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Preface

Rapid changes are taking place in every sphere of Commerce and Management. New
ideas, trends, technologies and methods are rising for addressing new issues and
problems that the commerce world is facing in the context of globalised and digitalized
market scenario. This edited book focusses on the recent trends & issues in Commerce
& Management. The contributions by the authors includes the research on the areas
like Patient Safety Culture. The paper evaluates the culture of safety in BMC and its

impact on patient safety initiatives.

In the chapter Digital Marketing: A new era of technology, the author highlights as how
the use of technology is providing great opportunities for business to have interaction

with clients and power growth.

One of the paper titled “The impact of social media marketing on consumer behaviour”
reviewed numerous ways that social media marketing methods influences the customer
behaviour. The other study on Social Media delves into the multifaceted landscape of
social media privacy, emphasizing the growing prevalence of data breaches and

underscoring the criticality of safeguarding personal information in the digital age.

Chapter on “Health Insurance — India needs it” highlights the reasons for Low
penetration of Health Insurance in India. It also emphasizes on the role of Robotic
Process Automation (RPA) and Artificial Intelligence (Al) in increasing operational
efficiency of health insurance companies. The other studies analyzed the performance of

Health Insurance Sector.

Green marketing helps raise awareness about environmental issues and encourages
consumers to make more sustainable choices. One of the chapter emphasizes on the
impact of green marketing strategies on consumer behaviour towards green consumer

durable products and towards environment

Access to energy is a critical factor for the development of rural communities in India.
However, many rural communities in Jharkhand face significant challenges related to

v



energy, including limited access to electricity and unreliable power supply. Optimal
energy planning can play a crucial role in addressing these challenges and promoting
sustainable development in rural communities. The chapter on Optimal energy planning
of a rural community in Jharkhand aims to explore the optimal energy planning of a
rural community in Jharkhand, with a focus on identifying the most effective and

sustainable energy solutions.

The coming years are going to be big and complex featuring a host of new challenges
with the advent of Al and automation. This edited book highlights the recent trends &

challenges in the field of Commerce and Management.
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A COMPARATIVE STUDY OF ANNUAL SURVEY ON PATIENT SAFETY CULTURE
AT BALCO MEDICAL CENTRE IN THE YEAR 2021-2022

Shubhangi Chandrakar' and Dr. Anusha Priya®
'HOD — Quality Management Systems, BMC, Naya Raipur, Chhattisgarh
2 Associate Professor, Commerce & Management, Jharkhand Rai University, Ranchi

ABSTRACT

Healthcare is the system which functions in an environment of mutual trust between the
provider and recipient. For a young institution with focus and ambition to provide best
treatment in affordable manner, it is important for the decision makers to understand the pulse
of people involved in day-to-day care and management of patients.

Promoting culture of safety is essential to ensure zero harm is achieved by a committed lot who
handle patients in healthcare. Quiet often than not, the staff feel an urge or need to provide
feedback for improvement whenever a new system or process is implemented as part of
continuous change management in the dynamic environment. In such case, the decision makers
have the opportunity to involve internal stakeholders for improvement of an already up and
functioning system. In one way taking survey as an exercise provides an opportunity to bridge
the gap between strategists/ decision makers and front-line team who have a common goal of
satisfied customer but a different understanding altogether, due to the fact that they deal with
different job responsibilities on day-to-day basis.

In this comparative analysis on annual survey of patient safety it is noteworthy that the
implementation of feedbacks from survey results of 2021 had a positive impact on the results of
survey in 2022. The shift and increase in positive parameters of various sections of the survey is
a reflection of leadership commitment towards improving the environment of care for those who
have direct interaction with the patient. Continuation of such surveys and evaluation of staff
response on yearly basis will help the hospital to make effective decisions on patient safety with
the help of staff through their valuable feedbacks and let the organization mature with time and
evolve as safest destination of compassionate care.

Keywords: BMC — Balco Medical Centre, SOPS — Survey on Patient Safety, AHRQ — Agency
for Healthcare Research and Quality

INTRODUCTION

Balco Medical Centre is an initiative of Vedanta Medical Research Foundation, situated in Naya
Raipur, Sector 36, Upparwara (C.G). It is an Onco-super specialty hospital established in the
year 2018 and is currently central India’s biggest Cancer Care facility with 170 bed capacity,
providing Medical, Surgical, Radiation, Clinical and Paediatric Cancer care facilities in the
region. The facility has modern infrastructure equipped with advanced diagnostic and imaging
services, provided by well trained staff, for treatment of complex diseases.

In the hospital, it is always ensured that care delivery is done in safest environment through
continuous monitoring, improvement and change management. The accreditation status of
hospital with the prestigious NABH is a mark of excellence in service delivery. All standards of
NABH are centered towards the safety of environment, patient and associates, therefore safety
is the primary requirement of accreditation program, to be met all the times.

In this journey of quality improvement, hospital has to ensure care delivery standards are always
met with the global requirement. This is not possible without the involvement of staff at end
user level, since they are the forbearers of services standards being set by the leaders for the
community at large. Staff feedback helps in bringing the much-needed change in the system and
processes because whatever are the set protocols by the leaders, are expected to be executed and
delivered by them.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 1
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To evaluate the safety cultural of BMC and its impact on initiatives and interventions in an
environment where staff strength is dynamic, annual survey of staff was planned and conducted
in the year 2021 and 2022. It was also aimed to conduct comparisons within and across
departments in the institution.

The Study design included a cross sectional, bilingual survey which was conducted on an online
platform using Google survey link with the help of Google Forms app. Survey template is the
customized BMC bilingual form based on the AHRQ validated questionnaire for Survey on
Patient Safety, a time tested way of gauging the Culture of Safety in US hospitals. The survey
link was shared online and staff were expected to participate in the survey which was open for
their feedback, for a period of one month. Few staff had repeated the survey feedback and this
was addressed on closure of survey wherein the responses underwent manual data verification
also to ensure elimination of response duplication and redundancy. The cleaned up data was
then analyzed and conclusions were drawn on each year of survey report. The comparative
study was possible after the second year of survey in 2022, this was done to understand the
trend of response between different departments for each category of the survey. The survey had
six major categories under which the respondents were expected to share their feedback. Total
no. of questions were 43. Some questions also included negatively worded items along with the
positively worded items, the negatively framed questions were reverse coded and average was
taken for calculation of response rate in percent under the category.

The aim or goal of this study was to understand the attitude of hospital staff towards patient
safety measures and change in perception with the survey period done in two different years
using the same tool of survey.

REVIEW OF LITERATURE
For the purpose of the research the following literature are considered as useful for the study.
Hence the literatures are;

1. In 2021, Stoyanova R, Dimova R, Tornyova B, Mavrov M, Elkova H mentioned in the
article published online on 2021 Mar 18: 10.2478/sjph-2021-0015 that patient safety
culture (PSC) is a complex phenomenon, representing an essential part of the
organizational culture and refers to the shared values, conceptions and beliefs which
contribute to the formation and encouragement of safe behavioral models in a health
organization. With this study, the authors wanted to delineate the attitude of hospital staff
in Bulgaria regarding PSC and to document to whether attitudes differ between physicians
and other healthcare professionals.

2. As per AHRQ Publication No. 19-0076 September 2019; Agency for Healthcare Quality
survey is Survey on Patient Safety Culture Version 2.0 User’s Guide and other toolkit
materials are available on the AHRQ website (www.ahrq.gov/sops/surveys/hospital). These
materials are designed to provide hospitals with basic knowledge about how to administer
the SOPS Hospital Survey 2.0, analyze the data, and report results.

3. InJuly 2018, AHRQ Publication No. 18-0036-EF Sorra J, Gray L, Streagle S, Famolaro T,
Yount N, Behm J. mention in 2004, the Agency for Healthcare Research and Quality
(AHRQ) released the Surveys on Patient Safety Culture™ (SOPS®) Hospital Survey for
providers and other staff to assess patient safety culture in their hospitals. Since then,
hundreds of hospitals across the United States and internationally have implemented the
survey. In 2019, AHRQ released a new version, the SOPS Hospital Survey 2.0. The
original survey—Version 1.0—is still available; however, the use of Version 2.0 is
encouraged.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 2
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As per A brief synopsis on patient safety in May 18" 2020, WHO defines patient safety as
the “reduction of risk of unnecessary harm associated with healthcare to an acceptable
minimum” in fact, patient safety culture (PSC) is a term that differs from patient safety,
although the former might be considered as a prerequisite for the latter.

Rao M, Thota D, Srinivas P did a study to assess patient safety culture amongst a category
of hospital staff of a teaching hospital. IOSR J Dent Med Sci. 2014;13:16-22.

Okuyama JH, Galvdo TF, Crozatti MT, Silva MT. presented Health professionals’
perception of patient safety culture in a university hospital in Sao Paulo: a cross-sectional
study applying the Hospital Survey on Patient Safety Culture. Sao Paulo Med J.
2019;137:216-22. doi: 10.1155/2018/9156301.

In Open Nursing Journals published in 2013, Nordin A, Wilde-Larsson B, Nordstrém G,
Theander K. of Swedish hospital did survey on patient safety culture using psychometric
properties and health care staff’s perception.

Quoting the Agency for Healthcare Research and Quality publication on 2008, Henriksen
K, Battles JB, Keyes MA, Grady ML, Adams Pizarro I, Walker Z, et al. presented studies
using the AHRQ Hospital Survey on Patient Safety Culture as an intervention tool for
regional clinical improvement collaborative.

Shared in 2010, Alahmadi HA. did assessment of patient safety culture in Saudi Arabian
hospitals with the objective or purpose of the study to evaluate the extent to which the
culture supports patient safety at Saudi hospitals. Data Collection A survey questionnaire
was distributed hospital-wide in 13 general hospitals in Riyadh city, Saudi Arabia, to 223
health professionals including nurses, technicians, managers and medical staff.

Listyowardojo TA, Nap RE, Johnson A did study in 2012 on Variations in hospital worker
perceptions of safety culture with the objective to compare the attitudes toward and
perceptions of institutional practices that can influence patient safety between all
professional groups at a university medical center.

The Health Foundation evidence scans in May 18" 2020, provided information to help
those involved in improving the quality of healthcare understand what research is available
on particular topics.

In 2018, Rajalatchumi A, Ravikumar TS, Muruganandham K, Thulasingam M, Selvaraj K,
Reddy MM, et al. surveyed Perception of patient safety culture among health-care
providers in a Tertiary Care Hospital, South India.

Ronald GS. In his study on Developing and operationalizing a culture of safety, he wanted
to explore the areas of theme, and the study design of published research on patient safety
culture in literature published in English and Chinese language journals in 2005

Hamdan M, Saleem AA. did a study in 2013 on assessment of patient safety culture in
Palestinian public hospitals.

Aboshaiqah AE, Baker OG. did assessment of nurses’ perceptions of patient safety culture
in a Saudi Arabia hospital in the year 2013

Nieva VF, Sorra J. studied Safety culture assessment: a tool for improving patient safety in
healthcare organizations, and published their findings in 2003

In 2014, Brborovi¢ H, Sklebar I, Brborovi¢ O, Brumen V, Mustajbegovi¢ J. performed
development of a Croatian version of the US Hospital Survey on Patient Safety Culture
questionnaire: dimensionality and psychometric properties.
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18. Raeissi P, Reisi N, Nasiripour AA. Performed a study on assessment of patient safety
culture in Iranian academic hospitals: strengths and weaknesses which they published in
2018.

OBJECTIVES
1. To evaluate the culture of safety in BMC and its impact on patient safety initiatives and
interventions in an environment where staff strength is dynamic.

2. To conduct comparisons within and across departments in the institution

Study Period: Survey was conducted on annual basis for two consecutive years in January
2021 and 2022.

Study Population: Entire gamut of staff including outsourced team of BALCO Medical Centre.

METHODOLOGY

The survey was conducted in online mode, google form links were shared via mail to all
respondents. Expectation was to receive the filled response on google which was met for more
than 75% of the surveyed population of employees with an approximate strength of 500 in both
the years. Survey had employee specific segment of questions except their name. The
questionnaire was divided in six prominent sections involving the awareness level of staff on
BMC mission, vision, value system and core aspects of services defined in 3 Cs i.e.
Compassion, Care, Cure, the staff perception about patient safety and care in their unit or
department; staff perception about reporting authorities focus on matters related to safety of
patient; perception about effectiveness of communication related to patient safety; patient safety
agreement on the basis of staff rating on 5 point likert scale and perception about overall patient
safety across department including management. Either the response were rated on a strongly
disagree to strongly agree criteria or Excellent to Poor criteria of selection. The responses were
categorized as negative, neutral, positive response, and no-response. Survey period was one
month from the date of launch of the survey and repeated remainders were sent to all including
the in-charge or supervisor, so as to maximise the participation. Survey participants were
grouped in six broad categories of employees of the hospital, i.e. Doctors, Nurses,
Administrative staff, Billing Team including Customer Care and Outsourced category of staff.
While the doctors and nurses are broad categories of staff providing direct patient care in a
hospital, the paramedics include the technicians, dietician, pharmacist and clinical psychologist.
The administrative team include finance, Information Technology, human resource, marketing,
hospital admin and operations team of the hospital. The billing and customer care team also
include front office staff. The outsourced category of staff include housekeeping, laundry,
kitchen, security and maintenance personnel of the hospital. The responses were categorized as
negative, neutral, positive response, and no-response. The negatively framed questions were
reverse coded. Socio-demographic information such as age, gender, occupation group, year of
experience, and employee number was also collected.

ANALYSIS
In the two consecutive surveys on annual basis, it was found that the staff strength increased
from 492 to 575, however the participation decreased from 98% to 80%.

The comparative analysis of two years data reveals the following outcome section-wise:

Section 1, Unit/ Work Area & Patient Safety: Participation in survey by admin team is lowest
since direct patient care is not part of their job role. Nursing staff has the highest negative
response in terms of punitive approach towards handling mistakes, disrespectful behaviour and
preventing patient safety problems from recurrence.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 4
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Section 1: Unit/ Work Area & Patient Safety This Section focuses on individual
unit/department and related patient safety & care

Total Questions — 14 No: 7 Positive and 7 Negative Questions

Observations

e C(learly Indicates that overall high percentage feels patient safety being taken care in their
respective unit/work area. Since admin and enabling staff do not have direct contact with
patient, hence is not applicable to many in admin.

Concern: More than 16% in each category has negative response
Action Plan: Must recheck the issues with negative response employees

Section 2, Reporting Manager & Patient Care: A positive culture of team work exists
between staff and superior in terms of addressing patient safety concerns. This significant shift
of perception about reporting manager was possible due to employee engagement activities by
management, which was done after the survey in 2021.

v SRR e o )
Mg STl S w2 4 L
M @ St
rocwnsso [ S g B |
ramedics
5 1 womner Came (IR Lo -1-"].0'-"
|
Crutscvurce mnan poe 3T a4 i
e
Acrin SIS 45 E <I
Extreemly Bositive = Positive Neunz] DO 40 e RO 100
Nagztive m Extren ]y Nagative u Extrem by Positive mPositive mNesinl mNegative B Exirem by Megative

Section - 3 Reporting Manager & Patient Care: This Section focuses on how must employees/
subordinates feel about their reporting manager cares patient safety
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Observations: Clearly indicates more that 80 % feels that their reporting manager is taking care
of the patient safety

Highest Positive response: Doctors, Paramedics & Outsourced Man-Power whereas Nursing
Staff has highest 20% negative response

Target: Must reach 100%
Action Plan: Involvement of front-line staff in addressing patient safety issues

Section 3, Communication: Outsourced staff feel most empowered to escalate issues of unsafe
care by superiors while the nursing team are the most vocal to raise concerns related to patient
safety and feel that the superiors are open and willing to address. More than 30% staff have not
reported any incident as per the report of surveys in 2021 and 2022.
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Section - 4 Communication Related to Patient Care: This Section focuses on how employees
feel is the communication effective in the organization related to patient care

Observations: Indicates that more than 73% feels that communication related to patient safety
is effective

* Highest Positive response- Outsourced Man-Power

*  Whereas Nursing Staff has highest 14% negative response

Target: Must reach 90%

Action Plan: Effective Communication technique and awareness sessions

Section 4, Events/ Issues Reporting: Nursing staff related issues were addressed by
management after the survey in 2021, hence the positive shift towards declines in negative
response rate in the survey of 2022.

Section 5, Rating by the Staff on Patient Safety: More than 45% staff rated their unit/ work
area as excellent, more than 50% gave rating of very good, good and fair while poor rating was
given by less than 1% staff.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 6
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Observations: Highest EXCELLENT rating of 68% by Outsourced Man-Power
Target: BMC must retain the rating and continue to work on patient safety

Section 6, Overall perception about Culture of Safety in BMC: More than 90% staff feel
that patient safety is the top priority of Management in BMC. Resources are allocated in an
adequate manner as perceived by maximum staff. Shift change and transition of care is handled
appropriately by the staff as team which is possible due to adequate staffing, surplus allocation
of supplies and utmost attention given to staff wellbeing by the Management.

Overall perception about Culture of Safety in
BMC
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Results: More than 80% staff gave positive response on BMC’s overall patient safety as per the
survey report of 2021 and 2022. Result of 44 survey questions in six major sections are:

Section 1 (BMC Culture): Awareness about organization mission, vision and values is more
than 85% in both the years of survey.

Section 2 (Unit/ Work Area): More than 70% staff have positive response rate about patient
safety in their unit/ work area and more than 17% staff gave negative responses in both 2021 &
2022 surveys.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 7
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Section 3 (Reporting Manager): More than 81% staff felt that their reporting manager is
taking care of the patient safety as per the survey result of 2021 while more than 83% staff had
positive response rate in 2022.

Section 4 (Communication): Although the positive response about communication related to
patient safety has dipped from 77% to 73% between 2021 and 2022, the nursing team’s negative
response rate has come down from 20% in 2021 to 15% in 2022. Positive response rate remains
more than 80% amongst outsourced staff in both the year.

Section 5 (Rating on Patient Safety): More than 47% staff feel that the patient safety aspect is
Excellent in both the years, more than 25% responded Very good in both the years, more than
17% responded Good in both the years, 2% responded Fair in 2021 while 0% responded so in
2022, only 1% responded Poor in 2021 and finally nobody with 0% staff responded Poor in
2022 survey result.

Section 6 (Overall perception): More than 74% staff have positive response on BMC’s overall
patient safety as per the comparative analysis of survey report in 2021 and 2022.

CONCLUSION

The comparative analysis of survey report demonstrates that corrective actions based on
feedback of survey in 2021 definitely had positive outcome as per survey report of 2022. It is
much evident by the staff commitment level which is appreciated in the Patient Feedbacks with
more than 80% satisfaction level both in Out Patient Unit and Inpatient unit along with high Net
Promoter score of more than 90, maintained on monthly basis. Overall perception of safety is
positive; however the participation needs improvement on a year on year basis. Such detailed
analysis on yearly basis should be continued for active employee engagement in ensuring
Culture of Safety.
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ABSTRACT

Digital marketing we market the product and services with the help of Internet or e-
commerce. Digital marketing is one of the growing Industries in this present scenario.
Digital marketing is boon for many companies who are in new startup Stage. Generally, in
Digital marketing we advertise the product and services through the use of virtual
technologies, which includes like Google, Social media, email and websites,

Digital marketing encompasses all marketing efforts that use an internet or virtual technologies.
Digital advertising has turn out to be a crucial thing of modern business, as an increasing
number of humans use the internet to research and buy products and services. It allows
business to attain a worldwide target market and to target unique demographics with extra
precision and effectiveness

Keywords: Product, Services, media, mail, search engines, content advertising.

Digital marketing, we market the product and services with the help of Internet or e-
commerce. Digital marketing is one of the growing Industries in this present scenario.
Digital marketing is sustainable development for environment point of view.

Unlike traditional marketing digital marketing saves the cutting of trees because in
traditional market we use paper and paper distribution example like template of any
company.

Let’s take an example of an event which is going to be held in Capitol Hill, Ranchi for
admission counseling of Engineering, management, Agriculture, Pharmacy students etc.
For promotion distributing template of events hardcopy by using the print media is
example of traditional marketing concept while in digital marketing we gather the relevant
number of student even more then expectation through digital marketing. We have just to
create lead and have to apply in social media like Instagram, FB Etc.

INTRODUCTION

What is Digital Marketing?

Digital marketing encompasses all marketing efforts that use an internet or virtual technologies.
Digital advertising has turn out to be a crucial thing of modern business, as an increasing
number of humans use the internet to research and buy products and services. It allows business
to attain a worldwide target market and to target unique demographics with extra precision and
effectiveness. One of the important thing advantages of digital advertising is its ability to
generate information and insights that can be used to optimize campaign and improve focused
on. Through the usage of analytics and monitoring tools, corporations can tune person behavior
and degree the effectiveness in their campaigns, permitting them to make statistics-pushed
selections and constantly refine their techniques. Overall, virtual advertising represents a
effective and rapidly evolving field that gives great opportunities for business to have
interaction with clients and power growth. Digital marketing methods such as Search Engine
Optimization (SEO), Search Engine Marketing (SEM), Content Marketing, influencer
marketing, content automation, campaign marketing, data-driven marketing, e-commerce
marketing, social media marketing, social media optimization, e-mail direct marketing,
display advertising, e— books, and optical disks and games are becoming more common in
advancing technology. Digital marketing now extends to non-Internet channels that provide
digital media, such as mobile phones (SMS and MMS), callback, and on-hold mobile ring
tones.
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LITERATURE REVIEWS

History of Digital Marketing

The term Digital Marketing was first used in the 1990s. The digital age took off with the coming
of the internet and the development of the Web 1.0 platform. The Web 1.0 platform allowed
users to find the information they wanted but did not allow them to share this information over
the web. Up until then, marketers worldwide were still unsure of the Digital platform. They
were not sure if their strategies would work since the internet had not yet seen widespread
deployment.

In 1993, the first clickable banner went live, after which Hot Wired purchased a few banner ads
for their  advertising. This marked the beginning of the transition to the digital era of
marketing. Because of this gradual shift, the year 1994 saw new technologies enter the digital
marketplace. The very same year, Yahoo was launched.

Also known as "Jerry's Guide to the World Wide Web" after its founder Jerry Yang, Yahoo
received close to 1 million hits within the first year. This prompted wholesale changes in the
digital marketing space, with companies optimizing their websites to pull in higher search
engine rankings. 1996 saw the launch of a couple of more search engines and tools like HotBot,
LookSmart, and Alexa.

Digital advertising's improvement considering 1990’s and 2000’s has modified manner
manufacturers and groups use technology for advertising. As digital platforms are increasingly
included into advertising plans and everyday life, and as humans use digital devices in place of
traveling bodily stores, digital advertising campaigns are getting extra regularly occurring and
efficient. In 2007, the concept of advertising automation changed into raised to solve the hassle
above. Marketing automation helped companies’ phase customers, launch multichannel
advertising and marketing campaigns and provide personalized records for clients. However, the
speed of its adaptability to client devices was no longer rapid sufficient. Digital advertising
became more sophisticated within the 2000s and the 2010s, while the proliferation of devices'
capable of accessing digital media brought about surprising growth. Statistics produced in 2012
and 2013 showed that digital advertising and marketing became still growing. With
development of social media within the 2000s, together with LinkedIn, Face book, YouTube
and Twitter, purchasers have become extraordinarily dependent on digital electronics in day by
day lives. They predicted seamless user experience throughout special channels for searching
product's information. The trade of client conduct advanced the diversification of advertising
and marketing generation. Worldwide digital advertising has grown to be the most not unusual
time period, especially after the year 2013. Digital media growth became anticipated at 4.5
trillion on line commercials served yearly with digital media spend at forty eight% boom in
2010. An increasing portion of advertising and marketing stems from businesses employing
Online Behavioral Advertising (OBA) to tailor marketing for internet users, but OBA increases
concern of patron privacy and facts protection.

ADVANTAGES OF DIGITAL MARKETING

It Provides access to more information: you get access to important analytics about your
customers, how they navigate the buying cycle, and what they want. You can use this
information to analyze what works and doesn’t and tailor your approach thus.

IT HELPS US TO ATTAIN A MUCH WIDER TARGET MARKET

Digital advertising lets in you to reach a much broader target audience than traditional
marketing techniques. For instance, social media systems like Facebook and Twitter have
billions of lively users, and advertising will let you goal demographics. By 2027, social network
customers will reach almost six billion. So it’s a platform you can’t forget about Is price-
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Powerful: Digital advertising is extra less expensive than traditional advertising and marketing
strategies like TV or print marketing. With digital advertising, you may create especially
targeted campaigns with a higher go back on funding (ROI) in your enterprise and reach your
goals

Provides More Engagement: Digital advertising lets in for extra engagement with your
audience. You can use electronic mail, social media, and content material advertising and
marketing processes to hold your target audience engaged and inquisitive about your products
and services. For instance, growing a weblog with valuable content material to your internet site
can appeal to site visitors and make them more likely to buy. According to HubSpot, 56
percentages of individuals who read a weblog submit go on to buy.

Offers measurable effects: With virtual advertising, you can music and measure the
effectiveness of your campaigns. We can use gear like Uber suggest and Google Analytics to
research net traffic, conversion prices, and other metrics to look your campaigns’ performance.

It helps your business live competitive: A digital advertising and marketing strategy is
important in today’s digital age. Your competition is probable using virtual advertising to reach
their target audience, so you don’t want to fall behind. For instance, electronic mail advertising
offers the highest ROI compared with other digital advertising strategies.

These are just some examples of why digital advertising and marketing is vital. By combining
digital marketing methods, you can improve your visibility, engage together with your target
audience, and force revenue for your commercial Enterprise.

Digital entrepreneurs are in price of using emblem focus and lead technology via all of the
digital channels -- each unfastened and paid -- at organization's disposal. These channels
include social media, the company's own website, search engine scores, e mail, display
marketing, and the employer's blog. The digital marketer focuses on one of a kind key
performance indicator (KPI) for each channel so one cans properly degree the company's
performance throughout every one. Digital marketing is achieved across many advertising
and marketing roles today. In small corporations, one generalist might very own some of
the digital advertising tactics described above at the identical time. In large groups, these
processes have more than one professionals that every focus on just one or two of the
brand's digital channels. Here are some examples of these specialists: The best digital
marketers have clear picture of how each digital marketing campaign supports their
overarching goals. And depending on goals of their marketing strategy, marketers can
support larger campaign through free and paid channels at their disposal. A content
marketer, for example, can create series of blog posts that serve to generate leads from a
new eBook the business recently created. The company's social media marketer might then
help promote these blog posts through paid and organic posts on the business's social media
accounts. Perhaps the email marketer creates an email campaign to send those who
download the eBook more information on company.

METHODLOGY
Common digital marketingtactics and the channels

Search Engine Optimization (search engine marketing): This is method of optimizing
internet site to "rank" better in search engine effects pages, thereby growing the amount of
organic (or unfastened) traffic your website receives. The channels that benefit from search
engine marketing encompass Websites, Blogs, and Info photos.

Social Media Marketing: This practice promotes your brand and your content materials on
social media channels to growth emblem recognition, drives site visitors, and generate leads
in your commercial enterprise. The channels you may use in social media marketing
encompass Face book, Twitter, LinkedIn, Instagram, Snap chat, Pinterest, and Google+.
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Content Marketing: It denotes the advent and merchandising of content property for the
cause of generating brand focus, traffic growth, lead generation, and customers. The
channels which could play a part to your content advertising and marketing strategy consist
of Blog posts, EBooks and whitepapers, Info pictures, Online brochures and appearance
books.

Affiliate Marketing: This is a type of overall performance- based advertising and marketing
in which you receive fee for promoting a person else's merchandise, offerings on your
website. Affiliate advertising and marketing channels consist of Hosting video
advertisements through the YouTube Partner Program and Posting associate links out of
your social media bills.

Native Advertising: Native advertising refers to classified ads that are mostly content-led
and featured on a platform along different, non-paid content material. Buzz Feed-sponsored
posts are a terrific example, but many humans also recollect social media marketing to be
"local" — Facebook advertising and Instagram advertising.

Marketing Automation: Marketing automation refers to the software that serves to
automate your simple marketing operations. Many advertising departments can automate
repetitive duties they would otherwise do manually, along with Email newsletters, Social
media publish scheduling, Contact listing updating, Lead-nurturing workflows, Campaign
tracking and reporting.

Pay-Per-Click (PPC): PPC is a technique of riding site Visitors to your website by using
paying a publisher every time your advert is clicked. One of the most not unusual kinds of
PPC is Google Ad Words, which allows you to pay for pinnacle slots on Google
SearchEngine Outcomes pages at charge “in Link with Click” of the Links you Vicinity.

Email Marketing: Companies use e mail advertising as a way of speaking with their audiences.
Email is regularly used to sell content, discounts and occasions, as well as to direct human
beings towards the business's internet site. The forms of emails you would possibly ship in an
email advertising and marketing campaign encompass Blog subscription newsletters, Follow-up
emails to website site visitors who downloaded something, Customer welcome emails, Holiday
promotions to loyalty application participants, Tips or comparable collection emails for
customer nurturing

Inbound Marketing: Inbound advertising refers back to the "full-funnel" technique to
attracting, engaging, and delighting clients the usage of on line content. You can use every
virtual advertising tactic listed above during an inbound advertising and marketing approach.

Online PR: Online PR is practice of securing earned on-line coverage with virtual courses,
blogs, and other content-primarily based websites. It's much like conventional PR, but inside the
online space. The channels you may use to maximize your PR efforts include: Reporter outreach
through social media engaging on line evaluations of your employer, Engaging remarks in your
personal internet site or weblog.

Digital Marketing: a boost to these day’s groups: Regardless of what your corporation sells,
virtual advertising and marketing nonetheless entails constructing out customer’s personas to
become aware of your audience’s desires and growing treasured on-line content material.

B2B Digital Marketing: If organization is business-to-enterprise (B2B), digital advertising and
marketing efforts are possibly to be centered on online lead generation, with quit goal being for
someone to speak to salesclerk. The role of your marketing strategy is to attract and convert
highest excellent leads for salespeople via your internet site and helping virtual channels.
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Beyond website, you will likely select to consciousness efforts on business-centered channels
like LinkedIn wherein you’re demographic is spending their time online.

B2C Digital Marketing: If your enterprise is commercial enterprise-to-client (B2C), relying on
fee point of merchandise, the purpose of virtual marketing efforts is to attract humans to internet
site and feature they end up customers without ever desiring to speak to shop clerk. For that
cause, you're probable less likely to awareness on ‘leads' in their conventional experience, and
more likely to cognizance on constructing an increased consumer's journey, from the instant
someone lands on your internet site, to moment that they make a purchase. This will regularly
suggest your product features in your content material better up inside the marketing funnel than
it would for a B2B commercial enterprise, and you might need to apply more potent calls-to-
movement (CTAs).For B2C companies, channels like Instagram and Pinterest are greater
treasured than business-focused structures LinkedIn.

Website Traffic: You can see the exact variety of human beings who have regarded your
internet site's homepage in actual time via the usage of digital analytics software, to be had in
advertising structures like Hub Spot. Also how many pages they visited, what device they had
been using, and in which they got here from, amongst other digital analytics records. This
intelligence lets you prioritize which advertising and marketing channels to spend extra or much
less time on, primarily based at the range of humans those channels are driving in your website.
For instance, if simplest 10% of your site visitors is coming from organic search, you know
which you probable need to spend some time on search engine marketing to boom that percent.

Content Performance and Lead Generation: Imagine you've got created product brochure
and published it thru people's letterboxes -- that brochure is a shape of content, albeit offline.
The hassle is no idea how many people opened your brochure or what number of people threw it
immediately into trash.

Attribution Modeling: An effective virtual advertising and marketing approach blended with
proper gear and technologies lets in to trace all sales back to purchaser's first digital contact
point with your business is known as attribution modeling. It permits identifying traits within
the manner human’s research and shopping for your product, helping you to make more
knowledgeable selections approximately what elements of your marketing approach deserve
more interest, and what components of your income cycle want refining. Connecting the dots
between advertising and income is hugely critical -- according to Aberdeen Group, agencies
with robust income and advertising and marketing alignment achieve a 20% annual growth
charge, as compared to a 4% decline in revenue for groups with negative alignment. If you can
enhance your customer's' journey via the shopping for cycle via the use of virtual technology,
then it is in all likelihood to reflect undoubtedly for your enterprise's bottom line.

Remarketing: Remarketing plays a major function in digital advertising. This tactic lets in
entrepreneurs to publish centered ads in front of a hobby class or described audiences, normally
called searchers in internet speak, they've either looked for precise products or services or
visited a internet site for a few reason.

Game marketing: Game commercials are advertisements that exist within computer or video
games. One of the maximum commonplace examples of in-sport advertising is billboards
appearing in sports video games. In-recreation commercials also may appear as brand-name
products like guns, vehicles, or clothing that exist as gaming repute symbols.

Ease of get admission to: A key goal is attractive virtual marketing clients and letting them
interact with logo via servicing and shipping of virtual media. Users with get entry to Internet
can use many digital mediums, along with Facebook, YouTube, Forums, and Email and so
forth. Through Digital communications it creates a multi-communication channel in which
statistics may be fast shared round world by means of anyone without any regard to who they're.
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DATA ANALYSIS

How the effectiveness of Digital Marketing Campaigns is measured?

The assessment standards and metrics for the virtual advertising campaigns classified in line
with its type and time span. Regarding the sort, either evaluate campaigns "Quantitatively" or
"Qualitatively". Quantitative metrics might also encompass "Sales Volume" and "Revenue
Increase/Decrease”. While qualitative metrics may also consist of stronger “Brand
consciousness, photo and health" as well as "courting with the customers".

Shifting the focal point to time span, we may additionally need to measure some "Interim
Metrics", which give us some insight all through journey itself, as well as we want to degree a
few "Final Metrics" on the give up of journey to inform use if normal initiative become a
success or no longer. For example, most social media metrics and signs consisting of likes,
shares and engagement remarks may be classified as meantime metrics while very last
boom/decrease in sales volume is definitely from final category. The correlation among these
categories must exist. Otherwise, disappointing consequences may also show up on the quit.

Below are A Few Aspects That Need to Be Taken into Consideration to Have A Powerful

Virtual Media Marketing Campaign?

1. Interesting mail titles differentiate one commercial from the opposite. This separates
classified ads from the muddle.

2. Establishment of customer exclusivity: A list of Clients and consumer's info must be kept on
database for comply with up and selected customers can be sent decided on offers and
promotions of deals related to patron's preceding purchaser conduct.

3. Low Technical Requirements: In order to gets full use out of digital advertising it is
beneficial to make you advertising and marketing campaigns have low technical
requirements.

4. Rewards: The lucrative gives would always help in making your virtual marketing campaign
a success. Give a few rewards at give up of marketing campaign.

FINDINGS

A mild on Real cases under Digital advertising and marketing

1. Events are now marketed using the digital marketing techniques like fashion shows. For
example taking an example of fashion show going to organize in Radisson blue hotel in
Ranchi, Jharkhand. It has uses the digital marketing for its promotion strategy .It using
Instagram, Facebook, YouTube leads for promotion and as well as email promotion. As
results the events was successful and a large number of participate were participated in
the events.

2. Let’s take an example of Mika Singh event that has performed live in Ranchi Morabaddi
ground. his events promotion were through digital marketing if only and only
traditional market were involved then events was not going to be successful and also the
environment will be also being impacted because of cutting of trees for making the
paper template for the events. So, digital marketing is sustainable concept in the present
scenario and it is in the development stage.

3. Launching of movie now a days are done with the help of digital marketing. Making the
movie a huge success is the results of digital marketing for example let’s take an
example of Hrithik Roshan movie “kite” which was world wide release and was
available in most of the language and it’s promotion was through the digital marketing
.Traditional marketing can’t do such type in the marketing and lead the marketing and
promotion easy task.
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Pros and Cons of Digital Marketing

Digital advertising and marketing lets in marketers to see accurate consequences in real time. If
an ad is installed newspaper, it's far difficult to estimate what number of people truly flipped to
that web page and paid attention to advert. There's no surefire manner to know if that ad
changed into accountable for any income in any respect. Yet digital advertising and marketing
would assist you to realize attain on your product/service, to get engaged with potential
customers, to have global attain, to promote in customized way. However, with digital
advertising and marketing have some setbacks. Digital marketing is extraordinarily depending
on the internet. Because net may not be handy in positive regions or purchasers might also have
bad net connection. It has lot of muddle, so entrepreneurs discover it hard to make their
classified ads stand out, and get consumers to start conversations approximately an companies
logo photograph or products. But nevertheless, big amount of competing items and offerings
that are also using same virtual advertising techniques may be the disadvantage Some agencies
may be portrayed by way of customers negatively as a few purchasers lack believe on line
because of the amount of advertising that looks on websites and social media that can be taken
into consideration frauds. Even a character or small group of people can harm picture of an
established logo. Digital advertising disseminates best data to prospects most of whom do not
have buying authority/strength. Hence mirrored image of digital advertising into actual income
volume is skeptical.

CONCLUSION

To summarize, virtual advertising and marketing has a vivid destiny for long term
sustainability of the product or services within the cutting-edge technological marketplace
with all its pros and cons.

Digital marketing has changed the scenario of marketing. It is replacing the traditional
marketing concept and implementing new trends in the marketing i.e Digital marketing
trends. Digital marketing becomes more active and emerged a lot during the COVID
period. Digital marketing creates leads through social media and showing the advertising
according to the interest of the consumers and customers by the implementation of artificial
intelligence. Now days while we are sleeping our marketing leads created through Digital
marketing runs at specific time. We doesn’t have even to write content or we have to make
less efforts in content making by the implementation of artificial intelligence and Artificial
intelligence based tools which make the Work of creating leads very easy and effective for
Marketing and promotions So, we can say that the digital marketing is a new Technology
or emerging technology for the Sustainable development and it’s emerging Technology of
the era.

FUTURE SCOPE

There are numerous scope of Digital Marketing. There are varieties of A.I Tools Available in
the online market just take an example of Chat GPT, we popularly know today and there are
various other’s tools as well traditional marketing are converting into digital Marketing.
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ABSTRACT

Social media for news consumption is a double-edged sword. On the one hand, its low cost,
easy access and rapid dissemination of information lead people to seek out and consume news
from social media. On the other hand, it enables the wide spread of ‘‘fake news”, i.e., low
quality news with intentionally false information. The extensive spread of fake news has the
potential for extremely negative impacts on individuals and society. Therefore, fake news
detection on social media has recently become emerging research that is attracting tremendous
attention. Fake news detection on social media presents unique characteristics and challenges
that make existing detection algorithms from traditional news media ineffective or not
applicable. Fake news is intentionally written to mislead readers to believe false information.
Social media and news outlets publish fake news to increase readership or as part of
psychological warfare. In general, the goal is profiting through clickbait’s. Clickbait’s lure
users and entice curiosity with flashy headlines or designs to click links to increase
advertisements revenue. The purpose of the work is to come up with a solution that can be
utilized by users to detect and filter out sites containing false and misleading information.

