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MESSAGE OF DEAN 

FACULTY OF COMMERCE- PARUL 

UNIVERSITY 

 
         Research activities across all the social science fields pave the 
way for the corporate world to strive forward with huge 
advancements. As an educational institution, encouragement and 
support to research can be provided by establishing a suitable 
platform for the research community, to interact with each other and 
to share the knowledge. Considering this objective, Universities 
Commerce & Management Teachers’ Association (Gujarat State) & 
Parul Institute of Commerce, Parul University, Vadodara has 
organized 5th National Conference on Ethics and Values Inevitable 
for Business on 15th March 2020, Sunday which received 
overwhelming response from students, academicians and 
professionals. This proceeding of the conference has been 
documented with utmost care. I strongly believe that, this will stand 
as a great source of knowledge for researchers. With great pleasure 
and pride, I congratulate all the participants and convey my best 
wishes. 

Dr. Ajay Trivedi 
Dean & Principal, 
Parul Institute of Commerce, 
Faculty of Commerce 
Parul University  
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MESSAGE FROM ASSOCIATION 
PRESIDENT 

I am delighted to learn that Faculty of Commerce, Parul University  is 
bringing out Conference proceedings which will publish the papers 
received for 5th Annual National Conference on "Values and Ethics 
Inevitable for Business" jointly organised by Universities Commerce 
and Management Teachers' Association (UCMTA, Gujarat State) 
&Faculty of Commerce, Parul University , Vadodara. 

In competitive scenario, potential opportunity to become centre of 
excellence requires involvement of values and ethical consideration. 
Any business entity must discharge its obligation to the society where 
it exists and operate with transparency, accountability, ethical 
business and with highest degree of fairness. To achieve 
multidimensional goals in business, these ethical values should be 
sounded in true spirit.  

On behalf of UCMTA, I congratulate to the team of Parul University 
for putting their efforts in preparing this journal as well as I convey 
my sincere thanks to all delegates for their contribution. I wish all the 
best for future endeavours and hope the UCMTA will do its level best 
to encourage research, for the betterment of quality education and the 
society at large.   

 

Dr. Dharmendra Patel 

President, UCMTA Gujarat State 
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MESSAGE FROM ASSOCIATION 
SECRETARY 

 5th National Conference of Universities Commerce and 
Management Teachers’ Association (UCMTA) which is jointly 
organized with one of the prestigious institutes of Gujarat State ‘Institute 
of Commerce, Parul University’ on 15th March, 2020 was postponed due 
to COVID – 19 guidelines issued by the central government as well as 
state government. 

 Our association is having healthy practice of selecting and 
publishing quality research work by the researchers. As still COVID – 
19 guidelines are not permitting us to convene National Conference, it is 
decided by us that quality research papers which were selected by our 
review committee will be published in a book format with ISBN number 
for the benefit of the society and the researchers. Whenever COVID – 19 
guidelines of central and state are permitting us to convene conference, 
we all will meet personally and have exposure with the research papers 
and definitely researchers too. 

 We will continue to follow practice of promoting quality 
research work in future too.  

 As a Honorary Secretary of this one of the oldest and biggest 
management and commerce teachers’ association, I am hearty thankful 
to all of you for contributing in the event and positive support during this 
universal pandemic situation. Once again, thanks for your passion. 

 Please protect yourself and use mask and follow other COVID – 
19 guidelines.  

Dr. Ashish Janakray Dave 
Honorary Secretary, UCMTA 
(Principal, Shri H K Commerce College, Ahmedabad) 
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DEMOGRAPHIC SPAN IN INDIA: A STATE 
LEVEL ANALYSIS 

             Dr. Beena Patel1 
Abstract 
 Currently, India is going through the phase called 
demographic transition. It occurs only in the middle phase of 
demographic transition and is referred to as the golden age. The 
window of opportunity is available for India. However, reaping 
the demographic dividend is time bound and comes once in the 
life of any nation. Nation’s output is positively related with the 
share of working age population in total population.  However, the 
share of working age population in total population remains high 
only for a particular time period. After that the dependency ratio 
of elderly population increases. Also the Indian states are at 
different stage of demographic transition as well as levels of 
development. This show that India as a whole has an expanded 
time period to harness the demographic dividend at some 
moderate rate. Relook at the state-specific factors would help the 
country to modify the strategies for maximizing the gains from 
one state where the dividend phase is over to the state where the 
dividend phase is in process. 
Keywords: Demographic Dividend, Working age population, 
Window of Opportunity 

