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FOOD PROCESSING INDUSTRY IN INDIA AND ANDHRA PRADESH — A STUDY

ABSTRACT: -

ood-processing industry has been registering

good growth since the past few decades and
&  particularly in the nineties. The conditions are
now ideal for the growth of this industry. The increasing
emphasis on food processing industry can be best
known through the improving budget allocation over
the-years to the food processing industry. Food and
Agriculture Organisation (FAO) released a short study
on ‘Global Food losses and Food Waste’, FAO said that
‘in developing countries 40% of losses occur at post-
harvest and processing levels while in industrialized
countries more than40% of losses happen at retail and
consumer levels.” Until now, India’s ministry of food
processing industry, ministry of commerce (Department
of Industrial Policy and Promotion), Ministry of
Agriculture and our National Agricultural Research
system have asserted that it is encouraging investment
in the retail ‘back end’ (collection, cold-storage,
logistics, warehousing, modern markets, etc), which
will substantially reduce post-harvest food waste/loss,
help farmers earn more and help control food inflation.

KEYWORDS: Horticulture — Mdngo — Processing -
Industry—Exports- food-Agriculture-malnutrition,

INTRODUCTION

Agriculture continues to be one of the
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cornerstones of the.Indian economy. Though the share
of agriculture in GDP has been declining over the years,
its role remains critical as nearly 60-70% of the Indians
are directly or indirectly dependent on agriculture. Itis
estimated that if the country has to maintain a GDP
growth rate of over 8%, the agricultural sector has to
grow at the rate of at least 4%. Government has
initiated massive programs for investment infusion in
agriculture sector during 11th plan through Rashtriya
KrishiVikasYojana and National Horticulture Mission.
This has lead to increase in production and productivity.
In order to ensure proper return to stakeholders it is
essential that suitable post harvest management be
adopted to add value and reduce wastage. In this
background food processing industry in India is
increasingly seen as a potential source for driving rural
economy as it brings synergy between industry and
agriculture. _

Food processing is all about converting raw
food and other farm produce into edible, usable and
palatable form. It is the conversion of clean, harvested,
butchered or slaughtered components into marketable
food products with value addition so as to improve their
quality, reliability and shelf life. Further Food
processing is about preservation of food while
providing greater potential for export.

Food Processing began in the prehistoric age
with drying of fruits in nature or animals storing for
coming winter feed need. There are crude food
processing types such as over hear or fire, fermenting,
sun drying and preserving with salt and later humans
learnt steaming for cooking. Food preservation has
become a key part for warriors ‘during wars and sailors’
as set travels across continents during last two
thousand years. Industrial revolution in 17th century
began to change food processing as Nicolas Appert
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developed a vaccum bottling process to supply food to troops in the French army. Canned tin.s'were devel9ped by
Peter Durand in 1810. These food processing technologies were largely developed to serve mlllta.ry needsin ma'ny
countries. As population rose in the early 20th century and travel becamfa regularly for many business pec')ple_w‘lth
added change in food habits led to newer development of food processing techniques such as spray drymg, Ju}ce
concentrates, freezing, artificial sweeteners, colorants and preservatives. Instant packaged foc?ds such as bISCUI‘tS,
chocolates, bakery items, variety of fruit drinks attracted higher percentage ofstude.n"cs.'As refrigerators a.long with
microwave ovens penetrated global markets dried instant soups, reconstituted fI'UItJUI(feS.and self f:ooklng meals
begantobedeveloped. Thusitis clearthat the former food processing techniques were limited, and involved mere
salting, smoking, curing, pickling, drying and curdling, with economic progress, the developm?nt of fqod
manufacturing has led to new technologies emerging in areas such as milling, preservation, packag.lng', labeling
and transportation, etc., all of which help in enhancing product quality and food safety as well as bringing down
costs. v . .
Food-processing industry has been registering good growth since the past few decades and particularly in

the nineties. The conditions are now ideal for the growth of this industry. The increasing emphasis on food
processing industry can be best known through the improving budget allocation over the years to the food
processingindustry which can be shown through the following chart: .

~ There has been diversification of Indian diets away from food grains to high value products like milk and
meat products and vegetables and fruits.71The increasing middle class due to rapid urbanization, increasing per-
capitaincome, increased participation of women in urban and impact of globalization has been largely responsible
forthe diet diversificationin India

Hi-value products have caught the fancy of the expanding middle class and the result is visible in the
growing demand for hi-value processed products.

EXPENDITURETO FOOD PROCESSING INDUSTRY

Year-wise Budget Allocation & Expenditure
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NEED FOR FOOD PROCESSING INDUSTRY:

In May 2011, the Food and Agriculture O
and Food Waste’. FAO said that ‘in developing cou
while in industrialized countries more than 40%

rganisation (FAO) released a short study on ‘Global Food losses
ntries 40% of losses occur at post-harvest and processing levels

il . of losses happen at retail and consumer levels.” Until now, India’s
ministry of food processing industry, ministry of commerce (Department of Industrial Policy and Promotion),

‘Ministry of Agriculture and our National Agricultural Research system have asserted that it is encouraging

investment in the retail ‘back end’ (collection, cold-storage, logistics, warehousing, modern markets, etc), which

will substantially reduce post-harvest food waste/loss, help farmers earn more and help control food inflation.
According to some reports, Indian farmers realize only one-third of the total price paid by the final
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consumer, as against two-third by farmers in nations with a higher share of organized retail, according to DIPP
paper,

?

The other reference is from the Leisa India journal. Leisa is the short form for low external input and
sustainable agriculture and the journal discusses the technical and social options open to farmers who seek to
improve productivity and income in an ecologically sound way. According to vision 2015 document the objective is
the doubling of India’s share in global food trade, from 1.5% to 3% by 2015. “An integrated strategy for promotion
of agribusiness vision, strategy and action plan for the FP sector has also been approved by the government,” the
minister of state for Food Processing Industry, Harish Rawat, told the RajyaSabha in a written reply in March 2011.
The key word here is ‘agribusiness’ and both the central government and the ministry of food processing industries
appear to consider it a matter of pride-in the face of continuing malnutrition in 17 major states- that the average
annual growth rate of the food processing sector has doubled in six years: from 7% in 2004 to over 14%in 2010.

The persistence of food waste argument and its proffered technological answer takes on a new
importance when the central government’s ‘mega food parks’ planis broughtinto the scene. The government has
approved 50 such mega food parks for assistance across the country. This is the second factor vital for an
understanding of the emerging new industrial food model in India. These mega food parks are designed to cluster
food processing units —each will have around 30-35 such units with a collective investment of Rs.250 crore ‘that
would eventually lead to annual turnover of about Rs.450-500 crore and creation of direct and indirect
employment to the extent of about 30,000 according to the MOFPI's Mega Food Parks Scheme (MFPS) guidelines.

Critical to the success and profitability of this complex enterprise is the expectation that India will have a
large marketable surplus in crops-the India Brand Equity Foundation (IBEF), described as a public-private
partnership between the Ministry of Commerce, Government of India and the Confederation of Indian Industry
(Cll) has estimated that ‘by 2012, India’s marketable surplus will increase to 870 million tons per year, 40% of which
is likely to be accounted for by perishable foods, creating opportunities for the development of storage
infrastructure’. The expectation of a marketable surplus of this scale, and the concomitant expectation that it will *
be readily available for commercial use and merchant profit is the third factor vital for an understanding of the
. emerging new industrial food modelin India. :

Despite the large production of food in India, food inflation and food security issues are major concerns for
policy makers in the country as they affect the basic need for Indian citizens-to have sufficient, healthy and
affordable food.