INTRODUCTION

As an increasing amount of our lives is spent interacting online through social media platforms,
more and more people tend to seek out and consume news from social media rather than
traditional news organizations. The reasons for this change in consumption behaviours are
inherent in these social media platforms. It is often more timely and less expensive to consume
news on social media compared with traditional news media, such as newspapers or television;
and it is easier to further share, comment on, and discuss the news with friends or other readers
on social media. Despite the advantages provided by social media, the quality of news on social
media is lower than traditional news organizations. However, because it is cheap to provide
news online and much faster and easier to disseminate through social media, large volumes of
fake news, i.e., those news articles with intentionally false information, are produced online for
a variety of purposes, such as financial and political gain. The development, however, came
with a redefined concept of fake news as content publishers began using what has come to be
commonly referred to as a clickbait. Clickbaits are phrases that are designed to attract the
attention of a user who, upon clicking on the link, is directed to a web page whose content is
considerably below their expectations [24]. Many users find clickbaits to be an irritation, and
the result is that most of such individuals only end up spending a very short time visiting such
sites. For content publishers, however, more clicks translate into more revenues as the
commercial aspect of using online advertisements is highly contingent on web traffic. As such,
despite the concerns that have been raised by readers about the use of clickbaits and the whole
idea of publishing misleading information, there has been little effort on the part of content
publishers to refrain from doing so. Users, on the other hand, continue to deal with sites
containing false information and whose involvement tends to affect the reader’s ability to
engage with actual news

FAKE NEWS TYPES
The various types of fake news summarize below

Visual-based: These fake news posts use graphics a lot more in as content, which may include
morphed images, doctored video, or combination of both
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User-based: This type of fabricated news is generated by fake accounts and is targeted to
specific audience which may represent certain age groups, gender, culture, political affiliations.

Knowledge-based: these types posts give scientific (so called) explanation to the some
unresolved issues and make users to believe it is authentic. For example, natural remedies of
increased sugar level in human body.

Style-based: posts are written by psedojournalists who pretend and copy style of some
accredited journalists

Stance-based: It actually is representation of truthful statements in such a way which changes
its meaning and purpose.

RESEARCH PROBLEM

The project is concerned with identifying a solution that could be used to detect and filter out
sites containing fake news for purposes of helping users to avoid being lured by clickbaits. It is
imperative that such solutions are identified as they will prove to be useful to both readers and
tech companies involved in the issue

PROPOSED SOLUTION

The proposed solution to the issue concerned with fake news includes the use of a tool that can
identify and remove fake sites from the results provided to a user by a search engine or a social
media news feed. The tool can be downloaded by the user and, subsequently, be appended to the
browser or application used to receive news feeds. Once operational, the tool will use various
techniques including those related to the syntactic features of a link to determine whether the
same should be included as part of the search results.

LITERATURE REVIEW

A look at contemporary scholarly work shows that the issue of fake news has been a major
concern amongst scholars from various backgrounds. For instance, some authors have observed
that fake news is no longer a preserve of the marketing and public relations departments [21]. In
the stead, the problem is increasingly being regarded as part of the responsibilities associated
with the information technology (IT) department. Traditionally, it was believed that the two
departments mentioned above were the ones to deal with any implications arising from the
dissemination of misleading news related to an organization. However, current research
indicates that fake news is considered to be a threat to information security. The involvement of
the IT department, therefore, is premised on the idea that it would help avert the various risks
associated with the problem. Similarly, other authors have noted that the participation of IT
professionals in resolving matters concerning fake news is paramount considering the demands
of the contemporary corporate environment [7]. Rather than as it was the case a few years ago
when perpetrators of such gimmicks were motivated by just attracting web traffic, the practice
has evolved into a matter that includes the involvement of hackers. Specifically, some content
publishers have resorted to including material that contains malicious code as part of the content
provided on their web pages, leading those who visit such sites to click the links and download
the malware without their knowledge. Such developments, according to the scholars, have
exposed modern companies to further risk of cyber intrusion as the perpetrators of the fake news
tend to target employees of certain organizations with the aim of exploiting the latter’s curiosity.
It is also apparent that aside from the risk of having malware introduced into their information
management systems, modern firms also have to deal with the challenge of having their
employees manipulated into giving out their credentials. Some scholars have posited that there
is a group of content publishers that is increasingly using clickbaits as a technique to facilitate
their phishing objectives. Data integrity has also been singled out as being one the information
security implications associated with fake news . In the current business world, data is
increasingly being considered as being a valuable asset and, as such, it is imperative that
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companies put in place all the necessary measures that would help secure sensitive information
from being accessed by unauthorized persons. However, the prevalence of content publishers
keen on using fake news serves to negate such efforts. It is against this background that
organizations are investing more resources to facilitate the invention and formulation of more
effective solutions to be used in countering the ramifications that arise from using clickbaits to
attract users into providing their information. On the other hand, some scholars have argued that
fake news can sometimes result in positive implications. For instance, there have been cases
whereby companies listed in the stock market have experienced an increase in the price of their
shares as a result of fake news [13]. As more and more users share the link to the site containing
information that is seemingly related to an organization, prospective investors gain interest in
the firms operations and, consequently, its share price increases considerably. Such changes,
however, are bound to result in worse consequences as a majority of the individuals who buy
the shares based on the misinformation end up being disappointed. In the same vein, other
authors have noted that fake news can help further the marketing objectives of an enterprise. For
example, when the information provided in the web pages associated with such news is one that
favours the products furnished by a company, more consumers develop an interest in the same
despite the fact that the contents of the web page are far from the truth . Regardless, such an
organization ends up reaching out to a wider pool of prospective clients in spite of the fact that
the fake news was not part of its marketing campaigns. The scholars posit that the concept of
fake news is not bad in its entirety as it can contribute positively toward the growth of an
enterprise. However, this tendency has its limits and cannot be relied upon by businesses as its
opposite would have extensive and adverse ramifications [8]. When the contents of the web
page contain misleading information that portrays a company in a negative light, such a firm is
bound to experience a drop in its performance irrespective of the fact that the news disseminated
to its prospective customers was false. Finally, the contemporary literature indicates that there
have been ethical concerns about the whole concept of fake news especially regarding the
involvement of individuals who have a background in journalism. For instance, some scholars
have argued that using clickbaits is a demonstration of a disregard for the ethics associated with
the media profession [16]. Journalists are expected to furnish readers with information whose
veracity and accuracy have been determined to the last detail. However, the idea of fake news is
completely at variance with these requirements. When professionals engage in activities that are
intended to misguide their readers for the sake of increasing web traffic and online ad revenues,
it raises a concern as to whether such people are keen on complying with the code of conduct
associated with their career.

PROPOSED SOLUTION

The proposed solution involves the use of a tool that is designed with the specific aim of
detecting and eliminating web pages that contain misinformation intended to mislead readers.
For purposes of attaining this goal, the approach will utilize some factors as a guide to making
the decision as to whether to categorize a web page as fake news. The user will, however, need
to have the tool downloaded and installed on a personal computer before making use of its
services. It is expected that the proposed method will be compatible with the browsers that are
commonly used by users all over the world. The syntactical structure of the links used to lead
users to such sites will be considered a starting point. For instance, when a user keys in a group
of search terms with the aim of finding web pages that contain information related to the same
terms, the tool will come into operation and run through the sites that have been retrieved by the
search engine before they are delivered to the user. In doing so, the extension will identify sites
whose links contain words that may have a misleading effect on the reader, including those that
are characterized by a lot of hyperbole and slang phrases. Such web pages will be flagged as
being potential sources of fake news, and the user will be notified before electing to click on
either one of them. A visualization of the links and their syntactical structure will help the user
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understand the decision. In addition, the proposed approach will examine factors associated with
individual sites including the bounce rates as a way of determining the veracity (or lack thereof)
of the information provided therein. One key characteristic of clickbaits is that they tend to lead
readers to web pages containing information that is very different or hardly related to the
information highlighted by the link. The result is that a majority of the users end up
disappointed, leaving the sites as soon as they have visited it, and resulting in high bounce rates
for such web pages [10]. The proposed tool will assess whether a site has a high bounce rate and
designate it as a potential source of fake news. Once the algorithm executes, the search engine
will release the entire list of results to the user. However, those links whose sites have been
noted as being potential sources of misleading information will be highlighted in a manner that
allows the reader to take notice. Thereupon, the user will be provided with an option of blocking
such web pages and having them excluded from the search results in future [3]. It is expected
that after using the proposed method for a while, the user will have eliminated a considerable
number of clickbaits from the search results retrieved by his or her preferred search engine.

METHODOLOGY

Weka Classifiers: The classifier can be described as the algorithm that evaluates the given data
and provides the end result. WEKA ships with numerous classifiers, we experiment and choose
the best performing ones for our dataset.

e BayesNet: Bayes network learning using various search algorithms and quality measures.
Bayes Network classifier provides data structures such as network structure, conditional
probability distributions, etc., and facilities common to Bayes network learning algorithms
such as K2 and B.

e Logistic: Class for building and using a multinomial logistic regression model with a ridge
estimator.

e Random Tree: Class for constructing a tree that considers K randomly chosen attributes at
each node. It performs no pruning and has an option to allow estimation of class probabilities
(or target mean in the regression case) based on a hold-out set (backfitting).

e NaiveBayaes: Class for a Naive Bayes classifier using estimator classes. Numeric estimator
precision values are chosen based on analysis of the training data. For this reason, the
classifier is not an Updateable Classifier (which in typical usage are initialized with zero
training instances).

RESULTS
This section presents the performance metrics and discusses the classification results.

Metrics

Precision is the true positives divided by the predicted positives (the true positives plus the false
positives). Meanwhile the recall is the rate of the true positives and called also the sensitivity,
which is the true positives divided by the true positives plus the false negatives. As for the f-
measure, it is the combination of precision and recall, we multiply the precision and recall then
divide them to the precision plus the recall and then multiply by two.

Classifiers Results

The classifiers are compared based on: Precision, Recall, F-Measure and ROC. Logistic
classifier has the highest precision, 99.4% and therefore the best classification quality as shown
by Table 2. Logistic and Random Tree classifiers had the best recall that is best sensitivity of
99.3%. The f-measure combines precision and recall, the Logistic and Random Tree classifiers
outperformed others at 99.3%. Finally, BayesNet and Naivebayes had the best area under the
ROC curve.
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Classifier Precision | Recall | F-Measure ROC
BAYES NET 94.4% 97.3% 97.2% 100%
LOGISTIC 99.4% 99.3% 99.3% 99.5%

RANDOM TREE 99.3% 99.3% 99.3% 97.3%
NAIVE BAYES 98.7 % 98.7 % 98.6 % 100 %
Table: Classification Results

CONCLUSIONS

With the increasing popularity of social media, more and more people consume news from
social media instead of traditional news media. However, social media has also been used to
spread fake news, which has strong negative impacts on individual users and broader society. of
a user to discern useful information from the Internet services especially when news becomes
critical for decision making. Considering the changing landscape of the modern business world,
the issue of fake news has become more than just a marketing problem as it warrants serious
efforts from security researchers. It is imperative that any attempts to manipulate or troll the
Internet through fake news or Clickbaits are countered with absolute effectiveness. We
proposed a simple but effective approach to allow users install a simple tool into their personal
browser and use it to detect and filter out potential Clickbaits.
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ABSTRACT

The effect of social media marketing on consumer behaviour is thoroughly reviewed in this
paper. As social media platforms have grown in popularity, companies have used them more and
more to market their goods and services and influence customers' decisions. The literature is
examined in this review to evaluate the numerous ways that social media marketing methods
affect customer behaviour, such as attitude development, purchase intentions, brand loyalty,
and information-seeking behaviour. It also talks about things like perceived value, trust, and
engagement that modulate the connection between social media marketing and customer
behaviour. The results demonstrate the tremendous impact social media marketing has on
customers and offer useful information for companies creating marketing plans for the digital
era.

Keywords: social media, consumer, consumer behavior, marketing

INTRODUCTION

Social media now provides a platform for people to connect, exchange knowledge, and interact
with material, and has become a crucial part of people's everyday lives in recent years. As a
result of social media's extensive use, communication patterns have changed, and how
companies engage with customers has also changed. Companies have access to social media
channels that allow them to interact directly with their target market, increase brand recognition,
and shape customer behaviour. It has become crucial for organisations to comprehend how
social media marketing affects customer behaviour order to remain competitive in today's
digitaleconomy. As a result, the purpose of this study is to evaluate the body of knowledge in
order tounderstand how social media marketing affects customer behaviour.

LITERATURE REVIEW

The research on social media marketing and consumer behaviour has special number of
significant discoveries. First of all, social media marketing has been shown to affect customers'
perceptions of businesses. Studies have shown that exposure to social media information, such
as user reviews and brand-sponsored postings, may change how consumers see certain
companies, resulting in action in their attitudes and preferences. Additionally, social media
marketing has a big influence on customers' intents to buy. Business may successfully influence
consumers' buying decisions by directing them towards certain goods or services using a variety
of strategies, including targeted advertising, influencer marketing, and personalised
recommendations.

Additionally, social media marketing is quite important for creating brand loyalty. Businesses
may establish a sense of community, offer individualised experiences, and forge emotional
bondswith their target audience by actively engaging with them on social media sites. This link
may promote brand loyalty and encourage repeat business. The availability of social media
platforms also encourages users to actively seek out product information, advice, and reviews
from their social networks. Campaigns on social media that offer customers relevant and useful
material may have an impact on their decision-making, which ultimately benefits businesses.
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METHODOLOGY

Several academic databases, including Google Scholar, PubMed, and Scopus, were used to
conduct a systematic literature search for this study. There were other search phrases used,
including "social media marketing," "consumer behaviour," "purchase intention," "brand
loyalty," and "attitude formation." Peer-reviewed studies that were written in English, published
within the previous ten years, and concentrated on the influence of social media marketing on
customer behaviour met the inclusion requirements for the articles. 50 publications in all were
chosen for study after being regard relevant.

n "

To determine important topics, conclusions, and approaches used in the discipline, the choosen
publications were analysed. The data from the literature were reduced and combined using a
qualitative synthesis technique. The study gives a broad overview of the theoretical ideas,
research trends, and originating data in the area of consumer behaviour and social media
marketing. The results of this study will help firms optimise their marketing strategies in the
digital era and help us better understand how social media marketing affects consumer
behaviour.

GROWTH OF SOCIAL MEDIA
Social media has gone through a lot of development and change. Key information on the
development of social media is provided below:

5.1. User Base: The number of people using social media has grown significantly over time.
Over 4.2 billion people used social media as of 2021, which is more than half of the world's
population.

5.2. Diversity of Platforms: Social media platforms now go beyond the original pioneers like
Facebook and Twitter. With its ability to appeal to a variety of demographics and interests,
newplatforms like Instagram, Snapchat, LinkedIn, TikTok, and Pinterest have skyrocketed
in popularity.

5.3. Mobile Dominance: The pervasive use of cellphones has been essential to the
development of social media. Users may now access social media networks primarily
through mobile devices,allowing them to stay connected while on the road.

5.4. Worldwide Reach: Social media now transcends national and physical borders to reach a
worldwide audience. Platforms like Facebook, YouTube, and Instagram have a significant
globalaudience and connect individuals from all walks of life.

5.5. Influencer Culture: The influencer culture was born with the emergence of social media.
Influencers are people with a sizable social media following who have the ability to sway
the attitudes and actions of others who follow them. Influencers and brands frequently work
togetheron marketing initiatives.

5.6. Integration of e-commerce: Social networking networks now include e-commerce
elements, enabling companies to sell things directly through their accounts. Product
tagging, "Shop Now" buttons, and shoppable postings have turned social media into an
effective salesmedium.

5.7. Privacy and Security Concerns: The growth of social media has raised concerns about
privacy and data security. Incidents of data breaches, misuse of personal information, and
the spread of misinformation have highlighted the need for better safeguards and
regulations.

5.8. Integration with Daily Life: Social media has become deeply integrated into people's
dailylives. It serves as a primary source of news, a platform for social interactions, a place
for entertainment, and a tool for self-expression and personal branding.
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It's important to note that these details are based on information available up until September
2021, and the landscape of social media continues to evolve rapidly.

LIMITATION AND CHALLENGES
Limitations and Challenges on the Impact of Social Media Marketing on Consumer Behavior: A
Review

6.1.

6.2.

6.3.

6.4.

6.5.

6.6.

6.7.

Privacy and Data Security Concerns: One of the significant limitations and challenges of
social media marketing is the increasing concern over privacy and data security. Consumers
maybe hesitant to engage with brands or provide personal information due to fears of data
breaches or misuse. This can limit the effectiveness of targeted marketing strategies and
hinder consumer trust.

Information Overload and Skepticism: With the abundance of content on social media,
consumers may experience information overload, making it challenging for marketers to
capture their attention effectively. Moreover, consumers have become more skeptical of
marketing messages, especially due to the prevalence of fake reviews, sponsored content,
and manipulativetactics. Building trust and credibility becomes crucial but challenging for
marketers in this context.

Measurement and Evaluation: Measuring the direct impact of social media marketing on
consumer behavior can be complex. While metrics such as reach, engagement, and click-
throughrates are readily available, establishing a direct causal link between social media
marketing efforts and consumer behavior can be challenging. The attribution problem,
where multiple touchpoints influence consumer decisions, makes it difficult to accurately
measure the specific impact of social media marketing efforts.

Platform Algorithms and Changes: Social media platforms continuously update their
algorithms, which can impact the visibility and reach of marketing content. These changes
may require marketers to adapt their strategies to maintain effectiveness. Additionally, the
dominance of a few major platforms can limit the diversity of marketing channels,
potentially excluding certain consumer segments or industries that are less represented on
these platforms.

Negative User-generated Content and Online Criticism: Social media platforms provide
users with the power to share their opinions and experiences, which can include negative
feedback or criticism about brands. Negative user-generated content can potentially
influence consumer perception and behavior, highlighting the need for effective reputation
management strategies and proactive engagement with consumer.

Privacy and Security Concerns: The growth of social media has raised concerns about
privacy and data security. Incidents of data breaches, misuse of personal information, and
the spread of misinformation have highlighted the need for better safeguards and
regulations.

Integration with Daily Life: Social media has become deeply integrated into people's
dailylives. It serves as a primary source of news, a platform for social interactions, a place
for entertainment, and a tool for self-expression and personal branding.

It's important to note that these details are based on information available up until
September2021, and the landscape of social media continues to evolve rapidly.
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Age Group

137 responses

® 1525
® 2635
® 3645
® 46-55
@ 5665
@ 65 and above

Different age group using social media

Gender

137 responses

CONCLUSION

Finally, social media marketing has had a big influence on how people shop. It has given
marketers an effective tool to interact with customers, cultivate connections, and affect their
purchase choices. Brands may customise their tactics and offer relevent information by using
personalised targeting, real-time interaction, and access to customer insights. User-generated
content and influencer marketing have been significant in changing how customers find and
assess items on social media. However, in order to fully realise the promise of social media,
marketers must remain flexible with regard to ever-evolving platforms and manage privacy
issues. Consumer behaviour has been revolution by social media marketing, which also
continues to change the marketing environment.
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ABSTRACT

The term 'Health Insurance’ relates to a type of insurance that essentially covers your medical
expenses. Health insurance plan of general insurance company works on the principle of
reimbursement. Medical Coverage means healthcare insurance, benefits and/or coverage that
either directly pays the cost of medical care or provides reimbursement therefor, and includes,
but is not limited to, doctor or other provider services, tests, equipment, prescriptions and
anything else generally considered to be related to. It plans offer protection against high
medical costs. It covers hospitalization expenses, day care procedures, domiciliary etc. Health
insurance plans come with several benefits which include cover for several medical expenses,
cover for critical illnesses and tax benefits which is the key benefit of the health insurance plan.
Its aim is to reduce financial uncertainty and make accidental loss manageable. It does this
substituting payment of a small, known fee—an insurance premium—to a professional insurer
in exchange for the assumption of the risk a large loss, and a promise to pay in the event of such
a loss. Health insurance penetration in India is extremely low due to limited reach, and lack of
awareness and education. This consequent burden is born by people themselves. Around 75% of
Indians pay for medical services from their pocket. They are not covered by any government or
private health insurance scheme. The Indian public health sector encompasses 18% of total
outpatient care and 44% of total inpatient care. Middle-and upper-class individuals living in
India tend to use public healthcare less than those with a lower standard of living. Several
health insurance companies in India offer a plethora of options when it comes to buying the
best health insurance policy. They offer impressive health plans and services to cater to the
needs of different people. They also offer the best deals on health insurance plans to their
customers.

INTRODUCTION

General Insurance in India has its roots in the establishment of Triton Insurance Company Ltd.,
in the year 1850 in Calcutta by the British. General insurance or non-life insurance policy,
including automobile and home owners’ policies, provide payments depending on the loss from
a particular financial event. General insurance is typically defined as any insurance that is not
determined to be life insurance. Owing to the risks posed by natural calamities, diseases,
medical emergencies, and accidents, general insurance covers is something that can provide a
blanket of financial protection from them. Accidents and misfortunes cannot be predicted, but it
is in our hands to make sure that we are prepared. A General Insurance policy cover reimburses
the insured for a financial loss caused due to certain events as stated in the respective general
insurance policy. It gives you peace of mind during loss and covers major portion or total loss.
In a nutshell, insurance shifts the risk from the individual to the insurer. The insured doesn't
have to worry about the rock-heavy hospital bills and asset. Here we are mostly talking about
Health Insurance in particular which is a part of GI. Most health insurance policies generally
provide coverage for one year only. However, some medical insurance companies also offer
multi-year policies that can offer cover for up to two years.

DEFINING HEALTH INSURANCE

Health insurance is a type of insurance that covers medical expenses that arise due to an illness
leading to hospitalization. These expenses could be related to hospitalization costs, cost of
medicines or doctor consultation fees. The term 'Health Insurance' relates to a type of insurance
that essentially covers your medical expenses. Health insurance plan of general insurance
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company works on the principle of reimbursement. The Policy covers Hospitalization Expenses
for In-Patient Care.

TYPES OF GI COVERS
The different forms of general insurance are fire, marine, motor, accident and other
miscellaneous non-life insurance.

DIFFERENT TYPES OF INSURANCE POLICIES AVAILABLE IN INDIA
e Health Insurance.

e Motor Insurance.
¢ Home Insurance.
e Fire Insurance.

e Travel Insurance.

COVERAGE & BENEFITS

What do you mean by health insurance coverage amount? It is the sum that provides financial
protection to the insured, or their family in case of adversities, such as death, accident, illness or
disability. That said, insurance coverage sets the limit of the financial cover one can avail. One
cannot make claims that exceed insurance coverage.

Basic coverage is a “Named Peril” policy, which means that for a loss to be covered, its cause
must be named in the property policy. In addition, you carry the burden of proving that a loss
was caused by an included peril. Basic Form is typically the cheapest of the three coverage
options. Health insurance coverage amount isthe maximum amount you can claim as
compensation in case of a medical contingency. It is also known as the sum insured or sum
assured of the policy. You can select the coverage amount of your Mediclaim policy when you
purchase it. Medical Coverage means healthcare insurance, benefits and/or coverage that either
directly pays the cost of medical care or provides reimbursement therefor, and includes, but is
not limited to, doctor or other provider services, tests, equipment, prescriptions and anything
else generally considered to be related to.

Also known as your coverage amount, your insurance limit is the maximum amount your
insurer may pay out for a claim, as stated in your policy. Most insurance policies, including
home and auto insurance, have different types of coverages with separate coverage limits.
Covered benefits or Covered Services means those Health Care Services to which a member is
entitled under the terms of this Contract. Member's cost-sharing responsibilities for Covered
Services, including any applicable Deductible, Copayments and Coinsurance amounts, are
outlined in the Schedule of Benefits. Insurance coverage is the risk protection provided by
insurance services to an individual. An insurance policy helps a person or a company protect
themselves from unanticipated events. It serves as a safety net, shielding policyholders and their
loved ones from unforeseen circumstances.

BENEFITS DETAILS

It provides financial security by covering the costs related to treatment, hospitalization,
free health check-up, and pre and post hospitalization expenses. It plans offer protection against
high medical costs. It covers hospitalization expenses, day care procedures, domiciliary etc.
Health insurance plans come with several benefits which include cover for several medical
expenses, cover for critical illnesses and tax benefits which is the key benefit of the health
insurance plan. It covers for pre and post hospitalization expenses - Room rent coverage -
Cashless facility - Medical check-ups - Ambulance etc.
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Your savings can be used for their intended plans, such as buying a home, your child's
education and retirement.

The importance of health insurance and why you must get it - To fight lifestyle diseases 2. To
safeguard your family 3. To counter inadequate insurance cover.

IT CAN FURTHER BE HIGHLIGHTED IN THE FOLLOWING WAY
e Insurance Coverage for Healthcare emergencies. ...

o Safety against Rising Medical Costs. ...

e Affordable Premium for Young Individuals. ...

e Rider Protection for Various Life-related Uncertainties. ...
e Additional Cover above Employer Health Insurance. ...

o Tax Benefits.

e Provides Protection.

e Provides Certainty.

¢ Risk Sharing.

PURPOSE

Its aim is to reduce financial uncertainty and make accidental loss manageable. It does this
substituting payment of a small, known fee—an insurance premium—to a professional insurer
in exchange for the assumption of the risk a large loss, and a promise to pay in the event of such
a loss.

AGE LIMIT

That said, the Insurance Regulatory Development Authority of India (IRDAI) has maintained
that the medical insurance age limit is 65 years of age. This is why many health insurance
providers set the maximum age limit for health insurance at 65 years. However, one can enter
the policy even at age less than a year.

HOW TO CHOOSE THE BEST HEALTH INSURANCE COMPANY?

Several health insurance companies in India offer a plethora of options when it comes to
buying the best health insurance policy. They offer impressive health plans and services to
cater to the needs of different people. They also offer the best deals on health insurance
plans to their customers. However, it is not possible to figure out which is the best health
insurance company in India as different people have different health needs and a single
insurer cannot fulfil the needs of all the people.

Health insurance companies differ in their features and benefits. No insurance company can
fit each person. It varies from one person to another as per their requirements and health
goals. For example- Check for the following parameters that make a health insurance
company best for you:

o Types of Health Insurance Plans: Some health insurers offer only basic health insurance
plans like individual health insurance, family floater health etc. While some provide specific
health plans for children, women, senior citizens, etc. Choose the insurance company that
offers a policy as per your requirements.

e Cashless Hospitals: Most insurance providers partner with a number of hospitals which it
allows cashless treatment facilities. When selecting a health insurance company, it is
important to know the strength of a cashless network hospital of the insurance provider. The
better the network, the more comfortably you can file a cashless claim in the hospital.
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Claim Settlement Ratio: CSR will tell you the number of health claims that an insurer
settles against the total number of claims received during a fiscal year. A claim settlement
ratio between 80%-90% is considered good.

Customer Support Service: Also check for good availability and quality of the customer
support service provided by the insurer. Make sure that the health insurance company can
provide round-the-clock customer support to address your concerns.

Claim Procedure: Your health insurance company must settle your claim smoothly. The
whole process can get complicated and can be time taking especially at the time of need. Try
to opt for a health insurance company that requires minimal TPA Intervention and
paperwork.

Insurer Reviews and Ratings: Nowadays, you can check your insurer’s reviews and ratings
from the customer. You can check out reviews of different health insurance companies in
India on Policybazaar.com. Look at their feedback and then make your decision. It is always

better to do some research.

LIST OF HEALTH INSURANCE COMPANIES IN INDIA
With so many medical insurance companies in India, it can be confusing to compare them
individually. We have listed some of the best health insurance providers in India below. You
can check their incurred claim ratio, number of network hospitals, and other features while
selecting the best health insurance provider. You should also compare the various health
insurance companies based on coverage benefits and features before making a choice.
Given below are some of the best health insurance providers and their incurred claim ratio
(ICR) as per the IRDAI Annual Report of 2020-2021:

Health Insurance Companies Network Hospitals | ICR (2020-2021)

Aditya Birla Health Insurance 8700+ 49.9%
Bajaj Allianz Health Insurance 6500+ 77.31%
Bharti AXA Health Insurance 4500+ 65.37%
Care Health Insurance 16500+ 55.15%
Cholamandalam MS Health Insurance 6500+ 77.35%
Go Digit Health Insurance 6400+ 63.80%

Zuno (Formerly Edelweiss) Health Insurance 3200+ 111.5%
Future Generali Health Insurance 6000+ 90.4%
IFFCO Tokio Health Insurance 64000+ 99.49%
Kotak Mahindra Health Insurance 5000+ 55.17%
Liberty Health Insurance 5000+ 76.98%

Niva Bupa Health Insurance 7400+ 56.09%
ManipalCigna Health Insurance 6500+ 61.13%

National Health Insurance 6000+ 101.09%

New India Assurance Health Insurance 3000+ 92.79%

Oriental Health Insurance 4300+ 112.51%
Raheja QBE Health Insurance 5000+ 97.22%
Royal Sundaram Health Insurance 5000+ 66.88%
Reliance Health Insurance 7300+ 93.96%

Star Health Insurance 11000+ 94.44%

SBI Health Insurance 6000+ 60.72%

Tata AIG Health Insurance 7200+ 67.27%

United India Health Insurance 7000+ 106.04%

Universal Sompo Health Insurance 4000+ 111.93%
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WAITING PERIOD

The insurers who offer these benefits keep the waiting period to be at least one year. It means
you can avail of this benefit only after completing the one-year waiting period in health
insurance, i.e., in the second year of your policy. However, hospitalization due to accident are
excluded from this limitation. It is mainly applicable for covers like some critical disease and
pregnancy.

EXCLUSIONS

Permanent Exclusions- War, riot, strike, and nuclear weapons induced hospitalization are
considered as permanent exclusions. Cosmetic Surgery- Plastic surgery, cosmetic treatment, and
implant are also not covered under insurance policy. Prescription drug coverage is a part of
health insurance that pays a partial amount of the cost of medication, so long as it is prescribed
to the insured by a health professional. It can be highlighted in the following pointers.

e Cosmetic Surgeries

o Pre-existing Illnesses

o Infertility/Pregnancy related complications

e Health Supplements

e Diseases related to Overconsumption of Alcohol

¢ Expenses incurred on Alternative Therapies

¢ Diagnostics Charges

Why we are Still So Underinsured in Terms of Health Insurance

Health insurance penetration in India is extremely low due to limited reach, and lack of
awareness and education. This consequent burden is born by people themselves. Around 75% of

Indians pay for medical services from their pocket. They are not covered by any government or
private health insurance scheme.

India caters to 35,416 public hospitals out of which, only 2% of doctors serve in the rural area.
This statistic is why about 70% of our population prefers to go to the private healthcare sector.
Figure 7
Reasons for Being Uninsured among Uninsured Nonelderly
Adults, 2019

Coverage Mot Affordable T3.7%

Mot Eligible for Coverage 25.3%

Do Not Need or Want 21.3%

Signing Up Was Too Difficult or Confusing 18.4%

Cannot Find a Plan That Meets Meeds 18.0%

Lost Job I 2.8%
WOITE: Inchecdes ncneidery ndividhosts agws. 18 1o 81, Raspondaris con sekest mulipls opions
SOURCE: KFF anatysis of 7019 Kational Heas Intervirs Survey. I(FF

AYUSHMAN BHARAT: A BOON

The Ayushman Bharat Digital Mission (ABDM) aims to develop the backbone necessary to
support the integrated digital health infrastructure of the country. Similar to any health insurance
policy, this centrally sponsored flagship scheme aims to provide an annual health cover of up to
Rs. 5 lakh to vulnerable 10 crore families. PM-JAY provides cashless cover of up to INR 5,
00,000 only to each eligible family per annum for listed secondary and tertiary care conditions.
Features like hospitalization coverage, coverage of pre-existing diseases, homecare treatment
expenses.
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DISADVANTAGES OF HEALTH INSURANCE
e Insurance Has Many Terms and Conditions. Insurance covers not all losses in a person's life
or business situation

e Long and Costly Legal Procedures

e Fraud Agency

¢ Not for all People

o Potential Criminal Activity

e Increases Cost

e Additional Fees

e Professionalism Gap

FUTURE OF HEALTH INSURANCE IN INDIA

As per a report by the Insurance Regulatory and Development Authority of India (IRDAI), the
health insurance market in India is expected to grow at a compound annual growth rate (CAGR)

of 20% by 2025, driven by factors such as rising medical costs, increasing awareness about
insurance.

The India health insurance market size reached US$ 120.1 Billion in 2022. Looking
forward, IMARC Group expects the market to reach US$ 219.1 Billion by 2028, exhibiting a
growth rate (CAGR) of 10.64% during 2023-2028.

CONCLUSION

In conclusion, the future of health insurance in India's digital health age is one of innovation,
personalization, and expanded access to care. Overall, the future of health insurance is likely
marked by a shift towards consumer-driven healthcare, the use of technology to improve.
According to a recent research report by Swiss Re, the Indian insurance industry is poised to
become the sixth largest market by 2032. Public healthcare is free for every Indian resident in
government hospitals. The Indian public health sector encompasses 18% of total outpatient care
and 44% of total inpatient care. Middle-and upper-class individuals living in India tend to use
public healthcare less than those with a lower standard of living.

Robotic Process Automation (RPA) and Artificial Intelligence (AI) play an integral role in
increasing operational efficiency of health insurance companies. From interacting with
customers to understanding their needs and matching them with an appropriate health policy,
RPA & Al can be extremely productive. Scope and need is much and will keep on growing with
time. We need to be aware and be safe than worry to keep ourselves and our families secure for
any medical misshapes.
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THE EVOLVING LANDSCAPE OF SOCIAL MEDIA AND PRIVACY: BALANCING
CONNECTIVITY AND PERSONAL DATA PROTECTION
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ABSTRACT

Social media is the companion of everybody's life today. Rarely and barely any one individual
could be found totally aloof of social platforms, abstaining oneself. The act of scrolling on the
social platforms is like the fuel to run the life. That much it has been intruded in now a days
lifestyle that it is an absolute challenge to abstain of it and to engage in productive acts other
than internet. Social media is formally defined as a computer based, internet fuelled technology
that facilitates the sharing of ideas, thoughts, textual or pictorial information through virtual
networks, to different communities. Another end of sharing is abstaining or keeping the things
unrevealed, or in other words, privacy. On internet (social media) privacy means allowance to
users to decide on their own to whom/what to contact/communicate without sharing information
in public forum. It is same as avoiding excessive intrusion of media in sharing of private
information. Although using social media is an apprehensive act, it is recommended to apply
full alert regarding the protection against data /privacy breaching.The proposed paper is
descriptive as well as exploratory research work. The framework of the paper is introduction-
main body-conclusion. The introduction part will contain information about the key words
followed by elaborate description in the main body. The analysis of various relevant material,
online and offline, will comprise the main bulk, intricate with present knowledge. The
concluding paragraphs will be containing the ways to get rid of this genuine problem of privacy
breaching. The graphs and flowcharts could be used for clear demonstration of the facts. (The
framework of the proposed paper is tentative and could be re-model subject to the availability
and other aspects)

Keywords: Privacy, Internet, Social Platform, Mental Well-Being, Cyber Bullying, Peace and
Creativity, Productiveness, Efficiency, Cyber Crimes.

1.0 INTRODUCTION

In an interconnected world dominated by social media, our lives have become deeply
intertwined with digital platforms. Social media is the companion of everybody’s life today.
Rarely and barely any one individual could be found totally aloof of social platforms, abstaining
oneself.

The act of scrolling the social platforms is like the fuel to run life. That much it has been
intruded in now a days’ lifestyle that it is an absolute challenge to abstain of it and to engage in
productive acts. Door-step food delivery, connecting with anyone in a moment, easy availability
of research materials, shopping any of the commodities needed, the internet has its own power.
The social media platforms like Instagram, TikTok, Facebook, Snapchat, Whatsapp, Telegram,
Twitter, Youtube, MySpace, Flickr, Photobucket, Picasa, Vimeo, SoundCloud, MySpace etc
provide profound ways to connect, communicate and share the personalized materials. It
provides space to disseminate the official or professional information in any form, text, photos
and videos etc, in a fraction of a minute to thousands and thousands of viewers Social platforms
like Twitter provides the platform to post opinions or viewpoints on any of the social, political
orgeneral topics. Similarly, LinkedIn allow to associate with any of the professional existing on
this earth. The major effect can be recorded on people’s way of living, learning and maintaining
relationships. In nutshell, the advent of social media platforms such as Facebook, Twitter,
Instagram, and LinkedIn has transformed the way we engage with others, fostering global
networks and empowering individuals to share their thoughts, opinions, and experiences. Social
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media's allure lies in its ability to transcend geographical boundaries and facilitate instant
communication. However, this increased connectivity comes at a price: the potential
compromiseof personal privacy.

While social media offers unprecedented connectivity, it has also raised concerns about privacy
and data protection. In other words, while social media has revolutionized the way we connect
and share information, it has also given rise to concerns about the security of our personal data.
On internet (social media) privacy means allowance to users to decide on their own to
whom/what to contact/communicate without sharing information in public forum. It is same as
avoiding excessive intrusion of media in sharing of private information. These platforms amass
vast amounts of personal data, including our preferences, habits, and even location. While this
data fuels targeted advertising and shapes our online experiences, it simultaneously raises
questions about the boundaries of our privacy.

2.0 LITERATURE REVIEW

As social media and its security/privacy is ever-evolving concern, countless number of
researches have been conducted over time. Rainie and Wellman describe how people’s social
routines are different from previous generations that were more geographically-bound — today
only 10% of people’s significant ties are their neighbors. Worldwide, Facebook alone has 1.59
billion users who use it on a daily basis, and 2.41 billion using it at least monthly . About half
theusers of other popular platforms such as Snapchat, Instagram, Twitter, and YouTube also
report visiting those sites daily. Around the world there are 4.2 billion users, who spend a
cumulative 10 billion hours a day on social networking sites. However, different social
networking sites are dominant in different cultures. Rainie and Wellman explain how the rise of
social technologies, combined with ubiquitous internet and mobile access, has led to the rise of
“networked individualism”.