1. Introduction 
 The growth rate of population is related with the process of 
demographic transition – the transition that almost all countries 
make from high fertility and mortality rates to low fertility and 
mortality rates. This takes place during the progress of society 
from rural agrarian and illiterate to urban industrial and literate 
society.  In the beginning, when the fertility rate is high, a 
decrease in mortality rate gives rise to young people. At this stage, 
the young dependency ratio is high. The continuous decline in 
fertility rate and increase in life expectancy eventually moves the 
age cohort towards old age resulting into increase in elderly 
                                                        
1Dr. Beena Patel, Assistant Professor, Faculty of Commerce (SMPIC), GLS 
University, Ahmedabad, Gujarat.  
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dependency ratio. This age group of population needs to fed, 
clothed, housed, medically cared and other social security 
measures. In both the cases, the growth of per capita income is 
adversely affected. In between the two dependent age cohorts, 
there is a working age group. The increase in the share of working 
age population in total population is the demographic gift or 
bonus. It gives the country an opportunity to harness demographic 
dividend. Demographic dividend refers to the economic benefits 
that is derived from demographic change, in terms of tendency of 
the working-age population to grow more rapidly than the overall 
population (Bloom et al., 1999). This phenomenon occurs with a 
falling birth rate and the consequent shift in the age structure of 
the population towards adult working ages. The person in this age 
group is highly productive and thus offers much potential for 
growth. The rising share of working age population and falling 
youth dependency burdens promote the growth of per capita 
income. 
 Many of the world’s fastest growing economies have 
already enjoyed substantial demographic dividend that has helped 
them to accelerate their economic growth. Among them, West 
European, United States of America (USA), East Asian and 
Japanese Population are already aging and their total population is 
declining. In China, Russia and Eastern Europe, the working age 
population is now declining after reaching the peak. Latin 
American countries, however, missed the opportunity of taking the 
demographic dividend when the opportunity came.  
 Currently, India is going through the phase called 
demographic transition. It occurs only in the middle phase of 
demographic transition and is referred to as the golden age. The 
duration of this phase depends upon the pace of fertility decline. 
‘If the fertility decline is slow and steady as occurred in the 
western countries, this phase may even pass unnoticed’ (James, 
2008, p. 64).The window of opportunity is available for India. 
However, reaping the demographic dividend is time bound and 
comes once in the life of any nation. Nation’s output is positively 
related with the share of working age population in total 
population.  However, the share of working age population in total 
population remains high only for a particular time period. After 
that the dependency ratio of elderly population increases. Also the 
Indian states are at different stage of demographic transition as 
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well as levels of development. Therefore, the states should differ 
in their span of demographic dividend.  Therefore, the window of 
opportunity to reap the demographic dividend is determined. This 
would provide the policy makers an incentive to frame policies to 
take the maximum use of the opportunity and increase the 
economic growth of the country. The present study is an attempt 
to measure the demographic trends of India. The study also 
determined to demographic projections as well as demographic 
span to exploit the demographic dividend. With this background 
the objectives of the study are as follow: 

2. Objectives 
1) To examine demographic trends in India 
2) To determine demographic projections in India. 
3) To compare the states in terms of their present and future 

demographic position. 