A nation-wise study on quantitative assessment of harvest and post harvest losses for 46 agricultural
producesin 106 randomly selected districts was carried out by CIPHET as follows

Table-1
Showing Percentage of Losses Estimated for Major Produces
Crop | Cumulative wastage (%)
Cereals i 3.9-6
Pulses | 4.3-6.1
Oil seeds | 6
Fruits & Vegetables 5.8-18
Milk 0.8
Fisheries 2.9
Meat 2.3
Poultry | 3.7

Source: A study of CIPHET, 2010

It may be seen that most of the wastage is happening in fruits and vegetables, pulses and cereals. With

adequate processing facilities, much of this waste can be reduced thus increasing remuneration to the producer as
wellasensuring greater supply to the consumer.
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Different stages of processing of food are
Inputs > Production > Procurement & Storage > Primary Processing > Secondary
Processing > Retailing
Contribution of Food Processing Industries to GDP
The food processing sector has been growing faster than the agriculture sector which is a positive
development which can be shown as follows
Table-2

Showing Contribution to GDP by food processing
Industry(Regd. and Unregd.)(A Comparison with Agriculture)

Activity 2004-05 | 2005-06 | 2006-07 | 2007-08 | 2008-09 | 2009-10
A. Growth in contribution - 7.52 9.38 9.88 17.1 -1.56
to GDP (Food

Processing

Industry)

B. Growth in contribution - 5.53 4.13 6.34 -0.63 -0.08

to GDP (Agriculture)

C. Growth in contribution - 5.55 4.26 6.31 -0.40 0.21
to GDP (Agtfishing)

Source: NAS 2011.

"Employment Potential in Food Processing Industries
Persons employed under the registered food processing industries have been increasing from 2004-05 to
2007-08. There has been a fall in the growth rate of employment in registered Food Processing Industry units in
2007-08, probably because thegrowth had been very high in the preceding years and also because 2007-08 was a
yearwhenthere was a global slowdown in economicactivity. '

Table -3
Showing Numberof Persons Employed in FPI
Sector Number of Persons (million) | Share %
Organised 1.53 18
Unorganised | 7.00 82
Total 853 100

Source: Annual Survey of lvndustry NSSO 62nd round — Unorganised manufacturing sector in India —
Employment, Assets and borrowing and IMaCs analysis, 2008
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FIG I11.4: Figure Showing Share of Different States in Employment in FPI

Share of employment in the food processing industry

m Andhra Pradesh (14%)
| Assam (5%)
m Haryana (3%)
m Karnataka (6%)
m Kerala (12%)
® Madhya Pradesh (2%)
B Maharashtra (8%)
@ Punjab (8%)
sTamilnady (11%)

. m Uttar Pradesh (12%)

The major centres in India where this employment generation would take place are AP, TN, UP, Kerala,
Maharashtra and Karnataka.

Exports of Food Processing Related Commodities
Despite being one of the leading producers for several agricultural commodities,
India’s share in global agricultural exports stand at 1.5 percent, of which, value added processed food

exportsaccounts foronly 0.03 percent K
All agricultural produce when exported undergo an element of processing. Hence all edible agricultural

commodities are included in the chartgiven below

Value of Exports of Food Processing related Commodities

value of Exports of food processing

related commodities (Rs. in Crores)

30000 - | value of Exports of food
20000+ processingrelated

10000+ sommedities (rs- In Crores)

Source: DGCIS

The value of the exports in the sector has been showing an increasing trend. Major markets for lnc!ian
processed food products have been USA, UK, Germany, Japan, Belgium, and the Gulf countries, Egypt, China,
Indonesia and SriLanka.

FINDINGS OF THE STUDY ;
A careful analysis of various factors which are likely to increase the demand for processed food in the
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comingyearstermed as growth drivers of food processing industry is as follows:

1l.Increasing spending on food products and demand for functional foods: Now a day’s

food and grocery dominates the total retail spend of the consumers. While rural consumers spend around 53% of
their total consumption expenditure on food, urban India spends 40% of their retail spend on food items thus
offering huge opportunity for processed food products.

2. Increasing nuclear families and working women: There is a total shift of Indian family system from joint families
to nuclear families which lead to possibility for dependence on processed food products. Hitherto the number of
working women, as a percentage of the total female population has grown from 12%in 1961 to close to over 25% in
2010 resulting in demand for convenience food which automatically sequences on dependence on processed food
products.

3. Changing demographics: The median age of Indian population is 24 years and approximately 65% of Indian
population is below 35 years of age. The large population of working age group forms a wider consumer base for
processed products.

4. Higher disposable income is a sequel to high economic growth for the Indian middle class, which is switching
over to healthy and processed products. It is estimated that disposable income is set to rise at an average rate of
8.5% by 2015. Also the middle class is estimated to reach a size of 582 million from its current size of 50 million by
2015. '

5. Growth of organized retail and private label penetration: It is estimated that the total food and grocery retail
space will grow at a CAGR of 6% over 2006-2011, with the organized share likely to increase from less than 1%
currently to 6-6.5%. This will translate into more business opportunity for processed products as well as provide
forward linkage to the industry.
6. Increasing urbanization: Balanced growth is one of the objectives of Indian democracy wherein the government
encourages urbanization which consequently changes the lifestyle and aspirations of the people in rural India, now
converted urban. This causes to give a push to demand for food processing industry. -

v
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DIGITAL MARKETING: CURRENT TRENDS IN INDIA

ABSTRACT: -

e rapidly emerging digitol cconomy s
challenging the relevance of existing markeling
practices and a radical design of the maorkeling

curriculum consistent with the emerging student and
business needs of the 21st century is required o
remain relevant to our students and to the ultimote
consumers of our output business, the maorketing
curriculum must evolve with both the chonging
technology environment ond the way maorketing is
perceived by its own academic architects ofter on
overview of recent marketing trends .his article
describe the need for a fundamental chenge in the
teaching of marketing intoday’s environment performs
a curriculum audit of existing digital marketing
initiatives and then details of a new curriculum
reflective of marketing in a digital age ond an
approach to implement it. Finally,
discussed in the context of sp
associated with the new age

approach developed here provides other universities
target to serve as one measure of progress towards a

curriculum more in tune with the emerging digital
environment.

the new major is
ecific challenges
of marketing. The

KEYWORDS: Digital marketing,
Advertising.

Digital media & Digital
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INTRODUCTION :

In simplistic terms, digital marketing is the
promotion of products or brands via one or more
forms of electronic media. Digital marketing differs
from traditional marketing in that it involves the use of
channels and methods that enable an organisation to
analyse marketing campaigns and understand what is
working and what isn’t ~ typically in real time.(1).
Digital marketing or marketers monitor things like
whatis being viewed how often and for how long sales
conversion what content works and doesn’t work etc.,
while the internetis perhaps, the channel most closely
assotiated with the digital marketing. Others include
wireless text, messaging , mobile instant messaging,
mobile apps, pod costs, electronic bill boards, digital
television and radio channels ect.,(1)

NEEDFORTHE STUDY

Today Digital has become an integral part of
cveryday life. Accessibility to e-commerce is a
necessity for most people, particularly in the urban
areas. There are alternative e-commerce platforms for
almost every aspect of our lives, starting from
purchasing of everyday household items to online
broking. In this paper discussed about Digital
marketing, the top motivating factors of shopping
onlineandissues related to E-commerceinIndia.