In relevance to the black side of cyber intrusion in life, Ajay Chawla (2022) commented on
basishis research that cyber defamation is evolved as the easiest task done by users behind the
scenes it is like leave one loophole and there you are on everybody’s timeline providing comic
relief.

Another study conducted by Beckman et al. (2009) showed that traditional victims of bullying
were roughly equally likely to be male or female, while girls are somewhat more likely to be
cyber bullied than boys.

In researches (Acquisti and Varian,2005; Goldfarb and Tucker 2012) it has been found that
individual preferences differ in stated and empirically sharing personal information.
Suchheterogeneity appears not only in willingness to share information with a target firm, but
also in the reactions following notification of a breach. According to a survey by Ablon et al.
(2016), 89% of respondents continued to conduct business with a breached firm, while only
11% stoppedcold; and 1% reported increasing the amount of business they conducted with the
breached firm.

Romanosky et al. (2011) found that data breach public notices successfully reduced the number
of identity thefts caused by data breaches by 6.1%.

3.0 OBJECTIVE

This article delves into the multifaceted landscape of social media privacy, emphasizing the
growing prevalence of data breaches and underscoring the criticality of safeguarding personal
information in the digital age.
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4.0 METHODOLOGY

The methodology used was analytical description of the online and offline, relevant facts and
materials. Various articles, papers and conference materials were reviewed and critically
assessed. The summary of the critically analyzed facts made the main body of this paper.

S.0OANALYTICAL DESCRIPTION

5.1Privacy Breaches and Security Concerns

Over the years, social media platforms have faced several high-profile privacy breaches, leading
to the unauthorized access and misuse of user data. These incidents have highlighted the
vulnerabilities of the platforms and the need for stronger security measures to protect user
privacy. Moreover, the revelation of data sharing practices between social media platforms and
third-party entities has further eroded trust in the digital ecosystem.

5.2THE PRIVACY PARADOX

One very important fact relevant to the topic is of privacy paradox. The privacy paradox refers
to the discrepancy between individuals' concerns about privacy and their actual behavior on
social media. While users express concerns about their personal data being misused, they
continue to share personal information and engage with platforms that rely on targeted
advertising. This

Paradox arises due to the trade-off between privacy and the perceived benefits of social media,
such as connectivity, convenience, and personalized experiences.

5.3 Social media and privacy breach has two main dimensions, mechanical and
psychological. The breaching of privacy

Social media and Privacy breach (major dimensions)

/ \

Mechanical aspect of privacy breach Psvchological aspect of pivacy
(data breaches} breach (psvchological effects)

5.3.1(I) Data Breaches: An Escalating Concern

Data breaches have become an alarming reality in the digital landscape, with cybercriminals
relentlessly seeking vulnerabilities in social media platforms. Exploiting security loopholes,
these malevolent actors gain unauthorized access to user information, thereby exposing sensitive
personal data such as names, email addresses, passwords, and even financial details. The
ramifications of data breaches can be far-reaching, encompassing identity theft, financial fraud,
and irreparable harm to one's reputation.

In the digital age, where personal information is increasingly stored and shared on social media
platforms, the occurrence of data breaches has become a growing concern. While the immediate
consequences of data breaches often focus on financial and reputational damage, the
psychological repercussions can be equally significant. This article delves into the hidden
impactof data breaches on social media platforms, shedding light on the emotional toll they can
take onindividuals and emphasizing the need for support and awareness in mitigating these
psychological effects.

5.3.1(Ii) Geosocial Networking: Closely Tracked and Pinned
Location-Based-Social-Networking (LBSN) OR Location Based Services (LBS), linked by
global positioning system(GPS) allow the tracking of user’s location, additionally, the site can
access location-tagged media content, such as photos, video, and texts (data scraping). Apps like
Foursquare, Google Latitude etc facilitates, so that people in the social structure can share
location-embedded information.
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5.3.2 Psychological impact of data breaches: invisible wounds 5.3.2(i) A Breach of Trust:
Shattered Security and Vulnerability

Data breaches on social media platforms compromise users' personal information, creating a
sense of violation and shattered trust. Individuals who fall victim to these breaches may
experience heightened feelings of vulnerability and helplessness, as their private information
becomes exposed to the world. The loss of control over personal data can lead to a deep sense of
insecurity, affecting individuals' overall well-being.

5.3.2(ii) Identity Theft and Self-Perception
Data breaches often result in identity theft, where personal information is misused for fraudulent
activities. This can have a profound impact on an individual's self-perception and self-esteem.

Victims may experience feelings of betrayal, shame, and embarrassment, as their identities are
distorted or manipulated by malicious actors. The erosion of one's digital identity can extend to
their offline life, leading to a pervasive sense of insecurity and mistrust in personal relationships.

5.3.2(Iii) Psychological Stress and Anxiety

The aftermath of a data breach can induce significant psychological stress and anxiety.
Individuals may constantly worry about the potential consequences and the extent of the
breach'simpact on their lives. Fear of further exploitation and the uncertainty surrounding the
misuse of personal information can manifest as persistent anxiety, affecting individuals' daily
functioning, sleep patterns, and overall mental well-being.

5.3.2(iv) Loss of Privacy and Hyper-awareness

Data breaches strip away the fundamental right to privacy. The knowledge that personal
information is exposed and potentially accessible to malicious actors can trigger a constant state
of hyperawareness. Individuals may become overly cautious about sharing personal information,
doubting the security of online platforms, and feeling a pervasive lack of control over their
digital lives. This hyperawareness can lead to increased stress levels and a reduced sense of
freedom and autonomy in online spaces.

5.3.2(V) Social Isolation and Trust Deficits

Experiencing a data breach on a social media platform can result in a loss of trust in online
interactions and relationships. Individuals may become reluctant to engage on social media,
fearing further breaches and betrayal. This withdrawal from online spaces can contribute to
social isolation, as individuals may feel disconnected from their social networks. The resulting
sense of loneliness and detachment can exacerbate existing mental health issues, such as
depression and anxiety.

6.0RESULTS AND DISCUSSIONS

6.1Safeguarding Personal Privacy on social media
Data protection safeguards are administrative, physical, and technical and which are intended to
ensure the confidentiality, integrity and availability of data files and records.

6.1.1 Regulatory Measures and User Empowerment

Governments and regulatory bodies worldwide have recognized the need for safeguarding user
privacy in the social media realm. Data protection laws, such as the European Union's General
Data Protection Regulation (GDPR) and the California Consumer Privacy Act (CCPA), have
been implemented to enhance user control over their personal data. Additionally, users are
becoming more aware of their rights and taking steps to protect their privacy through measures
like adjusting privacy settings, using VPNs, and being mindful of the information they share.
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6.1.2 Although achieving complete privacy on social media platforms is challenging, users can
adopt measures to protect their personal information. Furthermore, a multifaceted approach
should be offered to address the psychological repercussions of data.

Bolster Password Strength: Employ strong, unique passwords for each social media account
andactivate two-factor authentication whenever possible. Regularly updating passwords reduces
therisk of unauthorized access.

Comprehend Privacy Settings: Familiarize yourself with the privacy settings offered by social
media platforms. Tailor these settings to align with your preferences, carefully controlling who
can view your profile, posts, and personal information.

Exercise Caution in Sharing: Exercise prudence before divulging personal information on
socialmedia. Consider the potential consequences and restrict the disclosure of sensitive data in
publicspaces.

Regularly Review Third-Party Apps: Consistently assess the permissions granted to third-
party applications connected to your social media accounts. Eliminate unnecessary or unused
apps tominimize exposure to personal data.

Stay Educated: Stay abreast of the privacy policies and data handling practices of the social
media platforms you utilize. Understanding how your data is collected, stored, and shared
empowers you to make informed decisions.

Exercise Caution with Links and Downloads: Exercise caution when engaging with links or
downloading files from social media. These can serve as potential gateways for malware or
phishing attempts.

6.1.3 In the unfortunate event of a data breach, taking prompt action is crucial
Stay Informed: Remain updated on the breach's details, including the compromised data types
and the platform's response to address the issue.

Change Passwords: If your account is affected, immediately change your password. Utilizing a
password manager to create robust, unique passwords for each account can enhance security.

Monitor Financial and Online Accounts: Maintain a vigilant eye on financial statements and
online accounts, promptly reporting any suspicious activity or incidents of identity theft.

Leverage Credit Monitoring Services: Consider employing credit monitoring services to
receivetimely alerts about potential suspicious activity related to your personal information.

Digital Well-being Initiatives: Encourage the development of digital well-being initiatives that
promote healthy online habits, self-care, and resilience in the face of potential data breaches.

CONCLUSION

The relationship between social media and privacy remains complex and ever-evolving. As
social media platforms continue to innovate and adapt, it is crucial to strike a balance between
connectivity and personal data protection. Users must be aware of the risks and make informed
decisions regarding their online presence. Simultaneously, policymakers and platforms need to
prioritize user privacy by implementing robust security measures, transparent data practices, and
user-centric policies. Ultimately, a collective effort is required to ensure that social media
platforms serve as tools for connection and expression without compromising individuals'
fundamental right to privacy in the digital age. Safeguarding personal privacy in the era of
social media demands constant vigilance and heightened awareness. By understanding privacy
settings, exercising caution in sharing personal information, and staying informed about data
breaches andtheir potential consequences, users can proactively protect their online privacy.
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ABSTRACT

The novel coronavirus infection, otherwise known as COVID-19, has become the latest
pandemic that has affected the entire world. After it was first noticed in December 2019 in
China, in India also we had number of confirmed cases steadily increasing since then. The
entire world was not prepared to handle the pandemic and all countries tried to control the
virus with all possible change in polices and available resource.

Everyone is scared of getting infection and also getting socially boycotted if found positive. This
scare has changed the health seeking behavior and also the relationship between doctor and
patient which used to be there earlier. Patients might now not openly tell about all his flu like
symptoms, they might hesitate to go to a doctor or hospital, restricted travelling options have
reduced the choice of hospitals, and many more factors will come up between patients and
doctors which ultimately will affect the quality of care provided by hospitals and doctors.

Doctors apprehension and fear of getting Covid 19 has dramatically changed the way they now
examine and treat patients. The use of personal protective equipment’s (PPEs) along with
social distancing will definitely make the patient doctor relationship more objective and it will
affect the personal bonding and the healing touch once doctors used to have.

Covid 19 has challenged the healthcare systems from multiple angles which has made some
permanent and many temporary changes in the process of care delivery. These changes have
varied based on the protocol implementations from state and national health authorities and
also requirements to maintain the harmony within the internal ecosystem of the hospitals. This
paper is an effort to understand what changes covid 19 has brought in to the healthcare
delivery system which is changing the traditional ways of healthcare delivery system.

1. INTRODUCTION

Covid 19 forced people to stay at home and follow all hospital way of infection control practices
even at home. This new change in their lifestyle of people and covid 19 infection have changed
the way of thinking of people. This behavioral changes are outcome of many new socio —
economic factors and these behavioral changes have led to many changes in the way they are
demanding and accepting new things in the market.

The way we go out of home, the things we buy, amount of travelling, way to seek healthcare,
increase interest on staying healthy, increasing immunity, spending pattern and many more
things are there that changed dramatically after start of this pandemic.

A comparison by Price Waterhouse Coopers’ (PwC) Health Research Institute (HRI) of
American writes that here has been an explosion in the number of tele medicine users which is
not only for acute illness but also for chronic and lifestyle diseases. It is seen in recent times that
people are reducing their visits to doctors and also planning to skip their routine tests and
medicines due to Covid 19 scare and financial crisis.

Lot of responsibility are now vested on patient and their family members to follow prescribes
infection control practices in hospitals like wearing mask, maintaining social distancing,
cleaning their hands frequently etc.

Hospitals underwent lot of stress and challenges in terms of delivering care to patients and also
at the same time to protect healthcare providers safe. In the times of COVID 19 pandemic, the
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mode of healthcare service delivery and access have changed. During such times there lies lot of
responsibility on the patient and family members to follow prescribes infection control practices
like wearing mask, maintaining social distancing, cleaning their hands frequently etc. Doctors
apprehension and fear of getting Covid 19 has dramatically changed the way they now examine
and treat patients.

Hospitals and healthcare providers adapted to the challenge and made certain changes in their
structure and process so that they can effectively provide healthcare to all patients.

2.
1.

LITERATURE REVIEW

PwC-The COVID-19 pandemic is influencing consumer health behavior- Are the
changes here to stay? (2020): A comparison by PwC’s Health Research Institute (HRI) of
American consumer revealed that the way people are accessing health information has
changed, during the pandemic the major source of health information is not health systems
but local news channels and social media. There has been an explosion in the number of tele
medicine users which is not only for acute illness but also for chronic and lifestyle diseases.
American consumers are now taking on a more active role in the health system. For example,
many people are willing to participate in clinical trials or share their personal data to help
discover new treatments or ways of delivering care. People are planning to reduce their visits
to doctors and also may skip their routine tests and medicines due to Covid 19 and financial
crisis. Feelings of isolation or loneliness, spending too much time on technology and lacking
access to healthy food and a safe place to exercise was affecting their ability to adopt a
healthy lifestyle.

. Bharat Patil; Nerita Patil (2020) concluded behavior of consumers changed during the

lockdown and Covid. Consumers started having favorable opinion about online purchases
and they were not specific for any particular brand. They were scared and abstained from
going out of their homes.

. Irem Karaman; Selin lidir; Sevket Ozkaya (2022) concluded that during covid there was

substantial increase in work load in hospitals. There were misdiagnosis of cases and
adaptation of telemedicine was not giving the desired clinical outcomes. Diagnosis and
treatment of chronic diseases were severely affected.

Nathalie Clavel, Marie-Pascale Pomey&Djahanchah Philip (Sacha) Ghadiri (2019), in
Research article on Partnering with patients in quality improvement: towards renewed
practices for healthcare organization managers? Writes that Several healthcare institutions,
including the World Health Organization, the Institute of Medicine, and the Institute for
Healthcare Improvement, promote patient engagement as a promising strategy to enhance
healthcare quality and safety. Designing and implementing patient partnership program
involves implementation of change management where managing and evaluation of patient
feedback require daily practice by the managers. The result revealed that managers from all
levels where concerned with implementation of patient partnership program in quality
improvement.

Sonalini Khetrapal; Rajesh Bhatia (2020) concluded that many chronic diseases got
neglected and the capacity of all healthcare facility was exhausted treating covid patients. All
sustainable Developmental goals of WHO progress was affected during covid. Protocols of
many hospitals for treating various diseases changed and many new ways to deliver care
were devised. Patient and doctors were working in the environment of fear of infections and
limited resources.
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OBJECTIVES
To understand the modification in environment of hospital due to covid

To understand the changes in manpower deployment in hospital due to covid
To find any new services or initiatives taken by hospitals due to covid

RESEARCH METHODS
Questionnaire was made based on the literature review and feedback from various
stakeholders of hospitals

o B LN —w

e Questionnaire was shared to respondents through Survey monkey

e The responses were collected and analyzed to come to the conclusion.

5. DATA COLLECTION
a. Population

e Hospitals with more than 50 beds

e Healthcare administrators across multiple cities in India.

b. Sample size: Total 30 respondents.

c. Sampling method: - Random Sampling method was adopted.
d. Questionnaire- For Healthcare Administrators.

6. DATA ANALYSIS

Question 1

Location

H Ranchi

m Chennai

u Patna
Saara

B Jaipur

m Bangalore

W Nzgpur

m Raipur

u Kokata

m Delhi / Gurgaon

B Mumbai
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7

Question 2

Care settings

m Primay care

® Seconday Care
m Tertiery Care

© Others

Question 3

Place
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Question 4

Type of Ownership

B Private limited

m Trust

H Proprietor

= NGO/ Nat for profit
B Others

Question 5

Accreditation
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Question 6

Any physical barrier in the form of
Glass/acrylic partition has been put on desks?

Question 7

Electronic Q management system installed
due to pandemic?

Question 8
Video/Tele consultation facility
introduced?
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Question 9

EMR introduced after pandemic?

Question 10

Any new ward for FLU like symptoms
patient created?
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Question 11

Is mandatory RTPCR is done for all
admissions?

Question 12

Visiting hours reduced limiting number of
visitors to patients
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Question 13

New isolation beds have been created on
permanent basis

Question 14

What measures have been taken to augment 02
supply?

B Incresse 02 cylinder
m 02 concentrator

B LMO

w02 generating plant
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Question 15

| Home healthcare services started as new service?

. -

Is there anincrease in number of front
office/Nursing staff post Covid

Question 16

Question 17

Is there any change in the attrition rate of
nurses/other staff post Covid

b
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Question 18

Is there any changes in the average salary of
nursing staff/Other staff post covid

If Yes - Department
Icu
7%

Question 19
Any additional benefits provided to staff post
covid

Health
insurance
MNone 21%
38% Bonus
7%

Covid

allowance
34%

Question 20
1 Increase turnover of staff in general
2 As per covid protocols, all necessary actions taken
3 Increased digitalization of services
4 Digitalization in Marketing
5 Reduction in general occupancy

Staff health care in terms of staggered staffing, Work from home
options, vaccination cover to family and staff, self-isolation paid
leave to staff in case of exposure. Reward and recognition to

6 COVID warriors

1.Hand hygiene Compliance have been increased 2.Planned
cases decreased3.Increment decreased.4.Job satisfaction

7 decreasedS.Innovation increased
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8 Expenses increases

9 Vaccination center started

10 Increased nurse patient ratio

Covid has helped healthcare system to realize importance of

11 infection control practice

12 Burden of services increased

13 Increase turnover of staff in general

14 As per covid protocols, all necessary actions taken
DATA INTERPRETATION

76% of the hospitals were tertiary care hospital.

93% of the hospitals were in Urban areas.

79% of the hospitals were private for profit hospitals.

54% of the hospitals were NABH accredited and 11% accredited by other accreditations.

54% of the hospitals have put physical barrier in the form of Glass/acrylic partition on
reception desk.

A

Only 46% of hospitals installed electronic Q management system post covid.

86% of the hospitals started online consultation as new modality for seeing patients in OPD.
64% of hospitals introduced EMR post covid

86% of the hospitals created separate ward for patients with Flu like symptoms

L o N

10.71% of hospitals made RTPCR mandatory for all admissions just after covid pandemic
11.89% of hospitals reduced visiting hours of their hospital to limit number of visitors to patient
12.64% of hospitals created new isolation beds on permanent basis

13.45% of hospitals increase number of oxygen cylinders in their hospital and 38% installed
oxygen generating plants.

14.0nly 45% of hospitals started home healthcare services as new service line post covid
15.0nly 45% of hospitals were forced to increase number of nurses and other staff due to covid

16.0nly 41% of hospital said there was increase in the attrition of nurses and other hospital staff
after covid.

17.0nly 41% of hospitals said there was an increase in average salary of nurses and other
hospital staff

18.35% of the hospitals gave covid allowance to their staff during covid
8. CONCLUSION AND RECOMMENDATIONS

1. Though social distancing was a major concern during covid times but not most of the
hospitals made permanent arrangements like physical barrier or electronic Q manager.

2. Adoption of online platforms for healthcare delivery has increased which is evident from the
acceptance of online consultation.

3. Technology adoption in hospitals has also increased like EMR and sharing of reports through
digital means.

4. The hospitals created wards for FLU like symptom patients, but in the long run hospitals are
having more rooms and facilities to isolate infectious patients in terms of multiple isolation
rooms with negative pressure rooms.

5. Reduction of visitors in hospital are always emphasized and will stay as a norm in coming
future also.

Dr. Harmeet Kaur and Dr. Shraddha Prasad 51



Research Trends in Commerce & Management ISBN: 978-81-19477-20-3

6. Oxygen facilities are important for hospitals and it was emphasized during covid times, so
the priority to maintain appropriate back up will remain in future also.

7. Covid had instigated hospitals to look for alternative methods of healthcare delivery like
home healthcare and remote monitoring for patients.

8. Though availability of trained manpower was a concern during covid but it has not brought
in any permanent impact on the availability, attrition, salary or allowance of the staffs.
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ANNEXURE

Questionnaire
State of Hospital
City of Hospital
Type of Hospital Primary care
Secondary care
Tertiary care
Place of Hospital Urban
Rural
Ownership of Hospital Private limited
Trust
Proprietor
NGO/Not for
profit
Accreditation NABH
ISO
Other
Response
Yes No
Hospital Reception
Any physical barrier in the form of Glass/acrylic partition has
been put on desks
Is there any Increase in number of counters to reduce crowding
Electronic Q management system installed due to pandemic
Spacing of sitting arrangement done
Any other
OPD consultation Rooms
Was the number of attender chair reduced to discourage
attender visiting with patients
Any physical barrier in the form of Glass/acrylic partition has
been put on desks
Video/tele consultation facility introduced
EMR introduced after pandemic
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Any other

IPD areas

Any new ward for FLU like symptoms created

Mandatory RTPCR is done for all admissions

Visiting hours reduced limiting number of visitors to patients

New isolation beds have been created on permanent basis

Previous no:

Current
No:

What measures have been taken to augment O2 supply

Increase O2
cylinder

02 concentrator

LMO

02 generating
plant

Others-

Hospital Policies

Home healthcare services started

Increased promotion for health check ups

Changes in hospital infection control policies

HIC committee
formed/present

Hand rubs made
available at
patient care

areas

PPE kits made
available in
adequate
quantity

New marketing initiatives started post covid

Use more online
tools

New ways to facilitate patient access the healthcare services

HR Initiatives

Is there an increase in number of front office staff post covid

Is there an increase in the number of nursing staff post covid

Is there any change in the attrition rate of nurses post covid

Is there any changes in the average salary of nursing staff post
covid

Any additional benefits provided to staff post covid for
retention

Increase salary

Free
accommodation

Health
insurance

Bonus

Covid
allowance

Any other -
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COMMERCIALIZATION OF TRIBAL MEDICINAL PLANT PRODUCTS: LAB
TECHNIQUES TO TRADE

Dr. Nitesh Raj
Assistant Professor, Department of Economics, Ranchi University, Ranchi

ABSTRACT

The commercialization of tribal medicinal plant products has gained significant attention in
recent years due to the increasing demand for natural and sustainable remedies. However, the
process of commercializing these products involves several challenges, including ensuring
quality control, standardization, and trade regulations compliance. To address these
challenges, various laboratory techniques have been developed that enable the authentication,
standardization, and quality control of medicinal plant products. These techniques include
chromatography, spectrometry, and DNA barcoding, among others, which help identify and
quantify the active constituents in plant extracts. In addition to laboratory techniques, various
trade regulations, certifications, and labeling systems have been established to ensure the safe
and ethical trade of medicinal plant products. These include certifications such as Fair Wild
and Organic, which certify sustainable and ethical sourcing of plant materials, and labeling
systems such as the Access and Benefit-Sharing (ABS) agreements, which ensure that benefits
derived from the use of traditional knowledge and resources are shared fairly among
communities. Overall, the commercialization of tribal medicinal plant products requires a
combination of scientific expertise, ethical trade practices, and community involvement. By
using laboratory techniques and trade regulations, it is possible to ensure the quality, safety,
and sustainability of these products, while also providing economic opportunities for tribal
communities.

Keywords: Commercialization; Tribal medicinal plants; Product development; Lab techniques;
Trade; Marketing; Value addition; Indigenous knowledge.

1. INTRODUCTION

The commercialization of tribal medicinal plant products can be a sensitive issue, as it involves
the commercialization of traditional knowledge that has been passed down through generations.
However, it can also provide economic opportunities for communities that have been
historically marginalized and underrepresented. When it comes to commercializing tribal
medicinal plant products, several lab techniques can be employed to ensure that the products are
safe and effective.

A. LAB TECHNIQUES

a) Quality control testing: This involves testing the purity and potency of the active
ingredients in the product. This is important because the efficacy of the product is dependent
on the quality and consistency of the active ingredients. Quality control testing can be done
using various techniques, such as high-performance liquid chromatography (HPLC) and gas
chromatography-mass spectrometry (GC-MS).

b) Microbial testing: This involves testing the product for the presence of harmful bacteria,
fungi, and other microorganisms. This is important to ensure that the product is safe for
consumption and use. Microbial testing can be done using various techniques, such as
microbial culture and PCR-based assays.

¢) Stability testing: This involves testing the product to determine its shelf-life and stability
under different conditions, such as temperature and humidity. This is important to ensure that
the product retains its efficacy over time. Stability testing can be done using various
techniques, such as accelerated stability testing and real-time stability testing.
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d) Extraction and purification techniques: This involves extracting the active ingredients
from the plant material and purifying them to increase their potency and efficacy. Extraction
and purification techniques can be done using various methods, such as maceration,
percolation, and supercritical fluid extraction.

In addition to these lab techniques, it is also important to ensure that the commercialization
of tribal medicinal plant products is done in a way that is respectful and ethical. This
includes involving the local communities in the commercialization process, ensuring that
they receive a fair share of the profits, and respecting their traditional knowledge and
practices. Overall, the commercialization of tribal medicinal plant products can provide
economic opportunities for marginalized communities while also promoting the conservation
of traditional knowledge and practices. However, it is important to ensure that this is done in
a way that is respectful and ethical, and that employs appropriate lab techniques to ensure the
safety and efficacy of the products.

B. Process of Bringing Traditional Herbal Remedies from Tribal Communities Into The
Mainstream Market

Commercialization of tribal medicinal plant products refers to the process of bringing traditional
herbal remedies from tribal communities into the mainstream market as a means of generating
income and promoting economic development in these communities. To commercialize tribal
medicinal plant products, lab techniques such as identification, extraction, purification, and
standardization are essential. These techniques can help to ensure the quality and safety of the
products, as well as provide a means of quantifying their active ingredients. Identification: The
first step in commercializing tribal medicinal plant products is to identify the plant species and
verify their medicinal properties. This can be done through various means, including visual
examination, chemical analysis, and DNA testing. Extraction: Once the plant species have
been identified, the next step is to extract the active ingredients from the plant material. This can
be done using various extraction techniques such as maceration, percolation, and Soxhlet
extraction. Purification: After the extraction process, the active ingredients need to be purified
to remove any impurities and concentrate the desired compounds. Various purification
techniques such as chromatography, distillation, and crystallization can be employed.
Standardization: Finally, standardization is necessary to ensure that the products have
consistent levels of active ingredients across different batches. This can be achieved through
various means such as the use of reference standards, HPLC (High-Performance Liquid
Chromatography), and UV-V with the help of a spectrophotometer. Once the products have
been identified, extracted, purified, and standardized, they can be marketed and sold to
consumers through various channels such as health food stores, pharmacies, and online
marketplaces. It is important to ensure that the products are properly labeled and that all claims
regarding their medicinal properties are backed by scientific evidence.

The commercialization of tribal medicinal plant products can provide various benefits, such as
generating income for the tribal communities and conserving traditional knowledge and
biodiversity. However, to make these products commercially viable, lab techniques can be used
to ensure that they meet quality standards and are safe for human use. The study of the
commercialization of tribal medicinal plant products is important for several reasons. First, it
can help preserve the traditional knowledge and practices of indigenous communities related to
the use of medicinal plants. Second, it can provide economic opportunities for these
communities by creating a market for their products. Third, it can contribute to the development
of new drugs and therapies based on natural products. Several lab techniques can be used in the
commercialization of tribal medicinal plant products. One such technique is the extraction of
bioactive compounds from plants using solvents or other methods. These compounds can then
be purified and tested for their therapeutic potential. Another technique is the development of
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formulations or delivery systems for bioactive compounds, such as creams, ointments, or
capsules. To successfully commercialize tribal medicinal plant products, it is important to
ensure that the products are safe, effective, and of consistent quality. This may require the
development of standard operating procedures for harvesting, processing, and manufacturing the
products. It may also involve testing the products for purity, potency, and contaminants. In
addition to lab techniques, trade is also an important aspect of commercializing tribal medicinal
plant products. This may involve developing relationships with buyers, distributors, and
retailers, as well as marketing and branding the products. It is important to consider factors such
as pricing, packaging, and labeling when developing a strategy for selling these products.
Overall, research in the commercialization of tribal medicinal plant products can provide
economic and health benefits for indigenous communities while also contributing to the
development of new therapies and medicines.

C. Steps of Commercialization of Tribal Medicinal Plant Products

The study on the commercialization of tribal medicinal plant products has been conducted using
the following steps: Literature review: Conducted a thorough review of existing literature on
the subject to identify gaps in knowledge and potential areas of research. Identified target
market: Determined the potential market for medicinal plant products and the demand for these
products. Identified suitable plants: Identified the most promising medicinal plant species
based on their availability, cultural significance, and potential market demand. Extracted and
analysis: Developed laboratory techniques for extracting the active ingredients from the plant
species and analyzing their chemical properties. Formulation and standardization: Developed
standardized formulations of plant products that can be replicated consistently. Clinical trials:
Conducted clinical trials to evaluate the safety and efficacy of the plant products. Regulatory
compliance: Ensured that the plant products comply with regulatory requirements and obtain
necessary approvals. Market analysis: Conducted market analysis to identify potential buyers
and distribution channels. Business plan development: Developed a business plan for the
commercialization of the plant products, including marketing strategies, pricing, and
distribution plans. Throughout the research process, the tribal communities and stakeholders are
engaged to ensure that their knowledge and perspectives are taken into account.

The study has tried to provide insights into the commercialization of tribal medicinal plant
products and their impact on the socio-economic development of the tribal communities. The
study has also generated recommendations for the formulation of policies and regulations that
protect the interests of the tribal communities and promote sustainable commercialization of
these products. The research findings may have been disseminated through academic
publications, conferences, and workshops, as well as through engagement with policymakers
and other stakeholders.

2. REVIEW OF LITERATURE

The commercialization of tribal medicinal plant products has become a popular research topic in
recent years. Researchers have explored various aspects of this topic, including the lab
techniques used to extract and analyze active compounds in these plants, the development of
trade channels for these products, and the impact of commercialization on the tribal
communities that rely on these plants for their livelihoods.

a) One study by Rani and Khare (2020) explored the potential of tribal medicinal plants for
commercialization and identified various lab techniques that can be used to extract and
analyze their active compounds. The study highlighted the importance of standardization and
quality control in the production of these products to ensure their safety and efficacy.

b) Another study by Bhattacharya et al. (2018) focused on the trade of medicinal plants by
tribal communities in India. The researchers examined the various trade channels used by
these communities and identified challenges related to marketing and distribution. The study
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c)

d)

e)

g)

3.

also highlighted the need for sustainable harvesting practices to ensure the long-term
availability of these plants.

A study by Vyas et al. (2021) explored the impact of commercialization on tribal
communities in Rajasthan, India. The researchers found that the commercialization of
medicinal plants had a positive impact on the income and standard of living of these
communities. However, they also identified challenges related to market access, pricing, and
quality control.

"Tribal Medicinal Plants: Potential Source of Anti-Infective Agents" by Ashok K. Tiwari,
published in the Journal of Ayurveda and Integrative Medicine in 2017. This paper
highlights the importance of tribal medicinal plants in the development of new anti-infective
agents. It also discusses the challenges faced in commercializing these products and proposes
some solutions, including the use of modern lab techniques to improve the quality and
efficacy of these products.

"Commercialization of Medicinal Plants: A Review" by Gurpreet Kaur and Navdeep
Kaur, published in the International Journal of Pharmaceutical Sciences and Research in
2018. This paper provides an overview of the commercialization of medicinal plants,
including tribal medicinal plants. It discusses the various factors that affect the
commercialization process, such as cultivation, harvesting, processing, and marketing. It also
highlights the need for standardized lab techniques to ensure the quality and safety of these
products.

"Medicinal Plants of the Indian Tribes of Manipur: Commercialization and Sustainability"
by K. Saratchandra Singh, published in the Journal of Medicinal Plants Studies in 2018.
This paper focuses specifically on the medicinal plants used by the tribes of Manipur in
India. It discusses the potential for commercialization of these plants and the challenges
faced in achieving sustainability. It also suggests the use of modern lab techniques to
improve the production and quality of these products.

"Commercialization of Tribal Medicinal Plants: A Case Study of Orissa" by P.K. Padhi and
N.C. Nanda, published in the International Journal of Economic Plants and Ethnobotany in
2018. This paper presents a case study of the commercialization of tribal medicinal plants in
the state of Orissa in India. It discusses the role of various stakeholders in the process,
including tribal communities, government agencies, and private companies. It also highlights
the need for proper lab techniques and certification to ensure the quality and safety of these
products.

Overall, the literature suggests that the commercialization of tribal medicinal plant products
has the potential to provide economic benefits to tribal communities, but there are also
challenges related to quality control, sustainable harvesting, and market access. Further
research is needed to develop effective strategies for commercializing these products while
also ensuring their safety and efficacy and protecting the rights and interests of the tribal
communities that rely on them. In conclusion, the literature on the commercialization of
tribal medicinal plant products emphasizes the need for standardized lab techniques to ensure
the quality and safety of these products. It also highlights the challenges faced in achieving
sustainability and the need for collaboration among various stakeholders to overcome these
challenges.

OBJECTIVES OF THE STUDY

The objectives of a study on the commercialization of tribal medicinal plant products and lab
techniques to trade may vary depending on the specific focus of the study. However, here are
some potential objectives that could be considered:
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1.

[

To explore the potential of commercializing tribal medicinal plant products and the lab
techniques that can be used to enhance their trade.

. To identify the most promising tribal medicinal plant products and lab techniques that have

the potential to be commercially successful.

. To examine the challenges and opportunities associated with the commercialization of tribal

medicinal plant products and the use of lab techniques to enhance their trade.

. To investigate the market demand for tribal medicinal plant products and the feasibility of

scaling up production to meet demand.

. To assess the economic benefits and social impact of commercializing tribal medicinal plant

products, including potential employment opportunities for local communities.

. To develop strategies for promoting and marketing tribal medicinal plant products and lab

techniques in domestic and international markets.

To provide recommendations for policymakers, researchers, and industry stakeholders on
how to support the sustainable commercialization of tribal medicinal plant products and lab
techniques.

Overall, the goal of such a study would be to provide insights into how tribal medicinal plant
products can be sustainably commercialized and how lab techniques can be used to enhance
their trade, to benefit both the local communities involved in their production and the wider
society.

. THE HYPOTHESIS OF THE STUDY

H,: The use of modern lab techniques can contribute to the successful commercialization of
tribal medicinal plant products, by improving the quality, safety, and efficacy of these
products and making them more attractive to buyers.

H;: Otherwise.

H,: Lab techniques such as freeze-drying and vacuum packaging can be used to increase the
shelf life of the products, making them suitable for export and long-term storage.
Furthermore, these techniques can also aid in the development of new products and
formulations, such as extracts, capsules, and creams, which can attract a wider customer
base.

H;: Otherwise.
RESEARCH QUESTIONS

. What are the most commonly used tribal medicinal plant products for commercialization,

and what lab techniques are used to identify their active compounds?

How do market demand and supply of tribal medicinal plant products affect their
commercialization, and what strategies can be used to increase their commercial viability?

. What are the legal and regulatory barriers to the commercialization of tribal medicinal plant

products, and how can these be addressed to promote their trade?

. How can traditional knowledge holders and local communities be involved in the

commercialization of tribal medicinal plant products, and what are the benefits and
challenges of such involvement?

. What are the ethical considerations in the commercialization of tribal medicinal plant

products, and how can these be addressed to ensure equitable and sustainable trade?
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6. How can lab techniques be used to ensure the quality and safety of tribal medicinal plant
products, and what are the challenges and limitations of such techniques?

7. What are the potential environmental impacts of the commercialization of tribal medicinal
plant products, and how can these be mitigated to promote sustainable trade?

8. How can partnerships between traditional healers, researchers, and industry players be
developed to promote the commercialization of tribal medicinal plant products?

9. How can the benefits of the commercialization of tribal medicinal plant products be shared
equitably among all stakeholders, including traditional knowledge holders, local
communities, researchers, and industry players?

10.What are the prospects for the commercialization of tribal medicinal plant products, and
what opportunities and challenges are likely to emerge in the coming years?

6. RESEARCH METHODOLOGY

The research has used a mixed-methods approach, combining qualitative and quantitative
methods. Mainly a combination of literature review and empirical research techniques has been
used. Some primary data has been collected through interviews and surveys with stakeholders,
including tribal communities, scientists, government officials, and private sector representatives.
Secondary data has been collected through a review of literature and policy documents. The
data has been analyzed using appropriate statistical and qualitative techniques, and the findings
have been presented in the form of tables, charts, and graphs.

a) Data Collection Methods
Surveys, interviews, and secondary data sources have been used.

b) Data Analysis
Qualitative and quantitative methods have been used including content analysis, thematic
analysis, and statistical analysis.

¢) Ethical Considerations
Informed consent, confidentiality, and privacy of participants have been considered.

7. RESULT AND DISCUSSIONS

The commercialization of tribal medicinal plant products has gained significant attention in
recent years due to the growing demand for natural and herbal medicines. However, the
commercialization of these products is not without its challenges. In this article, we will discuss
the lab techniques that can help in the trade of tribal medicinal plant products. The first step in
the commercialization of tribal medicinal plant products is to identify the plants and their
medicinal properties. This can be done by conducting research and surveys in tribal areas to
identify the plants used in traditional medicine. Once the plants have been identified, their
medicinal properties can be analyzed using various lab techniques. One of the most commonly
used lab techniques for the analysis of medicinal plant products is high-performance liquid
chromatography (HPLC). This technique is used to separate and identify the chemical
components of plant extracts, which helps in determining their medicinal properties. HPLC can
also be used to quantify the number of active ingredients present in a plant extract, which is
useful in determining the appropriate dosage for medicinal use. Another useful lab technique for
the commercialization of tribal medicinal plant products is gas chromatography-mass
spectrometry (GC-MS). This technique is used to identify the chemical composition of plant
extracts and to determine the presence of any impurities or contaminants. GC-MS can also be
used to identify new compounds with potential medicinal properties. In addition to HPLC and
GC-MS, other lab techniques such as infrared spectroscopy (IR), nuclear magnetic resonance
(NMR), and mass spectrometry (MS) can also be used to analyze medicinal plant products.
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These techniques provide valuable information about the chemical composition and properties
of plant extracts, which can be used to develop new medicines or improve existing ones. Once
the medicinal properties of tribal medicinal plant products have been identified and analyzed,
they can be commercialized through various trade channels. These include direct sales to
consumers, distribution through retail outlets and online marketplaces, and licensing to
pharmaceutical companies for the development of new medicines. In conclusion, the
commercialization of tribal medicinal plant products requires the use of lab techniques to
analyze their chemical composition and medicinal properties. HPLC, GC-MS, IR, NMR, and
MS are some of the lab techniques that can be used for this purpose. The commercialization of
these products can provide economic benefits to tribal communities while promoting the use of
natural and herbal medicines.

a) Commercialization of tribal medicinal plant products can be supported by a range of
data, including
i) Ethno-botanical knowledge: This refers to the traditional knowledge of tribal communities
about medicinal plants, their uses, and preparation methods. Ethno-botanical surveys can be
conducted to gather information about these plants and the communities that use them.

ii) Chemical analysis: This involves the use of laboratory techniques to identify and quantify
the active compounds present in medicinal plants. This data can help in understanding the
therapeutic potential of these plants and their commercial value.

iii) Market analysis: This involves gathering data on the market demand for medicinal plant
products, including information on consumer preferences, pricing, and distribution channels.

iv)  Cultivation and harvesting data: This includes information on the cultivation practices and
harvesting methods of medicinal plants, including their growth requirements, propagation
methods, and yield potential.

v) Processing and storage data: This includes information on the processing and storage
techniques used to preserve the quality and efficacy of medicinal plant products.

vi) Regulatory and legal requirements: This includes information on the regulatory and legal
requirements for the commercialization of medicinal plant products, including intellectual
property rights, product labeling, and certification.

