covid-19 was revealed to the world as a true epidemic that affected millions of individuals all over the
world, India, the world's second-most populated country, was also hit hard by the disease covid-19. As of
December 31, 2020, Indla had been Investigated for 10,305,674 confirmed cases, with 148,738 deaths. In
December alone, there were over 20,000 confirmed cases of covid-19 across the country. India, like other
countries, went through a period of lockdown and unlocked laws and regulations, which had a negative
impact on human life and the economy. People realised that human survival on restricted resources was never
difficult, but it did have economic consequences. The purpose behind this study was to know the different
methods and techniques used by the local vendors during lockdown to survive their livelikood as well as o
sustain their business by satisfy their customers, 1t is an exploratory study based on personal observation and
case study methas, The cases have been taken from local vendors of Moradabada, The research problem
explains how the local vendors have dealt this covid pandemic situation by applying innovative digital
techniques and relationship marketing. During this study, [ talked to these vendors and tried to get the answer
of the problem mentoned here.,

Keyarords: covid-1%, India economy, lockdown, digital innovation, entreprencurial opportunitics,

1. Imtroduction India, with the world's second-largest population
and a big rural and expanding urban ecomomy, was

After World War II, humanity can refer to the hit hard by the covid crisis. The Covid-19 impacted

coronavires pandemic as the greatest challenge and
the most serious global health catastrophe of the
cenbury, In Devember 2009, the first outbreak of
Coronavirus was reported in Wuhan, Hubei
Prowince, China. Several people have been infected
with a virus that has been linked to the city’s famouws
Huanan seafood market (S, Kapoor & Dubey, 2030}
The WHO announced an outbreak in the last week of
January 2020, and coromavirus covid-19 was
formally designated {Co- corona, Vie vinus, D-
disease and 19-2009 the year the epidemic), A Public
Health Emergency of International Concern
(FHEIC) was announced in February X020, and
Covid-19 declared the sixth PHEIC (A. Ghosh et al.,
206207,

tally began at 1,00,000 in July 2020 and reached
10,00,000 as of December 31, 2020, From the 24th of
March to the 31st of May H20, the country was
subjected to over 98 days of various lockdown
phages. (India, WHO Covid-19, Dec2030).

2. Review of the Literature

The literature was collected through various
journals and reports from different national and
international governmentsand other news agencies
om Cowicd-19 For 2020-21.

Covid-1% and its impact on the Indian economy

The Indian econemic growth rabe had already begun
tr decline in 2017, with a drop from 3.2 percent in




ROLE OF TECHNOLOGCY DISRUFTION AND RELATIONSHIP MARKETING

JOURNAL OF IFEM * Vol 16, July 2022

2016-H17 to 6.8 percent in 2018-2019, and the
statisties are even more severe, with India’s
economic growth rate set to 5 percent im 2019-20
owing tothe Covid-19 ssue.

Tourtsm, healthcare, information technology, and
other sectors contributed significantly to the Indian
economy. Monetheless, there is a slgnificant
detrimental influence on the expansion of these
industries (Economic Survey 2019-20, 2020). Covid-
19 has wreaked havor on India's still-developing
and weak economy. When elch economiles collapse,
India has a long way to go and has turmed to the
International Monetary Fund (IMF) for fnancial
aAssistanoe.

Economists warned of the harmful consequences of
the bockdown and the cost to citizens. Educational
imstitutions were shuttered, as were many shops,
offices, dining joints, retail malls, workshops,
warchouses, and many other companies, Workers
and labourers, usually migrants, were the hardest
hurt, with online businesses being impeded, Many
people have lost their employment, and some settled
for work from home. Educated or uneducated,
waorker or farmers, upper/ middle or lower,
whichever clazs one belonged, faced severe impact
{wwnw ETBFSL.oom, nod.).

Ag previously stated, alarge portion of our economic
society is reliant on their daily paychecks or monthly
salaries. Drivers of rickshaws and autorickshaws,
plumbers, carpenters, and electricians, delivery
boys, domestic servants, scrap collectors, and
tea/vegetable vendars, aming others, were all
affected, and their survival was a major conoern.
Unawareof the pandemic’s termination, every social
being is putting out every attempt to return bo their
pre-fockdown state of existence (Javadekar &
Kannur, 20240).

3. Rescarch Gap

The Covid-19 pandemic was a completely new type
of worldwide disaster that had never been faced
before. There had been few previous investigations
on the Covid-19 issue and ik consequences. [Ewas a
one-of-a-kind occurrence, thus finding literature on
economic lockdowns, entrepreneurial prospects, or
human survival and nourishment was difficutt.
don't think that this research is ground breaking.
However, it has attempted to shed some light on

how our country is dealing with the pandemic and
its consequences. | have included a few examples of
local vendors who used their imaginative business
minds to apply digital innovation and relationship
marketing to produce commercial breakthroughs
during this historical period, validating the adage
“creating opportunities inadversity,”

4. Research Objectives
Thestudy aimed at the following objectives:

1. To study the impact of Covid-19 on the present
Indian economy.

2. To explore the local vendors who applied
digital innovation and relationship marketing
a5 a abrabegy b deal with Covid-19.