OBJECTIVES OF THE PAPER

+ To understand the Importance of Digital
Marketing.

+ To analyse the Challenges Facing in Digital
Marketingin India.

+ To Examine International View in Digital

Marketing.
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IMPORTANCE OF DIGITAL MARKETING:
Digital media is so pervasive that consumers have access to information any time and any place they

want it gone are the days when the message people got about your products or services came from you and
consisted of only what you wanted them to know.Digital mediais an ever growing source of entertainment news
shopping and social interaction and customers or consumers are now exposed not just what your company says
about your brand, but what the media, friends, relatives, peers, etc., are saying as well and they are more likely to
believe them than you people want brands they can trust, companies that known them, communications that
are personalised and relevant, and offers tailored to their needs and preferences.

CUSTOMER INTERACTIONS ACROSS ALL CHANNELS:

Digital marketing and its associated channels are important but not to the very high extentit’s notonly

enough to just know your customers you must know them anybody also so you can communicate with them
where, when and how they are most receptive to your message.To do certain kind of activities like that you must
need a consolidated views of customers preferences and expectations across all channels like web, social media,
mobile, direct mail, point of sale etc.,. Marketers can use thisinformation to create and anticipate consistent, co-
ordinated customers experience that willmove customers alonginbuyingcycle.

CHALLENGES FACING IN DIGITALIMARKETING
Proliferation of digital channels

Intensifying competition

Exploding datavolumes

Results: As per the recent survey revealed that the uses of digital marketing and its standards is increasing
vigorously in the present era. 1s most preferable matket in India now-a-days. The digital marketing scenario is
increasing rapidly across the India as well as the world. So thereisa large scope for the digital marketing industry
in Indian market.Some statistical datais given below to support the statements.

Table 1: Digital Advertising in India-Year on Year Growth

Growth in %
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70 -
QY
50 -
10 -
30 -
20 —F
10 & S
0 ——ha B
2006 2007 2005 2009 2010 2011 2012 2013 20134 2015

_.»} &
B -

= Growthin%

R TR

Source : Group M Estimates

Interpretation:
The digital advertising India is higher in 2006 i.e, 91%, and it is decreasing gradually in the following
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yearsThe lowest advertising scenario occurs in the 2009, i.e, 21%.,As per the recent survey the in 2015, the
analytical datais regarded as the 37%.50 without the use of advertising the digital marketing increasing rapidly.

DIGITAL MARKETING-CONNECTING PEOPLE:

DIGITAL = |
RKeETING Sy emadm

Interpretation: Digital marketing is connecting to India in all the social means of ways.Itis most effective worth
project in India in present business scenario.Some of the medias are ppc , sms, mobile, augmented reality,
seo,smo,email.,etc.,

Table 2: International View in Digital Marketing

Time Spent per Adult User per Day with Digital Media in USA 2008-2015
Hours Per Day — Various Devices
Year | Mobile | Desktop/Laptop Other Connected Devices | Total
2008 | 0.3 2.2 ) 0.2 2.7
2009 |0.3 2.3 0.3 2.9
2010 | 0.4 2.4 0.4 3.2
2011 [ 0.8 2.6 0.3 3.7
2012 | 1.6 2.5 0.3 4.4
2013 |23 2.3 0.3 4.9
2014 | 2.6 2.4 0.3 5.3
2015 [ 2.8 2.4 0.4 5.6
Source: KPCP USA

GRAPHICALINTERPRETATION

% Other Connected Devices
Desktop/Laptop

= Mobile

2008 2009 2010 2011 2012 2013 2014 2015

Interpretation:

The time spend per adult user with digital media, USA, 2008-2015 tears are as follows. On the x-axis it is
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taken as hours per day.On y-axis years are taken. Usage of mobile internet ismore increasing now a day’s Desktop
usage seems constant from 2008 to 2015. Other connected devices are only 0.3%-0.4% only.

DISCUSSION AND CONCLUSION:

Consumers use multiple digital channels and a variety of devices that use different protocols,
specifications and interfaces and they interact with those devices in different ways and for different
purposes.Digital channels are relatively cheap, compared with traditional media, making them within each of
practically every business of every size.Finally| conclude my topic with three keys to digital marketing success.
Keys to Digital Marketing Success: Manage complex customers relationships across a variety of channels both
digital and traditional.Respond to and initiate dynamic customer interactions. Extract value from big data to
make better decisions faster.
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ABSTRACT:-
The rapidly increa

can be found scattered across tl
29 percent of Internet users in 5

online shopping is a truly global phenomenon, Online .
e world’s most avid Internet shoppers hail from South Kﬂpg(;
ed online. German, UK and Japanese consumg,, ;eqt
in o close second. US consumers are slightl litran C/Oi,/;':zge”é;’ ;Zijclgr’:te;fe ltgi,:’t'oi‘);itl,e e Tenf
of the spectrum, the world’s slowest adopters €O }’zf, t‘ ° 60%) cnd the Ph//ippinesr;g fi,op“’aﬂa, ‘
have never made a purchase over the Internet, followed by Pakista i 55%), Oniy ;‘
Shopping in India is in its budding stages. However, more ond more' people g g COnfld?n e ap |
shopping trends are improving and promise a brrghtlutuu :

- ' line

purchasing products online. Consequently, on : - |
The internet has been around in India since quite some time now. However, ¢ com/??er;:e has picked up oy
recently. Shopping online is slowly growing up in India too. However, due to the relatively slow penetrati,

the internet in many part of the country, online shopping is limited to only major metros in India. One Majy
hurdle that online shopping faces is the security of transactions, since it is necessary for shoppers to Subm
their financial details on the web too. Currently, only a limited number of merchants are doing busing,
online due to the problems related to technology. The major hurdles faced are low penetration of Compute,
in India, lesser amount of credit or debit card holders, and many adverse taxation rules. Also, many interpy
use'rs are. reluctant to reveal their financial information online, which hampers the growth of the
onlinebusiness. This present study will be beneficial to the online marketer in making the strategy to execuly
the need of customer through knowing the attitude and satisfaction level.
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KEY WORDS: Online Shopping, E-commerce, Customer & Business.

INTRODUCTION

Internet is changing the way consumers shop and buy goods and services, ang h ; ,
shopping is the process whereby consumers directly buy goods or services froma s ’||an ! has rapldly. thm
an intermediary service, over the Internet. It is a form of electronic commer " e'Ir' S e
transaction is completed electronically and interactively in real-time such as in An:e. he sale or purchas
However in some cases, an intermediary may be present in a sale or purchaseatzon'com. for new bodk
transactions on eBay.com. An online shop, e-shop, e-store, internet shop, wet, sho ransaction such as

or virtual store evokes the physical analogy of buying products or services at a brigf(Web store, online ston

in a shopping centre. The process is called Business-to-Consumer (82C) online Sl\Op‘S).izgd:rT:)rta r rétaifert
‘ < his js the type’
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Abstract:

Marketing scenario changes its face from time to time. Companies try to increase their sales through
advertisements, particularly, television advertisements. The theme, message and language used in
advertisements are giving new blood to the traditional way of taking buying decisions. Through such
advertisements, companies try o position the brand in the minds of the target audience through which they
wish to build their brand image. Television advertisement together presents a lethal combination and has
become an integral part of modern society. The present study focuses on identifying the influence and Impact
of television advertisements on buying decisions of consumer durable goods. This study was carried out by
using a questionnaire and the collected data were analyzed by using simple statistical tools like percentage
analysis and Regression. Study found that among the ten determinants considered in the study Brand Name,
Financial Assistance and Post Purchase expenses had negative impact on the overall satisfaction level and in
factors determining buying decisions through Television Advertisements in respect of Consumer Durable
Goods. ‘

Keywords: Television, Advertisement, Buying Decisions and Consumer durable goods.