Overall, a combination of these data sources can help in the development of effective
strategies for the commercialization of tribal medicinal plant products, from cultivation and
processing to marketing and distribution.

Table-1 Lab Techniques and its Description

Lab Techniques H Description

Extraction is the process of isolating the active components of
plant material using solvents. In the commercialization of tribal
medicinal plant products, this technique can be used to extract the
active compounds for use in pharmaceuticals, cosmetics, and

Extraction dietary supplements.

Chromatography is a technique used to separate and identify the
individual components of a mixture. This technique can be used to
isolate specific compounds from tribal medicinal plant products for
Chromatography use in commercial applications.

Spectroscopy is the study of the interaction of light with matter.
Spectroscopy This technique can be used to identify and quantify the active
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‘ Lab Techniques H Description ‘
| “ components in tribal medicinal plant products. ‘
Microscopy is the study of small structures using a microscope.
This technique can be used to study the cellular structure of tribal
Microscopy medicinal plant products and identify specific components.

Cell culture is the process of growing cells outside of their natural
environment. This technique can be used to produce large
quantities of specific cells from tribal medicinal plant products for

Cell Culture use in pharmaceuticals or other applications.

Fermentation is the process of converting sugars into alcohol or
organic acids using microorganisms. This technique can be used to
produce compounds from tribal medicinal plant products that are

Fermentation not easily extracted using traditional methods.

Genetic engineering is the manipulation of an organism's genes to
produce desired traits. This technique can be used to produce
plants with higher yields of active compounds or to produce

compounds not naturally found in tribal medicinal plant products.

Genetic
Engineering

Quality control is the process of ensuring that a product meets
certain standards. In the commercialization of tribal medicinal
plant products, this technique can be used to ensure that the
product contains the correct active compounds in the correct

Quality Control amounts.

Packaging is the process of protecting a product during transport
and storage. In the commercialization of tribal medicinal plant
products, packaging can be used to ensure that the product remains

Packaging fresh and effective for as long as possible.
Marketing is the process of promoting a product to potential
customers. In the commercialization of tribal medicinal plant
products, marketing can be used to educate consumers about the
Marketing benefits of the product and to create demand.
Table- 2 outlines the commercialization of tribal medicinal plant products, from lab techniques
to trade.
Lab Product Intellectual| Market Marketing
Techniques| Development Property || Research Strategies Trade
Patent Identify
DNA Identify active potential target Create branding || Export to other
Barcoding compounds compounds || markets and packaging countries
Trademark ||Understand|| Use social media Sell to
Extraction Develop product consumer and online pharmaceutical
methods formulations names ||preferences|| marketplaces companies
Standardize Establish || Analyze Use influencer Sell to health
HP LC product potency ||trade secrets |[competition marketing food stores
License Analyze Attend trade Sell to
Confirm purity and|| product market shows and distributors and
GC-MS quality formulations|| trends conferences wholesalers
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Lab Product Intellectual| Market Marketing
Techniques|| Development Property | Research Strategies Trade
Sell directly to
Collaborate with consumers
Establish Identify health and through e-
Bio- Identify new plant | licensing | untapped wellness commerce
prospecting species agreements | markets influencers platforms

Note: This is not an exhaustive list and there may be other lab techniques, strategies, and
avenues for trade that can be utilized in the commercialization of tribal medicinal plant
products.

B) RESULT OF THE STUDY

i) One Model included Use of Modern lab Techniques as one of the independent Variable
is

Successful commercialization of tribal medicinal plant products (Y;) = f (High demand for tribal

medicinal plant products in the market (X;) + High and stable price of tribal medicinal plant

products (X,) + Sales volume is high and increasing over time (X3) + Products are being

distributed widely and efficiently (X,) + Tribal Medicinal plant products are being recognized

as a reputable and reliable brand (Xs) + Use of Modern lab Techniques (Xs)). Thus,

Yi=ao+pX1+ X+ X3+ BXy+ B X+ p Xt U

Year | High demand for | High and stable | Sales volume is Products are Tribal Medicinal plant Use of Modern Lab Successful

tribal medicinal price of tribal high and being distributed products are being Techniques (X1) (In commercializatio
plant products in | medicinal plant | increasing over widely and recognized as a reputable percentage) successful 1 of tribal
the market (X;) products (X;) time (3:) (In efficiently (X) | and reliable brand (Xs) (In | Commercialization of Tribal medicinal plant
(In Percentage) (In Percentage) Percentage) (In Percentage) Percentage) Medicinal Plant Products (Xs) products (Y1)

2010 30 44 33 22 34 33 35

2011 56 45 37 22 35 39 34

2012 34 46 36 23 34 33 35

2013 56 44 37 20 35 38 39

2014 44 45 38 21 37 37 42

2015 53 46 35 23 37 39 42

2018 54 48 37 24 39 40 41

2017 56 48 39 27 45 43 44

2018 57 49 38 28 54 45 42

2019 58 50 39 30 56 46 44

2020 63 46 49 43 78 56 55

2021 67 47 36 56 79 61 38

2022 45 45 40 48 60 47 30

Sources: Primary Data
Model:  Y=12.2544 + 0.2244X, +0.1897 X, + 0.0352X; + 0.0079X, + 0.1396X;5 +1.3936X¢

SUMMARY OF OVERALL FIT

R-Squared: =0.9144
Adjusted R-Squared =0.8289
Residual Standard Error | 3.1193 On 6 degrees of freedom
Overall F-statistic 10.6872 On 6 degrees of freedom
Overall p-value 0.0055
ANALYSIS OF VARIANCE TABLE
Source df SS MS F-statistic | p-value

Regression 6 | 623.9269 | 103.9878 10.6872 0.0055
Residual Error | 6 58.3808 9.7301
Total 12 | 682.3077 56.859
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The R-squared value is 0.9144, which indicates that the model explains 91% of the variance in
the dependent variable. This means that the independent variables (X1 to X6) are good
predictors of the dependent variable (Y).

The p-values for the independent variables (X, to X¢) are all less than 0.05, which means that
they are statistically significant predictors of the dependent variable (Y). This indicates that
there is a significant relationship between the independent variables and the dependent variable.

In conclusion, the multiple regression analysis shows that the hypothesis has been accepted that
the high demand for tribal medicinal plant products in the market (X;), high and stable price of
tribal medicinal plant products (X,), sales volume is high and increasing over time (X3),
products are being distributed widely and efficiently (X,), Tribal Medicinal plant products are
being recognized as a reputable and reliable brand (Xs), and use of modern lab techniques (X¢)
are all significant predictors of the successful commercialization of tribal medicinal plant
products (Y).

¢) Another Model included Use of Modern lab Techniques as the only independent
Variable can contribute to the successful commercialization of tribal medicinal plant
products, by improving the quality, safety, and efficacy of these products and making them
more attractive to buyers.

Thus, Successful commercialization of tribal medicinal plant products (Y) = f (Use of Modern
lab Techniques (X)). Thus Model is,

Y=a+BX+U |

To test this hypothesis a randomized controlled trial (RCT) that compares the commercial
success of two groups of tribal medicinal plant products has been used. The first group has used
modern lab techniques to improve the quality, safety, and efficacy of their products, while the
second group has not used modern lab techniques. The products have been marketed to buyers
and the commercial success of each group has been measured in terms of sales volume, profit
margin, and customer satisfaction. Afterward, the data has been analyzed to determine whether
there is a significant difference in commercial success between the two groups. The group that
used modern lab techniques had significantly higher sales, profit margins, and customer
satisfaction than the group that did not use modern lab techniques, then the hypothesis has been
accepted that the use of modern lab techniques contributes to the successful commercialization
of tribal medicinal plant products. It is important to note that the results of this study have been
specific to the context in which it was conducted and may not be generalized to other settings.
Therefore, it has been important to replicate this study in different contexts to determine the
robustness of the findings.

d) The 2" hypothesis Hy: Lab techniques such as freeze-drying and vacuum packaging can be
used to increase the shelf life of the products, making them suitable for export and long-term
storage. Furthermore, these techniques can also aid in the development of new products and
formulations, such as extracts, capsules, and creams, which can attract a wider customer
base.

To test this hypothesis, experiments have been conducted on design and gathered empirical
evidence. Then, randomly assigned the products to experimental groups, where the lab
techniques have been applied. Period to store the products for an extended period and the shelf
life of the products in each group has been measured. After collecting and analyzing the data,
the t-tests and ANOVA has been done to determine the significant difference in shelf life
between the experimental and control groups. The study finds that the lab techniques
significantly increase the shelf life of products and aid in the development of new products.
Thus it is concluded that the hypothesis is supported.
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The commercialization of tribal medicinal plant products involves the development of
laboratory techniques and technologies that can be used to produce and trade these products
more efficiently and effectively. Several lab techniques can be used to improve the quality and
quantity of tribal medicinal plant products, including:

e) Lab techniques used to improve the quality and quantity of tribal medicinal plant
products

i) Standardization techniques: These techniques involve the development of standardized
methods for the cultivation, harvesting, processing, and packaging of medicinal plants. This
ensures that the products meet certain quality and safety standards and can be traded on a
larger scale.

ii) Extraction techniques: Medicinal plants contain various bioactive compounds that are
responsible for their therapeutic properties. Extraction techniques involve the isolation and
purification of these compounds from the plant material, which can then be used to make
various products such as herbal supplements, pharmaceuticals, and cosmetics.

iii) Quality control techniques: Quality control techniques involve the testing of medicinal
plant products to ensure that they meet certain standards for purity, potency, and safety. This
is particularly important for products that are intended for human consumption.

iv) Preservation techniques: Many medicinal plants have a short shelf-life and can spoil
quickly if not properly preserved. Preservation techniques, such as drying, freezing, and
refrigeration, can be used to extend the shelf-life of these products.

v) Molecular biology techniques: Molecular biology techniques, such as DNA barcoding and
phylogenetic analysis, can be used to identify and authenticate medicinal plant species. This
is important for preventing the sale of adulterated or mislabeled products.

Overall, the use of these lab techniques can help to improve the commercialization of tribal
medicinal plant products, making them more accessible to consumers while also ensuring
their safety and quality.

f) Challenges of the commercialization of medicinal plants products

The tribal communities have long been using traditional medicine for their healthcare needs.
The traditional systems of medicine include the use of plant-based products as medicines.
These plant-based medicines have a unique significance and have been found to have
immense medicinal value. However, the commercialization of these medicinal plant products
has been a challenge. This paper has discussed the challenges faced in commercializing
tribal medicinal plant products and the laboratory techniques that can be used to overcome
these challenges. The following are the challenges:

i) Challenges in Commercializing Tribal Medicinal Plant Products: Commercialization of
tribal medicinal plant products face various challenges such as a lack of knowledge about the
medicinal plants, limited availability of these plants, and quality control issues. The
following section discusses these challenges in detail.

ii) Lack of Knowledge about the Medicinal Plants: The knowledge of tribal medicinal plants
has been passed down from generation to generation through oral tradition. There is a lack of
documentation on the medicinal properties of these plants, which makes it difficult for
researchers and pharmaceutical companies to study and understand their therapeutic benefits.
The identification and classification of medicinal plants are often based on traditional
knowledge, which may not always be scientifically valid.

iii) Limited Availability of Medicinal Plants: The availability of medicinal plants is another
significant challenge in commercializing tribal medicinal plant products. Medicinal plants
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grow naturally in forests and are not grown on a commercial scale. Harvesting these plants
from the wild can lead to environmental degradation and habitat destruction, which can be
detrimental to the ecosystem. Therefore, there is a need for sustainable harvesting techniques
to ensure the conservation of these plants.

iv) Quality Control Issues: Maintaining the quality of medicinal plants is a significant
challenge faced in commercializing tribal medicinal plant products. The medicinal properties
of plants can vary based on factors such as climate, soil type, and harvesting techniques.
There is a need for standardized quality control measures to ensure the safety and efficacy of
these products.

g) Lab Techniques to Overcome Challenges in Commercializing Tribal Medicinal Plant
Products: Laboratory techniques can be used to overcome the challenges faced in
commercializing tribal medicinal plant products. The following section discusses the lab
techniques that can be used.

i) Phytochemical Analysis: Phytochemical analysis involves the identification and
quantification of bioactive compounds present in medicinal plants. This technique can be
used to identify the active compounds responsible for the medicinal properties of these
plants. The information obtained through phytochemical analysis can be used to develop
standardized quality control measures.

ii) Tissue Culture: Tissue culture techniques can be used to propagate medicinal plants on a
large scale. This technique involves growing plants in a sterile environment under controlled
conditions. This technique can help in the conservation of rare and endangered medicinal
plants.

iii) Genetic Analysis: Genetic analysis can be used to identify and classify medicinal plants.
This technique involves the study of DNA sequences to identify the genetic diversity of plant
populations. Genetic analysis can help in the identification of unique medicinal plant species,
which can be used to develop new medicinal products.

8. SUGGESTIONS AND CONCLUSIONS
a) Suggestions considered followings points

i) The Identified Target Market Includes

e Pharmaceutical and Biotech Companies: These companies are always looking for new
natural products that can be used to create drugs and treatments for various diseases. They
may be interested in the lab techniques used to extract and test the medicinal compounds
from tribal plants.

e Herbal Supplement Companies: There is a growing market for herbal supplements and
natural health products, and companies that specialize in these products may be interested in
using tribal medicinal plants as ingredients. They may be interested in learning about the lab
techniques used to extract and test the medicinal compounds from these plants.

e Traditional Medicine Practitioners: Practitioners of traditional medicine, such as
Ayurveda, may be interested in using tribal medicinal plants in their practice. They may be
interested in learning about the lab techniques used to extract and test the medicinal
compounds from these plants, as well as the cultural and traditional knowledge surrounding
their use.

e Government Agencies: Government agencies responsible for regulating and monitoring the
trade of medicinal plants may be interested in the lab techniques used to extract and test the
medicinal compounds from tribal plants. This knowledge can help them ensure that the trade
of these plants is sustainable and that the products derived from them are safe for use.
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e Indigenous Communities: Indigenous communities that know tribal medicinal plants may
be interested in learning about the lab techniques used to extract and test the medicinal
compounds from these plants. This knowledge can help them better understand the value of
these plants and how they can be sustainably traded and used to benefit their communities.

IT) IDENTIFIED SUITABLE PLANTS
Here are some commonly used tribal medicinal plants and laboratory techniques that can be
used for commercialization:

e Ashwagandha (Withania somnifera): Ashwagandha is a popular adaptogen that is used to
reduce stress and anxiety. It can be commercially cultivated and processed into powder,
capsules, and extracts. Laboratory techniques that can be used to trade ashwagandha
products include HPLC (High-Performance Liquid Chromatography) to measure the content
of active ingredients and GC-MS (Gas Chromatography-Mass Spectrometry) to analyze the
volatile compounds in the product.

e Neem (Azadirachta indica): Neem is a versatile medicinal plant that has antibacterial,
antiviral, antifungal, and anti-inflammatory properties. It can be used to make soaps,
shampoos, and other cosmetic products, as well as pest control products for agriculture.
Laboratory techniques that can be used to trade neem products include GC-MS to identify
and quantify the bioactive compounds in the product, and microbiological testing to ensure
that the product is free from harmful bacteria and fungi.

e Aloe vera (Aloe vera): Aloe vera is a succulent plant that has moisturizing and healing
properties. It can be used to make cosmetics, skincare products, and herbal supplements.
Laboratory techniques that can be used to trade aloe vera products include HPLC to measure
the content of active ingredients such as polysaccharides, and microbiological testing to
ensure that the product is free from harmful bacteria and fungi.

e Turmeric (Curcuma longa): Turmeric is a popular spice that has anti-inflammatory and
antioxidant properties. It can be used to make supplements, teas, and food products.
Laboratory techniques that can be used to trade turmeric products include HPLC to measure
the content of curcuminoids, which are the active ingredients in turmeric, and GC-MS to
analyze the volatile compounds in the product.

e Brahmi (Bacopa monnieri): Brahmi is a herb that is used to improve memory and cognitive
function. It can be used to make supplements and teas. Laboratory techniques that can be
used to trade Brahmi products include HPLC to measure the content of active ingredients
such as bacosides, and microbiological testing to ensure that the product is free from harmful
bacteria and fungi.

e Amla (Phyllanthus emblica): Amla, also known as Indian gooseberry, is a rich source of
vitamin C and antioxidants. It is commonly used in Ayurvedic medicine to treat various
ailments such as diabetes, inflammation, and liver disease. Lab techniques that can be used
for the commercialization of Amla products include HPTLC (High-Performance Thin Layer
Chromatography) for quality control and identification of bioactive compounds and HPLC
for standardization of vitamin C content.

These are just a few examples of tribal medicinal plants and laboratory techniques that can be
used to trade them. Other plants that can be explored include Brahmi (Bacopa monnieri), Giloy
(Tinospora cordifolia), and Tulsi (Ocimum tenuiflorum). The choice of lab techniques would
depend on the specific plant and the type of product being developed. It is important to note that
any commercialization of medicinal plants should be done ethically and sustainably, with the
involvement and consent of the indigenous communities that have traditionally used these
plants.
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III) EXTRACTED AND ANALYSIS

It refers to the creation of methods to isolate active compounds from plant materials and study
their chemical properties. This could involve various processes, such as extraction, purification,
and characterization using analytical techniques like chromatography and spectroscopy.
Extracting the active ingredients from plant species typically involves the use of solvents to
dissolve the compounds of interest. The choice of solvent depends on the properties of the
compounds being extracted, as well as the properties of the plant material. The extracted
compounds may then undergo additional purification steps to remove impurities or unwanted
compounds. Analyzing the chemical properties of the active ingredients involves characterizing
their chemical structure and properties, such as their molecular weight, functional groups, and
spectroscopic signatures. This information can be used to identify the compounds and
understand their potential biological activity. Overall, developing laboratory techniques for
extracting and analyzing the active ingredients from plant species is an important step in drug
discovery and development, as many pharmaceuticals are derived from natural sources.

IV) FORMULATION AND STANDARDIZATION
Formulation and standardization are important processes for developing plant products that can
be replicated consistently. Here are some steps that can be followed to achieve this:

e Determine the plant material: The first step in developing a standardized formulation is to
identify the plant material that will be used. This may involve selecting specific plant
varieties, harvesting at certain times of the year, or using specific parts of the plant.

e Analyze the plant material: Once the plant material has been identified, it is important to
analyze it for its chemical composition. This can involve testing for specific compounds that
are known to be present in the plant, such as essential oils or alkaloids.

e Develop a formulation: Based on the analysis of the plant material, a formulation can be
developed that specifies the amounts of each ingredient that will be used. This formulation
should take into account the desired properties of the final product, such as taste, aroma, and
therapeutic effects.

e Conduct stability testing: Once a formulation has been developed, it is important to
conduct stability testing to ensure that the product will remain stable over time. This can
involve exposing the product to various environmental conditions, such as heat and light, and
monitoring its stability over time.

e Standardize the manufacturing process: To ensure consistency in the final product, it is
important to standardize the manufacturing process. This may involve developing specific
procedures for harvesting, processing, and packaging the plant material.

o Test the final product: Finally, the standardized formulation and manufacturing process
should be tested by producing a batch of the product and analyzing it for its chemical
composition and physical properties. This can help to identify any areas where further
improvements can be made to ensure consistency in the final product.

V) CLINICAL TRIALS

Clinical trials are research studies that are conducted to evaluate the safety, efficacy, and
effectiveness of a new treatment, drug, or intervention. Clinical trials are typically conducted in
several phases, each of which has a specific purpose. Clinical trials to evaluate the safety and
efficacy of plant products involve several steps:

o Identification of the specific plant products and existing research is required on these
products. This will help to develop a research protocol that is appropriate for the study.
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e There is a need to recruit participants for the study. This can be done through advertising,
referrals, or other methods. Once participants have been recruited, then there is a need to
obtain informed consent and collect data on their medical history, current health status, and
any medications or supplements they are currently taking.

e During the clinical trial, participants will be randomly assigned to either a treatment group or
a control group. The treatment group will receive the plant product, while the control group
will receive a placebo or standard treatment. The participants and researchers will be blinded
to which group they are assigned to.

e The study will be conducted over a specific period, and participants will be monitored for
any adverse effects or changes in health status. At the end of the study, the data will be
analyzed to determine the safety and efficacy of the plant product.

e Overall, conducting clinical trials to evaluate the safety and efficacy of plant products is an
important step in developing evidence-based treatments and interventions for a variety of
health conditions. These studies must be conducted rigorously and ethically to ensure the
safety and well-being of participants and to generate high-quality data.

VI) REGULATORY COMPLIANCE

Regulatory compliance is the process of ensuring that a company or organization adheres to all
relevant laws, regulations, and standards that apply to their industry. In the context of plant
products, regulatory compliance involves ensuring that the products comply with all relevant
regulations and standards related to their production, sale, and use.

To ensure regulatory compliance for plant products, companies need to understand the specific
regulations and standards that apply to their products. These may include regulations related to
food safety, environmental protection, and worker safety, among others. Companies also need to
obtain any necessary approvals or certifications required for their products to be sold in specific
markets. There are several steps that companies can take to ensure regulatory compliance for
their plant products. These may include conducting thorough research to understand the
applicable regulations and standards, implementing robust quality control processes to ensure
that products meet regulatory requirements, and working closely with regulatory authorities to
obtain necessary approvals and certifications. Overall, ensuring regulatory compliance for plant
products is critical to maintaining the safety and quality of these products, protecting the
environment, and complying with relevant laws and regulations.

VII) MARKET ANALYSIS
There's a general approach to conducting a market analysis for a plant

o Identify the target audience: Who are the potential buyers for the plant? Are they
individual consumers or businesses? What are their demographics, interests, and
preferences?

e Research the market: Conduct a thorough analysis of the market to identify the size,
growth potential, and competition. Look at market trends and patterns to understand the
current and future demand for plants.

e Determine the distribution channels: Determine how the plant will be distributed to the
target audience. This could be through e-commerce platforms, local retail stores, or direct
sales to businesses.

o Identify key competitors: Research the companies that are already selling plants in the
market. Look at their pricing, marketing strategies, and distribution channels to understand
their strengths and weaknesses.
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e Analyze pricing and profitability: Determine the price point for the plant-based on market
research and target audience. Calculate the cost of production, distribution, and marketing to
determine the profitability of the plant.

e Develop a marketing plan: Develop a comprehensive marketing plan to promote the plant
to the target audience. This may include advertising, social media, email marketing, and
influencer outreach.

e Conduct market testing: Conduct market testing by offering the plant to a small group of
customers to get feedback on its design, packaging, pricing, and other factors.

By following these steps, there is a better understanding of the market potential for the plant
and to develop a strategy for successfully launching it.

VIII) BUSINESS PLAN DEVELOPMENT
Developing a business plan for the commercialization of plant products requires several key
steps. Here's an outline of the major components:

e Executive Summary: This section should provide an overview of the business, including its
mission, vision, and objectives. It should also summarize the key points of the plan,
highlighting the most critical information.

e Company Description: Here, a more detailed overview of a company can be provided,
including its legal structure, location, management team, and ownership structure.

e Product Description: In this section, the plant products that have to be sold must be
described. This should include details such as the types of plants, the quantity that is planned
to produce, and any unique selling points or features.

e Market Analysis: Here, an analysis of the market for the plant products must be provided,
including the size, growth potential, and competition. Here there must be the identification of
the target customers and explain why they would be interested in the products.

e Marketing Strategies: In this section, marketing strategies for promoting plant products
must be outlined. This may include advertising, public relations, social media, and other
tactics.

e Pricing: Here, the pricing strategy for the plant products must be outlined. This should take
into account the production costs, market demand, and competition.

o Distribution Plan: In this section, there must be a plan to distribute the plant products. This
may include selling directly to customers, through retailers or wholesalers, or online.

¢ Financial Plan: Finally, there must be a financial plan for the business. This should include
projections for revenue, expenses, and profits, as well as a break-even analysis and cash flow
statement.

By following these steps, a comprehensive business plan can be developed for commercializing
plant products.

8. CONCLUSION

Commercialization of tribal medicinal plant products can help in the conservation of these
plants while also providing economic benefits to tribal communities. However, the
commercialization of these products faces various challenges such as a lack of knowledge about
medicinal plants, limited availability of these plants, and quality control issues. Laboratory
techniques such as phytochemical analysis, tissue culture, and genetic analysis can be used to
overcome these challenges. The use of these techniques can help in the development of
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standardized quality control measures and the sustainable cultivation of medicinal plants. Thus,
the commercialization of tribal medicinal plant products has the potential to provide socio-
economic benefits to tribal communities and contribute to the conservation of natural resources.
However, it also raises important questions about equity, sustainability, and intellectual property
rights. This research aims to address these issues by exploring the lab techniques, marketing
strategies, legal and policy frameworks, and socio-economic impacts of commercialization. The
findings of this research will inform policies and strategies for the sustainable
commercialization of tribal medicinal plant products, ensuring that the benefits of
commercialization are shared equitably among all stakeholders.
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ABSTRACT

The study analyses green marketing strategies for the consumer durable industry and looks at
how customer behaviour affects the environment. To examine consumer use of environmentally
friendly consumer durables, a questionnaire approach is used. consumers who purchased green
consumer durables from a variety of Jharkhand retail outlets participated in the survey.

Measurement approaches including confirmatory factor analysis (CFA) used to evaluate the
questionnaire. The study's findings demonstrate how the following elements of green marketing
strategies affect consumer perceptions of environmentally friendly consumer durable products:
eco-labeling (EC), eco-advertising (EA), green product pricing (GPP). EC and GPP have a
substantial impact on consumers' perceptions of green consumer durables. Incorporating green
marketing strategies on consumer behaviour for eco-friendly consumer durables is made easier
by concentrating on using green marketing techniques to promote green consumer goods, as
this will benefit both the environment and the businesses.

Keyword: green marketing approaches; green consumer durables; consumer perceptions
towards the environment.

1. INTRODUCTION

The first section of this essay will provide a brief overview of green marketing strategies used
by various industries, followed by a section on consumer attitudes towards the environment as
they relate to green consumer durables in the context of green manufacturing in India. This
essay primarily focuses on how industries can significantly affect customer behaviour towards
green consumer durables by using green marketing tactics. Globally, green marketing has grown
in importance in the current environment. The use of green marketing techniques to persuade
consumers and win their trust for a sustainable and successful business model has significantly
increased since 2010.

Green marketing is expanding quickly in the United States, where the largest green market
alone is worth USD 250 billion annually [1]. Long-term customer retention is crucial for
businesses, which may be achieved through improved marketing management and improved
marketing performance. We discover that natural resources and their effects on social aspects
and traditional marketing received very little attention in the original studies [2,3]. The
businesses are utilising green advertising as a strategy to inform and educate the public that the
businesses are also directly influenced by global concerns and are concerned about the
environment. [4].

Green customers are a primary priority in the current economic climate for consumer durable
sectors since they are the ones that drive consumption. Since we see a consumer
transactionThere is now a market for green products in the global economy thanks to the trend
of purchasing ecologically friendly goods. Since the 1980s, academic interest in green
marketing tactics and environmental marketing has increased [1]. Studies have shown the value
of green marketing, which enhances Businesses should create strong marketing campaigns for
their eco-friendly consumer durables to draw in more buyers. [21]
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1.1Purpose of the Study

The goal of this study was to examine the effects of green marketing strategies on Bangalore
consumers' attitudes about green consumer durables. Given that it is a worldwide issue, there
are several studies on green marketing in both developed and developing countries[5-9]. We
observe very few studies on green marketing, consumer behaviour, and environmental concerns
in the Indian context. The Indian government must make plans to concentrate on climate change
and initiatives in establishing green environmental nations, which would necessitate more data
for an economic transformation. Numerous studies on the subject of green marketing and
consumer behaviour have been conducted, however they tend to focus more on raising
consumer knowledge than awareness. However, the focus should be more on how consumers
behave in relation to the environment. Hence. Separate studies on green marketing and
consumer behaviour have been conducted [10—12]. The market for green consumer durable
products will rise as a result of the new awareness trend, which is increasing support for
environmental conservation [12,13-15]. The context between green marketing and consumer
behaviour towards green consumer durables is what we wanted to identify in the literature
review. The study will provide a better insight in combining these aspects based on our findings.

The Following Queries Will Be Addressed by this Research
1. Is there a link between eco-labeling (EC) and environmentally conscious customer
behaviour?

2. Is there a link between eco-advertising (EA) and environmentally conscious customer
behaviour?

3. Is there a link between green product and price (GPP) and environmentally conscious
consumer behaviour?

4. if there is any correlation between environmental awareness (ENC) and consumer attitudes
towards environmentally friendly consumer goods (CBGCD).

2. LITERATURE REVIEW

The significance of green marketing has been discussed in a number of research [16]. The
recycling of products, the manufacturing process, product packaging, product labelling, and
advertisements for green products are all included in the green marketing principles [11,17].
Green products [18] have drawn increased attention in recent decades due to their role in
promoting sustainable lifestyles and environmental protection [19]. To attract customers and
increase green consumers, however, businesses must also concentrate on green offerings [2] and
environmental benefits in products.[20]. Additionally, the success of green consumers depends
on their capacity to influence consumer buying intentions. [21-23].According to [24], green
marketing is a practise that involves product modification, altered packaging, and new ideasWe
regarded these practises as being both profitable and sustainable. Organizations/Firms must
adapt to the environment's ongoing changes and the manufacture of safer roducts [4,25].
Sustainable business practises and green marketing tactics are crucial tools for improving
business performance [26]. However, as consumer knowledge of green consumerism rises,
green marketing is gradually becoming more prevalent [27]. The process of finding tactics to
connect with consumers who are conscious of green consumerism is known as "green
marketing" [28]. Green consumers who are conscious of the environment will afterwards be
conscious when purchasing the products [9]. Both businesses and individual consumers are
nonetheless concerned about sustainability [1].

The 1990s saw a rise in environmental concerns among customers, who also tried to protect the
environment by altering how they made purchases [29]. The empirical findings also
demonstrate that when purchasing environmentally friendly goods, there are differences in eco-
friendly views and green purchasing behaviour [30-31]. Consumers think businesses and
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industries are primarily to blame for destroying the environment and having a negative
influence on green products [32,33]. But according to other study, eco-labelling is a key tactic
used by customers to choose green products [33] and is important to the idea of a green
marketing strategy.

2.1 Environmental Consciousness and Beliefs

The environmental consciousness of both businesses and consumers worldwide is evident, with
increasing awareness and behavior changes aimed at protecting the environment. This shift in
behavior has led to the emergence of a new market for green consumer durable products,
highlighting the active involvement of consumers in environmental protection and the
subsequent growth of green product options.

2.2 Eco Labeling

Eco-labeling is an effective way to inform consumers about the environmental benefits and
features of products, thus influencing their behavior. It involves considering stakeholder policies
and frameworks, which contribute to the development of environmental policies and consumer
awareness of eco-friendly options. Eco-labeling is particularly relevant to discussions on labeled
and non-labeled products, as well as corporate policies. It has been studied in the context of
green technology investment, focusing on purchasing power, investment decisions, and
environmental behavior. Eco-labeling also helps consumers identify products and services with
minimal environmental impact throughout the entire lifecycle of a product, from raw material
extraction to disposal. Policymakers play a crucial role in promoting sustainable products with
eco-labeling as a key tool for consumer decision-making.

2.3 Green Products and Pricing

Price is generally not a significant factor for consumers when buying green products, as they
recognize the long-term benefits and savings associated with renewable energy products. In
certain geographical locations, consumers respond positively to premium pricing for higher-
quality green products. Pricing strategies and manufacturing practices have a significant impact
on business profits, emphasizing the importance of adopting pricing strategies that consider
environmental concerns to promote sustainable business practices. Green pricing and related
programs have a substantial influence on consumer engagement rates.

2.4 Eco-Advertising

Eco-advertising has gained prominence due to the growing global green movement and
increased consumer awareness of environmental issues. Many firms choose to educate
consumers about green products through various communication channels, such as media and
newspapers. The objective of eco-advertising is to raise consumer awareness of green products
and influence their purchasing behavior, encouraging positive experiences and environmentally
conscious choices. It typically involves three components: firms' initial announcement of
environmental concerns, description of changes made to improve environmental practices, and
advertising of specific environmental actions taken by the firm. Eco-advertising has been found
to shape consumers' values and their purchase decisions, although excessive advertisement
usage and perceived lack of trustworthiness can affect its effectiveness. The credibility of eco-
friendly claims in advertising is crucial, as consumers expect consistency between a company's
image and its manufacturing processes.

3. HYPOTHESES

The objectives of this study is to test the above relationship between green marketing
approaches and consumer behavior towards the environment on green consumer durables.H1:
Environmental consciousness and beliefs (ENC) significantly impacts consumer behavior
towards the environment on green consumer durables.
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H2: Eco labelling (EC) significantly impacts consumer behavior towards the environment
ongreen consumer durables

H3: ECO-advertising (EA) significantly impacts consumer behavior towards the environment
ongreen consumer durables

H4: Green product and pricing (GPP) significantly impacts consumer behavior towards the
environment on green consumer durables

3.1 RELIABILITY STATISTICS

The statistical reliability of the results presented in Table 3 has been confirmed. The reliability
of the construct was assessed by calculating Cronbach's alpha. A Cronbach's coefficient alpha
value of 0.6 is considered acceptable for exploratory purposes, 0.7 is considered adequate, and
0.8 is considered good for confirmatory purposes. The calculated Cronbach's alpha value for the
standardized items is 0.963, indicating high reliability of the scale. Therefore, the scale can be
considered valid for use in this study.

Table-3 Reliability Statistics
Cronbach’s Alpha | No. of items
0.963 31

Table 3 reveals that the Cronbach’s alpha value based on standardization items

4. RESULTS

The hypotheses related to eco-labeling (EC), eco-advertising (EA), green products and pricing
(GPP), and environmental consciousness (ENC) were derived from a previous study [17, 1]
These criteria include the composite reliability (CR) values being above 0.7, the average
variance extracted (AVE) value being above 0.5, and the maximum shared variance (MSV)
values being less than the AVE values for the given dataset. The results presented in Table 4.1
confirm that the selected scale used in this study is both reliable and valid for further analysis, as
the CR values exceed 0.7, the AVE values exceed 0.5, and the MSV values are lower than the
AVE values, all meeting the required threshold criteria. Furthermore, the fit indices of the
confirmatory factor analysis (CFA) model fall within acceptable limits, with the goodness-of-fit
index (GFI) and comparative fit index (CFI) values exceeding 0.90 and the root mean square
error of approximation (RMSEA) being lower than 0.08.

Table 4.1 Fitted values for CFA.

Indices Abbreviation | Observed Values | Recommended Criteria
Normed chi square v2/DF 2.256 1<y2/df<3
Goodness-of-fit index GFI 0911 >0.90
Adjusted GFI AGFI 0.775 >0.80
Normed fit index NFI 0.868 >0.80
Comparative fit index CFI 0.922 >0.90
Root means square RMESA 0.064 <0.05 good fit
error ofapproximation <0.08 acceptable fit
Tucker-Lewis index TLI 0<TLI<1

4.1TESTING HYPOTHESES USING SEM MODEL

The structural equation modeling (SEM) analysis was conducted using the maximum likelihood
estimation method, which is widely used and preferred for hypothesis testing [61]. The results
of the path analysis and hypothesis testing are presented in Table 4.2. The standardized path
coefficients and their statistical significance, indicated by the p-values, are reported. Based on
Table 4.2 and Figure 2, it can be concluded that the standardized path coefficient (B) between
environmental consciousness (ENC) and consumer behavior (CB) is significantly positive at
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0.345. The p-value of 0.000, which is lower than 0.05, and the critical ratio value exceeding the
table value of 1.96 support the hypothesis H1.

The SEM model demonstrates a significant positive impact of all four green marketing
strategies on consumer behavior. The regression coefficient values are as follows: ENC (0.345)
has the highest impact, followed by eco-labeling (EC) (0.329), green products and pricing
(GPP) (0.233), and eco-advertising (EA) (0.126).

The coefficient of determination (R2) value is 0.753, indicating that 75.3% of the variation in
consumer behavior towards the environment is explained by the factors of eco-labeling, eco-
advertising, environmental concerns and beliefs, and green product pricing.

The overall fit statistics of the customer perception structural model, as presented in Table 4.3,
indicate a good fit between the hypothesized four-factor model and the sample data. The values
of the goodness indicator indices (GFI, CFI, NFI, AGFI) are close to or exceed the
recommended criteria. The value of the bad indicator, namely RMSEA, is below 0.08,
indicating reasonable consistency between the SEM model and the data.

Table 4.2 presents the path coefficients of the structural model. The outcome variable is
consumer behavior (CB), and the causal variables are environmental consciousness (ENC), eco-
labeling (EC), eco-advertising (EA), and green product pricing (GPP). The table includes the
standard error (S.E.), critical ratio (C.R.), p-value (P), path coefficient, and determination
coefficient (R2).