5. Research Methodology

It is an exploratory study based on personal
observation and case study method. The cases have
been taken from local vemdors of Meradabad. The
rescarch problem explains how the local vendors
have dealt this covid pandemic situation by
applying innovative digital technigques and
relationship marketing. During this study, I talked
b Hhees wendoss and tried b get the answer of the
problem mentiomed here, The purpose behind this
study was to know the different methods and
techniques used by the local vendors during
lockdown to survive their livelihood as well a3 to
maintain their market share by satisfy their
Customers.

6. Some Innovative Entrepreneurial
Opportunities during Covid-19
Pandemic

The Indian economy has experlenced a dramatic and
rippling effect as a result of Covid-19, Maost global
ecanornies (Bofinger of al, 2020) had enforced the
Covid-1% limits protecting the healthcare system to
flatten the infection rate. These obligatory closures,
therefore, had a severe, immediate, and inevitable
impact on most sectors” economic activity (Verma &
Gustafsson, 2020), Many small and medium-sized
enterprises and corporations experienced
inselvency or reduced work output, resulting in
increased unemployment and underemployment.
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The Covid-19 problem had put new businesses in
jeopardy and, in some cases, cast doubt on
innovative concepts that may have been feasible
under normal clreumstances (Kuckertz et al., 20207,
The Covid-19 has drastically altered customer
demand patterns for several items and services,
increasing the danger of fraud, the risk of fragility in
local, regional, and some global supply chain
networks, When Covid-19 sent the shiver down
most corporates and business spines during the
lockdown{auto, retail, hospitality, aviation), some
buslnesses {digital and health) weee looking out for
some opportunities to stand away from  the
economic crisks crowd. The new opportunities for
various businesses were evoloved as Drone
Technology, Vending & Payment Machines, Digital
Educational Matforms, Digital Healthcare, Hygiene
Products, Logistics and Transports etc.

7. Cases of Local Vendors Who Adopted
Digital Innovation to Sustain Their
Business:

The following are the few cases of local vendors of
Moradabad who adopted digital innovation and
relationship marketing for sustaining their business:

1. Sharama Frovisional Store:

Ttig a proswinent provisional sbose in Deendayal
Nagar, The store owner, Chetan Sharma told me
about use of KHATABOOK to maintain the
records of creditors, He also focussed on the
previous order made by his customers and
strated to maintain a page of each order
delivered by his customers in EXCEL SHEET in
his tablet. He delivered his WHATSAPT no and
kept sharing the new schemes and new arrivals
to his customers through this whatsapp
number. He received the order theough it and
provided home delivery to all his clients. He
also started a facility of GOOGLE PAY and
PAYTM for the digital payment. He gave even
credit to his clents bo mainkain the relabions in
the time of this pandemic. He also helped his
ciistomers who were guarantine by providing
assistance in any sort of need. This bonding of
attachment with his customer helped him in
maintain his sabes and sustaining his business,

iil.

Arpit Medical Store:
It is a medical store situated in Naveen Nagar.
The owmer, Arpit told me that he has tied up
with a Doctor for facilitating his customers. The
online medical stacres did not provide medicine
without prescription and in lockdown it was a
tough call for any person to go away from his
house to get prescription. Here, Arpit helped all
his clients by providing this FREE ONMLINE
COMNSULTANCY by doctor. The medicines
prescribed by the doctor were sald at 109 to 15%
diseount even In pandemlc when other medleal
store owners were making profit by selling at
premium. This humankty and keeping good
relations with his clients helped him in
increasing his sales and sustalned his business.
He alzo sold on discount as well as on credit.
Home delivery was provided. Free MASK were
alzo offered during pandemic at each purchase,
He also received orders on WHATSATPF and
pavment through GODGLE PAY and PAYTM.

iii. NOOR Coaching Centre:

Itls situated n Jigar Colony. The owner, Moorul
Hazsan informed me that during pandemic, it
was very tough boconnect with the students due
to locdown, He started wsing technology. He
developed his YOUTUBE videos. He uploaded
his notes and study material on his BLOGalso,
He also talked to his students through
WHATSAPP video call tosolve their queries, He
started his classes through GOOGLE MEET and
200 platforms. He shared notes through
whatsapp also. This is how, he maintained his
relations with the students and did not leave his
students ideal at their homes even in pandemic
and kept them busy and motivating.

iv. AkanghaMaruti Dealer:

t is situated at Delhi Boad. The Sales Manger,
Mr. Sunil informed me how did his team
manage the sales. He helped his clients by 30
TECHNOLOGY, The sales executive showed
the complete virtual tour of the showroom with
the help of 3D technology. They showed the
new car and features through this technology
on thedr tablet. The customers could experience
every thing in the car through this, They can
open door they can listen music and see the
interiors by only a touch technology. This way
they ook the show room o the houses of the
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people who wanted to buy the product for
wedding purpose but who were not able to
come physically to show room., Then rest of the
formalities like loan facility etc were done
DIGITALLY and the cars were delivered at door
steprof the customers.