Introduction:

Concept of advertisement

Advertising is the non-personal communication of the information usually paid for and persuasive in nature

about products, services or ideas by identified sponsors through the various media. The advertiser intends to

spread his ideas about the products and offerings among the prospects. Popularization of the products is thus,

the basic aim of advertising. The majority of the marketers use mass media for their marketing

communications. The choice of media is dependent upon the nature of the message and the intended target

- audience. Television advertising is the bestselling and economical media ever invented. It has a potential
advertising impact unmatched by any other media. The advantage of television over the other media is that it

1s perceived as a combination of audio and video features; it provides products with instant validity and
prominence and offers the greatest possibility for creativeness.

Television advertisement

Over a longer period of time, the TV set has become a permanent fixture in all upper and middle class
houscholds, and it is not uncommon even in the poorer society of urban areas and rural houscholds. Reactions
to TV ac\ivertisemcnts seem to be stronger than the reaction to print advertisements. The advertisers find it
more cffective to use television rather than print media to reach consumers, partly due to low literacy rate.
TV advertising not only change emotions but give substantial message exerting a far reaching influence on
the daily lives of people. Television (TV) enables the creative man to communicate by combining motion
sguqu, words, colour, personality and stage setting to express and demonstrate ideas to large and widel);
distributed audience. T.V. advertisements usually play a role in either introducing a product reinforcing the
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ABSTRACT:- Vnjoying

The Cellular telephoneis a long-range, portable electronic device used for mobile communication. |y, icos do
addition to the standard voice function of a telephone, current mobile phones can support many addition;;
services such as SMS for text messaging, email, packet switching for access to the Internet, MMS for sendin’“;m FOI
and receiving photos and video, GPRS for surf internet and Bluetooth for transfer of data ect. Most curref, It
mobile phones connect to a cellular network of base stations, which is in turn interconnected to the pub!;‘,,; empor
switched telephone network. Cellular telephone is also defined as a type of short-wave analog or digitf; ontinuo
telecommunication in which a subscriber has a wireless connection from a mobile telephone to a relativa:,,,, quick
nearby transmitter. The telecom industry is one of the fastest growing industries in India. India has neaqf’,.,mh“ng
525 million telephone lines making it the third largest network in the world after China and USA. India ran}‘,,,,.,,_r,u re:
second in mobile phone usage to China, with 525 million users as of December 2018. In today’s competitio}',,,,,,ds_
the core objective of all corporations is to satisfy customers. {

Itis the choice of empowered customer to decide the fate of any product or organization. Only thof()yycTiy

companies that continuously monitor and meet changing customer needs will wins. And by cutting costs an;‘;. lo ey
restructuring for quicker response to the customer’s demands. All of which will add up to an unmatcheﬁg, o e\
competitive edge, enabling to conquer tomorrow’s market place today. Hence the study was aimed at f/nd/n}. Io ar

suitable measures to improve consumer preferences towards technology and brand loyalty. , To fir
KLY WORDS: Brand Loyalty, Mobile Phone and Consumer Preferences. ju SEARC

JNescarch
INTRODUCTION i T

India has become one of the fastest-growing mobile markets in the world. The mobile services Wey .carch
commercially laanched in August 1995 in India. In the initial 5-6 years the average monthly subscribe} .. ;010
additions were around 0.05 to 0.1 million only and the total mobile subscribers base in December 203,,,,,,',,\“
stood at 105 milllons, However, after the number of proactive initiatives taken by regulator and Iicensg"
the monthly mobile subscriber additions increased to around 2 million per month in the year 2003-04 an, ,,\\pe [
2004-05.Although mobile welephones followed the New Telecom Policy 1994, growth was tardy in the eart 1
years because of the high price of handsets as well as the high tariff structure oi mobile telephones. TI(,,,, ol dal
New Telecom Policy In 1999, the industry heralded several pro consumer initiatives. Mobile subscriby, ;... Dog

additions started picking up. The number of mobile phones added throughout the country in 2003 was |
Lample €

Lanple s
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A STUDY ON OUTBREAK OF COVID-19
PANDEMIC FINANCAIL PERFORMANCE OF
SELECT BANKS IN BANGALORE

Dr.Samiys Mubeen Principal -PGDM, 1IBS, Bangalore.
Abstract
Indian banking sector plays a vital role in development of the Indian economy. In 2019 where
COVID-19 outbreak has challenged entire world it has an impact on the Indian Banking
sector also. Reserve Bank of India (RBI) states that , India’s banking sector is sufficiently
capitalised and well-regulated. Credit, market and liquidity risk studies suggest that Indian
banks are generally resilient and have withstood the global downturn well. In the Pandemic
Indian banking industry has recently witnessed lot of innovative banking models like
payments and small finance banks. On the other hand few banks are facing the challenges on
recovery of the NPAs, Credit recovery that has a impact on the Profits of the banks. This
present study is made to an attempt the impact of NPAs, Credit recovery with Profitability in
the pandemic situation in select Banks in Bangalore. For the study, five Indian Banks in
Bangalore has taken
i.e. Kotak Mahindra Bank, ICICI Bank, HDFC Bank, Axis Bank and YES Bank for a period
of 3 years from 2019-20 to 2021-22. The data was analysed using statistical tools like
correlation coefficient and graphical representation has been done to evaluate the data.

Key Words: Banking, NPA, RBI, Financial performance, Profitability

Introduction

The ongoing pandemic has forced all sub-sectors within the banking industry to innovate.
The banking sector, which is anxiously viewing the rising Covid graph in the country, doesn’t
expect a repeat of 2020 but bankers are bracing for a rise in non-performing assets (NPAs).
On the other hand, they expect the Reserve Bank of India (RBI) to delay normalisation of the
accommodative monetary policy and any possible hike in interest rates, with focus remaining
on growth. The non-performing assets (NPA) situation of the Indian banking system as
represented by 23 banks — nine public sector banks (PSBs) and 14 private sector banks
(PvBs)

— that have declared results so far indicates a gradual improvement in the NPA ratio in

September 2021, according  to  an  assessment by CARE Ratings.

9216
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Abstract

The commodity market is playing the major role in development of an cconomy. By the help of
commodity derivative and future trading, the investors invest even the small portion of and pet the
higher return with low risk than equity market. Also, an investor can take the benefit of online
trading. “*Commodity On-line trading™ is broadly defined as a trading mechanism where INVESTON
place orders and confirm commodity trading results via electronic communication channels, such as
the Internet, mobile phones, In India, the whole process of securities & commodities transactions,
from order placement and routing, order exccution, to trade confirmation, is fully antomated, thus
enabling the investors who have placed commodity orders to confirm their trading results within few
seconds. The main focus of this research is to know the investor awareness in commodity market,
Keywords: Investor Awareness, Commodity Market, Online trading, Trading Mechanism,

Introduction

Commodity Market

Commodity markets are markets where raw or primary products are exchanged. These raw
commoditics are traded on regulated commodities exchanges, in which they are bought and sold in
standardized contracts. It covers physical product (food, metals and clectricity) markets but not the
ways that services, including those of governments, nor investment, nor debt, can be seen as o
commodity. Articles on reinsurance markets, stock markets, bond markets and currency markets
cover those concerns separately and in more depth. One focus of this article is the relationship
between simple commodity money and the more complex instruments offered in the commodity
markets.