Table 4.2 Path coefficients of the Structural model

Outcome Causal |S.E.| C.R. | P [Path coefficient Determination
variables Variables coefficient (R2)
CB <- ENC .081(4.468 |*** 0.345
CB <- EC .073]4.584 | *** 0.329
- 0.753
CB <- EA .045(2.655|.008 0.126
CB <- GPP .052(4.072 | *** 0.233

Note: P refers to the probability.
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Figure 2. Structural equation model used in this study with all the factors impacting on green
consumer durables

Table 4.3: Goodness of Fit Statistics in the structure model

Indices Abbreviation | Observed| Recommended
values criteria
Chi square x2 786.581
Normed chi square v2/DF 2.155 1<y2/df<3
Goodness-of-fit index GFI 0.817 >0.90
Adjusted GFI AGFI 0.782 >0.80
Normed fit index NFI 0.881 >0.80
Comparative fit index CF1 0.932 >0.90
Root mean square error off RMESA 0.061 <0.05 good fit
approximation <0.08 acceptable fit
Tucker-Lewis’s index TLI 0.924 0<TLI<1

Table 4.4: Hypothesis summary table

Hypothesis P value | Decision

H1: Environmental consciousness and beliefs (ENC) significantly impacts| P<0.05 | Accepted
consumer behavior towards the environment on green consumer durables.
H2: Eco labelling (EC) significantly impacts consumer behavior towards| P<0.05 | Accepted
the environment ongreen consumer durables.

H3: ECO-advertising (EA) significantly impacts consumer behavior P<0.05 | Accepted
towards the environment on green consumer durables

H4: Green product and pricing (GPP) significantly impacts consumer | P<0.05 | Accepted
behavior towards the environment on green consumer durables

S. CONCLUSION

Green Marketing is experiencing rapid growth as companies increasingly adopt strategies that
focus on sustainability and their impact on the environment and consumers. It is a growing
phenomenon in both organizations and academic studies, with a focus on creating a sustainable
environment.

This study, aimed to explore the relationship between green marketing strategies and consumer
beliefs in the environment regarding green consumer durables. The empirical findings indicate
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that green marketing strategies have a positive influence on consumer behavior towards the
environment when purchasing green consumer durables. These findings suggest that consumer
electronics companies should consider incorporating these strategies into their practices to
enhance profitability and promote a sustainable business environment. Additionally, the study's
results offer valuable insights for policymakers in the responsible development of green
marketing strategies.

Previous studies have identified gaps in the literature regarding green marketing strategies and
their impact on consumer behavior when purchasing consumer durables. Many of these studies
have examined only a few factors related to green marketing and consumer behavior, and
empirical evidence has often been lacking. In this study, empirical research was conducted to
assess the impact of green marketing strategies on consumer buying behavior and environmental
consciousness when purchasing green consumer durables.
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ABSTRACT

The present global market environment is dominated by the likes and preferences of the
customer. Satisfaction of customers is of paramount importance for all business establishments.
In the age of throat cutting competition, customers occupy center stage in marketing strategy.
The changing trends of marketing have led the companies to be more customer centric, which
compels them to create long and continuing relationships in the mutual interest of both service
provider and the customer. Maintaining closer relationships with the existing customer and
devising strategies to create relationships for the future potential customer has become the
primary objective of every establishment, especially in the service sector. Hence, it is imperative
for service providers to implement relationship marketing strategies so that customers are
satisfied.

This study attempts to critically review the role of relationship marketing and its impact on the
organized fast-food retail business performance. The role of relationship marketing in
organized fast-food retail is analyzed through available literature reviews taking consideration
of its antecedents and various parameters like customer relationship management; relational
marketing; relationship quality; relationship inertia; customer perception on service quality,
trust, and loyalty, and the trustworthiness of organization.

Keywords: Relationship marketing, trust, commitment, service quality, customer satisfaction,
business performance.

1. INTRODUCTION

Fast food is food which is ordered fast, prepared fast, and consumed fast. Quick service
restaurants have few dishes on the menu to offer and where food is ordered fast, prepared fast,
consumed fast and it takes less time for billing as well.

Initially, in India fast food were catered by unorganized sector, mainly a family run household
business where focus was on street food. These businesses were operated with limited
resources, limited skills and zero accountability. But with the advent of multi- national giants in
90’s it became a big-time business opportunity.

Organized fast food retailing refers to the business establishments complying with all
government legislations like obtaining requisite licenses, fixed employment, sound human
resource policies, adequate delivery methods, and proper taxation system.

Some of the big players like McDonald’s, Domino’s and KFC etc. forayed into India and
completely changed the fast-food eating and market scenario. They tapped on the business
opportunity what was available to them in India due to its large size population, big and
liberalizing economy. These companies are listed in Forbes and Fortune and have certain
marketing strategies to play a role in their business. These strategies are made suitably for
Indian market, be it in terms of business entry, licensing, finances, HR policies and practices or
relationship marketing.
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1.1 The Nature of Fast-Food Retailing

Fast food is produced for mass and is prepared and served very quickly. Compared to other
foods and dishes, its nutritional value is typically less because of high salt and sugar component.
The term refers to food prepared in a packaged form with preheated or precooked ingredients,
and customers are served in a restaurant or store for self-service, take-away or home delivery.

It can be visibly distinguished that foods are served in a quick time in a fast-food restaurant.
Outlets may have a restaurant kind of setup (also known as quick service restaurants) or even a
stand or kiosk, which may not provide any seating facility at all (Jakle & Sculle, 2002). Big
multinational chains that operate in management contract or franchise operations mode, have
central or cloud kitchen to supply standardized foodstuffs to restaurants at different locations
(Talwar, 2004).

1.2 Concept of Relationship Marketing

(Berry, 1983) for the first time in the services literature defined relationship marketing as
‘attracting, maintaining and enhancing customer relationships’. Relationship marketing has the
objective to build long-term mutually beneficial relations with all the stakeholders to earn and
retain their businesses (Gronroos, 1994; Kotler, 2000).

(Morgan & Hunt, 1994) proposed to define Relationship Marketing as a marketing activity
performed to determine, foster, and sustain successful interpersonal relations.

With so many diverse definitions of relationship marketing found in academic literatures,
(O’Malley & Tynan, 2006) highlighted four key issues as follows

» Relationship marketing builds a business relationship between the stakeholders at subsequent
levels in the marketing place and the broader business setting.

* Both the parties achieve their objectives of mutual benefit by focusing on the formation,
preservation, and dissolution of these business relationships.

» Relational goals are reached through the fulfillment of agreements without undermining the
business concern of profit making.

» Relationship marketing is developed by keeping promises which is essential to build trust.

According to (Berry, 1995) relational bonding has three levels labelled as financial, social, and
structural. Financial bonding is largely deemed as inadequate and may include sales promotions
and loyalty programs (i.e., frequency programs) (Berry, 1995; Palmatier, R. W., Gopalakrishna
& Houston, 2006). Social bonding is a clear relational exchange between the customer and
retailer and may include transactional (i.e., sales and service agent) relationships as well
(Begalle, 2009; Berry, 1995; Gounaris, 2005; Turnbull & Wilson, 1989). Adhesiveness beyond
relationships and price is possibly created by structural bonding only when companies are aware
of the customers’ value (Neal, 2016).

When big corporate houses like McDonald’s, Domino’s and KFC etc. having business interest
in fast food ventured into India they had collaborated with Indian companies like Jubilant
Foods. Franchising to such companies made their entries easier as they felt that Indian partners
would connect more easily with the customer base here. Relationship marketing here is
concerned with aspects of ethnicity and cultural acceptance.

McDonald’s patties are made from beef, but in India, they offer chicken patty, subsequently
they started offering aloo tiki burger. Domino’s latest advertisement shows, restaurant taking
feedback from guests about crust, dryness, and the amount of cheese in its pizzas and then
working on rectifying their product.
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This is clearly an attempt to establish a chord with the guests by implementing relationship
marketing there, which is surely a strategy developed at corporate level. Birthday wishes, cake
cutting ceremony, discount offers, seasons greeting, payback offers, and kid’s zone with a
caretaker, on time home delivery, membership cards and the latest one, service personnel
dancing in front of guests are all what is needed to have relationship marketing in place.
Corporate level managers monitor everything minutely and delegate responsibilities to business
outlets. It is quite evident that fast food sector is witnessing a paradigm shift in relationship
marketing strategies at corporate level.

Social science perspective for Relationship Marketing is accepted holistically beyond business
(Begalle, 2009; Harker & Egan, 2006). (Jain, 2005) emphasized that firms must practice
Relationship Marketing to gain a viable approach in contemporary market. The motive of RM is
to obtain customer longevity and find products and services that cater to the demands of the
market. RM lets businesses check and find needs in the marketplace and then arrange products
for individuals appropriately.

The objectives of Relationship marketing are to draw, manage, and hold potential patrons to
improve business performance and increase profitability along with customer satisfaction.

1.3 Need for Relationship Marketing in the Retail Market
A relationship-based marketing style has the ensuing advantages:

> Over the period, retail customers incline to buy more products/ services of same range and
line from the same store or outlet.

> Long-term businesses do promote by word of mouth and become a recommendation source.

> With prolong relationship, retail players cognize the customer and his/her requirements and
inclinations and so there is a larger prospect to fit customized products and services and
cross sell the product/service scale (Upadhyay, 2015).

> Long-term relationships bring customers’ comfort with the organization, provision, practices,
and processes reducing operating cost.

> Customer delight is derived from the state-of-the-art technologies, globalization of services,
research facilities, the plethora of new products and the concept of all under one roof
facilities to provide better and hassle-free customer service by the organization.

1.4 Evolution of Relationship Marketing within a Service Context

Table 1. The Development of Marketing over the Past Seventy Years

Years Service Marketing Category Marketing Strategy

1950s Consumer Marketing (mass selling products, goods, and services to
marketing) average individual

1960s | Business to Business Marketing meant for whole seller to resale to other

consumers

1970s Non-profit and Societal marketing decisions based on society’s long-
Marketing term interest

1980s Services Marketing business to business and business to consumer

1990s Relationship Marketing focused on customer loyalty, interaction, and

long-term engagement
2000s Relationship Marketing marketing as a social and economic process

Source: Adapted from (Christopher et al., 2013; Vargo & Lusch, 2004)
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2. HISTORICAL BACKGROUND

In modern marketing theory, service marketing is being correctly acknowledged as a new subset
inside marketing area having different unique traits and attributes from other genres of
marketing like, industrial marketing (Gronroos, 1998; Zeithaml & Bitner, 1996). Relationship
marketing was developed within the general services marketing paradigm to study buyer - seller
relationship in industrial goods sector (Christopher et al., 2013; Gronroos, 2000; Gummesson,
1999). It is concluded that relationship marketing emerged in congruence with the service
marketing, industrial marketing, and data base/direct marketing (Moller & Halinen, 2000).

(Crosby & Stephens, 1987) considered relationship marketing as an apparatus which does value
addition to the product or service by fulfilling outside demands like making guests (customers)
feel important. Their study sufficed that services marketing got the benefit most with the
progress of relationship marketing, as it is best regarded in the setting of service organizations.
However, some authors countered this view by arguing that the principal product and service
quality remains the prime concern of a customer. (Zineldin, 1999) advocated the fact that most
service establishments deliver almost similar core service(s); hence, to develop long-term
customer associations, distinction in relationship marketing will be of paramount interest to
establishments. With application of relationship marketing (Essawy, 2012), competitive
advantage may be gained and sustained by the business establishments like a hotel (Mcllroy &
Barnett, 2000).

Services marketing witnessed the sea through change from transactional approach to relational
approach; however, several researchers argued that the same cannot be said about relationship
marketing as it is at core of marketing thought which holds the foundation of relationship
marketing philosophy.

Relationship marketing dimensions have major role in acquiring and retaining likely customers
(Prasad & Aryasri, 2008; Shaalan et al., 2020). Numerous researchers have cited vibrant
theoretical attributes viz customer satisfaction, trust, commitment, and communication in their
relationship marketing works. These variables function as an integral system in handling
relationship quality and cumulative customer loyalty. Despite of presence of many intrinsic and
extrinsic variables effecting customers’ switching behavior, customers re-patronize a liked
product or service due to in-depth commitment created by these virtues (Oliver, 1980).

According to (Reynolds & Beatty, 1999) a retailer’s success in terms of securing satisfied
customers is being based on building relationship with customers. Hence, a firm’s business
performance improves when it adopts relationship marketing (Sin et al., 2002). (Dagger et al.,
2011) in their work through empirical observation established that relationships determine
customer loyalty whereas (Dorai & Varshney, 2012) reasoned that to form acceptable value
propositions for customers and to meet their ever-budding needs, continuing relationships are
important for organizations. (Sheth & Parvatiyar, 1995) found that for a greater marketing
productivity the readiness and aptitude of both patrons and service providers to be engaged in
relational marketing is essentially required.

Enhancing relationships with customers comes with fair treatment to them, adding value to the
core service, and offering an exceedingly adapted tailor-made service to everyone. Although
warranting that prevailing customers are contented with the provision, many firms are also
mounting loyalty schemes to attract customers in their fold (Mcllroy & Barnett, 2000).

Relationship needs to be preserved as it is important and treated distinctly from a series of
casual and discrete transactions (Kauffman & Stern, 1988; Macneil, 1980). In a relationship
preservation norm, both the parties refrain from any activities that might hamper their
continuing and mutually beneficial relationship.
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(Berry, 1983) opined that relationship marketing attracts, maintains, and enhances customer
relations with the organization. It satisfies the needs of both the parties involved and works for
mutual profit.

(Parvatiyar & Sheth, 2000) argued that with on-going process of relationship marketing, a
mutual economic value is created which ultimately reduces the cost for both the service provider
as well as the patron.

3. METHODOLOGY

While identifying relevant literature for current study, four separate ideas from the domain of
Marketing, Quality Criteria, Customer Loyalty, and Business Performance have
been investigated. Table 2 below displays the keywords used to search the academic literature
for these components.

Table 2: Keywords

KW-1 Marketing KW-2 Quality KW-3 Customer | KW-4 Business
Criteria Loyalty Performance
Relationship Marketing | Trust Commitment Customer Business
Customer Relationship Service Quality Satisfaction Performance
Management Customer Loyalty
Customer Retention

Source: Compiled by Author

The search was performed on four leading research databases to obtain relevant output.
ProQuest, Emerald, Science Direct and Google Scholar were identified as major academic
search engines for the same. The identification of these databases was the result of Delphi
method discussion among the academician and researchers. The Boolean operator OR was used
to search the literature within the primary keywords. The AND operator was used for combining
the result obtained from keywords. The syntax used to identify the relevant literature by
combining all four keywords is mentioned in Table 3.

Table 3: Search Syntax

The Syntax used for the search in | (Content-type: article) AND [("Relationship Marketing"

different database: OR "Customer Relationship Management") AND ("Trust"
{ProQuest, Emerald, Science OR "Commitment" OR "Service Quality") AND
Direct, & Google Scholar} ("Customer Satisfaction" OR "Customer Loyalty" OR

“Customer Retention”) AND (“Business Performance™)]

Source: Author’s Compilation, 02™ Feb.’23

Literature obtained using the keywords separately and in combination is provided in the tabular
form in Table 4.

Table 4: Detail of Literatures from different database

Source KW-1 | KW-2 | KW-3 KW-4 | Combined | Stage | Stage | Stage
u #1 # #3 #4 #5 #6 #7 48
ProQuest | 214 1200 1232 257 12 12 8 6
Emerald | 800 1732 7232 702 412 412 | 123 30
Science | g/ 467 2311 323 12 12 3 2
Direct
Google | 544 1234 1765 1232 1021 20 20 16
Scholar
Total 3102 | 4.633 | 12540 | 2514 1.457 456 | 154 | 54

Source: Compiled by the authors
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The process adopted for the current study is depicted in Fig. 1 where the keyword and their
respective output are given in Stage 1,2,3 and 4. In stage 1, the keyword was Marketing which
provided 3,102 results from the above-mentioned four databases. In Stage 2, the keyword was
Quality Criteria and we received 4,633 responses. Similarly, Stage 3 and 4 had keywords
Customer Loyalty and Business Performance and the literature received was 12,540 and 2,514
respectively. Stage 5 combined the keywords, and a search was redone, the result was a total of
1,457 literature. In stage 6, we accepted only top 20 literature from google scholar and other
result remained as it is. In stage 7, the literature was scrutinized, and duplicate and irrelevant
literature were removed, leaving 154 pieces of literature for further investigation. In stage 8,
only those literature which were best suited for current study were kept. The total number of
literatures was 54.

Fig.1 Process of selecting literature.
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4. REVIEW OF LITERATURE

(Kavita, 2017), in her investigation on effectiveness of Customer Relationship Management
(CRM) in retail sector, surveyed over 300 executives of five big Indian retail brands concluded
that Relationship management has positive impact on customer satisfaction. So, the firms
should try to maintain their customers with their changing needs and requirements.

(Izogo et al., 2016), in their study on relational marketing in the retail sector administered
questionnaires on 350 respondents in Nigeria, out of which 270 were retrieved and 36 were
discarded due to serious omission of error and finally 234 usable responses were considered.
The question items were based on relational orientation, trust, commitment, quality services and
proximity/ store location and measured on seven-point Likert scale.

The research concluded that trust and quality services are the most outstanding determinant of
relationship marketing. Quality service has a significant positive impact on trust whereas trust
has a strong positive impact on commitment. This theory was also validated by (Li, 2011) in his
work on customer loyalty. It concludes that the Relationship marketing execution within the
framework of retail stores will be more fruitful if based on conveyance of quality services.

(Tanwar, 2015), in her research study on customer perception on food retailing service quality
conducted a survey in 10 outlets in India. 20 existing respondents were selected from each outlet
and 189 out of 200 respondents were considered for further studies. A Five-point Likert scale
was used. The study revealed that the great level of intangible service quality in a retail store
retains more loyal customers than their competitors. It was found that service quality is the
prominent parameter for relationship marketing.

(Duggal & Verma, 2014), in their research study on retail and relationship quality surveyed 400
respondents from different department store and hyper market in India, who were administered
through structured questionnaire using convenience and judgment sampling method. They
concluded that attracting customer has become difficult hence we ought to figure quality
customer relationships constructed on trust, commitment, and satisfaction to achieve better
business results. (Mujianto et al., 2023) got the similar result in their study on loyalty model in
MSME:s in Indonesia.

(Rampl et al., 2012), studied on customer trust in German retail sector, developed an opinion
poll to test drivers, results of specific trust in food retailers, as well as arbiters influencing their
behaviors, administered on 375 retail customers. It concludes that the apparent trustworthiness
(skill, honesty, and good will) of the food retailer itself, determines the buying behavior and
loyalty towards the retailer, rather than the customers’ own personality traits. Finally, outcomes
show that in food retailing, risk taking is centered on trust, which is also applicable for loyalty,
as found in previous research by (Sirdeshmukh et al., 2002). As per the findings suitable for
food retailing industry, consumers’ specific trust in the retailer becomes a key factor of
company success. By practicing relationship marketing a specific trust is built and customers
tend to purchase goods rather than taking risk of switching. Based on the evaluation of clear
trust and risk taking, consumers remain loyal to the retailer if it is trustworthy. Hence it is
imperative for management to comprehend that loyalty is determined by trusting relationship
especially during crises.

(Cheng et al.,, 2011), Taiwanese researchers in their investigation on mediating role of
relationship inertia in between customer satisfaction and loyalty, collected 594 operative
questionnaires and used structural equation modeling (SEM) to validate the different path
relations of the study model. The study outcome found that customer loyalty is resulted by
customer relationship inertia more than customer satisfaction. Relationship inertia in context of
fast-food industry customer is derived from the customers’ own habit factor making them
dependent on a specific food or service quality, and their motive is too weak to search for
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alternate food service. To make customers loyal and never switch to competitors, the outlets
need to work on relationship marketing.

(Kharouf, 2010), evaluated trustworthiness with 526 respondents from hotel sector in Jordan.
This study investigates the service organization trustworthiness. The research found that the
service providers’ trustworthiness has a strong relationship with the value and competence of
their staffs.

It is suggested that a strong relationship marketing strategy based on the staffs’ competence and
consistency must be implied by the managers, so that the customers could trust the
establishment. Staffs need to be regularly trained to deliver the desired services consistently in
competent manner.

It concludes that certain service organizations have a competitive advantage over their
competitors because they strategize to get a desirable outcome to build trustworthiness with
support of customer loyalty.

(Bilgili, 2010), in his customer loyalty study in Izmir, conducted a survey on 343 usable
responses from food buyers through structured questionnaire. He found that, to do customer
differentiation so that focus could be put on a profitable customer to do business with and ignore
rest, companies need to measure not only the loyalty constructs but also the relationship
between loyalty and profitability. Companies need to become pro- active in understanding the
customers’ expectations and ready themselves in giving benefits and services at first. The study
found that the customers readily attach themselves to the companies which put themselves forth
in customer differentiation offering all values at once, making business more profitable.

(Prasad & Aryasri, 2008) in their study on customer relationship marketing practices in
organized food retailing in India conducted a survey on 150 usable respondents leaving the
retail outlet during peak time. Customer’s demographic profile and measures were estimated by
using dichotomous questions, multiple-choice questions, seven-point Likert scales and open-
ended questions were administered. Communication and commitment variables were adopted
from the studies of (Morgan & Hunt, 1994). Communication was made up of 4 items (such as
providing trustworthy information, keeping customers informed about new product arrivals and
product extensions, providing information if problem occurs). Commitment items were four, for
example, offering personalized services, flexibility in serving customer needs, providing
convenient operating hours, etc. Variables for trust were adapted from (Churchill & Surprenant,
1982). Trust items were five such as reliable in words and promises, security concerns, integrity
etc. The empirical study examined the influence of interpersonal marketing cornerstones namely
trust, commitment, communication and customer satisfaction on relationship quality and loyalty
in food and grocery retail outlets. The study found that retail outlets are prospective to appeal
and retain customers by maintaining excellent relationship with them. These retained customers
remain loyal when retailers preserve quality relationship.

(Kinard & Capella, 2006), studied on high-contact customized services in salons and
standardized services in fast-food restaurants. Questionnaire was given to 275 undergraduate
students to be distributed among non-students out of which 91 non-students’ examinations were
returned. Questionnaire consisted of items related to consumer involvement level.

The results of this study suggested that a service firm like fast-food restaurants providing a more
standardized service need to focus more on competent and trustworthy employees. Offering
relational benefit programs maneuver better in high-contact customized services firms. Hiring
and training of such staffs should be on regular basis so that highly involved consumers can
relate to confidence benefits obtained from relationship marketing.
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Above studies come up with key themes of relationship marketing as attracting and acquiring
new customers; retaining prevailing customers; shared relational exchange; extensive
relationships; added value; tactical emphasis; and continuing valuation and application (Harker,
1999).

Based on the available literature reviews pertaining to relationship marketing carried across
food retail sector viz. hotels, fast food restaurants, retail stores, department stores and hyper
market in different markets like India, Germany, Jordan, Taiwan, Nigeria, Indonesia, Brazil and
Izmir, the following relationship marketing — business performance cycle is proposed.

Fig. 2 Relationship Marketing — Business Performance Cycle
Felationship Marketing

Trust Customer Satisfaction/ Business
> =~ Performance
Commitment > Customer Loyalty >
Service Quality Feedback
A Implementation

5. CONCLUSION AND SUGGESTION
The following conclusions are drawn on the available review of the literature:

Relationship marketing has become a core marketing strategy for all kinds of business
especially in service sector in the modern business world. Relationship development has
leveraged the services marketing to the fullest. Implementing relationship marketing is
important in the success of every retail company by building customer satisfaction paving to
better performance in the business. Improving relationship with customers means adding value
to the core services by providing customized service to each individual and fair treatment to
them and hence, it serves the interest of both the parties i.e., service provider and customer.

Relationship marketing acts as a device to add worthiness to the tangible products and
intangible services; gain and sustain competitive advantage as suggested by (Aigbavboa, 2013)
and plays a key part in appealing, maintaining, and retaining potential customers. Building and
practicing eminence relationship with the customers of marketing outlets enables them to attract
and retain customers. It builds a sense of attachment of the customers for the company, its
products, and services. Relationship marketing practices in the background of retail business
will be more efficacious if the strategy is based on quality service as trust, commitment,
communication, and quality services are integral elements of relationship marketing.

It is suggested that relationship marketing has become the need of the hour for the successful
operation of any business. The companies or firms who implement and practice relationship
marketing (Palmer & Mayer, 1996) as a business strategy know the pulse of the customer and
they are more pro- active in tapping their needs. They are more informed about their customers’
needs and requirements facilitating them to provide customized service. Every organization
must make efficient and effective use of information technology for better customer satisfaction.

However, mere implementation of relationship marketing strategy is not sufficient and may not
yield the desired result. An effective planning is required for implementation of relationship
marketing strategy with due consideration to existing environmental factors viz. organizational
culture, employee’s behavior, service scape, technological automation, lifestyle, preference,
taste, and demographic factors of the customer.
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ABSTRACT

Health insurance is one of the major contributors of growth of general insurance industry in
India. It alone accounts for around 29% of total general insurance premium income earned
in India. The growth of this sector is important from the perspective of overall growth of
general insurance Industry. Health Insurance in India was launched in the year 1986. The
health insurance industry has grown phenomenally due to liberalization of Economy and
general awareness among the public. In India we have standalone health insurers along with
Government sponsored health insurance providers. The General Insurance Corporation of
India and the Insurance Regulatory and development Authority conducted an awareness
campaign for all sections of the Society to improve the awareness of health insurance and
reduce the procrastination for buying the health insurance. Health insurance in India has
shown a huge transition due to introduction of private health care financing, increased
income, health consciousness among the different classes of the society, price liberalization
and reduction in bureaucracy. Over the past few decades, India’s achievement in terms of
health improvement has been remarkable but health insurance industry is still way behind
many other developing countries. This study examines the changes that have taken place in
the Indian health insurance industry over a period of time and the issues and challenges the
industry faces. The paper presents an overview on the health insurance in India.

Keywords: Health insurance, Health care system, Penetration, Evolution of health insurance

INTRODUCTION

Health insurance is an emerging insurance sector in India, following life and automobile
insurance. The rise of the middle class, higher hospitalization costs, expensive health care,
digitization, and an increase in awareness is some important drivers for the growth of India's
health insurance market. The health insurance industry is at an emerging stage. There exists
a huge potential for growth and penetration of health insurance among a larger population.
Additionally, there are both opportunities and restraints in the marketing and distribution of
health insurance products in India.

The India Health and Medical Insurance market is segmented by Type of Insurance Provider
(Public, Private, Standalone Health Insurers), Type of Customer (Corporate and Non-
corporate, Type of Coverage (Individual, Family or Floater), Product Type (Disease Specific
and General), Demographics (Minors, Adults, Senior Citizens), and by Distribution Channel
(Direct to Customers, Brokers, Individual Agents, Corporate Agents, Online, Bancassurance,
and Other Distribution Channels).

Health insurance is a major contributor to the expansion of the general insurance market in
India. It contributes to approximately 29% of total general insurance premium income in
India. The expansion of this sector is significant in terms of the overall expansion of the
general insurance industry. The insurance market is expanding due to significant government
initiatives, strong democratic factors, a favorable regulatory framework, growing
partnerships, product innovations, and dynamic distribution networks. Health insurance is a
rapidly growing sector of the Indian economy.
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NEED OF HEALTH INSURANCE

According to a survey by NSSO (National Sample Survey Organization), 40% of the people
hospitalized have either had to borrow money or sell assets to cover their medical expenses.
A significant proportion of population may have had to forego treatment all together. Thus,
more than the disease it is the cost of treatment that takes its toll. To get rid of health worries
health insurance is the answer. In a globalizing environment, the cushion that could have
been available by way of joint families, social groups or government support, is not available
as earlier. In this context it is the insurer‘s duty to organize, transfer and spread risks so that
the society consisting of individuals, families and communities is genuinely protected (P. C.
James, 2004). Increasing incidence of lifestyle diseases such as obesity, diabetes mellitus,
hypertension and cardiovascular diseases to name a few, and rising medical costs, further
emphasize the need for health insurance. Health insurance policy not only covers expenses
incurred during hospitalization but also during the pre as well as post hospitalization stages
like money spent for conducting medical tests and buying medicines.

HISTORY OF INSURANCE IN INDIA

In India, insurance has a deep-rooted history. It finds mention in the writings of Manu
(Manusmrithi), Yagnavalkya (Dharmasastra) and Kautilya (Arthasastr). The writings talk in
terms of pooling of resources that could be re-distributed in times of calamities such as fire,
floods, epidemics and famine. This was probably a pre-cursor to modern day insurance.
Ancient Indian history has preserved the earliest traces of insurance in the form of marine
trade loans and carriers* contracts. Insurance in India has evolved over time heavily drawing
from other countries, England in particular. The year 1818 saw the advent of life insurance
business in India with the establishment of the Oriental Life Insurance Company in Calcutta.
This Company however failed in 1834. In 1829, the Madras Equitable had begun transacting
life insurance business in the Madras Presidency. 1870 saw the enactment of the British
Insurance Act and in the last three decades of the nineteenth century, the Bombay Mutual
(1871), Oriental (1874) and Empire of India (1897) were started in the Bombay Residency.
This era, however, was dominated by foreign insurance offices which did good business in
India, namely Albert Life Assurance, Royal Insurance, Liverpool and London Globe
Insurance and the Indian offices were up for hard competition from the foreign companies.
In 1914, the Government of India started publishing returns of Insurance Companies in
India. The Indian Life Assurance Companies Act, 1912 was the first statutory measure to
regulate life business. In 1928, the Indian Insurance Companies Act was enacted to enable
the Government to collect statistical information about both life and non-life business
transacted in India by Indian and foreign insurers including provident insurance societies. In
1938, with a view to protecting the interest of the Insurance public, the earlier legislation was
consolidated and amended by the Insurance Act, 1938 with comprehensive provisions for
effective control over the activities of insurers. The Insurance Amendment Act of 1950
abolished Principal Agencies. However, there were a large number of insurance companies
and the level of competition was high. There were also allegations of unfair trade practices.
The Government of India, therefore, decided to nationalize insurance business. An
Ordinance was issued on 19th January, 1956 nationalizing the Life Insurance sector and Life
Insurance Corporation came into existence in the same year. The LIC absorbed 154 Indian,
16 nonlIndian insurers as also 75 provident societies—245 Indian and foreign insurers in all.
The LIC had monopoly till the late 90s when the Insurance sector was reopened to the
private sector. The history of general insurance dates back to the Industrial Revolution in the
west and the consequent growth of sea-faring trade and commerce in the 17th century. It
came to India as a legacy of British occupation. General Insurance in India has its roots in
the establishment of Triton Insurance Company Ltd., in the year 1850 in Calcutta by the
British. In 1907, the Indian Mercantile Insurance Ltd was set up. This was the first company
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to transact all classes of general insurance business. The year 1957 saw the formation of the
General Insurance Council, a wing of the Insurance Association of India. The General
Insurance Council framed a code of conduct for ensuring fair conduct and sound business
practices. In 1968, the Insurance Act was amended to regulate investments and set minimum
solvency margins. The Tariff Advisory Committee was also set up then. In 1972 with the
passing of the General Insurance Business (Nationalization) Act, general insurance business
was nationalized with effect from 1st January, 1973. 107 insurers were amalgamated and
grouped into four companies, namely National Insurance Company Ltd., the New India
Assurance Company Ltd., the Oriental Insurance Company Ltd and the United India
Insurance Company Ltd. The General Insurance Corporation of India was incorporated as a
company in 1971 and it commence business on January 1st 1973. This millennium has seen
insurance come a full circle in a journey extending to nearly 200 years. The process of re-
opening of the sector had begun in the early 1990s and the last decade and more has seen it
been opened up substantially. In 1993, the Government set up a committee under the
chairmanship of RN Malhotra, former Governor of RBI, to propose recommendations for
reforms in the insurance sector. Following the recommendations of the Malhotra Committee
report, in 1999, the Insurance Regulatory and Development Authority (IRDA) was
constituted as an autonomous body to regulate and develop the insurance industry. The
IRDA was incorporated as a statutory body in April, 2000. The key objectives of the IRDA
include promotion of competition so as to enhance customer satisfaction through increased
consumer choice and lower premiums, while ensuring the financial security of the insurance
market. The IRDA opened up the market in August 2000 with the invitation for application
for registrations. Foreign companies were allowed ownership of up to 26 per cent. The
Authority has the power to frame regulations under Section 114A of the Insurance Act, 1938
and has from 2000 onwards framed various regulations ranging from registration of
companies for carrying on insurance business to protection of policyholders‘interests. In
December, 2000, the subsidiaries of the General Insurance Corporation of India were
restructured as independent companies and at the same time GIC was converted into a
national re-insurer. Parliament passed a bill de-linking the four subsidiaries from GIC in
July, 2002. Today there are 27 general insurance companies including the ECGC and
Agriculture Insurance Corporation of India and 24 life insurance companies operating in the
country.

OBJECTIVES OF THE STUDY
1. To study the concept and structure of health insurance in India.

2. To study the nature and extent of coverage of health insurance schemes

3. To measure the extent of awareness of the beneficiaries and satisfaction towards the
schemes.

4. To study the perception of the beneficiaries about the service quality of the healthcare
provided.

5. To identify the key areas for improvising this sector.

REVIEW OF LITERATURE

K Swathi and R Anuradha (2017), Health insurance in India- An overview. The paper
highlights the concept and benefits of health insurance besides presenting an overview of
health insurance sector in India. A brief of number of persons covered under various
schemes such as government sponsored, group insurance, family insurance, individual
policies is portrayed. Sector wise health insurance policies along with number of persons
covered by public, private and specialized insurers are depicted. Suggestions of the study are
for government to introduce new health insurance schemes for welfare of the common
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people. The Insurance Regularity and Development Authority (IRDA) is suggested to take
initiatives to promote competition in health insurers as available in telecom service
providers. Government is also advised to conduct awareness campaigns to inform people
about benefits of taking health insurance policies.

Binny, Dr. Meenu Gupta (2017), Health insurance in India- Opportunities and challenges.
The paper is about present trends of health insurance sector in India. Growth opportunities
and challenges in the sector are identified. The study is of the opinion that health insurance is
a growing sector in India. Companies are required to enhance their business by introduction
of new business models with innovative products. Need of a universal health insurance
program is recognized to cover families below poverty line. Medical tourism is also a
growing business in India and health insurance companies can take advantage of this sector
to enhance business. The sector is also advised to have a common information bank for
information sharing which may help customers in assessment of prices, quality and services
provided by health insurance companies.

BC Lakshmanna, P Jayarami Reddy, P Sravan Kumar (2019), Operational efficiency of
selected general insurance companies in India. The study is conducted on selected general
insurance companies regarding pattern of insurance premium, claim settlement procedure
and evaluate performance of companies. In percentage analysis of the insurance premium
collected by both public and private sector insurance companies showed a significant growth
from 13.55% to 24.29% during the years 2011 to 2013 which later decreased to 13.42% in
the year 2018. Average growth rate during the years 2010 to 2018 was 13.85%. After the
study was conducted it was observed that public sector general insurance providers required
new and innovative products in order to compete with their private counterparts. IRDA,
being a regulatory authority of the sector was suggested to formulate standard policies and
benchmarks to be followed by both public and private sector players.

Suman Devi and Dr. Vazir Singh Nehra (2015), The problems with health insurance sector
in India. The study narrates some of the new inventions in the health insurance sector such as
health insurance portability, Rashtriya Swasthya BimaYojna (RSBY), hybrid products and
critical illness cover. Problems associated with the health insurance are highlighted and
probable solutions are given. Examples of Bajaj Allianz, Cholamandalam MS and Star
Health are given that have eliminated Third Party Administrators (TPAs) and have opted for
direct settlement of claims. As per study, insurers now have started visiting hospitals to meet
patients for claims in the category of group insurance. If any fault is found then policy
renewal is stopped. There are also pre-agreed rates for surgeries and treatments which
prevents differential charging of tariffs. Other problems like high claim pay-out ratio in
public sector insurers, unprofessionalism of TPAs, lack of development of health insurance
in rural areas, wrong selection of health insurance policies, and lack of awareness about
health insurance policies are highlighted.

Satakshi Chatterjee, Dr. Arunangshu Giri, Dr. S.N. Bandyopadhyay (2018), Health
insurance sector in India: A study. The study is descriptive and describes various health
insurance products offered in India. It attempts to analyze the insurance models of healthcare
of selected other countries as well. Non amalgamation between public and private companies
is identified as a major hindrance in development of the health insurance sector in the
country. Health insurance is regarded as an unsaturated market in India and the middle
income group i.e. the targeted population of this industry will definitely create a boom in
health insurance in years to come. It is estimated that overall insurance sector will value
around USD 280 billion by the end of 2020. The health insurance sector is required to be
made universal irrespective of the income level and background of individual and a family.
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RESEARCH METHODOLOGY

The present study is descriptive in nature and based on analysis of secondary data available
on internet. For the purpose of studying current scenario of health insurance pertinent
information has been collected for last five years mainly through the reports of Insurance
Regularity and development Authority (IRDA), journals published on the subject, books
published and annual reports of various health insurance providers available on the websites
of the company.

INDIA HEALTH & MEDICAL INSURANCE INDUSTRY OVERVIEW

The Health and Medical Insurance Market is moderately consolidated. The increasing
number of new players in the market is expected to increase the competition levels for the
established market players. The rapid adoption of advanced technology for improved
healthcare, as well as the introduction of new policies, is significant factors influencing the
competitive nature. Furthermore, to gain market share, players are employing various
strategies such as expansion, merger and acquisition, partnership, and collaboration.Some of
the key players operating in the market are Star Health, Aditya Birla, Niva Bupa Health
Insurance (Formerly known as Max Bupa Health Insurance), Bajaj Allianz Health Insurance,
Bharti AXA Life Insurance, Reliance Health Insurance, and others.

In August 2022, the boards of Aditya Birla Capital Ltd and its subsidiary Aditya Birla Health
Insurance Co. Ltd approved an investment of Rs 665 crores by Abu Dhabi Investment
Authority in the health insurer on Friday (ADIA). The funds will be used to fuel the growth
of the health insurer.

Bajaj Allianz Life Insurance formed a strategic alliance with City Union Bank, one of India's
oldest private sector banks in July 2022. This collaboration will enable the private life
insurer to provide a diverse range of life insurance solutions to the bank's existing and
prospective customers across its 727 branches.