3. Review of Literature 
 Several demographers, researcher and social scientist have 
considered that economic growth enhances during the process of 
demographic transition the number of working-age adults grows 
large relative to the dependent population, and slow down when a 
population ages rapidly (Bloom and Williamson, 1998; Kelley and 
Schmidt, 2005; Weil, 2005; Bloom et al, 2001; Fyerer, 
2007).Demographic transition has opened up the window of 
opportunity. It has profound and far reaching social and economic 
implications for the world and many counties have already 
enjoyed the fruits of demographic opportunity (Iqbal et al., 2015; 
Reher, 2011; Mason, 1997; Schultz, 2009; Eastwood and Lipton, 
2011). The Demographic span would not be opened for china in 
2020; however it would stay opened for India and Pakistan up to 
2050 (Choudhry and Elhorst, 2010). Pakistan is in the third stage 
of demographic transition and this scenario is marked with new 
options, opportunities, challenges and vulnerabilities (Iqbal et al., 
2015).  The estimation of role of the demographic transition in 
Pakistan also proclaims the existence of demographic dividend 
(Hussain et al, 2009; Mehmood et al 2012).  
 Bongaarts (2009) summarized key trends in population 
size, fertility and mortality, and age structures during these 
transitions. The focus is on the century from 1950 to 2050, which 
covers the period of most rapid global demographic 
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transformation. The study confirmed that the world and most 
regions and countries are experiencing unprecedentedly rapid 
demographic change. The most obvious example of this change is 
the huge expansion of human numbers: four billion have been 
added since 1950. The study estimated projections for the next 
half century expect a highly divergent world, with stagnation or 
potential decline in parts of the developed world and continued 
rapid growth in the least developed regions. Other demographic 
processes are also undergoing extraordinary change: women's 
fertility has dropped rapidly and life expectancy has risen to new 
highs. The study stated that past trends in fertility and mortality 
have led to very young populations in high fertility countries in the 
developing world and to increasingly older populations in the 
developed world. Contemporary societies are now at very different 
stages of their demographic transitions. 
 Mason, (1997) stated that demographic transition in Asian 
Pacific countries resulted in bulging labor force, higher earnings, 
investments, taxes and finally to an unprecedented economic 
growth. This phenomenon of robust economic growth will 
continue for at least two or more decades. Bloom and Williamson 
(1998) addressed that imbalanced age-structure changes when 
mortality and fertility rates change from high to low levels. The 
study have demonstrated that three demographic variables may 
temporarily boost or slow down economic growth during a process 
of demographic transition: the growth differential between the 
population of working-age and the total population, the child 
dependency ratio and the old-age dependency ratio. 
 Schultz (2009) argued that demographic transition changes 
the age composition of a population, potentially affecting resource 
allocation at the household level and exerting general equilibrium 
effects at the aggregate level. This intermediate stage in the 
demographic transition is associated with a temporary increase in 
the share of adults in the population that is referred to as the 
"demographic dividend. 
 Eastwood and Lipton (2011) advocated that in mid-
demographic-transition, many Asian countries enjoyed a large 
demographic 'dividend': extra economic growth owing to falling 
dependent/workforce ratios, or slower natural increase, or both. 
The study estimated the dividend, 1985-2025, in sub-Saharan 
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Africa and its populous countries. Dependency and natural 
increase peaked around 1985, 20 years after Asia.  The dividend 
arises more from falling dependency than reduced natural 
increase, and could be increased by accelerating the fertility 
decline (e.g., by reducing young-age mortality) or by employing a 
larger workforce productively. Any dividend from transition apart, 
low saving in much of Africa (unlike Asia) means that, given 
likely natural increase, current consumption per person is 
unsustainable because it depletes capital per person. Iqbal et al 
(2015) examined that the impact of demographic transition and 
economic growth of Pakistan by using the time series data over the 
time period of 1974 to 2011. The study used the bound testing 
approach to co-integration; Autoregressive Distributed Lag 
(ARDL) model was also applied for analyzing the long run 
relationship whereas Error Correction Mechanism (ECM) was 
applied for analyzing the short run link of the demographic 
variables with economic growth. The numerical simulation of the 
study exhibited that the demographic transition positively affected 
the economic growth in the long run and negatively in the short 
run. The cohesive policy was also suggested to capitalize the 
demographic gift. 
 Choudhry (2010) found that population dynamics explain 
46 percent of economic growth in per capita GDP in China over 
the period 1961-2003, 39 percent in India, and 25 percent in 
Pakistan. It also found that the decline in child dependency was 
the major contributor to GDP per capita growth. Furthermore, 
population dynamics are expected to have a positive effect on 
economic growth in India and Pakistan over the period 2005-2050, 
and a negative effect in China. Even though the coefficient of the 
old-age dependency ratio was found to be insignificant and thus 
ambiguous, it is the expected increase of this ratio that may be 
held responsible for this negative effect in China. One explanation 
for its insignificance is that most developed countries just reached 
the last phase of the demographic process that is the period in 
which the population ages, as a result of which negative effects, if 
present, have not yet been able to manifest themselves. 
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4. Methodology 
 The study is based upon the secondary sources of data. The 
data analysis is carried for all- India as well as for the states. The 
date on determinants of demographic trends and demographic 
projections up to year 2100 are examined on the basis of the data 
carved from Department of Economic and Social Affairs, 
Population Division (2019). World Population Prospects: The 
2017 Revision, United Nation. For determining the state level span 
of demographic dividend, data for the population projections on 
Indian states are obtained from Future Population of India, 
Population Reference Bureau (2007) and the missing data are 
adjusted through interpolation. 