Commodity market is an important constituent of the financial markets of any country, It is the
market where a wide range of products, viz., precious metals, base metals, crude oil, energy and sofl
commodities like palm oil, coffee etc. are traded. It is important to develop a vibrant, active and
liquid commodity market. This would help investors hedge their commodity risk, take speculative
positionsin commoditics and exploit arbitrage opportunitics in the market.

Introduction of JRG Securitics Ltd sccurities Pvt. Limited

JRG Securitics Ltd Group ventured in the financial scrvices arena in 1994, 1t has grown deep and
wide during more than 14 years. It has made available all essential platforms in BSE, NSE, MCX,
Merchant Banking and Non-Banking Finance Activitics covering all primary markel, investment
solution, debt services, capital markets, Equity derivatives and currency derivatives segments to
ourclient community.

At JRG Sccuritics Ltd, what our clients find best and advantageous is our warchouse of knowledge,

personalized services, Cost Effectiveness and many more, which of course adds to there are our in

making a move towards us.
JRG Securities Ltd. was founded on 19th July 2002, by dynamic group of Professionals namely

Vol.: XXII, No.: 1, 2021 573
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ABSTRACT - . ) .
whe oim of this paper is to explore the Operational Challenges in e-commerce of Cu,tomg
al partners In

tion and importance of intern
nesses to meet the significantly

ational CRM implementation
M implementation, Business

in Consumer Goods market in India. The atten
monogement drives Indian Consumer industry wit
provide insight into oper

of readiness for CR
tion Management tool.

Reiguonshic

customer relationship
crions of customers. This paper would

higher expecic
onz successfu! CAM progrom foctors such as assessment
o-orpsses, BusIness Reengineering and CRM as Transforma

§EY WORDS: CRMM, Business process re-engineering, Business Transformation, Whitelisting, Supply Chain

Wionagement.

INTRODUCTION:
The Growing Consumer market of India is posing challenges to Consumer Goods manufacturers with
erning internal & external customers’ needs; since

wesuec such as retzining and gaining new markets of disc
demands for quality of products and services need to be provided fast. The purpose of business is to create
siness of customer creation, retention and

cuctomers who encourage and sustain the business. The bu
ztisfaction of customers and provision of delight to secure their continued loyalty is prime objective of
businesc. Challenges in e-commerce transactions using various hardware and software solutions on cloud

computing end such other routine operations including supply chain management of these e-commerce

Six

prends.
The broader approaches of CRM emerged from the research conducted by Prof. Adrian Payne 4

Warkets Framework (Payne, 2000) are as follows:

* Emer
ging Technologles In Business Innovatlon and Sustainabllity "
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Abstract

The large Scale and indiscriminate use of pesticides not only increases the cost of production
but also resulted in human lealth hazards and environmental pollution. This has necessitated for
safer and effective pest control and integrated pest management is one such pest control technology,
which have reduced the cost of production, environmental pollution and health hazards. Hence, the
present study was conducted in Gulbarga district of Karnataka to study the efficiency of resource
use, pesticide externality and probability (?d adoption of IPM le.chnology in redgr'am. Th(:’ economic
efficiency of a production system comprises of fefhmcnl efficiency and allocative efficiency. The
mean technical efficiency of IPM farmers was 95.5 per cent and that of r{on-fPM farms was 79.3

er cent. The allocative efficiency of ll{e inputs used in redgram cultfvatlon was assessed by
computing the ratio of the value of marginal producf (MVP) to thg margmal factor cost (MFC) gf
the input. The allocative efficiency of seeds, organic Manure, fertilizer and IPM components, in
IPM farms (28.3, 45, 9.2 and 3.6, respec;hvely) and seeds, organic manure fertilizer and IPM
components in non-IPM farms (24.7, 2.7, 3.1 and 10.3, respectively) were more than‘ unit'y
indicating that they have been under used."I‘he mngmtude? of envzr.onmental impact quotient in
IPM practice was 8.5 while that on farmers Pl“"tﬂljzr\‘/’rtecm" practice on non-IPM cotton farms
was 31.4. This indicates that the adOPhO:;fl o/; A practices has less negative impact on
environmental than the non-IPM practice. The logistic regression was employed to analyze the

. : hnology. The odds ratio calculated was 3.27which indi
] cing adoption of IPM tec ule inAieiitad
%ﬁ? }‘cfrl::{};;'ljn()11e§(annfr 1ot willing to adopt IPM, the chances of willing to adopt IPM was 3.27.
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Abstract: The evolution of artificial intelligence (AD) has drastically changed the dynamics of to.day.’s
business world. One of the most significant applications off Al is in the field of marketing, which assists in
enhancing performance. The current research aims at finding out the impact of AT in marketing. A thorough
literature rescarch was highlighted, providing a strong knowledge of Al and its usc in marketing. Second,
the rescarcher employed a qualitative study strategy  that included scmi-structured interviews with
marketing professionals from several Indian companies. The researcher chose a sample size of fifteen
marketing experts to interview. The study's findings emphasise the elements that influence Al integration
in marketing, the benefits and obstacles of Al integration in marketing, as well as your company's pre and
post Al marketing strategy, cthical considerations, and use of Al in the marketing industry. The study
proposes integrating Al into marketing tasks in order to improve corporate performance and, as a result,
achieve profitability and competitive advantage. This study also contributes to strategic marketing research
by identitying research gaps that bridge strategic Al markcling practise and research in a systematic and
rigorous manner.
Keywords: Artificial Intelligence, Strategic Marketing, Artificial Intelligence Marketing, Competitive
Advantage.
Introduction
Research Background
Artificial Intelligence Marketing (AIM) is a strategy for maximising the use of technology and market data
in order to improve the customer experience (Jain and Aggarwal, 2020). By analysing large amounts of
data, Al can bridge the gap between data science and implementation, which previously been an impossible
task (T."l"h\ira\'iymn, 2018). Marketing encompasses all techniques that can have a large influence on people
at a ccﬁruun time, in a specific location, and through a specific channel. The advancement of digital
marketing as an industry is the result of integrating big data with academic scientific study on intelligent
systems. ( Gkikas and Theodoridis, 2019). The internet of things (IoT), data science, cloud computing, big
data, artificial intelligence (Al), and block chain are all technological innovations that are transformit?g thz
way we live, work, and play. Further development of these technologies might lead to hyper automation
and mega networking, ushering in the Fourth Industrial Revolution (or Industry 4.0). (Bloem 2014; Klosters
201.6:S.chwab 2017;Park 2017;Soni Neha et al. 2019). Artificial Intelligence (Al) assists marketers in
ac.lnevmg complete personalisation and relevance. It will eventually accomplish communication at scale
\\'lth'p@lforms like Scarch, Facebook, YouTube, and Google recaching billions of people cvery day, as well
as digital ad networks. The future holds the application and implementation of Artificial Intc’lli ence
(Savica Dimitrieska et al., 2018). With the growth of Al, the world of marketing is evolving swiftlg d
will continue to do the same. The speed with which this transition occurs will alter the general landy b
of marketing in academia, research, and the commercial world. Organizations will have i 'Scape
difficulty in adapting to the shifting environment of marketing. With the introducti £ ; Slgmﬁc.ant
businesses will need to train their personnel on a regular basis. Worki i 9n0 o Sgnnclogies,
o train their personnel on a regular basis. Working with Al is no longer considered

Vol. : XXIII, No.:1, 2022 ' 46
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IMPACT OF GST IMPLEMENTATION ON WHOLESALERS
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This paper attempts to give an overview of wholesalers after implementation of GST in India. Fot

ABSTRACT:-

the implementation of GST, technology forms the backbone and the most crucial part throughout the
process. The reason of making everything web driven were countless cases of tax evasion resulting in the los:
of tax. Besides, complicated compliance system led to duplication of claims or liabilities that did no
correspond to the seller. For such reasons and more, government decided to ease out the tax structure of the
GST regime by giving it an online platform. The research findings indicate that: Tax increases for wholesalers
bringing those into tax bracket and ensuring compliance, destocking against the shift from the indirect ta
regime to the GST regime, direct distribution Channels & open market policy have been the major ways tha
offects Wholesalers & Retailers in turn on consumers in the economy. Thus implementation of GST I
expected to impact the wholesalers greatly by bringing most of them inside the tax bracket.