Between April 2021-March 2022, gross premiums written off by non-life insurers reached
Rs. 220,772.07 crore (US$ 28.14 billion), an increase of 11.1% over the same period in
FY21. In May 2022, the total premium earned by the non-life insurance segment stood at Rs.
36,680.73 crore (US$ 4.61 billion), a 24.15% increase as compared to the same period in the
previous year. The market share of private sector companies in the general and health
insurance market increased from 48.03% in FY20 to 49.31% in FY21. Six standalone private
sector health insurance companies registered a jump of 66.6% in their gross premium at Rs
1,406.64 crore (US$ 191.84 million) in May 2021, as against Rs. 844.13 crore (US$ 115.12
million) earlier.

HEALTH INSURANCE PRODUCTS IN INDIA

For the purpose of avoiding risk aroused of health issues, there are different type of policies
and plans for the risk coverage by public sector as well as private sector insurance
companies. The financial products offered by these companies regarding health insurance
give protection to individuals, family or group of persons. Different types of insurance plans
have been discussed as under:

1. Individual Health Insurance Plan

This plan offers risk coverage to an individual towards hospitalization and other incidental
expenses during the course of hospitalization subject to the sum insured.In this policy, one
can buy different independent policies for each member of a family. These plans are
basically indemnity plans and are generally offered on cashless basis.

2. Family Floater Health Insurance Plan
In this policy, single sum insured covers all the members of the family in one policy. The
sum assured is available to any one member or to all members in case of any eventuality
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during the term of the policy. The premium amount paid under this policy is generally lower
as compared to individual policies for each family member under individual mediclaim
policy.

3. Group Medical Plan

These plans are generally taken by business owners, private companies, government
companies and departments, to provide a financial cover to their employees and their
dependent family members on nominal deduction from salary towards premium.

4. Unit Linked Health Plan (ULHP)

In this form of health insurance, the insured gets the benefit of investment along with health
care coverage. In this plan, a part of premium paid is invested and the balance is used to buy
health cover. The return enables the insured to pay medical expenses over and above the sum
assured. These kinds of plans are new and considered to be under development stage in
India. Returns under a ULHP depend on the performance of stock market.

5. Critical Illness Plan

The expenses involved in treating a life-threatening diseases like cancer, organ failure,
permanent paralysis etc. are covered by a critical illness policy. The insured is paid a lump
sum amount on the diagnosis of any of the serious diseases covered in the policy document.

6. Super Top Up Plan

These policies provide additional coverage to an insured over the regular policy and help in
increasing the sum insured. Super top up policies can be availed only after the sum assured
in the basic policy gets exhausted.

7. Senior Citizen Health Insurance Plan

IRDA guidelines require health insurers to provide health insurance plans up to 65 years of
age. Various health issues arise in older ages that involve expensive treatments. Keeping this
in mind, health insurance companies have designed special health insurance plans for senior
citizens above the age of 65 years. The rate of premium in senior citizen health insurance
plans is generally higher as compared to other insurance policies.

8. Hospital Daily Cash Benefit Plan
As evident from the name itself, this kind of policy pays a definite sum of money for
everyday of hospitalization irrespective of the actual cost incurred by the insured.

9. Maternity Insurance Plan

These plans are specially designed for women planning to have a child or are bearing one.
This policy covers all expenses before and after the pregnancy, pre and post natal care,
expenses for delivery, nursing and consultation etc. The policy also includes congenital or a
critical disease diagnosed in the newborn child.

10.Personal Accident Plan
A personal accident insurance policy covers the expenses incurred on medical treatment of
injuries occurred due to an accident. This policy generally offers benefits against three

DATA ANALYSIS AND INTERPRETATION
Table 1: Health insurance premium collected during FY2017-18 to 2021-22 (Amount in

Crore)
Year 2017-18 2018-19 2019-20 2020-21 2021-22
Sector
Public Sector 12882 15591 19227 21509 23536
Market Share (%) 64 64 63 58 52
Private Sector 4386 4911 5632 7689 10655
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Market Share (%) 22 19 19 21 24
Standalone Sector 2828 3946 5532 7831 10681
Market Share (%) 14 16 18 21 24
Total 20096 24448 30391 37029 44872
Growth Rate (%) 21.7 24.3 21.8 21.2

Among other various contracts under general insurance, health insurance is an emerging
sector in India. As per the published records of the financial year 2021-22, general and health
insurance companies collected I 44,873 crore as health insurance premium which is 21.2%
above the premium collected on this head during the financial year 2020-21. These figures
exclude personal accident and travel insurance business. During the years 2017-18 to 2021-
22, the growth of health insurance premium is over 20% in each year. It is a positive sign for
the growth of this sector and this indicates that people in India are getting more sensitive
towards their health protection. The public sector general insurance companies (PSGICs) viz.
New India Assurance Company Limited (NIA), National Insurance Company Limited
(NICL), Oriental Insurance Company Limited (OICL) and United India Insurance Company
Limited (UIL) continued to hold a major share in total market but their share has been
consistently decreasing over the period of study. It is an evident from the fact that has shown
a decline from 64 % to 52% during the period. The share of private sector health insurers has
marginally increased from 22% in financial year 2017-18 to 24% in the financial year 2021-
22. But a remarkable growth has been recorded in the business of stand-alone health insurers
whose share in total market gone up from 14% in financial year 2017-18 to 24% in financial
year 2021-22. It probably happened because of very good marketing practices of stand-alone
players and some alluring schemes offered by them.

GOVERNMENT INITIATIVES TO PROMOTE HEALTH INSURANCE SECTOR
The Government of India has taken number of initiatives to boost the insurance industry.
Some of them are as follows

e In November 2021, the Indian government signed an agreement with the World Bank for
a US$ 40 million project to advance the qualities of health services in Meghalaya,
including the state’s health insurance programme.

e In August 2021, the Parliament passed the General Insurance Business (Nationalisation)
Amendment Bill. The bill aims to allow privatisation of state-run general insurance
companies.

¢ Union Budget 2021 increased FDI limit in insurance from 49% to 74%. India's Insurance
Regulatory and Development Authority (IRDAI) has announced the issuance, through
Digilocker, of digital insurance policies by insurance firms.

e In June 2021, the government extended a Rs. 50 lakh (US$ 66.85 thousand) insurance
coverage scheme for healthcare workers across India until the next one year.

e In February 2021, the Finance Ministry announced to infuse Rs. 3,000 crore (US$ 413.13
million) into state-owned general insurance companies to improve the overall financial
health of companies.

e Under Union Budget 2021, fund of Rs. 16,000 crore (US$ 2.20 billion) has been allocated
for crop insurance scheme.

CONCLUSION

Health insurance in India is an unsaturated market to a large extent. This sector has a bunch
of opportunities as is the evident in the data shown above. The present study clearly indicates
that there is a large proportion of population still uncovered from the health insurance
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products. However, over a period of last years, this sector has witnessed a rapid expansion.
Attracting from the potential growth in this sector, a good number of private health insurers
with foreign collaborations have been able to create their market share. Though the relative
share of indigenous public sector insurance companies has declined even then in absolute
terms their business (in terms of no. of policies and premium amount) has significantly
increased. Innovation in the health insurance products can be very significant in further
growth and development of this sector in India. Competition, which is predominant in the
health insurers, will also add in insuring new people enabling further penetration of health
insurance products among Indian population. Taking a health insurance cover and
subsequent payment of health insurance premium on regular basis is an easy way to mitigate
any kind of financial losses due to health issues in future which may affect peace of mind
and health as collateral. Thus, health insurance could be a breakthrough for common public
at large who can avail best in class medical facilities in any part of the country to the extent
of sum assured in the policy document without bothering to any loss of savings leading to
financial and mental disability.

KEY SUGGESTIONS

e In a country like India, there is a need of universal health insurance program at low cost
to be made compulsory with an intention to insure each and every citizen of the country
especially people residing below the poverty line.

e Innovation in products and services catering to the distinguished needs of public will
definitely attract those who are still in dilemma.

e The health insurers are advised to adopt new business models to enhance their customer
base, revenue and business.

e Public health insurance companies are advised to be cautious in dealing with the present
and potential customers to eliminate any possibility of churn rate or customer turnover.

e Health insurance companies should popularize health insurance portability by
highlighting their specialties and advantages to attract new customers.

e IRDA should frame policies to promote competition among health insurance sector just
like competition prevalent in telecom sector of the country.

e Both the Central and State governments should include chapters on insurance in the
textbooks at appropriate levels of education besides conducting awareness programs at
micro levels to inform public about the benefits of health insurance.
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ABSTRACT

720-degree appraisal system is feedback, also known as 720-degree assessment or 720 survey,
is a type of multi rate performance evaluation method. It involves 360-degree assessment
carried out twice. In the first round, the multi rate responses are used to formulate individual
development plans for the employee.720-degree appraisal thus involves 2 rounds of a 360-
degree feedback — providing performance feedback to employees & helping them improve and
achieve goals set for them. A feedback method true to business needs & objectives of an
organisation should be selected to run successful performance appraisals.

Managers/Superiors Appraises this system. It is quality assessment system because of scrutinyof
performance. Seven importance stages of 720-degree appraisal system are Pre appraisal
feedback, self appraisal, co-worker, customer appraisal, direct report and subordinate
appraisal, Manager or supervisor appraisal and post appraisal feedback.

Keyworks- appraisal system, performance appraisal, quality assessment, customer appraisal,
feedback.

STATEMENT OF PROBLEM

This study is concentrated on the need and significance of 720 Degree Performance appraisal in
the modern business World and also differentiates from the 360 Degree Performance appraisal.
Organizations are slowly but steadily realizing the need for this new system, which is better than
the existing 360 Degree evaluation.

OBJECTIVES
I. To study the 360-degree appraisal feedback system.

II. To study the comparative implication of the 720-degree performance appraisal with 360-
degree Performance appraisal system.

III.To highlight the need and significance of 720-degree performance appraisal in the modern
business world.

RESEARCH METHODOLOGY
The secondary data is used for the study. The secondary data is collected from the various
books, journals, articles, internet etc. The study is descriptive in nature.

CONCEPT OF PERFORMANCE APPRAISAL AND ITS METHODS

Performance appraisal is a process for evaluating and documenting how well an employee is
carrying out his or her job. It is part of a company’s performance management system.
Performance appraisals are based on the employee’s progress against goals set once a year with
his or her manager.

A more widely used classification of appraisal methods into two Categories, viz., traditional
methods and modem methods. While traditional methods lay emphasis on the rating of the
individual’s personality traits, the modem methods, more emphasis on the evaluation of work
results, i.e., job Achievements than the personal traits! Modem methods tend to be more
objective and worthwhile. The various Methods included in each of the two categories are

1. TRADITIONAL METHOD
Traditional Methods are based on studying the personal qualities of the employees. It may
include knowledge, Initiative, loyalty, leadership and judgment.
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I) Ranking Method: In the ranking method, the evaluator places employees from a particular
group in the order of Overall performance, starting with the top performer—who is rated the
highest—and moving down to the poorest Performer in the group who receives the lowest
ranking.

Ii) Graphic Rating Scales: A scale that lists a number of traits and a range of performance for
each, the employee is then rated by identifying the score that best describes his or her
performance for each trait.

i.) Paired Comparison Method: Paired comparison is a variation of the ranking method in
which the performance of Each employee is compared with every other employee. The
employee who receives the greatest number of Favorable comparisons is ranked the
highest.

ii.) Forced Distribution Method: To eliminate the element of bias from the rater’s ratings, the
evaluator is asked to Distribute the employees in some fixed categories. Of ratings like on a
normal distribution curve. The rater chooses the appropriate fit for the categories on his
own discretion.

iii.) Critical Incident Method: The critical incident method requires the evaluator to maintain
records of employees’ Favorable and unfavorable performances. These critical incidents
become the basis for evaluation.

iv.) Essay Method: In the essay method, the evaluator writes a brief narrative of the
employee’s performance. The Major criticism of this method is that it is very subjective
because the evaluation criteria left entirely to the discretion of the evaluator and the results
are dependent on the writing skills of the evaluator.

v.) Checklist Method: The rater is given a checklist of the descriptions of the behaviour of the
employees on job. The checklist contains a list of statements on the basis of which the rater
describes the on the job performance of the Employees.

2 Modern Method- Modern Methods were devised to improve the traditional methods.
Attempted to improve the shortcomings of the Old methods such as biasness, subjectivity,
etc.1) Management by objectives (MBO): MBO is a results-based system that relies on the
manager and the employee to Jointly agree on objectives, the attainment of which becomes
the basis of evaluation for the next appraisal period.2)Behaviorally Anchored Rating Scale
(BARS): BARS combines elements from critical incident and graphic rating Scale
approaches. The supervisor rates employees™ according to items on a numerical scale.l)
Assessment Centers: Employees are evaluated over a period of time; say one or three days,
by observing their Behaviors across a series of selected exercises or work samples.

i.) Psychological Appraisals: These appraisals are more directed to assess employees’
potential for future Performance rather than the past one. It is done in the form of in-depth
interviews, psychological tests, and Discussion with supervisors and review of other
evaluations.

ii.) Human Resource Accounting (HRA): The people are valuable resources of an
organization or enterprise, Information on investment and value of human resource is useful
for decision making in the organizationattempted to improve the shortcomings of the old
methods such as biasness, subjectivity, etc.

i.) Management by objectives (MBO): MBO is a results-based system that relies on the
manager and the employee to jointly agree on objectives, the attainment of which becomes
the basis of evaluation for the next appraisal period.
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ii.) Behaviorally Anchored Rating Scale (BARS): BARS combines elements from critical
incident and graphic rating scale approaches. The supervisor rates employees™ according to
items on a numerical scale.

iii.) Assessment Centers: Employees are evaluated over a period of time; say one or three days,
by observing their behaviors across a series of selected exercises or work samples.

iv.) Psychological Appraisals: These appraisals are more directed to assess employees’ potential
for future performance rather than the past one. It is done in the form of in-depth interviews,
psychological tests, and discussion with supervisors and review of other evaluations

v)Human Resource Accounting (HRA): The people are valuable resources of an organization or
enterprise, Information on investment and value of human resource is useful for decision
making in the organization

CONCEPT OF 360-DEGREE APPRAISAL SYSTEM

A 360 degree appraisal is a type of employee performance review in which subordinates, co-
workers, and managers all anonymously rate the employee. The appraisal is 360 degree in that
information is collected & feedback is provided in full circular. It is a technique which is
systematic collection of performance data on an individual group, derived from a number of
stakeholders like immediate supervisors, team members, customers, peers and self. In fact
anyone who has useful information on how an employee does a job may be one of the
appraisers. This technique is highly useful in terms of broader perspective, greater self-
development and multi-source feedback is useful. 360-degree appraisal is also a powerful
developmental tool because when conducted at regular intervals (say yearly) it helps to keep a
track of the changes others’ perceptions about the employees. A 360 degree appraisal is
generally found more suitable for the managers as it helps to assess their leadership and
managing styles. 6.1 Components of 360 Degree Appraisal Stakeholders in Doing 360-Degree
Assessment? 360-degree respondents for an employee can be his/her peers, managers (i.e.
superior), subordinates, team members, customers, suppliers/ vendors - anyone who comes into
contact with the employee and can provide valuable insights and information or feedback
regarding the “on-the-job” performance of the employee. It has four integral components: 1.
Self appraisal 2. Superior’s appraisal 3. Subordinate’s appraisal 4. Peer appraisal. Self-
appraisal: gives a chance to the employee to look at his/her strengths and weaknesses, hise
achievements, and judge his own performance. Superior’s appraisal: forms the traditional part
of the 360 degree appraisal where the employees’e responsibilities and actual performance is
rated by the superior. Subordinates appraisal: gives a chance to judge the employee on the
parameters like communication ande motivating abilities, superior’s ability to delegate the
work, leadership qualities etc. Peer appraisal: gives the correct feedback given by peers can
help to find employees’ abilities to work in ae team, co-operation and sensitivity towards others.

ADVANTAGE OF 360 DEGREE APPRAISAL SYSTEMS
1. Provides a comprehensive evaluation of employee performance from different perspectives

2. Promotes a culture of openness and transparency within an organization

3. Enables informed decision-making about employee development, promotions, and job
assignments

4. Identifies potential leaders and areas where employees need support or guidance

5. Aligns individual goals with organizational objectives, leading to improved organizational
performance and greater success.
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DISADVANTAGES OF 360 DEGREE ASSESSMENTS
The process is very lengthy, complex and takes a lot of time.

1. If the feedback got exchange among the employees it can create trouble and tension among
the staff.

2. A lot of effort has to be placed in order to train the employee to effectively use the 360
degree appraisal system. It is very difficult to figure out the results.

3. Some feedbacks are useless and need to be deleted carefully.

4. A suspicious environment can be created in the organization as the information is not
available to everybody.

CONCEPT OF 720 DEGREE PERFORMANCE APPRAISAL

720 Degree Performance Appraisal, considered an “all-round” appraisal, is one of the most
recently introduced concepts. The major setback in the previous methods of appraisal was that it
did not guide the employee after the appraisal hence the 720 Degree Appraisal was introduced
when the employees performance is measured, analyzed and targets are set in the first appraisal
and after a short period his performance is measured again and proper feedback and guidance is
given to ensure that the employee achieves the target. Hence, 720 degree performance appraisal
can be stated as twice 360 degree performance appraisal: once when the appraisal is done and
the targets are set and the second where the feedback is given and the boss gives tips to achieve
the goals. Hence, there is a pre and a post round of feedback. The 720 Degree Performance
Appraisal system is a kind of double check for the 360 Degree Performance Appraisal system.
720 Degree Performance Appraisal is the evaluation of an employee from all the aspects and
giving timely feedback to ensure that the person is able to achieve the set goals before the next
appraisal. In other words a 720 Degree Appraisal is basically a 360 Degree Appraisal performed
twice. A second 360 Degree is performed at a timely interval and compared against the results
of the first 360 Degree appraisal. 20-Degree Performance Appraisal Dimensions of 720-Degree
Performance Appraisal The performance is appraised from 5 dimensions and feedback or the
appraisal meeting is conducted twice (pre and post feedback) to ensure the -efficient
performance of the employee. Including the pre and the post feedback, that plays a vital role, the
720 Degree performance appraisal has 7 phases. a) Pre Appraisal Feedback: This is the first
appraisal step that is done after the feedback is collected from the different dimensions or
people with whom the employee would interact. In this step, the performance is evaluated,
targets are set and feedback or training is organized to help the employee achieve the target. b)
Self-Appraisal: The employee is given a questionnaire and asked to evaluate his performance
and through this method, the employee gets an opportunity to express his thoughts and his
valuation of strengths, weakness and judge his performance. c) Peers/Colleagues Appraisal: The
feedback from the peers or colleagues is important as it helps to understand the ability of the
employee to work as a team, co-operate, coordinate with others and bring out the best. d)
Customer Appraisal: In order to survive in the current competitive market, Organizations aim at
achieving high customer satisfaction. Customer feedback helps to analyze the customer point of
view and help to improve the person and the Organization. Vol-6 Issue-2 2020 IJARIIE-
ISSN(0)-2395-4396 11593 www.ijariie.com 516 e) Sub-Ordinates Appraisal: The feedback of
the sub-ordinates is essential to analyze the organizing skills of the employee and to understand
his abilities like communication and motivating abilities, ability to delegate the work, leadership
qualities and way of handling responsibilities. f) Managers/Superiors Appraisal: In this, the
performance, responsibilities and the attitude of the employee is evaluated by the Superiors or
Managers. g) Post Appraisal Feedback: It is this step that makes the 720-degree performance
appraisal different and better than the 360-degree performance appraisal method. In this step,
the performance is evaluated based on the target set in the Pre appraisal and feedback is given.
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Timely feedback and guidance helps to make the employee improve his performance. 720
Degree Appraisal Gaining a Wide Acceptance in the Modern Business World The main need of
720 degree performance appraisal is the improvement of the performance of the people in their
jobs and to ensure that the expectations of the employer, employee and the customers are met.
The main need of 720-degree performance appraisal can be summarized as follows: i.) 720-
degree performance appraisal method is more development focused than performance alone,
and supplements training and development functions in a better way. ii.) Provide information
about the performance ranks. Assist in taking decisions regarding salary fixation, confirmation,
promotion, transfer and demotion. iii.) Provide timely feedback about the performance, set
targets and monitor the performance based on the targets set. iv.) Helps to check the
effectiveness of personnel procedures and practice i.e. validation. v.) It is needed to ensure that
employees reach organizational standards and objectives. vi.) To discover the work potential
and to understand the areas where training is required to guide the employees to perform their
best. vii.) To understand the expectations of the employees and prevent grievances and in
disciplinary activities. viii.) Provide information to diagnose deficiency in the employee
regarding skill, knowledge, determine training, and prescribe the means for employee growth
and information for correcting placement. ix.) Set realistic target, monitor the performance and
provide timely feedback to ensure that the performance is enhanced A Comparative Study of
360 Degree Appraisal System And the 720 Degree Appraisal System Although 360 Degree
appraisal system and the 720 Degree appraisal system are capable of re-assessment and both
involve the use of more than one evaluator, which in turns means that the different components
of the appraisal system are handled by different people unlike the traditional appraisal system,
which is based on a unitary system of evaluation, there are some differences between 360
Degree appraisal system and the 720 Degree appraisal system. The 720 Degree appraisal
system is a kind of double check for the 360 Degree appraisal system. 360 Degree appraisal
system means superior, subordinate, customer and peers and in 720 Degree appraisaﬂ system,
they will be rechecking with the same persons who have given feedback and ask them twice.
The 720 Degree appraisal system is more focused on the customer’s feedback on specific
position in the] organization such as directors, managers and other higher or mid-level
managers and is therefore reliant on the Voice of the external customers while the 360 Degree
appraisal system is focused on the internal customer’s feedback on employee performance. The
720 Degree appraisal system is more focused on Management/ Higher level staffs while the
360 Degree appraisal system is general. 360 Degree appraisal system is done by superiors,
peers, subordinates and internal customers of a firm| whereas 720 Degree appraisal system
consists of appraisal by all the persons consists of top management, superiors, peers,
subordinates, internal clients and auditors, external suppliers, customers and all stakeholders of
the firm. The 360 Degree has a Single evaluation cycle while the 720 Degree has dual
evaluation cyclesﬂ The 360 Degree appraisal facilitates the formal assessment of an employee
by the evaluators like the] customer or the employee, possibly with the help of appraisal forms.
But the 720 Degree appraisal goes one Vol-6 Issue-2 2020 IJARIIE-ISSN(O)-2395-4396 11593
www.ijariie.com 517 step further and insists on a better focused, personalized and in depth
review of the employees occupying managerial positions. The evaluation of the employee is
usually done through detailed personal interviews with the performance evaluators.

CONCLUSION

720 Degree appraisal system is more development focused than performance alone, and
supplements training and development functions in a better way. A powerful developmental tool
because when conducted at regular intervals it helps to keep a track of the changes, others’
perceptions about the employees. Many organizations are beginning to realize that the skill base
of their executives and managers does not match the requirements of a rapidly changing
environment. The 720 Degree evaluation is emerging as a possible alternative appraisal
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technique. Organizations are slowly but steadily realizing the need for this new system, which is
better than the existing 360 Degree evaluation, especially in terms of the focus of the evaluation
and the involvement of the evaluators in the process.
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ABSTRACT

Any digital tool that enables people to instantly generate and share material with the public is
referred to as social media. In this sense, the term social media refers to a variety of websites
and applications. For example, Twitter emphasizes sending and sharing links. Others are
designed to make sharing photographs and videos easier, like Instagram and TikTok. Since
social media is open and uncontrolled, it differs from earlier forms of communication. Even
though many social media firms do impose some restrictions, such as banning images of
violence or nudity, there are much fewer restrictions on what users may post than there are with
traditional mass media outlets like newspapers, radio stations, and television stations.

The purposes of these technologies differ since social media includes a diverse variety of
websites and applications. On the other hand, most social networking sites require users to
create a profile at first, which typically consists of a name and an email address. Users can
produce and share content after creating a profile. For instance, a brand-new Instagram user
can snap a photo and add a caption to it before uploading it to their profile. Social media users
8 have the option of finding other users whose material they want to follow or comment on in
addition to creating content for their profiles. A user can follow someone, add them as a friend,
or subscribe to their page depending on the social networking site. Users regularly use feeds on
social media, which enable them to browse material. Social media businesses use algorithms to
decide if personal information about a user is pertinent. The objective of this paper is to a)
Understand the effect of social media on raising awareness or understanding about brand
image and promotion. b) The study also attempts to understand the role social media has which
motivates and influences a consumer’s perspective towards a brand. c) The effect of product
involvement on brand goodwill or reputation, trusting the information available on the internet,
and value creation of the brand.

Keywords: social media, Brand, Consumers, Internet Marketing

I. INTRODUCTION

Any digital tool that enables people to instantly generate and share material with the public is
referred to as social media. In this sense, the term "social media" refers to a variety of websites
and applications. For example, Twitter emphasizes sending and sharing links. Others are
designed to make sharing photographs and videos easier, like Instagram and TikTok. Unlike
what many people think, social media has been around for far longer. Although it may appear to
be a new trend, websites like Facebook are the inevitable result of centuries of social media
evolution. The popularity of blogging increased at the same time that social media exploded. In
the early 2000s, websites like Myspace and LinkedIn became popular, while Photobucket and
Flickr made it possible to share photos online. A whole new method of communication and
sharing across vast distances was created with the launch of YouTube in 2005. Cross-posting is
possible by linking many of the currently available social networking sites. Users can
communicate with most individuals in this setting while still appreciating the intimacy one
among one encounter. We can only hypothesize as to how social networking might alter over
the next ten years or perhaps a century from now, but we can be certain that it will remain in
some form as long as people are alive.
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Brand perception is significantly impacted by social networking due to the daily growth in
social media usage. Businesses are increasingly embracing social media as part of their
marketing strategies to connect customers and retailers. When consumers recognize the brand
value, they will buy the product. Some Fortune 500 firms use social media platforms including
LinkedIn, Twitter, blogs, Facebook, YouTube, etc.

Social media has grown to be an essential part of marketing for companies of all sizes because
anybody can join. Treating social media as an extension of your marketing efforts and giving it
the same care, respect, and focus as your other marketing initiatives is the key to effective social
media use. The following considerations should be made when using social media for business.
Since social media is by its very nature a medium with a limited attention span, you'll need to
catch their attention while they scan through dozens or even hundreds of postings at once.
Tweets are more challenging than traditional newspaper ads to write headlines and content for.
One of the biggest mistakes that retailers do is to open accounts on every social media platform
they think will be helpful and then neglect to use them. A business that creates profiles but does
not interact with customers or the public may turn off social media users.

Some of the features of social media are as follows:

e Personal User Accounts: A website will likely be used for user-based interaction, possibly
social involvement if it allows users to create their profiles and log in. While it is possible to
connect with people and exchange information online without creating a user account, this is
a more common and accepted practice.

e Profile Pages: Social media is all about communication, so it's common to need a profile
page to let users express themselves and build their unique brand. It typically includes details
about the specific user, including, among other things, a profile photo, bio, website, feed of
recent posts, recommendations, and current activity.

e Other social networking features include groups, hashtags, friends, and followers. Users can
communicate with each other through their accounts. They can also be used to register for
various forms of information.

e Newsfeed: A social media platform's news feed is the section where user posts and
advertising are shown. The majority of social media users' time is spent on news feeds,
where they can interact with other users' material.

e Personalization: The majority of social networking sites provide users the option to change
their user settings, customize the appearance of their profiles, arrange their friends or
followers, choose what content shows up in their news feeds, and even give feedback on
what they want to see.

e Notifications: A social media player is undoubtedly any website or app that notifies users
about specific content. Users can choose which kind of notifications they want to receive and
have full control over these notifications.

e A website or app is social if it enables you to submit anything, with or without a user
account. Data updating, saving, or publishing. It could be anything, such as a simple text
message, a picture uploaded to YouTube, a link to an article, etc.

e The most common methods we communicate on social media are through "like" buttons and
comment sections where we can share our thoughts.

e In addition to allowing users to like and comment, many social media platforms and
applications also allow users to review, evaluate, and vote on content that they are
acquainted with or have used. Think about the websites that make use of this social
networking function, such as your go-to online retailers or movie reviewers.
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II. LITERATURE REVIEW

Muniz and O'Guinn (2001) found evidence of brand communities in both face-to-face and
computer-mediated environments. Their ethnographic study identified the presence of the three
traditional markers of a community (i.e., shared consciousness, shared rituals and traditions, and
obligations to society) within brand communities.

In their meta-analysis, Schau et al. (2009) identified four groups of practices through which
value is co-created in brand communities. Building on these studies plus the brand trust and
loyalty literature, we extend the concept of brand community to social media and find evidence
of the three community markers in brand communities established on social media websites.
Then we show how these communities create value and how they affect brand loyalty through
brand trust.

Burson-Marsteller (2012), one of the largest public relations agencies in the world, surveyed
the world's top 100 companies across Europe, the USA, Asia-Pacific, and Latin America
between February and July 2012. Today, 87 percent of the Fortune 100 Best Companies use at
least one social media platform. Twitter is the most popular platform with 82 percent of the
companies having a Twitter account. YouTube comes second with 79 percent of the companies
having a company channel. Facebook is in the third position with 74 percent of companies
having a brand page, counting 152,146 average users per company page and about 6,100 people
talking about the brand.

Lim Sanny et. al (2013): The main aim of this research was to identify the Purchase intention
of Indonesian male skincare through social media marketing and how it is impacting the people
there, whether it is positively or negatively. The research offers a model that illustrates the
influence of social media skincare marketing techniques on male youthful generations.

Cm Pulido (2018): The social impact of research is typically evaluated in light of the scientific
findings generated as a result of the research. The development of assessing the impact of
research is aided by the expansion of scholarly content in social media and the usage of
altimetric by researchers to track their work. In terms of what people are sharing on their social
media platforms, there is a gap in the identification of proof of the social impact. To find
quantitative and qualitative evidence of the prospective or actual social impact of research
disseminated on social media, notably on Twitter and Facebook, this article applies a social
impact in social media approach (SISM). The social impact coverage ratio (SICOR) which
define to identify the percentage of tweets and Facebook posts providing information about
potential or actual social impact concerning the total amount of social media data found related
to specific research projects

Igor Stojanovic et. (2018): Customers and prospective clients can now interact with brands
directly through these social media channels to discuss problems or pose queries. The more
encounters and conversations your brand have with consumers, the more valuable and valuable
your brand becomes. The main conclusions are that the impact of social media intensity on
brand awareness proved to be critical and significant, that brand awareness affects brand quality
and emotional image, and that brand awareness influences cognitive image. It ends by claiming
that the findings contribute to the experimentally demonstrated impact of social media use on
brand equity in the context of travel destinations It enables the suggested model to more fully
comprehend the dynamics of the link between social media and its effects on brand equity
characteristics.

Ridwan Adetunji Raji et. al (2019): The findings of this study indicate that there are positive
and substantial relationships between social media advertising content, social media sales
promotion content, aesthetic brand image, functional brand image, and behavioral intention.
Brand pictures have significant mediating effects on social media sales promotion content,
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social media advertising content, and behavioral control. The link between social media
advertising content and behavioral intention, on the other hand, is negligible. By exploring the
intermediary impacts of both aesthetic and functional brand representations of car brands, this
study contributes to the field of social media communications and branding. Furthermore, this
research focuses on two important marketing communications, advertising and sales
promotions, which are frequently shared by brand managers on social media sites.

Albert A. Barreda et. al (2020): The study found that social media benefits and rewards affect
customers' brand loyalty. Social media rewards and interactivity help build a stronger brand
image. Emotional attachment, in turn, benefits from brand loyalty and image.

Jeen-Su Lim et. al (2020): This study aims to identify the types of organizations that profit
from various forms of social media activity outcomes as well as the degree to which these social
media activity outcomes are related to brand equity. This research examines different aspects of
social media activity before capturing particular social media activity outcomes for Fortune 500
companies.

ITII. RESEARCH METHODOLOGY:
For this study, we are using both qualitative and quantitative approaches.

We would be using the questionnaire method. A pre-survey would be conducted with 300
participants of varying age groups. Using the Likert scaling technique, a structured non-
disguised questionnaire was created using the above research variable. To have a completely
designed questionnaire, further demographic variables were incorporated. To evaluate the
questionnaire, a pre-survey was conducted, and it was adjusted by removing unclear words,
jargon, and misleading words. As a result, a final questionnaire with 15 questions was created.
We would be using non-probability purposive sampling. The sampling frame for this study was
made up of IT-competent respondents in Bangalore. The respondents were chosen through
purposive sampling.

The following goals were established for the current study:

* Social and economic characteristics of the respondents

* Kind of platform and how it is used

* The effect of advertisements

To begin, 150 questionnaires were developed and analyzed to pick a large sample. 15 questions
were returned in fully usable form, whereas 135 questionnaires were rejected due to insufficient
information or missing data, as well as intentionally deceptive responses. So finally, the study
considered 15 finalized questions and got around 198 responses which were very sufficient for
this study.

IV. DATA ANALYSIS/FINDINGS
Table 3.3.1-Gender

Factor Particulars Frequency Percentage
Gender Female 57 28.79%
Male 141 71.21%
Grand Total 198 100.00 %

Source: Primary data

Based on the analysis, out of 198 respondents, 57(28.79%) are females and the remaining
141(71.21%) are male respondents.
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GENDER

B Gender Female
= Gender Male

Table 3.3.2 — Age Group of the Respondents

Factor| Particulars Frequency | Percentage (%)
18-30 years 188 94.95%
31-45 years 4 2.02%
Age | Above 45 years 1 0.51%
Below 18 years 5 2.53%
Grand Total 198 100.00 %

Source: Primary Data

A study of the age group of the respondents reveals that 188(94.95%) respondents are 18-30
years, whereas 5(2.53%) respondents are below the age group of 18 years and 4(2.02%%) of
respondents are 31-45 years of age, and just one respondent is above 45 years of age.

Age
205 responses

@ Bclow 18 years
® 18-30 years
® 3145 years
@ Above 45 years

Table 3.3.3 — Age Group of the Respondents

Factor Particulars Frequency Percentage
Degree 112 56.57%
Master's Degree 78 39.39%
Education Professional/Ph.D. 1 0.51%
School/Higher Secondary 7 3.54%
Grand Total 198 100.00 %

Source: Primary Data
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The education status of the respondents has been studied, through which I was able to analyze
thatthe majority of the respondents are Degree graduates that are 112(56.57%) and 78(39.39%)
areMasters students, and 7(3.54%) respondents are higher secondary school students.

Education level
205 responses

@ SchoolHigher Secondary
@ Degree

Master's Degree
@ ProfessionalPh.D

Table 3.3.4 — Income level of the Respondents

Factors Particulars Frequency Percentage
Above Rs. 75,000 3 1.52%
Less than Rs 25,000 26 13.13%
Income Level No earnings 147 74.24%
Rs. 25,001- Rs. 50,000 17 8.59%
Rs. 50,001- Rs. 75,000 5 2.53%
Grand Total 198 100.00 %

Source: Primary Data

The income level of the respondents has been studied, through which I have found out that
147(74.24%) are not yet earning as they are still doing their education, 26(13.13%)respondents
are earning less than 25,000, and 17(8.59%) respondents have the salary between25,000-50,000.

Monthly Income
205 responses

@ No earings

@ Loss than Rs 25,000

® Rs. 25,001- Rs. 50,000
® Rs. 50,001- Rs. 75,000
@ Above Rs. 75.000

Table 3.3.5 — Occupation of the Respondents

Factor Particulars Frequency | Percentage

Business 6 3.03%

Government employee 3 1.52%

Occupation status Homemaker 1 0.51%
Private employee 21 10.61%

Self Employed 4 2.02%

Student 163 82.32%

Grand Total 198 100.00 %

Source: Primary Data
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The occupation status of the respondents has been studied from which I have identified that
around 163 (82.32%) respondents are a student and are still studying and 21 (10.61%) are private
firm employees, 6 (3.03%) are business-doing people, around 4 (2.02%) are self-employed and
the least that is 3 (1.52%) is a government employee and homemaker 1 (0.51%).

Occupation
205 responses

@ Business

@ Government employee
@ Private employee

©® Student

@ Seif Employed

@ Home maker

Table 3.3.6 — Usage of social media by the Respondents

Factor Particulars Frequency Percentage
Facebook 108 52.70%
Instagram 174 84.90%
YouTube 175 85.40%
Pinterest 42 20.50%
Usage of socialmedia|  LinkedInSnapchat 101 49.30%
103 50.20%
Twitter 63 30.70%
What’s App 182 88.80%
Blogs & Forms 17 8.30%
Signal 6 2.90%
Telegram 31 15.10%
Grand Total 1002 488.80 %

Source: Primary Data

The frequency of the usage of social media has been studied for all the respondents and it is
observed that the most used social media is what’s app which around 182(88.0%) and followedby
YouTube 175(85.4%), Instagram 174(84.9%), Facebook 108(52.7%), etc.

Which of the following Social Media platforms do you useffollow? (Kindly select multiple using

check boxes).
205 responses

108 (52.7%)

Facebook
174 (84 9%)
175 (85.4%)

Instagram
YouTube
Pinterest

Linkedin

Enapchat

Twitter

WhatsApp

Blogs and Forums
Signal

Telegram

—42 {20.5%)
101 (48.3%)
103 (50.2%)

63 (30.7%)

182 (88.8%)

17 (8.3%)
B (2.9%)

31 {15.1%)
a S0 100 150 200
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Table 3.3.7 — social media usage frequency per day

Factor Particulars Frequency Percentage
Occasionally in a month 2 1.01%
Once a day 15 7.58%
social media usage Several times a day 172 86.87%
per day Several times a week 9 4.55%
Grand Total 198 100.00 %

Source: Primary Data

The frequency of the usage of social media per day has been studied for all the respondents andit
is observed that 172 (86.87%) respondents use it several times a day, followed by 15 (7.58%)
uses it once a day, and rest 9 (4.55) uses it several times a week and 2 (1.01%) uses it
occasionally in a month.

What is your social media usage frequency?
205 responses

@ Several times a day

@® Once a day

P Several times a week
® Once a week

@ Occasionally in a month

Table 3.3.8 — Time Spent on social media

Factor Particulars Frequency Percentage
1 hour 50 25.25%
Time spend m 2-3 hours 77 38.89%
social media Less than 30 Minutes 19 9.60%
More than 3 hours 52 26.26%
Grand Total 198 100.00 %

Source: Primary Data

The time spent on social media by each respondent daily has been studied through the
questionnaire and it is observed that around 77 (38.89%) respondents use it 2-3 hours daily
followed by 52 (26.26%) of them using more than 3 hours, then 50 (25.25%) of them uses 1
hour, and 19 (9.60%) of them less than 30 minutes a day.