5. Demographic Trends in India 
 From the decadal growth rate of population in fig. 1, it is 
evident that after facing a negative population growth rate between 
1911 and 1921 due to spread of epidemics2, there is a steep 
increase in population between 1921 and 1931 with increase in the 
rate of mortality decline. From 1931 to 1951, population growth 
rate has steadily increased from 11 percent in 1931 to 14.7 percent 
in 1951 resulting into population increase at a rate of 1.5 percent 
per annum. Since this period has seen Second World War and has 
also witnessed Bengal famine in the 1940s, the population growth 
rate was comparatively slow. Thereafter, the decadal growth rate 
in population picked up and reached 24.8 percent in 1961-71. 
From 1951 to 1971, the growth rate of population was high at the 
rate of 2.6 percent per annum. As compared to 1921, the 
population has increased by 2.2 times in 1971 (at the rate of 2.4 
percent per annum).  

 
 
 
 
 
 

                                                        
2 The negative growth rate in 1921 is known as the ‘Year of Great Divide’, due 
to occurrence of epidemics like cholera, plague, influenza and famine (Census 
Report, 1921). ‘The influenza epidemics is expected to have killed almost 5 
percent of the total population’ (as cited in James, 2011, p. 577). 
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Figure 1 
Decadal Growth Rate of Population (Since 1901)

 
Source: (1) Registrar General of India, Population Enumeration Data, Table 
A-2, Decadal Variation in Population Since 1901 (2) World Population Data 
Sheet, 2019, Population Reference Bureau. 

 From 1971 onwards, a decline in the decadal growth rate 
of population is observed. Slight decrease in population during 
1971-1981 might be due to war at the beginning of 1970s that 
India had with Pakistan. Since 1981 onwards, the decline in the 
decadal growth rate of population is very prominent. The decadal 
growth of population has declined from 24.7 percent during 1971-
81 to 13.3 percent during 2011-18. However, the increase in 
population by 3.1 percent per annum after 1971 is due to 
population momentum, as relatively large cohort of children 
entered their reproductive years and bear children. The people 
born in the previous periods have their own echo effects which 
carries forward for generations. During 1971 to 2018, the 
population has increased by 2.5 times. 
 The determinants of demographic trends in India are 
shown in table1. It is revealed that the demographic characteristics 
of India’s population is changing rapidly. The crude death rate 
(CDR) calculated as number of deaths per thousand persons 
during a year, has continuously decreased after 1921. From a high 
figure of 47 in 1921, it has declined to 6 per thousand persons in 
2018. Crude birth rate (CBR), i.e., total number of live births per 
1000 population, has also shown a continuous decrease. It has 
decreased from 49 live births per thousand persons in 1911 to 18 
live births per thousand persons in 2019.  As a result, natural rate 
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of increase (RNI) in population, which is the difference between 
CBR and CDR (considering zero net migration), from 0.14 percent 
in 1901, reached a peak during 1980-85 to 2.28 percent and then 
declined to 1.1 percent in 2019. The higher rate of decrease in 
death rate as compared to birth rate is one of the reasons for 
increase in population. Infant mortality rate (IMR) has sharply 
decreased from 186 deaths per 1000 live births in 1950-55 to 34 
deaths per 1000 live births in 2018. Child mortality rate (CMR) 
(i.e. under- five mortality rate) has decreased from 279 deaths 
per1000 live births in 1950-55 to 52 deaths per 1000 live births 
during 2010-15. Life expectancy at birth has increased from 37 
years in 1950-55 to 69 years in 2019. This occurs due to the 
development in health sector associated with advancement of 
technologies in medical sciences. Total fertility rate (TRF), 
defined as the number of children the average woman would bear 
during her reproduction years assuming she confirms to the age-
specific fertility rates prevalent in a particular year, has decreased 
from 5.9 children per woman during 1950-55 to 2.2 children per 
woman during 2019. This implies that India is nearing 
replacement level fertility (2 %), likely to reach within a decade3. 
This indicates that the country is close to the final stage of 
demographic transition. 