KEY WORDS: Implementation of GST, Wholesalers, Tax evasion, tax compliance.

INTRODUCTION

Goods and Services Tax (GST) is one of the greatest tax reforms in India since independence which
had been long pending. GST is implemented to simplify the indirect tax regime of India by subsuming a host
of taxes which ensures unified single tax in the economy. GST is the only indirect tax that directly connects
all the sector of Indian economy thus enhancing the spurt of economic growth of the country by creating a
single unified market. Under the previous indirect tax regime, wholesalers usually escape the tax liability as
there was no mechanism to trace their actual purchases and sales. Most of their transactions were done in
black, by issuing duplicate invoices to the buyer, and eventually entries were not been posted in the books
for such sales. Under the current GST regime, every invoice pertaining to taxable supply has to be uploaded

on GSTN’s common portal and has to be accepted by the buyer, wholesalers and retailers will now be unable

to escape from their tax liability. The only possibility for tax evasion would arise if the entire supply
chain is outside the tax network and did not file a return under GST law, which is very unlikely.

RESEARCH METHODOLOGY
The research paper is based on empirical study and itis a type of descriptive research paper

* Emerging Technologies in Business Innovation and Sustainability "
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Abstract:

Inbound marketing plays vital role in every organization, in fact it is the free marketing that acquires customers who
demands for the product or services. Inbound marketin

organization will be demanded for their services witho

g can be explained as the customer acquisition in which the
has an important role in cre

ut any huge promotions. As a part of this, Digital marketing
ating this environment for the organization. It starts from the development of the website,
interactions of the organization in the social media and continuous interaction with the society and corporate. This

study where be analyzing the effectiveness of the Digital marketing tools in inbound marketing for the customer
acquisition. Normally the situation for the inbound marketing has been created from highly customer awareness, less
service gap and expectation gap. This study where be looking forward to understand the role of the organization in

the digital world, especially in the social media and online promotions. Now days the consumers are transforming as
digital consumers where it is sensitive to be biased by the cause of mass social media interacti
product information. Here the study concentrates on the inbound marketin
marketing with specific to an organization.

ons, reviews, ads, and
Key words: Digital Marketing, Inbound Marketing & Client.

g and customer acquisition in digital

Introduction

Digital marketing is an emerging field which has now got immensc; attent-ion of t!le whole business activities. Digital
marketing simply can be defined as the digitalizing the marketing using online char}n}?sl to acquire and- retain
customers. Inbound marketing and outbound marketing both can be done through digital marketing tools. The
immense use of social media network has changed the face of customer focused marketing and customer support with
immediate online response systems. Social media network li.ke facebook, youtube, l?logs, g.oo'gle-i.- which are the basic
way to acquire new customers through online apart I‘rom' !hl? there are Searf:h_ Epgme Optimization tools to get deep
insight to analyse online marketing activities of the organization. Nowadays it is important for an organization to drafi

a digital marketing plan to execute and maintain official website, blogs, Google ads, facebook bage, youtube ads,
There are a lot of free online database where an organization can create their own database to acqui

e new customers,

Kanpur Philosophers ISSN 2348-8301, Volume-VIII, Issue-I, 2021 Page | 596
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ABSTRACT:- : p

Banking sector can be accelerated when all its customers moves toward mobile bankmg. Mobile
banking provides all basic and advanced services of banks on mobile phone. Customers are not required to go
to the bank for doing any banking transactions. These services provided by banks are available to customers
at their fingertips anywhere anytime through mobile banking. Mobile banking is giving direction to move
towards the digital banking system.

This study aims to examine the influence of mobile banking technology to attract the customers
toward m-banking.Spearman rank correlation was adopted for the analysis.

This study will help bank customers to adopt and use mobile banking reqularly for their banking
transactions especially who are not using it and it will help the bankers to identifytheir potential customers

- and design their services accordingly and as a result of which mobile banking will accelerate in Bengaluru

city.
KEY WORDS: Mobile Banking, Technology, Customers.

INTRODUCTION

technology has reached every nook and corner in all the sectors such as education
healthcare, transportation, banking etc. Without technology, the existence of today’s busin
unimaginable. The up gradation of technology in banking sector has started accelerating b
banking services to their Customer at their fingertips by the way of mobile banking.
digitalisation it is very important to understand the influence of technology in banking sect
banking sector is one of the important sector in the economy as it provides funds even t
sector. Banking sector with the help of technology has introduced various mobile based app
banking services to all their customers.

Mobile banking is the new future of banking sector, Banking sector
through mobile banking. Mobile banking requires mobile phone with internet
people have got mobile phone in their hand. Even 3 normal income group peo
are very actively connected with social media such as Watsup, Facebook, ing

In the era of
or because the
O unrecognised
to provide 24/7

can increase its market share
connection. Today, alf most all
ple have 8ot smartphone, And
tagram,Twitrers edt.c.
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“ROLE OF TECHNOLOGY IN COMMERCE EDUCATION”

Mrs. Arshiya Khanum
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ABSTRACT . 5.
The world of commerce is renounced. The pace of globalization, privataisation and liberalization as