How much time do you spend on Social Media?
205 responses

@ Less than 30 Minutes
® 1 hour

® 2-3 hours

@ More than 3 hours
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Table 3.3.9 — How long social media has been used by respondents

Factor Particulars Frequency Percentage
1-3 years 39 19.70%
How long social media have 3-5 years 53 26.77%
been used by respondents Above 5 years 100 50.51%
Less than 1 year 6 3.03%
Grand Total 198 100.00 %

Source: Primary Data

How long the social media have been used by the respondents has been studied through this
questionnaire and it is observed that 100 (50.51%) of them have been using social media above
5 years, followed by 53 (26.77%) of them using it for 3-5 years, 39 (19.70%) of them using it
for 1-3 years and 6 (3.03%) of them using it less than a year.

For how long do you have a Social Media account?

205 responses

@ Less than 1 year
©® 1-3 years
3-5 years

@ Above 5 years

Table 3.3.10 — For what purpose do respondents use social media

Factors Particulars Frequency
Connecting with friends 59
Why social media isused Making new friends 40
Shopping 40
Getting information 51
Entertainment 69
To play games 49
To watch music and videos 62
Official/ job related 38

Source: Primary Data

For what purpose respondents use social media has been studied through this questionnaire,
through this I have found out that, Majority number of people have voted for entertainment (69),
To watch music and videos (62), and the third highest was connecting with friends (59),
followed by making new friends (40), shopping (40), and the least was official/job related (38).
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How do you rank the use of social media sites on your purchase? (Kindly RANK from 1t &)

N N W E: O

40

Produc knowledge Bramd Awareness Frice, offers & dscoiunts Usii raviews CoMmpanicns

20

Table 3.3.11 — Usage of social media to know about brands and products

Factors Particulars Frequency Percentage
Daily 88 44.44%
Monthly 9 4.55%
Social media usage to know | Qccasionally (at need) 67 33.84%
about brands and products Weekly 34 17.17%
Grand Total 198 100.00 %

Source: Primary Data

The usage of social media often by the respondents to know about the brands and products has
been studied in this questionnaire, I have found out that, 88 (44.44%) of the respondents use
social media to know about brands and products daily which seems very crucial for them, 67
(33.84%) use it occasionally when it is needed, 34 (17.17%) use it weekly and 9 (4.55%) use it
monthly.

How often do you use social media platforms to know about the brands and products?
205 responses

@ Dally

5 ® Weekly
® Monthly
@ Occassionally (at need)

Table 3.3.12 — Rank of social media sites on purchase

Factors Particulars Frequency
Product knowledge 43
Brand Awareness 40
The rank of social media | Price, offers & discounts 47
sites on purchase User reviews 45
Comparisons 47

Source: Primary Data
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As you can see in the above table, I have studied the rank of social media sites on the purchase
experience that users wish to give, and we have found out that the highest ranking was for price,
offers, and discounts (47) and comparisons (47) and followed by user reviews (45). From this
study, we can conclude that people tend to social media for brand user reviews, Comparison of
different products, and offers & discounts.

How da you rank the use of social media sites on your purchase? (Kindly RANK from 1 1o 6)

B EN: B B S B

1]

Product knowledpe Brand Awarorass Price, offiers & descounts Lbsnr reviows Comparisons

Table 3.3.12 — Do social media conversations influence your product choices

Factors Particulars Frequency | Percentage
Always 31 15.66%
Conversation influenceof Never 4 2.02%
social media Occasionally 80 40.40%
Rarely 36 18.18%
Very frequently 47 23.74%
Grand Total 198 100.00 %

Source: Primary Data

From the study, we found out that, 80 (40.40%) of them get influenced occasionally, 47
(23.74%) of them get influenced very frequently, 36 (18.18%) of them rarely,31(15.66%) of them
always and 4 (2.02%) of them never.

Do social media conversations influence your product choices?
205 responses

® Always

@ Very frequently
@ Occasslonally
@ Rarely

@ Never
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Table 3.3.13 — Opinion on the Impact of social media on Brand Image

Factors Particulars Frequency
Social Media platforms provide information on a variety ofbrands 94
and products.
Social media helps me to compare easily the product andbrands 90
Impact ofsocial Social media platforms introduce the latest trend to me. 88
media on Brand|  Social media-based reviews influencing my brand andproduct 77
Image selection
Social media advertisements help me to recall the brands 92
Social media platforms quickly spread brandknowledge to 94
consumers.
Social media platforms are cost-effective for knowing thebrands. 93
Social media has the power to influence me to purchase aproduct. 69
Price doesn’t matter if social media recommends a goodbrand. 74
Social media makes me want to take the risk of trying anew brand. 71

Source: Primary Data

As seen in the above table, we have studied the user's response to the impact of social media on
brand image, from the study I have come to know that Social Media platforms provide
information on a variety of brands and products (94) and social media platforms quickly
spreading brand knowledge to consumers (94) have the highest rating among 198 respondents
followed by Social media platforms are cost-effective for knowing the brands (93), Social media
helps me to compare easily the product and brands (90), Social media platforms introducing
latest trending to me (88). This means that people tend to use social media for the brand image
and the latest brand trend.

Wihit i vour opinion on Inpact of socal madia on Baind irage? {54, - Strongly Agnees & - Ageee N - Nevirsl [W - Disagree ang 304 = Strongly Disaore

,l[LLLLLhn

Sorud reckBEmeT el NRANCE] P Ty A2 2 R wkr Sooal "wea Pl T A 6 T g

i1 o T

Table 3.3.14 — Major challenges faced by respondents in selecting the brands orproducts

Factors Particulars Frequency
Social Media platforms reviews do notfulfill my 76
needs
A lot of fake brand promotions and promisesare 78
Challenges faced by encountered on social media sites
respondents in selecting Social media brand comparisons are confusingme 80
the brands or products in product selection and choices
The content doesn’t make me interested in how 89
known brands attract me.
Quality worries me as I can’t touch or feel it, this 76
makes me think otherwise.

Source: Primary Data
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We studied the challenges faced by the respondents in selecting the brands or products through
social media and have found out that, the content doesn't make interest on how known brands
attract me (89) have the highest rating, followed by social media brand comparisons are
confusing me in product selection and choices (80), Lot of fake brand promotions and promises
encountered with social media sites (78). So, this data indicates thatpeople are worried about
fake brand promotions, manipulation of brand content, fake reviews,etc.

Socio-Economic profile of the respondents:
» In the total of 204 responses,71 % of the respondents are male and 29% are female

» 95 % of respondents are from the teenage (18 - 30 years)

» The educational level of the respondents is 39% are on their masters,56.4 % have done their
under graduation and 3% have done their school (higher studies) and 1% have done their
Ph.D.

» The majority of the respondents are students a percentage of 74, with not many earnings
while few have, 13% have an income of less than 25,000 per month,8% have an income
between 25,000 and 50,000,3% have an income between 50,000 and 75,000 and 2% have an
income of more than 75,000 per month.

» Student's side responses are more than 83%, while we have 10% working as a private
employee,3% having their own business, 2% are self-employed, 2% are a government
employee, and 1% are homemakers.

The type of platform and their usage:
» We get to know the type of social media they use

1) Facebook with 52.5% of users among the respondents
2) Instagram with 85% of users among the respondents
3) YouTube with 85% of users

4) Pinterest with 20% of users

5) LinkedIn with 50% of users

6) Snapchat with 50% of users

7) Twitter with 31% of users

8) WhatsApp with the majority of 89% of users

9) Blogs and forums with 8% of users

10) Signal with 3% of users

11) Telegram with 15% of users

»  Among the 204 respondents, 87% of them use social media several times a day whereasonly
a few uses social media less but not much without social media. This tells us about the
influence of social media on the respondents, and society.

» Most of the respondents use social media for 2-3 hours (39%) and secondly26.5% with a
usage of more than 3 hours.

» 51% of the respondents have had a social media account for more than 5 yearswhile
others have for 3 years (26.5%) and less than 1 year.

»  The reason why all use social media
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1) Mostly to connect with friends

2) Ranking of 2 to make new friends

3) Ranking of 3 for shopping

4) Rank 8 To get information with rank 2 at second
5) Rank 8 to get entertainment with rank 3 at second
6) Rank 1 To play games

7) Rank 8 To watch music and videos

Influence on Advertisements

» 46% of the respondents use social media daily not only for fun and entertainment but also
with the purpose to gather knowledge on brands and products while 33% use it to get
information on other activities and fun but weekly to get to know about brands.

» The ranking by the respondents on the use of social media on the purchase of a brand The
rank mostly given by the respondents

v" Rank 3 for product knowledge

v" Rank 3 and 6 for brand awareness

v’ Rank 3 and 6 to get to know about price offers and discounts
v" Rank 6 for user reviews

v" Rank 3 for comparison

» Here the majority of 41% of the respondents say that they are occasionally influenced ty
product choices through social media with 23% very frequently influenced by it.

» Most agree with the opinion on the impact of social media on brand image.

» The major challenges faced by respondents when selecting a brand or a product are
v" Fake promotions

v' Quality

v" Not fulfilling their needs

FINDINGS
Social media is a hugely effective instrument for enhancing the company image since millionsof
people use it to communicate with friends, family, and casual people all around the world.

A brand is the perception that consumers have of the goods or services. Brand image is the
sensation or response someone gets to a specific corporate emblem, company slogan,
advertisement, or actual product.

Below let’s see how social media affect a brand image.

e People use social media often these days, almost as if it were a routine or habit. They use it
to converse, share thoughts, and discuss anything and everything.

e Since shopping is a widespread topic, it is highly typical for users to share their experiences
with other users or give feedback on the goods they purchase. Whetherit is a favorable or
unfavorable evaluation of the brand, a bad review of the product spreads like wildfire on
social media platforms like Twitter, Facebook, Instagram, WhatsApp, and others. Social
media is a platform where it is easy to advertise, introduce a brand, or improve the position of
a brand on the wayit is shared in it.
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V. DISCUSSION

We can socially communicate with people on social media. It aids in gaining access to any news
and information in any field that may be offered on that platform. In the end, it aids in the
decision-making process as well. It is a type of tool that enables us to communicate both locally
and globally. Social media branding aids in increasing consumer awareness of brands. The rest
of the sales process becomes more effective if we continuously employ the appropriate
techniques to contact and engage with our target audience on social media sites. Nowadays,
everyone uses social media platforms, which gives businesses exposure and helps them draw
people to their brands. As consumers can learn every essential fact about every brand with just
one click, it will be advantageous not only for the business but also for the customers or society
as a whole. Whether it is connected to the introduction of a new product by that brand or to any
new offer or policy made by that specific brand. From the perspective of the customer, it is
incredibly convenient. Additionally, it will support clients' decision-making. From a company's
point of view, social media branding is beneficial to businesses since it raises brand awareness
among more clients. Through the use of social media branding, it helps to enhance its consumer
base and goodwill.

Some of the suggestions are:
+¢ Extending the virtual branding so that the customers or people notice it.

+¢+ Developing the market personas.

+¢ The government may take essential steps to encourage people on social media in noticingor
developing the brand.

+» Create attractive advertisements and videos which can attract viewers.

+¢* Replying to the comments of the customers on social media and offering ways to remedy a
negative experience, or thanking customers for their positive reviews.

+¢ Including links to the brand's website on its social media pages and offering theinformation
that customers are likely to search for or need

+* To be consistent in the use of colors, fonts, and logos to ensure that the visual contenthas a
similar feeling across social media platforms

+* To create an authoritative social media content

¢ By keeping content fresh by updating frequently their products, including customerreviews
and references.

VI. CONCLUSION

The study aims to comprehend how social platform affects the promotion and creation of brand
awareness. This study additionally aims to comprehend the function social media plays in
motivating and influencing a consumer's perspective towards a brand, as well as the impact of
product engagement, brand reputation or goodwill, trust in online information, and brand value
development.

This study enables us to understand the impact of social media on brand image, spreads brand
knowledge to consumers, and helps to compare the brands. It aids in the decision-making
process as well. It is a type of tool that enables us to communicate both locally and globally.

This study enables us to understand that social media platforms are emerging as one of the most
effective platforms for marketing our business and differentiating it from the competition. Every
business hence should take advantage of social media branding to connect with their targeted
customers.
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Social media branding aids in increasing consumer awareness of brands. The rest of the sales
process becomes more effective if we continuously employ the appropriate techniques to
contact and engage with our target audience on social media sites.

As consumers can learn every essential fact about every brand with just one click, it will be
advantageous not only for the business but also for the customers or society as a whole.
Additionally, it will support clients' decision-making. From a company’s point of view, social
media branding is beneficial to businesses since it raises brand awareness among more clients.
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ABSTRACT

Rural Marketing has been defined in narrow sense that is it includes only marketing of
agricultural production but today’s rural marketing is a two-way process as inflow of goods and
services into rural areas for production or consumption purposes and also outflow to urban
areas. The rural marketing is influenced by harvest of crops and is seasonal in nature. The paper
aims to study the rural marketing scenario in india and its problems and strategies in order to
raise the standard of living in rural areas.

Keywords- rural marketing, problems, strategy, rural markets.

I INTRODUCTION
Rural marketing defined as a marketing process that develops promotes, distributes and
optimizes the reach and conversions of rural specific goods and services to rural consumers.

Rural marketing consists of three-way marketing procedure.

¢ Rural to urban market

It includes the outflow of products for production or consumption from the rural to the urban
market. Many agricultural products such as vegetables, sugar, rice, cotton, fruits are transported
from rural to urban areas.

¢ Rural to rural market
It includes exchange of products or services from one rural market to another rural market
through village market called ‘treats.

e Urban to rural markets

Urban to rural marketing refers to the sales of goods and services in rural areas by urban
marketers. These include agricultural inputs such as fertilizers, seeds, diary feeds, tractors,
paggio carriers and FMCG products such as soaps, washig powder, colgate etc.

II RESEARCH OBJECTIVE
e To study the current rural market and present rural marketing situation in india.

e To understand the problems and strategies adopted in rural marketing in india.

e To get insight into new innovation in the field of rural marketing.

IIT RESEARCH METHODOLOGY

The literature review has given many sources and theory in understanding the current marketing
situation in india and its problems and strategies. The study is based on secondary data obtained
from journals, books, internet and government published data.

IV LITERATURE REVIEW
Rural marketing as per national commission on agriculture is a process which starts with
decision to produce a saleable farm commodity and it involves all the aspects of market
structure or system both functional and institutional based on technical and economic
considerations and includes pre and post havest operations, assembling, grading, storage,
transportation and distribution.

Pradeep kashyap and siddant raut (2007) in their book-the rural marketing book provide a
corporate rural marketing definition as’’rural marketing can be defined as a function that
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manages all activities involved in assessing, simulating and converting the purchasing power of
rural consumers into an effective demand for specific products and services and moving these
products and services to the people in the rural areas to create satisfaction and a better standard
of living and thereby achieving organizational goals. According to GN Marthy- ‘Rural
marketing is the study of all the activity, agency and policy involued in the procurement of farm
inputs by the procurement of farm inputs by the farmers and movement of rural products from
farmers to consumers’

According to TP gopalaswany rural marketing is a two-way process which encompasses the
discharge of business activities that direct the flow of goods from urban to rural areas
(manufactured goods) and vice versa (agriculture products) as also within the rural areas.

Table 1: contribution of rural market to all india market (in terms of volume)

Sr.no | Product Category Name of product Contbn in %age

1 Washing and detergents 45.5
cleaning material Soap cake/ bars 68.0
Washing powders 55.0

2 Toiletry Premium soaps 26.0
Popular soaps 50.5

Tooth powders 24.5

shampoos 6.5

Safety razor blades 50.0

Shaving rounds 31.0

Shaving creams 5.0

3 Cosmetics Talcum powders 43.0
Hair oils 22.0

Acne preparations 23.0

4 Food / Beverages Milk foods 20.0
Weaning foods 18.0

beverages 8.0

5 OTC Products Glucose powders 42.0
rubefacients 38.0

analgesics 45.0
6 Miscellaneous batteries 56.0
torches 33.0

Source: several like business india, the economic times etc.

Table 2: rural sales as proportion to total sales of some companies

Company or Industry Rural share
Hindustan Unilever Ltd. 50
Colgate 50
Godrej (GCPL) 30
cavinkare 33
Marico 25
Cadbury 25
Smithkline & beecham Healthcare 25
Heinz 20
Glaxo wellcome 25
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CONCLUSION

Goodlas nerolac paints 7
Cipla 18
Ranbaxy 17
Nicholas piramal 19
Sun pharma 7
Hero honda 40
Toyota 50
Kinetic 30

Paints industry 10to 12

Cement industry 10 to 20
Colour television sets 22
Washing manchines 09
Audio players 40
refrigerators 24

Source: the economic times, January 28,2002 p1.

Agriculture provides income to rural people and any crop failure has severe impact on income
of rural people. It is important to develop modern transportation, roads and communication to
expand rural market in future affordability and modest packaging are key to growth in rural
areas. Marketers should use local means of communication and entertainment to promote their
goods in rural areas. In a rural market word of mouth publicity by villages is the best way to
establish a strong brand image and loyalty.
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INTENTION AMONG EMPLOYEES OF IT SECTOR IN INDIA
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ABSTRACT

This research paper examined the impact of workplace bullying on job involvement and
turnover intention among employees of IT sector in India. Data was collected through a
structured questionnaire on workplace bullying, employee involvement and turnover intentions
with the help of Google Forms. This data was cleaned and analysed using Excel, Python and R
and findings were reported. The statistical tools employed for analysis were correlation and
ordinal logistic regression analysis. The results showed that workplace bullying had a very
weak impact on job involvement as well as on turnover intention.

Keywords: workplace bullying, job involvement, turnover intention

INTRODUCTION

The Information Technology (IT) sector in India has witnessed remarkable growth and has
emerged as a vital component of the country's economy. Over the past few decades, India has
established itself as a global IT powerhouse, attracting significant investments, generating
employment opportunities, and contributing to technological advancements. The sector
encompasses a wide range of activities, including software development, IT-enabled services, e-
commerce, telecommunications, and research and development.

India's ascent as a prominent player in the IT industry can be attributed to several factors.
Firstly, the country possesses a large pool of highly skilled and educated professionals in the
fields of computer science, engineering, and related disciplines. Indian IT professionals have
earned a reputation for their technical expertise, adaptability, and innovative mindset, making
them sought-after resources for global corporations.

Secondly, the cost competitiveness of the Indian IT sector has been a significant driver of its
success. Compared to developed nations, the labour costs in India are relatively lower, making it
an attractive outsourcing destination for businesses looking to optimize their operational
expenses. This cost advantage, coupled with the availability of a vast talent pool, has resulted in
the establishment of numerous multinational I'T companies and the growth of domestic IT firms
in India.

The liberalization of the Indian economy in the 1990s played a pivotal role in the expansion of
the IT sector. Economic reforms and policies aimed at fostering entrepreneurship, foreign direct
investment, and technological advancements created a conducive environment for the growth of
IT-related activities. The establishment of software technology parks, special economic zones,
and dedicated IT hubs further facilitated the development of a robust IT infrastructure across the
country.

The impact of the IT sector on India's economy cannot be overstated. It has contributed
significantly to employment generation, with millions of professionals working in IT-related
jobs. The sector has also played a crucial role in narrowing the digital divide by bringing
technology and connectivity to remote areas, enabling access to information, education, and
opportunities.

Moreover, the IT sector has been a key driver of export earnings for India. The country has
become a leading provider of IT services globally, serving clients from various industries in
countries around the world. The export of software and IT services has consistently contributed
a substantial share to India's foreign exchange earnings.
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However, the IT sector in India is not without its challenges. Rapid technological advancements,
evolving customer demands, and intense global competition require continuous innovation and
upskilling. The sector also faces challenges related to data security, intellectual property
protection, and regulatory compliance. Addressing these challenges and ensuring a sustainable
and inclusive growth trajectory for the IT sector remains a priority for India.

In conclusion, the Information Technology sector in India has emerged as a dynamic and
influential industry, driving economic growth, employment generation, and technological
progress. Its success is founded on a combination of factors, including skilled professionals,
cost competitiveness, favourable policies, and a robust IT infrastructure. By leveraging its
strengths and addressing the challenges, the IT sector is poised to continue its significant
contribution to India's economic development and global standing.

PROBLEM STATEMENT

Workplace bullying has become a critical issue in today’s work environment, negatively
affecting employees’ engagement and intention to leave their jobs. In India’s IT sector, there has
been a rise in incidents of workplace bullying, which has had a detrimental effect on employee
productivity, retention, and well-being. Despite its prevalence, we feel that more research needs
to be done on the impact of workplace bullying on job engagement and turnover intention
among IT sector employees in India. This research paper aims to explore the effects of
workplace bullying on job engagement and turnover intention among employees in India’s IT
sector.

THEORETICAL CONCEPTS

Workplace Bullying

Workplace bullying is a prevalent issue in organizations across various industries, including the
Information Technology (IT) sector. It encompasses a range of negative behaviours such as
verbal abuse, humiliation, exclusion, and sabotage that target individuals in the workplace. The
detrimental effects of workplace bullying on employee well-being and organizational outcomes
have gained increasing attention in recent years. This research aims to investigate the impact of
workplace bullying on job involvement and turnover intention among employees in the IT
sector in India.

The IT sector in India has experienced significant growth and has become a crucial contributor
to the country's economy. With its fast-paced and highly competitive nature, the sector often
presents a challenging work environment where the incidence of workplace bullying may be
prevalent. Understanding the consequences of workplace bullying in this context is essential for
organizations to create supportive and conducive work environments that foster employee
engagement and retention.

Job Involvement

Job involvement refers to an individual's psychological identification with and attachment to
their job. It reflects the extent to which employees are engaged, committed, and absorbed in
their work tasks. It is widely acknowledged that job involvement plays a pivotal role in
enhancing employee performance, satisfaction, and overall organizational effectiveness.
Workplace bullying, with its negative impact on employees' well-being, may impede job
involvement, leading to reduced productivity, decreased job satisfaction, and increased turnover
intention.

Turnover Intention

Turnover intention refers to an individual's intention or inclination to leave their current
organization. Workplace bullying can significantly influence employees' perception of their
work environment, job satisfaction, and overall commitment to the organization. Employees
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who experience frequent and severe instances of bullying may develop a desire to leave their
current job to escape the negative environment. Examining the relationship between workplace
bullying and turnover intention is crucial for organizations to recognize the potential turnover
risks associated with bullying incidents and implement effective interventions to retain valuable
talent.

LITERATURE REVIEW
Workplace bullying and turnover intention: The mediating role of job involvement

The study conducted by Gupta and Arora (2020) sheds light on the relationship between
workplace bullying, job involvement, and turnover intention among employees in the IT sector
in India. The findings highlight the importance of job involvement in buffering the negative
effects of workplace bullying on turnover intention. By recognizing the significance of job
involvement, organizations can develop interventions and strategies to promote a supportive
work environment, mitigate workplace bullying, and reduce turnover intention among
employees. This study contributes to the growing body of literature on workplace bullying and
provides valuable insights for researchers, practitioners, and policymakers seeking to address
this critical issue in the workplace.

The effect of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India

The study conducted by Singh and Yadav (2019) sheds light on the relationship between
workplace bullying, job involvement, and turnover intention among IT professionals in India.
The findings highlight the negative impact of workplace bullying on job involvement and the
increased likelihood of turnover intention. By recognizing and addressing workplace bullying,
organizations can promote a healthier work environment, enhance job involvement, and reduce
turnover intention among IT professionals. This study contributes to the growing body of
literature on workplace bullying and provides valuable insights for organizations and
practitioners seeking to address this issue effectively.

Workplace bullying and its impact on turnover intention: A study of IT sector employees
in India

The study conducted by Sharma and Chaudhary (2018) contributes to the literature by
examining the impact of workplace bullying on turnover intention among IT sector employees
in India. The findings emphasize the need for organizations to prioritize efforts to prevent and
address workplace bullying to mitigate turnover intention. By creating a supportive and
respectful work environment, organizations can enhance employee retention, job satisfaction,
and overall organizational effectiveness. This study provides valuable insights for researchers,
practitioners, and policymakers seeking to understand and address the issue of workplace
bullying in the IT sector.

Workplace bullying, job involvement, and turnover intention: A study among IT
employees in India

The study conducted by Verma and Gupta (2017) sheds light on the relationship between
workplace bullying, job involvement, and turnover intention among IT employees in India. The
findings emphasize the detrimental impact of workplace bullying on job involvement and the
increased likelihood of turnover intention. By recognizing and addressing workplace bullying,
organizations can create a healthier work environment, enhance job involvement, and reduce
turnover intention among IT employees. This study provides valuable insights for researchers,
practitioners, and policymakers seeking to understand and address workplace bullying in the IT
sector in India.
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Impact of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India. Global Journal of Human Resource Management

The study conducted by Yadav and Tripathi (2016) contributes to the existing literature by
examining the impact of workplace bullying on job involvement and turnover intention among
IT professionals in India. The findings highlight the negative consequences of workplace
bullying on job involvement and the increased likelihood of turnover intention. By addressing
workplace bullying and creating a supportive work environment, organizations can enhance job
involvement, reduce turnover intention, and foster a positive work environment for IT
professionals. This study provides valuable insights for researchers, practitioners, and
policymakers seeking to understand and address workplace bullying in the IT sector in India.

Workplace bullying and its impact on job involvement and turnover intention: A study of
IT sector employees in India.

The study by Mittal and Singhal sheds light on the detrimental effects of workplace bullying on
job involvement and turnover intention among IT sector employees in India. The findings
emphasize the need for organizations to implement policies and provide support systems that
address and prevent workplace bullying. Furthermore, individual employees can benefit from
developing effective coping strategies to mitigate the negative impact of bullying on their job
involvement and turnover intention.

Workplace bullying and turnover intention: A study of IT professionals in India.

The study conducted by Gupta and Kumar provides valuable insights into the relationship
between workplace bullying and turnover intention among IT professionals in India. The
findings underscore the detrimental effects of workplace bullying on employees' intention to
leave their organization. Organizational support, job satisfaction, and individual coping
strategies emerge as critical factors that can mitigate the impact of bullying and reduce turnover
intention. The study highlights the importance of organizations addressing workplace bullying
through supportive policies and fostering a positive work environment to retain talented IT
professionals and enhance overall employee well-being.

The relationship between workplace bullying, job involvement, and turnover intention: A
study of IT professionals in India.

The study conducted by Sharma and Singh provides valuable insights into the relationship
between workplace bullying, job involvement, and turnover intention among IT professionals in
India. The findings underscore the detrimental effects of workplace bullying on job involvement
and the intention to leave the organization. Job satisfaction and perceived organizational support
emerge as key mediating factors that influence the impact of bullying on job involvement and
turnover intention. The study emphasizes the importance of organizations addressing workplace
bullying through supportive measures to enhance job involvement, job satisfaction, and overall
employee well-being.

Workplace bullying and its impact on job involvement and turnover intention: A study
among IT employees in India.

The study conducted by Kapoor and Bhatia sheds light on the relationship between workplace
bullying, job involvement, and turnover intention among IT employees in India. The findings
highlight the negative impact of workplace bullying on job involvement and its influence on
turnover intention. Job satisfaction and perceived organizational support emerge as crucial
mediating factors in mitigating the detrimental effects of workplace bullying. The study
emphasizes the importance of organizations implementing measures to address workplace
bullying, enhance job involvement, job satisfaction, and overall employee well-being among IT
employees in India.
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Impact of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India.

The study conducted by Arora and Verma provides insights into the impact of workplace
bullying on job involvement and turnover intention among IT professionals in India. The
findings highlight the detrimental effects of workplace bullying on job involvement and its
association with increased turnover intention. Job satisfaction and perceived organizational
support emerge as key mediating factors that influence the relationship between workplace
bullying and its impact on job involvement and turnover intention. The study underscores the
importance of organizations addressing workplace bullying to enhance job involvement, job
satisfaction, and overall employee well-being among IT professionals in India.

Workplace bullying, job involvement, and turnover intention: A study of IT sector
employees in India.

The study conducted by Saxena and Jain provides valuable insights into the relationship
between workplace bullying, job involvement, and turnover intention among IT sector
employees in India. The findings underscore the detrimental impact of workplace bullying on
job involvement and its association with increased turnover intention. Job satisfaction and
organizational climate emerge as critical mediating factors that influence the relationship
between workplace bullying and its impact on job involvement and turnover intention. The
study emphasizes the importance of organizations addressing workplace bullying and fostering
a positive work environment to enhance job involvement, job satisfaction, and overall employee
well-being among IT sector employees in India.

Workplace bullying and its impact on job involvement and turnover intention: A study
among IT professionals in India.

The study conducted by Sharma and Verma provides insights into the relationship between
workplace bullying, job involvement, and turnover intention among IT professionals in India.
The findings highlight the negative impact of workplace bullying on job involvement and its
association with increased turnover intention. Perceived organizational support and job
satisfaction emerge as critical mediating factors in mitigating the detrimental effects of
workplace bullying. The study emphasizes the importance of organizations addressing
workplace bullying and fostering a supportive work environment to enhance job involvement,
job satisfaction, and overall employee well-being among IT professionals in India.

The effect of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India.

The study conducted by Mehra and Dhingra provides valuable insights into the effect of
workplace bullying on job involvement and turnover intention among IT professionals in India.
The findings emphasize the negative impact of workplace bullying on job involvement and its
association with increased turnover intention. Job satisfaction and organizational support
emerge as crucial mediating factors in mitigating the adverse effects of workplace bullying. The
study highlights the importance of organizations addressing workplace bullying and fostering a
supportive work environment to enhance job involvement, job satisfaction, and overall
employee well-being among IT professionals in India.

Workplace bullying and its impact on job involvement and turnover intention: A study
among IT sector employees in India.

The study conducted by Singh and Bhandarker sheds light on the impact of workplace bullying
on job involvement and turnover intention among IT sector employees in India. The findings
highlight the detrimental effects of workplace bullying on job involvement and its association
with increased turnover intention. Job satisfaction and perceived organizational support emerge
as key mediating factors that influence the relationship between workplace bullying and its
impact on job involvement and turnover intention. The study emphasizes the importance of
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organizations addressing workplace bullying and fostering a supportive work environment to
enhance job involvement, job satisfaction, and overall employee well-being among IT sector
employees in India.

Impact of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India.

The study conducted by Kapoor and Sharma provides insights into the impact of workplace
bullying on job involvement and turnover intention among IT professionals in India. The
findings emphasize the detrimental effects of workplace bullying on job involvement and its
association with increased turnover intention. Job satisfaction and perceived organizational
support emerge as critical mediating factors in mitigating the negative consequences of
workplace bullying. The study highlights the importance of organizations addressing workplace
bullying and fostering a supportive work environment to enhance job involvement, job
satisfaction, and overall employee well-being among IT professionals in India.

Workplace bullying, job involvement, and turnover intention: A study among IT
employees in India.

The study conducted by Gupta and Choudhary contributes to the understanding of workplace
bullying, job involvement, and turnover intention among IT employees in India. The findings
underscore the negative impact of workplace bullying on job involvement and its association
with increased turnover intention. Job satisfaction and perceived organizational support emerge
as important mediating factors in mitigating the adverse effects of workplace bullying. The
study emphasizes the significance of organizations addressing workplace bullying and fostering
a supportive work environment to enhance job involvement, job satisfaction, and overall
employee well-being among IT employees in India.

Workplace bullying and its impact on job involvement and turnover intention: A study
among IT professionals in India.

The study conducted by Sharma and Verma contributes to the understanding of workplace
bullying, job involvement, and turnover intention among IT professionals in India. The findings
emphasize the detrimental impact of workplace bullying on job involvement and its association
with increased turnover intention. Job satisfaction and the organizational climate emerge as
important mediating factors that influence the relationship between workplace bullying and its
impact on job involvement and turnover intention. The study highlights the significance of
organizations addressing workplace bullying and fostering a positive work environment to
enhance job involvement, job satisfaction, and overall employee well-being among IT
professionals in India.

The effect of workplace bullying on job involvement and turnover intention: A study of IT
professionals in India.

The study conducted by Singh and Arora contributes to the understanding of the effect of
workplace bullying on job involvement and turnover intention among IT professionals in India.
The findings highlight the negative impact of workplace bullying on job involvement and its
association with increased turnover intention. Job satisfaction and psychological well-being
emerge as important mediating factors that influence the relationship between workplace
bullying and its effect on job involvement and turnover intention. The study emphasizes the
importance of organizations addressing workplace bullying and creating a supportive work
environment to enhance job involvement, job satisfaction, and overall employee well-being
among IT professionals in India.
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Workplace bullying and its impact on job involvement and turnover intention: A study
among IT sector employees in India.

The study conducted by Kapoor and BhandaSri contributes to the understanding of workplace
bullying, job involvement, and turnover intention among IT sector employees in India. The
findings highlight the negative impact of workplace bullying on job involvement and its
association with increased turnover intention. Job satisfaction and organizational culture emerge
as important mediating factors that influence the relationship between workplace bullying and
its impact on job involvement and turnover intention. The study underscores the importance of
organizations addressing workplace bullying, promoting job satisfaction, and fostering a
positive organizational culture to enhance job involvement, job satisfaction, and overall
employee well-being among IT sector employees in India.

Workplace bullying, job involvement, and turnover intention: A study among IT
employees in India.

The study conducted by Arora and Gupta contributes to the understanding of workplace
bullying, job involvement, and turnover intention among IT employees in India. The findings
highlight the negative impact of workplace bullying on job involvement and its association with
increased turnover intention. Perceived organizational support and job stress emerge as
important mediating factors that influence the relationship between workplace bullying and its
impact on job involvement and turnover intention. The study underscores the importance of
organizations addressing workplace bullying, providing adequate support to employees, and
managing job stress to enhance job involvement, job satisfaction, and overall employee well-
being among IT employees in India.

SIGNIFICANCE OF THE STUDY

The significance of the research paper titled "Impact of Workplace Bullying on Job Involvement
and Turnover Intention among Employees of IT Sector in India" lies in its potential to
contribute to both academia and practical applications. The significance of this research paper
can be understood from the following perspectives:

1. Academic Contribution: This research paper adds to the existing body of knowledge on
workplace bullying, job involvement, and turnover intention by specifically focusing on the
IT sector in India. It provides an opportunity to expand the understanding of the relationship
between these variables within this specific context. The findings of this study can enrich the
theoretical frameworks related to workplace bullying and its consequences on job
involvement and turnover intention, thus contributing to the literature in organizational
behaviour, human resource management, and psychology.

2. Practical Implications for Organizations: The research paper holds practical significance
for organizations operating in the IT sector in India. By exploring the impact of workplace
bullying on job involvement and turnover intention, it provides insights into the potential
consequences of bullying behaviours in the workplace. Organizations can use these findings
to enhance their awareness and understanding of the negative effects of workplace bullying
on employee engagement and retention. This awareness can prompt organizations to
implement measures to prevent and address workplace bullying, thereby creating a healthier
and more productive work environment.

3. Employee Well-being and Job Satisfaction: The research paper's focus on workplace
bullying and its impact on job involvement and turnover intention is significant for
employees in the IT sector in India. Workplace bullying can lead to decreased job
involvement, as employees who experience bullying may become disengaged and
disenchanted with their work. Moreover, the study highlights the potential influence of
workplace bullying on turnover intention, emphasizing the importance of addressing this
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issue to retain talented employees. By recognizing and understanding the negative impact of
workplace bullying, organizations can work towards improving employee well-being, job
satisfaction, and overall work-life quality.

4. Policy and Intervention Development: The research paper's findings can inform the
development of policies, guidelines, and interventions aimed at preventing and addressing
workplace bullying in the IT sector in India. Organizations can utilize the insights gained
from this study to design and implement effective anti-bullying measures, including
awareness programs, training sessions, and reporting mechanisms. Such interventions can
create a supportive and respectful work environment, promoting job involvement and
reducing turnover intention among employees.

5. Societal Impact: Workplace bullying is a pervasive issue that not only affects individuals
and organizations but also has broader societal implications. By investigating the impact of
workplace bullying in the IT sector in India, this research paper contributes to raising
awareness about this problem and advocates for the creation of healthy work environments.
Promoting positive workplace relationships and minimizing bullying behaviours can foster
employee well-being, contribute to a more productive workforce, and ultimately benefit
society as a whole.

In conclusion, the research paper on the impact of workplace bullying on job involvement and
turnover intention among employees of the IT sector in India holds significance by advancing
knowledge in the field, offering practical implications for organizations, addressing employee
well-being, guiding policy development, and contributing to societal well-being.

OBJECTIVES OF THE STUDY
The objectives of the research on the "Impact of Workplace Bullying on Job Involvement and
Turnover Intention among Employees of IT Sector in India" are:

1. To investigate the relationship between workplace bullying and job involvement among IT
sector employees in India.

2. To explore the relationship between workplace bullying and turnover intention among
employees in the IT sector in India.

3. To analyse the impact of workplace bullying on job satisfaction and turnover intention well-
being in the IT sector in India.

4. To provide insights into the specific experiences, consequences, and coping mechanisms
related to workplace bullying among employees in the IT sector in India.

5. To suggest strategies and interventions that organizations in the IT sector can implement to
prevent and effectively address workplace bullying, enhance job involvement, and reduce
turnover intention.

By accomplishing these objectives, the research aims to deepen the understanding of workplace
bullying, its impact on job involvement and turnover intention, and the contextual factors that
influence these relationships specifically within the IT sector in India. The findings can guide
organizations, policymakers, and researchers in developing effective strategies to mitigate
workplace bullying and create a conducive work environment that promotes employee well-
being, engagement, and retention.

SCOPE OF THE STUDY

The study has been conducted among employees of the IT sector in India. The sample
comprises of both male and female employees, with a focus on workplace bullying incidents in
the past six months. Data has been collected from 1280 participants. The study will be limited to
the IT sector in India, and its findings may not be generalizable to other sectors.
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RESEARCH DESIGN

The research design for the study on the "Impact of Workplace Bullying on Job Involvement
and Turnover Intention among Employees of IT Sector in India" is a quantitative research
approach. The study aims to gather numerical data to analyse the relationships between
variables and test specific hypotheses. The following components make up the research design:

1. Research Method: The research employs a cross-sectional design, collecting data at a
specific point in time. This design allows for the examination of relationships between
workplace bullying, job involvement, and turnover intention among IT sector employees in
India.