Table 1 
 Demographic Trends in India 

Year 

CDR4   
(per 
1000 
persons) 

CBR5  
(per 
1000 
persons) 

TFR(births 
per 
woman) 

IMR         
(per 
1000 
live 
births) 

CMR       
(per 
1000 
live 
births) 

Life 
Exp. 
at 
Birth     
(In 
Years) 

RNI (In 
percent)6 

1901 44.4 45.8 - - - 22.9 0.14 
1911 42.6 49.2 - - - 20.1 0.66 
1921 47.2 48.1 - - - 26.8 0.09 
1931 36.3 46.4 - - - 31.8 1.01 
1941 31.2 45.2 - - - 32.1 1.40 
1950 26.8 43.6 5.90 186     279 36.62 1.68 
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– 
1955 
1955 

– 
1960 

23.8 42.6 5.90 170     255 39.65 1.88 

1960 
– 

1965 
21.1 41.5 5.89 157     236 42.73 2.04 

1965 
– 

1970 
18.5 39.8 5.72 147     220 46.02 2.13 

1970 
– 

1975 
16.1 38.4 5.41 136     202 49.39 2.23 

1975 
– 

1980 
14.0 36.6 4.97 121     178 52.54 2.26 

1980 
– 

1985 
12.7 35.5 4.68 106     153 54.93 2.28 

1985 
– 

1990 
11.6 33.0 4.27 93     133 56.73 2.14 

1990 
– 

1995 
10.2 30.0 3.83 82     116 59.18 1.98 

1995 
– 

2000 
9.1 27.6 3.48 71     98 61.57 1.85 

2000 
– 

2005 
8.4 25.3 3.14 60     81 63.54 1.69 

2005 
– 

2010 
7.8 22.9 2.80 50     65 65.57 1.51 

2010 
– 

2015 
7.3 20.0 2.44 41     52 67.57 1.27 

2018 6.0 20.0 2.3 34 - - 1.40 
2019 7.0 18.0 2.2 - - 69 1.10 

Source: (1) Sample Registration System - Registrar General and Census 
Commissioner, India, (2) Department of Economic & Social Affairs, Population 
Division, World Population Prospects (WPD 2019), United Nations. 
 
 



23 
 

6. Demographic Projection and Window of Opportunity   
 Population projection gives the estimate of the number of 
persons that are likely to be available in the country in the coming 
years. It helps the policy makers to allocate the resources 
appropriately in order to accommodate the increase/ decrease in 
population. Figure 2 show the projections up to the year 2100. It is 
observed that birth rate is likely to fall continuously. It will fall at 
a rapid rate till 2065 and after that it is likely to become almost 
stagnant. Death rate is likely to increase continuously due to age 
structure change with respect to fertility decline. With the increase 
in income and modernization of the economy, the diseases like 
obesity, blood pressure, diabetes, heart problem becomes common 
(National Health Profile, 2018). This increases the death rate after 
a certain period of time. For India, the death rate was minimum 
during the period 2010-15. Now it is increasing gradually. Both 
birth rate and death rate are likely to intersect somewhere between 
2060-65. Thereafter, the death rate is likely to become greater than 
the birth rate. On account of this, the natural growth rate of 
population is falling continuously after reaching the peak during 
1980-85. Since the death rate exceeds the birth rate, natural 
growth rate of population will become negative.  
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Figure 2 
Demographic Projections for India 

 
Source: Department of Economic & Social Affairs, Population Division, World 
Population Prospects (2017 Revision), United Nations. 
  On the above basis, the window of opportunity for 
harnessing the demographic dividend is determined. Demographic 
dividend arises when the economy comes in a situation of 
maximizing the economic benefits on account of increase in the 
share of its working age population in total population. Fig. 3 
demarcates the duration of window of opportunity which started in 
2005 and is likely to get close in 2055. During this period, the share 
of working age population will be greater than 60 percent of the 
total population. The share of working age population is likely to 
reach the peak in 2030. 
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Figure 3 
Population Age Structure Projection and Window of 

Opportunity 

 
Source: Department of Economic & Social Affairs, Population Division, 
World Population Prospects (2017    Revision), United Nations. 