tremendously influenced the various dimensional aspects of commerce education .education is essentially a
divine process rather than a product it helps to learn things and develop in a creative and an effective
manner .hence there is a need for the advancement and innovative methods to lead present education
system rise to the sufficient standard. Commerce education plays a vital role in changing business world. It is
the most important and a valuable key which leads to success in all sectors.of economy. Through commerce
education a student is exposed to the environment of business world, the role played by effective system of
commerce education is self evident as it provides necessary inputs as to young of today towards turning
£~ them to dynamic and successful business man of tomorrow since technology acquires the market of
business so there is a need to find the factors that can motivate the commerce student to make use of
technology which will act as an aid to future friendly and make people tech friendly. Technology prepares
students for their successful career but how far it is successfully practiced in India is still an inquest.
INTRODUCTION 2
Education pays the way for a bright future by increasing employment opportunities and capabilities in any
streams of business. It instills sense of pride about knowledge one has and prepares him /her for bright
future. The prosperity in each and every sector of prudence is occurring at a rapid pace with eminent
improvement in the field of commerce trade and industry. Commerce education has therefore evolved a
new outlook for infusing in the young aspirants, the required skills knowledge and attitude for successful
handling of different types of business, to survive in the present turbulent environment; it is a need to
acqyire competency through diversified educational programmersCommerce education gives an idea for the
aspirants how to handle different criteria of the business like facing interview in initial stage of career
acquiring appropriate finance for different projects ,exact and proper marketing etc .getting business is as:
important as improving the business, so the art of convincing people for the business can be possibly
obtained though commerce educational programmers as it train the aspirants in finance
Accounts,Marketing,Production and many more other than this. And very precisely it has been adhere b ’
technology .Technology prepare students for their successful career on timely and as required b thV
present demand in the field of business .But how far it is successfully practiced in Indian educational s
is still an inquest : 7 lonal system
PRESENT SCENARIO
The World Has Moved On From The Style Of Studying From Book And Pen To Technical Gadgets Such A
Internet, Smart Boards Etc. But India Is Still Moving With The Speed Of Tortoise. In This Field As We K CN:AS
Foreign Countries Even A Schooling Student Will Get Personal computer For Attaining Classes, Assi now In
And Other Academics Work. So As When They Move On To Professional Life They Will No’t » lglnment
Difficulty In Adopting A High Tech Environment. The Basic Concept Of The Point Is Foreigners Will Neet Much
Their Time In Learning New Technology Because It Will Be Thought For Them Since Childhood N° Waste
That India Is Moving Towards New Technology But In Different Constraints Such As Browsin F o DOE.lbt
Sports, Hollywood- Bollywood Updates, Entertainment, Etc. But Less Percentage Of Usage ForgEdor M.OVIES,
They Use For Education It Will Be Only For The Sake Of Getting Ready Made Informationg_r0 " ucation, If
Whereas Other Countries Are Utilizing Technology For Learning, Improving, Traini asy The Werk.
Implementation, Forecast, And Even In Different Types Of Productions. The Mair,\ Predicng. lnnove?tton,
Coming In Between Indians and Technology is To Completely Adopt Technological Based ‘:ment. Which 1Is
Standard Of Living, Traditional Mind Setup, Cost of New Gadgets and Fear of Learning New Te:s;r;'lf;gg;s Low

TECHNOLOGY IN EDUCATION
From Past A Few Years, India Has Taken A Step To Move On For Ado

. : pting Ne
Education, Such As Smart Board Teaching In Schooling, Online Applicati 8 New Technology Even in

on Forms And Registration, Soft
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ABSTRACT:-

The paper aims at showing the importance of mechanism in the form of artificial intelligence with
reference to business, where the innovations, discoveries and advancement in the technology has grown in
such a fast extent thot the importance of it hos become an eminent element in business Jields, especlally in
Jinance (portfolio management, institutionaol investments, investment analysis) and its effects force for the
development in this regord Jor profitable sustention in the highly competitive world. This paper helps the
assessors to understand the consequences they may need to face while using Al into thelr business as well o
the significant benefits of it to some extent such as mochines don’t toke rest were as humans need rest (o
work efficiently and the remarkable consequence of Al is technology is an innovation of human beings on
which human being itself can’t rely on (dote loss). The discussion proceeds in the paper as how helpful a Al in
calculating the profitable investment, Asset management and sustainoble decisions, The further researdl,
must concentrate on how to overcome the existing cons of Actificial Intelligence, Bangalore as a large city
and growing metropolis, it’s quite important to have deep look ot the artificial intelligence here, As man,
companies are situated here as well the city had become as hub Jor the job seckers as its nome also describe:
it as silicon city with good part of IT industries

KEY WORDS: Artificial Intelligence, Finance.,Portfolio Mamagement Investments and Investors,

INTRODUCTION:

“can machine think and behave like humans do” the whole concept of Al depends on this o,
constraint, hence it clearly gives an idea that Al is concerned with creating computerized human brain wi.
can thing like a human and take business decisions in most effective manner, Today Bangalore as a large i,
and growing metropolis, Bangalore is home to many of the most well recognized colleges and rcslr:
institutions inIndia. Numerous public sector heavy industries, software
telecommunications, and defense organizations are located in the city. Bangalore is known as Silicon Valle |
of India because of its position as the nation’s leading IT exporter. A demographically diverse city Bmw.ﬂ..,.-
is @ major economic and cultural hub and the fastest growing major metropolis in India. Resr‘,a’rchr-r’a "
scientists are aiming to introduce an emotional characteristjc as wellinto these machines. Al is the sria;-:;(: .
computers completing tasks that would require intelligence when performed by humans. Whm', V}e_m”
towards the application of Al in finance the companies looking forward the performance of Al in repard

are!
companies, 2Crososp.ic

o
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Cause Marketing — New Trend in Indian Marketing Phenomenon

Sneha R

Assistant Professor in Commerce and Management,
International Institute of Business Studies — IIBS,
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Near International Airport, Bangalore — 562157.

Abstract:

Cause Marketing is defined as a type of Corporate Social Responsibility (CSR) in which a company’s promotional
campaign has the dual purpose of increasing profitability while bettering socicty.It is believed that cause-related
marketing is a communications tool for building brand equity and increasing customer loyalty. Customer perception
regarding the reasons for a company’s involvement in cause-related programmes and the amount of help given to the
causc by the company comes out to be an important factor to bring about a positive change in a company’s image
because of cause-related marketing campaigns. Apart from this the general attitude of consumers towards marketing
campaigns of the companies and skepticism also affects their response to cause-related marketing campaigns. The
Indian market has witnessed all types of organizations ranging from national to multinational to regional as well as
local adopting cause related marketing (CRM) practice since the late nineties. They started partnering with non-profit
organizations linking brands to social cause. The main focus of this study was to provide insights about the extent and
nature of CRM prevalent in the Indian market. This study was motivated by the fact that very little data pertaining to
CRM practices in India was available in the academic as well as non-academic sources. i
Key words: Cause Related Marketing, Consumer Behavior, Corporate Social Responsibility, Business Ethics.

Introduction

Cause marketing is marketing done by a for-profit business that sceks to both increase profits and to better society in
accordance with corporate social responsibility, such as by including activist messages in advertising. 4 B

A similar phrase, cause-related marketing, usually refers to a subset of cause marketing that involves the cooperative
cfforts of a for-profit business and a non-profit organization for mutual benefit, A hisﬂ?-proﬁlc form of Cﬂllic.\rci'ucd
marketing oceurs at checkout counters when customers are asked to support a cause with a charitable dom\li;)n Cq‘ue.c
marketing differs from corporate giving (philanthropy), as the latter generally involves a specific donation lhm‘ i:m‘x-
deductible, while cause marketing is a promotional campaign not necessarily based on a donation. e
Cause Related Marketing first became popular in the United States in the carly 1980s as a marketing strategy. b
more recently it has been adopted by a broad range of companies throughout the world. One reason is ﬁv;x con&‘ ‘uE
are tnking a more strategic approuch to their community-involvement efforts, secking ways of bcnct';tin‘v ol Ipml{e\\.
organizations while also furthering companies” business goals. Another reason for CRM'’s growth i\‘k‘t;u 1““1{::?(}
opinion research has become that effective cause programs can enhance o company’s rcpumtio; and br-;n d i‘ P‘u ic-
increase the credibility of its marketing effort while giving customers a convenient way to conlribm‘~ t (1988 mld
organizations through their purchasing decisions. Cause Related Marketing has become o CO!‘(\C(‘\‘IOI\CLO? u:::?}?::::;
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UYING BEHAVIOR TOWARDS LIFESTYLE PRODUCTS: A STUDY IN
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Associate Professor, International Institute of Business Studies, Muthugadhalli, Bengaluru-57.