Conclusion

T conclude, the study’s focus was on role of
technology disruption and relationship
marketing to sustain the business during Covid
pandemic. The local cases chosen for this shudy
were from different sectors of business like
retail store, medical store, education amd
autormobile. These case studies proved that the
use of technology as well as relationship

building with the customers helped during
pandemic. The adaptation of digital payment
system, home delivery and digital
communication helped the local vendors in
maintain their sales and by providing credit
facility and attending the calls of their
customers helped in building long term
relations with thelr customers. The study
suggests that the role of disruptive technology
has increased durlng pandemic. [t also suggests
that the relationship marketing abways pave
path for future bonding  and sustainabllity of
business. The study was carried out in
Moradabad city only, further it can be carried in
other parts of the state and the big picture of
local vendors in different parts of the state and
nation can be sketched,
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Industry interface in the context of imparting knowledge in the fields of Management

Education, Law and information Technology

The Banagement Department had o modest beginning in the year 15997 with
Bachslor of Business Administration (EBEARsnd from 2032, the depariment will
intradups Lthe Bachelor ol Commerce [B.Lam [H) alfilioted to the Chawdhary Charan
Singh Lneersaty, Meeral Froem 3001, the déepartment introduced the Master
Birslmess Administ ratisn (MBAL affiliated to the AKTU, Lockndw, Ohear |he Lt doupa
ol wesrs, the Managemenl Department of LPEE.RM hai exlablished (tsell a5 ome of s
leading Management Education provider with progressive and realistic vishon,
trancfoeming the Stadents Into Knowledge Driven and Skills Equipped futiee
managoers. bn addition o the Unoversity prescribed syllabws, the Stuedents ane
prowided the opportunity and patiorm to develop their Knmadedge | Skills and
Attiwde through Value Added Programmas, Persoaality. Davelopment Modubes |
Warkshogs , Seminars , Summer internships and &humnl Guest Lectures, that makes
theerm truly industry roady,

ol

The Management Cepartment 1s sunning 4 Courses, One of them & Master of
Busiress Adrmanistrarion (MEA]T that is approsed By A Inds Council of Technical
Education [AICTE) and sffilisted 1o D, &P Abdul Kalam Technical University (ARTU),
Lucknow, The other three gre Bachelor of Business Administration {B8A] and
Bachalor of Commerce (B.Com{H) which are afiliated to Chaudhary Charan Singh
Linisersiny, Mesrut,

Apart fram the Management Department, IPEM Grobp of Instutions has threa
other Streams L, I, LAW & Education, |n IT, there are Master of Computer
appiication [MCA), approved by A India Councif of Technical Education (AICTE} and
affiliated to Or AP Abdul Kalam Technical Universsty | AKTL], Lucknow and Bachelor
of Computer Application {BCA) is affiliated to Chaudhary Charan Singh Liniversity,
Magrut.  In Law, there are Bacholor of Law (LLE - 3 Years) and BALLB [5 Years),
approved by Bar Council of India and affiliated to Chaudhary Charan Singh Liniversity,
Meerut in Education, IPEM ofers Bachelor of Education (B.Ed,) is affiliated to the
Chaudhary Charan Sngh University, Maeful and approwved by Nationsl Council Tar
Teacher Educhtion [NCTE], The other Course in Education (s Diplams in Elernaertary
Education (DEL Ed| approved by National Cownell for Teacher Education (MCTE).
Diploma in Elementary Education (DUEL Bd) b alfflisied to the State Councll of
Edwcation Research and Tralning [SOERT), Lucknow,

The Forus of IPEM has abways been to provide qualsty education ta the Studens,
which can ba instrumental in transforming: them imto Competent Professaonals
Keeping this objective in mind, Spacieus Lecture Theatres equipped with LCD
Projectors are thoughtfully desgned to induce high quality learning and
development. The latest Audio-Visuad Aids and Multimedia Technology enables the
Faculty mernbers to have interactive sessions with the Students. In order to achisve
the: ohiective of comprehenshes, multidimeniional development of 1he Studeéms,
activities are regudarhy conducted throngh variows Oubes e, Communication Club, 1T
o, Sporia
Ertregreneuial spiril, Entregrensurship Awaneness Programmes snd Business Wea
Competitions are frequently organized by Entrepaereurship and incubator Cell

b, Cultsral Club and Lo inspire the Students owards developing

Ir oroer to erable the Studerts in achisving prederred caresr chosces and |ucrative
final placements and Sum Interrships Projects [5IP), a dedicated Training &
Pacerment Cef is engaged In augmenting soportunities for studenss i targeting and
POIALE [ECUIrmmets

wirking in congruonon withor
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