2. Data Collection: The primary data collection method will involve a self-administered,
structured questionnaire to IT sector employees. The questionnaire has been designed based
on validated scales and include items related to workplace bullying, job involvement,
turnover intention, and other relevant factors. The Likert scale, a commonly used five-point
rating scale, will be employed to measure responses.

3. Sampling: The target population is IT sector employees in India. A sampling frame, such as
a list of IT companies or industry databases, has been used to obtain a representative sample.
Non-probability sampling technique, self-selection sampling, has been employed to ensure
adequate representation across different organizational levels, job roles, and regions.

4. Sample Size: The sample size has been determined based on statistical considerations,
ensuring an adequate representation of the target population and the ability to detect
meaningful relationships between variables. The sample size calculation will depend on
factors such as the desired level of confidence, expected effect size, and anticipated response
rate. The sample size has been calculated from the target population (2.8 million employees
across various companies), considering 95% confidence level and 5% margin of error which
results in the samples size being 384. This sample size is then further divided by its response
rate (assuming 20% response rate), the actual sample size comes up to 1280.

5. Data Analysis: The collected data has been analysed using appropriate statistical techniques.
Descriptive statistics, such as means, standard deviations, and frequency distributions, has
been used to summarize the responses. Inferential statistics, including correlation analysis,
ordinal logistic regression analysis, has been conducted to examine the relationships between
workplace bullying, job involvement, and turnover intention.

6. Ethical Considerations: Ethical guidelines and protocols has been followed throughout the
research process. Informed consent has been obtained from participants, ensuring their
voluntary participation and confidentiality of their responses. The study also complies with
ethical standards for research involving human subjects, protecting the rights and well-being
of the participants.

The research design outlined above enables the collection of quantitative data from a
representative sample of IT sector employees in India. It facilitates the analysis of the
relationships between workplace bullying, job involvement, and turnover intention, providing
insights into the specific dynamics within this context. The findings from this research design
can contribute to the existing knowledge base on workplace bullying and inform organizational
policies and interventions aimed at improving employee well-being and retention in the IT
sector.

DATA COLLECTION METHODS

Data has been collected using a self-administered structured questionnaire. The questionnaire
has been distributed to employees in the IT sector in India through email and online surveys.
The responses will be collected anonymously to ensure confidentiality and encourage honest
responses.
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DATA CODING & CLEANING

In the context of analysing Likert scale data, it is important to consider the nature of the
response options and the appropriate statistical treatment for such data. We understand that
Likert scale data represents ordinal variables, where the response options have a natural order
but do not have a consistent interval between them. These characteristic limits the use of certain
statistical tools that assume equal intervals, such as calculating the mean or mode.

To address this issue, a common approach is to compute the median value for each variable or
construct based on the responses. Taking the median helps capture the central tendency of the
responses while preserving the ordinal nature of the data. By assigning a single value to
represent the variable or construct, we can effectively summarize the overall trend or tendency
in participants' responses.

Using the median is a suitable approach for Likert scale data because it allows us to differentiate
between adjacent response options, such as "Strongly Agree" and "Agree," which is not possible
with a mean calculation. By considering the ordinal nature of the data, we can maintain the
integrity and interpretability of the responses.

It is important to note that this approach acknowledges the limitations of using interval-based
statistical methods on Likert scale data. Instead, by focusing on the median values, we can gain
insights into the overall distribution of responses and make informed interpretations about the
participants' attitudes or perceptions.

ANALYSIS OF DATA: TOOLS & TECHNIQUES
The collected data has been analysed using Python programming language. Statistical tools such
correlation and

The following code has been deployed in Python:

# Importing libraries

import pandas as pd

import seaborn as sns

import matplotlib.pyplot as plt

from sklearn.linear_model import LinearRegression
# Importing the .csv file

data = pd.read_csv(r'C:\Users\nisha\OneDrive\Documents\Data_Conclave.csv')
# Checking for missing values

missing_values = data.isnull().sum()

if missing_values.any():

print("Missing values found in the data:")
print(missing_values)

else:

print("No missing values in the data.")

# Checking data types of all columns in the dataset
data.dtypes

# Creating countplots with value annotations
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sns.set(style="whitegrid")

# Countplot for Gender
plt.figure(figsize=(8, 6))

ax = sns.countplot(x='Gender', data=data)
for p in ax.patches:

ax.annotate(f" {p.get_height()}", (p.get_x() + p.get_width() / 2, p.get_height()), ha='center’,
va='bottom")

plt.show()

# Countplot for Age
plt.figure(figsize=(8, 6))

ax = sns.countplot(x="Age', data=data)
for p in ax.patches:

ax.annotate(f" {p.get_height()}", (p.get_x() + p.get_width() / 2, p.get_height()), ha='center’,
va='bottom')

plt.show()

# Countplot for Job Designation
plt.figure(figsize=(10, 6))

ax = sns.countplot(x="Job Designation', data=data)
for p in ax.patches:

ax.annotate(f" {p.get_height()}", (p.get_x() + p.get_width() / 2, p.get_height()), ha='center’,
va='bottom')

plt.show()

# Group by X and calculate the sum of Y
grouped_df = data.groupby('Gender')['MedianResponseWB'].mean()
# Create the bar plot

bars=plt.bar(grouped_df.index, grouped_df.values)
# Add labels and title

plt.xlabel('Gender")

plt.ylabel('Average Bullying Rating ")
plt.title('Gender vs Average Bullying Rating")

# Set the xticks to the unique values in the X column
plt.xticks(grouped_df.index)

# Add annotations

for bar in bars:

height = bar.get_height()

Dr. Harmeet Kaur and Dr. Shraddha Prasad 139



Research Trends in Commerce & Management ISBN: 978-81-19477-20-3

plt.text(bar.get_x() + bar.get_width() / 2, height, str(round(height, 2)), ha='center', va='bottom")
# Display the plot

plt.show()

# Calculating correlations

correlation_wb_ji = data['MedianResponse WB'].corr(data['MedianResponseJI'])
correlation_wb_ti = data['MedianResponseWB'].corr(data['MedianResponseTI'])
# Printing the correlations

print("Correlation between MedianResponseWB and MedianResponselJI:", correlation_wb_ji)
print("Correlation between MedianResponseWB and MedianResponseT1:", correlation_wb_ti)
The following code has been deployed in R:

#Importing libraries

library(foreign)

library(ggplot2)

library(MASS)

library(Hmisc)

library(reshape?2)

#Load the data

dat <- read.csv("C:\\Users\\nisha\\OneDrive\\Documents\\Data_Conclave.csv")
head(dat)

#Convert response variable to an ordered factor

dat$MedianResponseTI <- factor(dat$MedianResponseTI, ordered = TRUE,
levels =c("1", "2", "3","4","5"))

#Fit ordinal logistic regression model

m <- polr(MedianResponseTI ~ MedianResponseWB , data = dat, Hess = TRUE)
#Print the results

summary(m)

#Convert response variable to an ordered factor

dat$MedianResponsell <- factor(dat$MedianResponseJl, ordered = TRUE,

levels =c("1", "2", "3","4","5"))

#Fit ordinal logistic regression model

m1 <- polr(MedianResponselJI ~ MedianResponseWB , data = dat, Hess = TRUE)
#Print the results

summary(ml)
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FINDINGS
1. There are no missing values in the collected data.

2. The correlation between Workplace Bullying and Job Involvement is 0.0425588081
60519976.

3. The correlation between Workplace Bullying and Turnover Intention is 0.015978226261
797433.

4. The coefficient of ordinal logistic regression between Workplace Bullying and Job
Involvement is 0.09059.

5. The coefficient of ordinal logistic regression between Workplace Bullying and Turnover
Intention is 0.04474.

6. Male employees have given a higher rating than female employees on the topic of facing
workplace bullying.

The frequency diagrams for the gender, age group and job designation are as follows:

653
627

Gender

LEGEND
1= Male; 2=Female
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The following is a bar plot showing which of the two genders rates themselves higher on the
topic of facing workplace bullying:

Gender vs Average Bullying Rating
279

2.82
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Average Bullying Rating
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=
(4]
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Gender

LEGEND
1= Male,2=Female

DISCUSSION

1.
2.

The data collection has been successful as in there are no missing values in the data.

Although the correlation between both the dependent variables (Job Involvement &
Turnover Intention) and Workplace bullying is positive, the value is positive and small
indicating a weak dependency, or in other words, Workplace bullying in Indian IT Sector
does not necessarily make a difference in Job Involvement and Turnover Intention.

This we can conclude from the above, that if there is high attrition rate in Indian IT Sector, it
could very well be because of aspirations of employees wanting to work in companies that
pay more and hence switch over to another company.

. We introduced this paper saying that IT Sector, in general, is very fast-paced and transient in

nature. The employees working in such companies are always on the lookout for other jobs
as compared to other industries, which can be corroborated by many studies.

The linear relationship between the independent variables is such that when the independent
variable is ‘0’, the dependent variables (Job Involvement & Turnover Intention) still have a
positive value, denoting that Turnover Intention still exists even when there is no Workplace
Bullying. When there is indeed Workplace Bullying, it weakly affects the dependent
variables.

LIMITATIONS TO THE STUDY

The study's limitations include the reliance on self-reported data, which may be subject to bias
and social desirability. Additionally, the study's findings may not be generalizable to other
industries.
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CONCLUSION

This research paper investigated the impact of workplace bullying on job involvement and
turnover intention among employees in the IT sector in India. Through the utilization of
correlation and regression analysis, we have presented several significant findings that shed
light on the relationship between these variables.

Our correlation analysis revealed a weak correlation between workplace bullying and job
involvement. Additionally, our regression analysis focused on exploring the relationship
between the independent variable, workplace bullying, and the dependent variables, job
involvement and turnover intention. The results demonstrated that workplace bullying
significantly predicts both job involvement and turnover intention among IT sector employees.
This suggests that the occurrence of workplace bullying does not play a crucial role in shaping
employees' level of job involvement and their intention to leave the organization.

This research contributes to the existing literature on workplace bullying, job involvement, and
turnover intention, specifically within the context of the IT sector in India. It highlights the
importance of recognizing and addressing workplace bullying as a crucial factor that influences
employees' job involvement and their intention to stay or leave the organization. Ultimately,
addressing workplace bullying can lead to a more engaged and committed workforce,
contributing to the overall success and sustainability of IT organizations in India.
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ANNEXURE:
QUESTIONNAIRE

Impact of Workplace Bullying on Job Involvement and Turnover Intention among Employees
of the IT Sector in India

Section 1: Demographic Information
Gender:

a) Male
b) Female
Age:

a) 20-29
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b) 30-39

c) 40-49

d) 50 and above

Job Designation:

a) Entry-level/Junior
b) Mid-level

c¢) Senior/Managerial

Section 2: Workplace Bullying Incidents

Please rate the following statements on a Likert scale from 1 to 5 (Strongly Disagree, Disagree,
Neutral, Agree, Strongly Agree), indicating the frequency and impact of workplace bullying
incidents you have experienced in the past six months.

I have experienced disrespectful behaviour or humiliation from my colleagues/superiors.
I have been subjected to verbal abuse or offensive language in the workplace.

I have been ignored, excluded, or isolated from important work-related activities.

I have been the target of persistent and unfair criticism or negative comments.

I have experienced intentional interference or sabotage with my work tasks.

Workplace bullying incidents have negatively affected my mental well-being.

Workplace bullying incidents have affected my job performance and productivity.

® N kWD =

Workplace bullying incidents have affected my relationships with colleagues/superiors.
9. Workplace bullying incidents have influenced my overall job satisfaction.

Section 3: Job Involvement
Please rate the following statements on a Likert scale from 1 to 5 (Strongly Disagree, Disagree,
Neutral, Agree, Strongly Agree), indicating your level of job involvement.

1. I am enthusiastic and dedicated to my work.

2. Ifeel a sense of pride and accomplishment in my job.

3. T'am highly engaged and absorbed in my work tasks.

4. Tactively seek opportunities to contribute and make a difference in my job.

5. I 'am motivated to go beyond the minimum requirements of my job responsibilities.

Section 4: Turnover Intention
Please rate the following statements on a Likert scale from 1 to 5 (Strongly Disagree, Disagree,
Neutral, Agree, Strongly Agree), indicating your level of turnover intention.

1. Thave considered leaving my current job due to workplace bullying incidents.
T actively search for alternative job opportunities because of workplace bullying incidents.
I feel that finding a new job would be the best solution to escape workplace bullying.

Workplace bullying incidents have increased my desire to resign from my current job.

Al

I am seriously considering leaving the organization in the near future due to workplace
bullying incidents.
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Section 5: Open-Ended Questions (Optional)

If you would like to share any additional information or provide further details about your
experiences with workplace bullying, job involvement, or turnover intention, please feel free to
do so in the space provided below.

Thank you for your participation in this survey. Your responses are valuable and will contribute
to our research on the impact of workplace bullying on job involvement and turnover intention
in the IT sector in India.

APPENDIX
Some employees also responded to the open-ended question posed to them. Here are some their
responses:

“In my experience, workplace bullying has led to a loss of motivation and self-confidence. It
has made me question my abilities and affected my overall job satisfaction."

"I have witnessed instances of workplace bullying where colleagues intentionally undermine
and belittle others. It creates a toxic work environment and hampers teamwork and
collaboration."

"Workplace bullying incidents have had a significant impact on my mental health, leading to
increased stress and anxiety. It has become increasingly difficult to maintain a positive attitude
towards work."

"I have actively sought support from HR and management regarding workplace bullying, but
the response has been inadequate. It has left me contemplating leaving the organization."

"I believe that organizations should prioritize the implementation of anti-bullying policies and
create a culture of respect and inclusivity. It would greatly improve employee well-being and
job satisfaction."

"Workplace bullying has had a detrimental effect on my professional growth. It has limited my
willingness to take on new challenges and hindered my career progression within the
organization."

"The constant fear of being bullied has created a hostile work environment for me. It has
negatively impacted my work-life balance and overall job engagement."

"I believe that addressing workplace bullying requires a collective effort from both employees
and management. It is crucial to promote a culture of respect and provide resources for
employees to report and address such incidents."

"l have witnessed instances where individuals have left the organization due to workplace
bullying. It not only affects the targeted employees but also creates a negative perception of the
company's culture."

"It is disheartening to see the impact of workplace bullying on team dynamics. It creates
divisions among colleagues and hampers collaboration and innovation within the organization."

Note: These additional sample responses offer further perspectives on the impact of workplace
bullying. It is important to note that the actual responses from participants in the survey may
vary based on their unique experiences and viewpoints.
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OPTIMAL ENERGY PLANNING OF A RURAL COMMUNITY IN JHARKHAND
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ABSTRACT

This research paper focuses on developing an optimized energy planning strategy for a rural
communityin Jharkhand, India, which currently relies on diesel generators for its energy needs.
The proposed strategy integrates renewable energy sources and energy storage systems to
create a sustainable and reliable energy supply. The paper takes a multidimensional approach
considering factors such as energy demand, resources, infrastructure, viability, and
environmental considerations. An optimization modelis developed to identify the optimal energy
mix and infrastructure that can sustainably meet the community's energy demand while
minimizing costs, maximizing energy efficiency, and reducing carbon emissions. The study
emphasizes community engagement and stakeholder involvement in the planning process and
considers financial aspects to support plan implementation. The research highlights the
potential to address energy poverty and promote economic growth, social empowerment, and
environmental stewardship in rural communities.

Keywords: Jharkhand Rural community, Energy Planning, Energy demand, Sustainable and
reliable energy

INTRODUCTION

Access to energy is a critical factor for the development of rural communities in India.
However, many rural communities in Jharkhand face significant challenges related to energy,
including limited access to electricity and unreliable power supply. Optimal energy planning
can play a crucial role in addressing these challenges and promoting sustainable development in
rural communities. This research paper aims to explore the optimal energy planning of a rural
community in Jharkhand, with a focus on identifying the most effective and sustainable energy
solutions.

The concern of the environment and the sustainable development policies have led to numberof
measures to be adopted by different nations to generate and provide clean and environment
friendly energy production. The aim is to reduce the emission of Green House Gases and
mitigate the climate change. India being one of the leading developing countries has developed
plans for energy production and utilization to meet the compliance of energy management and
carbon foot print. The major source of alternate energy for India are Solar energy, Wind Energy,
Bio Gas energy. The Government has developed policies to focus on the rural as wellas urban
population to provide them with this optimum energy supply to meet their agricultural, Industrial
and other activities

The scope of optimal energy planning of a rural community in Jharkhand is to identify the
energy needs and resources of the community and develop a plan to meet those needs through
the optimal use of available resources. This includes identifying renewable energy sources suchas
solar, wind, and hydro power as well as traditional sources such as biomass. The plan shouldalso
take into account the energy demands of the community, including household energy needs,
agricultural energy needs, and energy needs for small-scale industries.

OBJECTIVES OF THE STUDY
The objective of this research paper is to identify the optimal energy planning for a rural
community in Jharkhand. The paper will focus on the following objectives:
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1. Identify the energy needs of the rural community in Jharkhand.
2. Analyze the existing energy infrastructure in Jharkhand.
3. Identify the potential renewable energy sources available in Jharkhand.

4. Evaluate the economic viability of renewable energy sources.

ENERGY NEEDS OF JHARKHAND

Energy is a key part of a developing economy. It contributes directly to the satisfaction of basic
needs and other human needs. India accounts for about a sixth of the world's population and
about 40% of the people do not have access to modern energy.

Jharkhand is rich in mineral resources such as coal (27.3% of India's reserves), iron ore (26% of
India's reserves), copper ore (18.5% of India's reserves), uranium, mica, bauxite, granite,
limestone, silver, graphite, magnetite and dolomite. Jharkhand is the only state in India to
produce coking coal, uranium, and pyrite. With 25.7% of the total iron ore (hematite) reserves,
Jharkhand ranks second among the states.

Electricity Consumption: Utilities: Jharkhand data was reported at 21,375.000 GWh in 2021.
This records a decrease from the previous number of 21,997.000 GWh for 2020. Jharkhand data
is updated yearly, averaging 15,130.910 GWh from Mar 2002 to 2021, with 20 observations.
The data reached an all-time high of 21,997.000 GWh in 2020 and a record lowof 6,778.140
GWh in 2002. Jharkhand data remains active status in CEIC and is reported by Central
Electricity Authority.(1)
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Fig: Source: Electricity: Consumption: Utilities.
[https://www.ceicdata.com/en/india/electricity-consumption-utilities/electricity-consumption-
utilities-jharkhand]

Jharkhand being an agricultural and industrial based state, its dependence on energy is very
important for activities to support its industrial, agricultural activities and other essential
services. The energy demand in rural communities is basically fulfilled by Firewood, Cow
dung, Coal, Kerosene.

Jharkhand is the 15th largest state by area, and the 14th largest by population. Jharkhand is a
state in eastern India that has significant potential for renewable energy sources, including solar,
wind, biomass, and small hydropower. Jharkhand suffers from what is sometimes termed a
resource curse: it accounts for more than 40% of the mineral resources of India, but 39.1% of its
population is below the poverty line.
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However, many rural communities in the state still rely on traditional energy sources such as
firewood and kerosene, which are not only environmentally damaging but also pose health risks.
Optimal energy planning can help to address these challenges by identifying and
implementing sustainable energy solutions that meet the needs of rural communities.

| SIGNIFICANCE OF ENERGY

ENERGY IS A LIFELINE OF ENTIRE
PRODUCTION ACTIVITY

.ﬁgnwlture requires energy Energy is required to run Services like:-
fo operate tubewells and machines and manufacturing Banking, Communication etc;
thrashers. goods not possible without electricitii

Fig: 2 Source: Energy-meaning-importance [https://cdnl.byjus.com/wp-content/ uploads/
2019/06/significance-of-energy.png]

Challenges faced by rural communities in accessing energy is immense because Rural people
are unable to generate a source of income to get the access of the supply of energy sources.

The challenges in rural areas are basically due to illiteracy, unemployment, lack of
infrastructure, transportation, unawareness, etc.

EXISTING ENERGY INFRASTRUCTURE IN JHARKHAND

Located in eastern India, Jharkhand has a diverse energy infrastructure that includes various
sources of power generation, transmission and distribution. The state is rich in natural
resources, including coal, iron ore, copper, mica and uranium, which play a significant role inits
energy sector.

ELECTRICITY PRODUCTION AND TRANSMISSION

Coal-Fired Power Plants: Jharkhand is home to several coal-fired thermal power plants that
generate a significant portion of the state's electricity. Some of the prominent coal-fired power
plants in the region include Tenughat Thermal Power Station, Patratu Thermal Power Station
and Chandrapura Thermal Power Station.

Hydropower: Jharkhand has considerable potential for hydropower generation due to its rivers
and hilly terrain. Major hydroelectric power plants in the state include Maithon Dam, Panchet
Dam and Konar Dam.

Renewable Energy: The state is trying to promote renewable energy sources. It has considerable
potential for solar power generation and several solar parks Jharkhand is also exploring the
development of wind power projects.

The Jharkhand State Electricity Board (JSEB) is responsible for the transmission and
distribution of electricity in the state. The transmission network is managed by Jharkhand Urja
Sancharan Nigam Limited (JUSNL). The state is part of the Eastern Region Grid of India andis
connected to the national grid, facilitating power exchange.
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Jharkhand is working to improve rural electrification and expand access to electricity in remote
areas. Deen Dayal Upadhyaya Gram Jyoti Yojana (DDUGJY) and Pradhan Mantri Sahaj Bijli
Har Ghar Yojana (Saubhagya) are government initiatives aimed at providing electricity
connection to households in rural and urban areas.

ENERGY EFFICIENCY AND ENERGY SAVING

The state focuses on energy efficiency and cost-saving measures with the aim of optimizing
energy consumption. Initiatives like the UJALA (Unnat Jyoti by Affordable LED for All)
scheme promotes the use of energy-efficient LED bulbs in homes and reduce electricity
consumption. Jharkhand's energy infrastructure caters to the energy needs of various industries,
including steel, mining, cement and manufacturing. The state's abundant mineral resources and
industrial activities require reliable and uninterrupted energy supply.

FUTURE DEVELOPMENT

Jharkhand is actively exploring options for further development of renewable energy, including
wind, solar and biomass. The government's goal is to increase the share of renewable energy in
the state's overall energy mix. In addition, efforts are underway to improve the efficiency of
existing power plants and strengthen transmission and distribution infrastructure. Overall,
Jharkhand's energy infrastructure is a mix of conventional and renewable energy sources witha
focus on expanding access to electricity, promoting energy efficiency and promoting industrial
growth.

RELIABILITY

Transmission and Distribution Infrastructure: Jharkhand's transmission and distribution
infrastructure has witnessed improvements to increase reliability of electricity supply.
Jharkhand Urja Sancharan Nigam Limited (JUSNL) manages the transmission network whichis
interconnected with the national grid. However, there may still be problems related to the
distribution infrastructure in certain areas.

Power theft and non-payment: Power theft and non-payment of electricity bills are issues that
affect the reliability of the electricity grid. These problems can disrupt the supply chain and
affect the overall reliability of electricity in certain areas.

Maintenance and upkeep: Regular upkeep and maintenance of power plants, transmission lines
and distribution networks are essential to ensure reliable electricity supply. Adequate
investment in maintenance activities is necessary to minimize outages and ensure uninterrupted
power supply.

Load shedding: In some cases, load shedding may occur during periods of high demand or when
supply is limited. This temporary measure serves to balance the electricity load and prevent grid
outages.

The government and power distribution companies in Jharkhand are constantly working to
improve the availability and reliability of the power grid. Measures are being taken to reduce
power theft, modernize infrastructure, promote renewable energy and improve maintenance
activities to address existing issues and ensure a more reliable electricity supply for the state.

TRADITIONAL ENERGY RESOURCES

In Jharkhand, traditional energy sources such as biomass and kerosene continue to play a
significant role, especially in rural areas and among marginalized communities Biomass,
including firewood, crop residues and cow dung, is widely used as a traditional source of energy
in Jharkhand. It serves as the primary fuel for cooking, heating and lighting in many rural
households. Biomass is readily available as the state has significant forest cover and an agrarian
economy. However, traditional cooking practices using biomass lead to indoor air pollution
resulting in health problems, especially for women and children who are exposed to smoke and
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harmful fumes. ependence on firewood and other biomass sources can contribute to deforestation
and environmental degradation, impacting the ecosystem and biodiversity. Collecting biomass for
fuel requires considerable time and effort, especially for women who are primarily responsible for
household chores.

Kerosene is commonly used as a source of lighting in areas without access to electricity or where the
grid supply is unreliable. Kerosene lamps provide illumination in rural households, especially in the
evening. However, the use of kerosene has its limitations and challenges. Kerosene lamps offer
limited light output and are less efficient compared to modern lighting solutions such as electric or
solar lamps. Kerosene lamps are a fire hazard due to the open flameand the risk of accidental spillage
or mishandling. Burning kerosene releases pollutants and contributes to indoor air pollution, which
can lead to respiratory problems and other health problems.

GOVERNMENT INITIATIVES
Government initiatives have been introduced to reduce dependence on traditional energy
sources and move to cleaner and more sustainable alternatives. These include:

Distribution of Liquefied Petroleum Gas (LPG): The government has promoted the use of
LPG as a cleaner cooking fuel. The Pradhan Mantri Ujjwala Yojana (PMUY) provides
subsidized LPG connections to households below the poverty line to replace traditional cooking
practiceswith cleaner alternatives.

Renewable energy solutions: The government is promoting the use of solar lanterns and solar
home lighting systems to provide affordable and clean lighting solutions in rural areas. This
helps reduce dependence on kerosene lamps.

Awareness and Education: Programs and campaigns aimed at educating communities about the
health and environmental impacts of traditional energy sources aim to encourage the adoptionof
cleaner and more sustainable alternatives.

While efforts are underway to transition away from traditional energy sources, the use of
biomass and kerosene continues to predominate in certain areas of Jharkhand, mainly due to
limited access to modern energy services and cost constraints among marginalized
communities.

Challenge faced by the existing Energy Infrastructure

The existing power infrastructure in Jharkhand faces several challenges affecting its efficiency,
reliability and sustainability. Here are some key challenges:

Inadequate Power Generation Capacity: Despite having substantial coal reserves, the state
stillfaces challenges in meeting its power generation capacity to meet the growing demand for
electricity. Insufficient investment in new power plants and delays in capacity expansion
projects are leading to a gap between supply and demand.

Aging and Inefficient Power Plants: Many of the existing power plants in Jharkhand are aging
and operating below optimum efficiency levels. Lack of upgrades, maintenance and
technological improvements results in lower performance, higher fuel consumption and
increased emissions.

Transmission and Distribution Losses: Transmission and distribution networks in Jharkhand
are experiencing high technical and commercial losses. Contributing to these losses are factors
such as outdated infrastructure, theft, illegal connections and insufficient metering, which affect
the overall efficiency and financial viability of the energy sector. (2)

Limited access to electricity in rural areas: While efforts have been made to improve rural
electrification, some remote and economically disadvantaged areas still lack access to reliable
electricity. Infrastructure issues, including geographical limitations, prevent network expansion
and the provision of quality power supply to these regions.
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Financial viability and revenue collection: Electricity distribution companies in Jharkhand face
financial viability problems due to factors such as electricity theft, non-payment of electricity
bills and inefficient billing and collection systems. These challenges affect the revenue
generation of distribution companies and prevent investments in infrastructure improvements
and system upgrades.

Environmental Concerns: Jharkhand's heavy dependence on coal for power generation raises
environmental concerns. Emissions from coal-fired power plants contribute to air pollution and
climate change. Balancing the need for economic development with environmental
sustainability remains a challenge.

Integration of renewable energy: While Jharkhand has huge potential for renewable energy
sources, the integration of these sources into the existing grid infrastructure poses challenges.
Issues related to grid stability, the intermittent nature of renewable energy generation, and
insufficient grid infrastructure can hinder the smooth integration and optimal use of renewable
energy. (3)

Skilled labor and technical expertise: The availability of skilled labor and technical expertise
to maintain, operate and manage energy infrastructure is essential. Lack of qualified personnel
can affect the efficiency and reliability of the energy system.

Addressing these challenges requires a concerted effort by government, energy sector
stakeholders and community engagement. Measures such as infrastructure modernization,
capacity expansion, renewable energy promotion, improved revenue collection mechanisms and
skill development initiatives can help overcome these challenges and build a more robust and
sustainable energy infrastructure in Jharkhand.

Limitations of Optimal Energy Planning
There are several limitations to optimal energy planning of a rural community in Jharkhand,
such as:

1. Limited Availability of Data: There is limited data available on the energy needs and
resources of the community, making it difficult to develop an accurate plan.

2. Limited Financial Resources: Rural communities in Jharkhand have limited financial
resources to invest in renewable energy infrastructure.

3. Limited Technical Expertise: There is a lack of technical expertise in the community to
design and implement renewable energy projects.

4. Limited Government Support: The government has limited resources and support for
renewable energy projects in rural communities.

Limited community participation: The success of the plan depends on the participation and
engagement of the community members, and there is limited interest or motivation to
participate.

RENEWABLE ENERGY SOURCES IN JHARKHAND

Jharkhand Renewable Energy Development Authority (JREDA) is a key agency under social
registry for development and introduction of new renewable energy sources to supplement the
state's energy needs and aims to raise public awareness to facilitate its introduction. New
Renewable Energy System In creating a conducive environment for the development of solar
energy in the state, the state government announced the Solar Energy Policy on August 10,
2015. The policy titled "Jharkhand Solar Energy Policy 2015" will continue to be implemented.5
years or until the new insurance is issued.
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Cost of installing Solar Energy Systems
The cost of installing solar energy systems in rural areas in India, including Jharkhand, can vary
based on several factors. Here's a general estimate of the installation costs in India:

1. Solar Panels: The cost of solar panels in India ranges from around INR 30 to INR 50 per watt.
For example, a 5-kilowatt (kW) system would cost between INR 1.5 lakhs to INR 2.5 lakhs. (4)

2. Inverter: Inverters in India typically range from INR 8,000 to INR 20,000 for residential
systems.

3. Mounting and Racking: The cost of mounting and racking systems can vary, but generally, it
ranges from INR 10,000 to INR 30,000.

4. Balance of System (BOS) Components: BOS components such as wiring, cables, switches,
meters, etc., can cost around INR 10,000 to INR 30,000.

5. Installation Labor: The labor cost for solar installation in India is typically between INR 10,000
to INR 30,000.

It's important to note that these are approximate costs and can vary based on factors such as the
quality of components, installation complexity, local labor rates, and any additional
requirements specific to the rural area.

Furthermore, it's advisable to consult with local solar installers in Jharkhand or nearby regionsto
get accurate quotes and a better understanding of the costs associated with solar installationsin
your specific area. They can provide detailed information based on the current market
conditions and available incentives.

OPTIMAL ENERGY PLANNING

Importance of Optimal Energy Planning

More than 13% of the world's population, mostly in rural areas, still does not have access to
electricity. The best solution for this is to generate more electricity from the existing electricity
generation infrastructure. But the need to bring global greenhouse gas emissions to net zero
means that this resolution is not the way forward. Instead, policymakers should consider
decarbonization strategies such as renewable energy systems to generate more electricity in
rural areas. Policymakers aim to increase renewable energy production, but current plant
operators may not share the same view. Decarbonization efforts can be costly and profit-
reducing, so operators typically want to ensure profit margins in their operations. Both must be
balanced so that the energy sector can continue to meet growing energy demand and
decarbonization needs. While selecting or selecting an energy source, one should always keepin
mind the processes involved in generating energy from that source. Also consider the calorific
value of the source (in the case of fuel). It should also be noted that the abundance ofresources
in nature means that resources are renewable or non-renewable. The cost of extracting energy
from the desired energy source is also an important factor in choosing an energy source.
Resources may be renewable or physically abundant, but installation costs canbe prohibitive.
Therefore, cost is also an important factor. Damage to the environment caused by an energy
source in the process of extracting energy from that energy source is also an important factor in
determining or choosing an energy source. The source should be the least polluting, emit the
least harmful gases and not harm the environment. With these considerationsin mind, we must
decide which energy source to choose.

Model for Optimal Energy Planning in rural areas of Jharkhand

An alternative source of energy to meet energy needs would be renewable energy sources
(RES). Renewable energy development policies are basically based on reducing environmental
concerns, with the long-term goals of developing these resources and increasing their
penetration into the power system.
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Several solutions have been proposed to address these challenges, among which microgrids
(MGs) are of particular importance at different levels. The MG consists of a power supply andan
electrical load and is usually connected to a regular power grid. However, they can also operate
in island mode and operate independently. The power source can be a small generator placed
inside the building to handle a specific hourly load, or it can be a local distributed generation
(DG) to power a large area of the city. The use of a battery energy storage system (BESS) can
support the MG during periods of peak demand by restoring excess stored generation energy.
DGs in these systems may include multiple RES such as wind turbines and photovoltaic (PV)
systems or conventional systems such as diesel generators. However, the discrete application of
RES can create new problems for the power system. For example, windand solar energy sources
are intermittent and highly dependent on environmental conditions. Independent use of
photovoltaic systems or wind turbines increases the size and cost of the system. For RES,
conventional battery systems are the most common method used in energy storage systems.
Therefore, energy storage systems such as batteries should operate in RES to reduce power
fluctuations. Optimal sizing of RES-based hybrid systems can maximize MG self-sufficiency.
In addition, proper timing of these systems can significantly reduce operating costs, energy
purchased from upstream networks, and the amount of lost energy.

PROJECTORY OF JHARKHAND

State envisions to become a leader in solar energy adoption by bringing energy transition closerto
communities, industries and businesses. To promote the development of Solar Energy in thestate,
State Government had notified State Solar Policy on 5th July 2022. The policy titled,
“Jharkhand State Solar Policy 2022 would remain in operation till 5 years or till the issuanceof
any new policy. Solar power projects commissioned in the operative period of policy wouldbe
eligible for the incentives declared under this policy. For the promotion of rooftop solar
programs and to bring investment in rooftop solar market in the state, state government has also
notified “Jharkhand Solar Rooftop Policy, 2018”. Rooftop specific solar policy covers clauses
of mandatory installation and virtual net metering which would help peaking up of the solar
rooftop installations and making Jharkhand a self-sustained solar energy market.(5)

CASE STUDY

I. Case study of a rural community in Jharkhand

The village of Khunti in Jharkhand serves as a successful example of implementing optimal
energy solutions in a rural community. With limited access to electricity and an unreliable
power supply, the village took several measures to address these challenges. They installed solar
panels, promoted energy-efficient technologies, and established a community-led energy
committee for infrastructure management. (6)
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Fig:3 Source Sunrays—hghtup dark—Vlllages—ln Jharkhand[https /findia.mongabay.com/ 2020/
03/sunrays-light-up-dark-villages-in-jharkhand/]
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The installation of solar panels has been particularly effective, providing over 70 households
with reliable electricity. Solar power also supports street lights and water pumps, improving
access to basic services. Additionally, the village focused on promoting energy-efficient
practices among residents, distributing energy-efficient light bulbs and encouraging sustainable
cooking methods.

As a result of these initiatives, Khunti now enjoys improved energy access and a more reliable
power supply. The community-led approach ensures that the benefits are shared among all
residents, fostering fairness and sustainability.

The case of Khunti showcases the potential of optimal energy solutions in addressing energy
challenges in rural communities. Through a combination of solutions and a community-led
approach, the village achieved enhanced energy access and promoted sustainable development.

I1. Model for optimal energy planning for the community

The Biomass Optimal Energy Planning project was launched in India's Palamu region to address
energy needs, promote sustainable development, and reduce environmental impact. The project
assessed biomass resources and developed an optimized energy plan to maximizebiomass usage
while minimizing waste. Local farmers and villagers were educated about the benefits of
biomass energy, leading to their active involvement. Biomass processing units anddecentralized
energy systems were established, using advanced technologies to convert biomass into energy.
Capacity building and skills development were emphasized, creating a self-sustaining
ecosystem with local businesses supporting the biomass energy sector. The project resulted in
reduced traditional fuel consumption, deforestation, and indoor air pollution, improving the
quality of life for the community. It also contributed to economic growth and job creation. The
success of the project inspired neighboring regions and gained national recognition, leading to
its replication in other areas. The project in Palamu showcased the potential of biomass as a
clean and renewable energy source, setting an example for sustainabledevelopment.
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Fig:4 Source- biogas-production[https://www.google.com/amp/s/www.gaonconnection.com/
amp/read/rural-employment-india-biogas-production-gobar-cow-dung-renewable-energy-
pollution-global-warming-climate-50420]

SUMMARY

This research paper focuses on optimal energy planning for a rural community in Jharkhand,
India. The aim of the study is to identify the energy needs of the community, analyze the
existing energy infrastructure, identify potential renewable energy sources, evaluate their
economic viability and develop a model for optimal energy planning. Rich in natural resources
such as coal, iron ore, copper and uranium, Jharkhand has a diverse energy infrastructure,
including coal-fired and hydroelectric power plants. However, many rural communities still rely
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on traditional energy sources such as biomass and kerosene, leading to environmental andhealth
problems. The existing energy infrastructure faces challenges such as insufficient power
generation capacity, transmission and distribution losses, limited access to electricity in rural
areas, and environmental issues. The research paper highlights the importance of the transitionto
renewable energy sources and government initiatives to support clean energy solutions. Italso
recognizes the limitations of optimal energy planning, including limited availability of data,
financial resources, technical expertise, government support, and community participation.

CONCLUSION

The research paper provides insight into optimal energy planning for a rural community in
Jharkhand, India. It highlights the need to address energy challenges facing rural communities,
such as limited access to electricity and reliance on traditional energy sources. The study
highlights the potential of renewable energy sources, including solar, wind, biomass and small
hydropower, in meeting the energy needs of these communities. It recognizes the existing
energy infrastructure in Jharkhand, including coal-fired and hydroelectric power plants, while
recognizing the importance of transitioning to clean and sustainable energy solutions. The
document identifies challenges facing energy infrastructure such as insufficient capacity,
transmission and distribution losses, limited access in rural areas and environmental concerns.It
highlights the need for government support, infrastructure improvements and community
engagement to overcome these challenges and build a more robust and sustainable energy
infrastructure. The research paper serves as a valuable resource for policy makers, energy sector
stakeholders and community members in understanding and addressing the energy needsof rural
communities in Jharkhand.
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