Dr. A Rambabu
Associate Professor, International Institute of Business Studies, Muthugadhalli, Bengaluru-57.

Abstract:

Twenty years ago, city Bangalore’s lifestyles and purchasing trends were no method like to what we see nowadays. With
partial selections, customers had few brands to select from. In 1991 Bangalore threw its gates open to worldwide trade, and
the condition altered intensely and so did consumerism in Bangalore. Nowadays, customers are failed for choice and entirely
recognize that they regulation the market. Producers cater to their urges and give the customer whole control of marketplace
trends. In spite of Bangalore having a little per capita income, it still remains a lucrative marketplace, even for fashionable,
lifestyle goods. One purpose is Bangalore’s great residents. A substantial section of the Bangalore’s inhabitants forms the
employed population. As overseas trade raised, it opened up many jobs openings and gave the bulk of the employed
inhabitant’s important spending rule. The mantra of this unit of civilization is ‘working hard and paying luxuriously’ and are
answerable for the present afflucnt in consumerism. In general, Bangalore clients have a high grade of value orientation and
thus brands want to purposefully value their things to rise a base in Bangalore. Also, the Bangalore’s purchaser tends to minor
himself with goods that conncct the message of family morals, traditions, care and fondness. These shades set Bangalore
separately from other emerging states. Companies are enforced to significantly tailor their goods to uniform the local market
and meet the necessities of consumerism in Bangalore. Lifestyle variations occur due to resulting reasons. The major alteration
in revenue, that is if the customer has more cash to employ therefore their life style happening to alter. ife style variations take
place for the rcason that of dissimilar age group. Life styles can be situation driven new group sweeps originates in and find
that new belongings begin to occur, new skill comes, and new habits of undertaking things occurs as we are sceing with the
telecom world and the influence of broadcasting on us. The present study will be focusing on Country Origin Effect and
Consumer Buying Behavior towards Lifestyle Products in Bengaluru.

Introduction:
Present Scenario of Consumer Lifestyle
Bangalore has finished one billion people. Being a vast state, here persons live four climatic regions, form the moderate north

to the humid south, from the parched west to the swamped east, speak single or more of 15 authorized languages, follow
numerous spiritual and individual principles, vary extremely in their nutrition habits and communal duties and live composed
under changing states of human expansion, from highly prosperous to the utterly poor. Around three quarters of Bangalore’s
inhabitants live in rural parts and donate one third of the nationwide income.

The high amount of development, development of service area and better employ chances have increased customers throwaway
income, advanced new lifestyles and consciousness and a radical alteration can be realized in their buying performance. The
Bangalore customers now a day need to live in current and favors a life full of luxury &ease and are not abundant price delicate.
They are extremely aware about the produce, value, quality and choices obtainable with them. Bangalore customers trust that
branded goods are more dependable. The brand which recognizes and care family morals are more general and believed simply
by them. Introduction of credit culture has completed the Bangalore customers to buying products on credit and wage
tomorrow.

Meanwhile marketplaces are altering rapidly, they make immense. Life- style, merely reflect on what you do, what your views
are and what your benefits are. In characteristic marketing linguistic they are actions, benefits and opinions. The Bangalore
customer market, which is mainly dominated by young generation, is becoming progressively sophisticated and brand sensible
A distinctive upper middle class young customer is opening to look outside the value aspect of a creation to seek intangibles:
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DIGITAL MARKETING: CURRENT TRENDS IN INDIA

ABSTRACT: -

ne ropidly emerging digital economy is

chellenging the relevance of existing marketing

proctices and a radical design of the marketing
curriculum consistent with the emerging student and
business needs of the 21st century is required to
remain relevant to our students and to the ultimate
consumers of our output business, the marketing
curriculum must evolve with both the changing
technology environment and the way marketing is
perceived by its own ocademic architects after an
overview of recent marketing trends .his article
describe the need for o fundomental change in the

i . teaching of marketing intoday’s environment performs

o curriculum audit of existing digital marketing
initiotives and then details of a new curriculum
reflective of marketing in a digital age and an
approoch to implement it. Finally, the new major is
discussed in the context of specific challenges
associoted with the new aoge of marketing. The
opproach developed here provides other universities
target to serve os one measure of progress towards a
curriculum more in tune with the emerging digital
environment,

KEYWORDS: Digital marketing, Digital media & Digital
Advertising.

S
Dr. Tripuraneni Jaggaiah
Principal, lIBS, Bangalore.

INTRODUCTION:

In simplistic terms, digital marketing is the
promotion of products or brands via one or more
forms of electronic media. Digital marketing differs
from traditional marketing in that it involves the use of
channels and methods that enable an organisation to
analyse marketing campaigns and understand what is
working and what isn’t — typically in real time.(1).
Digital marketing or marketers monitor things like
what s being viewed how often and for how long sales
conversion what content works and doesn’t work etc.,
while the internet is perhaps, the channel most closely
associated with the digital marketing. Others include
wireless text, messaging , mobile instant messaging,
mobile apps, pod costs, electronic bill boards, digital
television and radio channels ect.,(1)

NEED FORTHE STUDY

Today Digital has become an integral part of
everyday life. Accessibility to e-commerce is a
necessity for most people, particularly in the urban
areas. There are alternative e-commerce platforms for
almost every aspect of our lives, starting from
purchasing of everyday household items to online
broking. In this paper discussed about Digital
marketing, the top motivating factors of shopping
online andissues related to E-commercein India.

OBJECTIVES OF THE PAPER
+ To understand the Importance of Digital
Marketing.

+ To analyse the Challenges Facing in Digital
Marketingin India.

+ To Examine International View in Digital
Marketing.

Available online at www.lbp.world
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STUDY OF STUDENT BEHAVIOR TOWARDS
ONLINE PURCHASE

Dr..K.Arul and Mr. Ramakrishnan.V,

Professor, Sri Vidya Mandir Arts and Science College, Salem and
Assistant Professor, lIBS, Bangalore.

ABSTRACT:-

There have been many studies on customer behavior during retail store purchase. But comparative
student behaviors during online purchase among undergraduate, graduate & post graduate students have
not been studied in depth. This poper tries to compare the customer behaviors among undergraduate,

graduate & post graduate students. This study is an empirical research based on survey method. The
collected data were coded and analyzed.

KEY WORDS:Retail,Student Behavior andOnline Purchase.

INTRODUCTION

World has shrunk into a global mall. Online sales are no longer a choice but inevitable part of
marketing. The Government of India has announced several flagship programs namely, Digital India, Make in
India, Start-up India, Skill India and Innovationfund. The timely and effective implementatio
theseprograms will support the e-Commerce eco-system.

One of the major recent lifestyle changes is online purchase by customers instead of retail store
purchase.Online purchase is easier for people than purchasing from a store.ln order to capture the demand,
it is important to identify & analyze the factors which influence student community to shop online. It is also
necessary to study the comparative student behaviors among Pre-university, under graduate and post
graduate students so that proper strategy to target and position the product can be formulated.

n of

NEED FOR STUDY

Recent trends of student going online and interacting with various applications and behavior change
developed in purchase pattern becomes a key area of interest. students samples of pre-university and
graduate courses were analyzed to understand strategic positioning required for this segment

OBJECTIVES OF THE STUDY:
The following are the objectives of the study: - . .
«  To find out the behavior of the student while they buy the product

« To analyze the factors those affects student customers attitude towards onlineshopping in India

» Emerging Technologies in Business Innovation and Sustainability *