 Dependency ratio is an important indicator describing the 
pressures on the working age population and also provides insights 
regarding labour advantage for a country. It is measured as the 
ratio of total dependents to total working age population. The 
projections for dependency ratio in fig 4 show that the young age 
dependency ratio (0-14 years) is decreasing and is likely to 
decrease till year 2080. After this, it is likely to increase at a slow 
pace. The old age dependency ratio (+60 years) is likely to 
increase continuously and it will exceed the child dependency 
ratio after intersection at 2050. It is evident that after 2050, the 
total dependency ratio will comprise a major share of old age 
dependents. 
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Figure 4 
Projected Dependency Ratio 

 
Source: Computed 

7. State Wise Population Projections and Span of Demographic 
Dividend  

 In order to find where the states lie in the demographic 
transition of the potential magnitude of demographic dividend, 
demographic projections are examined. The state wise projections 
of working age population (15-64 years)for Indian states during 
the period 2021 to 2101 is shown in table 2. The demographic 
situation varies greatly among the states. The figures of 2021 show 
that the demographic situation is already favorable in all the states 
and is expected to remain favorable till 2051. This indicates that 
all the Indian states are in a situation to reap the demographic 
dividend. It is only by 2061, that demographic situation is likely to 
become unfavorable particularly in Kerala, Manipur and Tamil 
Nadu. By 2101, only few states will be in a position to enjoy its 
favorable demographic position. These states are Bihar, Goa, 
Haryana, Madhya Pradesh, Meghalaya and Rajasthan. These states 
are likely to have their working age population above 60 percent 
by 2021. 
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Table 2 
State Wise Projections of Working Age Population (In 

Percent) 

States 
Years 

20
21 

203
1 

204
1 2051 206

1 
207

1 
208

1 
209

1 
210

1 
Andhra 
Pradesh 

68.
9 68.7 67.1 64.8 62.

6 
61.
4 

60.
4 

59.
6 

59.
1 

Arunachal 
Pradesh 

67.
0 67.8 68.0 66.8 64.

1 
62.
1 

61.
2 

60.
2 

59.
6 

Assam 66.
4 67.1 67.2 66.3 64.

6 
63.
1 

61.
7 

60.
4 

59.
6 

Bihar 60.
2 61.5 63.8 65.0 64.

7 
63.
8 

62.
9 

61.
6 

60.
5 

Chhattisgarh 64.
9 66.5 67.2 67.0 65.

8 
63.
9 

62.
2 

60.
8 

59.
9 

Goa 70.
6 69.5 65.9 63.0 62.

3 
61.
9 

61.
1 

60.
7 

60.
2 

Gujarat 68.
2 68.2 67.2 65.5 63.

7 
62.
1 

60.
9 

60.
0 

59.
3 

Haryana 67.
8 69.0 68.5 67.0 65.

2 
63.
0 

62.
2 

61.
4 

60.
7 

Himachal 
Pradesh 

68.
7 69.0 67.0 64.3 62.

2 
61.
2 

60.
1 

59.
5 

59.
1 

Jammu & 
Kashmir 

68.
4 69.1 68.4 65.6 63.

0 
61.
8 

60.
4 

59.
5 

59.
0 

Jharkhand 63.
8 65.5 66.8 66.5 64.

8 
62.
7 

60.
7 

59.
2 

58.
2 

Karnataka 68.
6 68.5 66.9 64.9 63.

0 
62.
1 

61.
0 

60.
3 

59.
7 

Kerala 68.
9 67.1 63.7 60.2 57.

9 
56.
9 

55.
7 

55.
1 

54.
7 

Madhya 
Pradesh 

64.
0 65.9 67.0 67.2 66.

3 
64.
8 

63.
2 

61.
9 

60.
8 

Maharashtra 68.
3 68.4 67.1 65.0 63.

1 
61.
8 

60.
3 

59.
9 

59.
3 

Manipur 68.
8 67.9 65.8 62.2 59.

8 
59.
7 

59.
2 

58.
5 

58.
4 

Meghalaya 66.
5 68.1 68.8 67.7 65.

0 
62.
9 

61.
7 

60.
7 

60.
0 

Mizoram 65. 68.1 66.5 63.6 61. 60. 59. 59. 58.
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3 3 2 6 1 8 

Nagaland 67.
7 69.0 66.8 64.3 62.

1 
60.
6 

59.
3 

59.
3 

58.
8 

Odisha 68.
0 68.5 67.6 65.9 64.

5 
62.
5 

61.
1 

60.
1 

59.
4 

Punjab 69.
2 69.3 67.3 64.8 62.

6 
61.
4 

60.
3 

59.
9 

59.
3 

Rajasthan 62.
4 64.1 65.4 65.8 65.

2 
64.
0 

62.
8 

61.
7 

60.
6 

Sikkim 69.
1 68.9 67.0 63.7 61.

3 
60.
7 

59.
9 

59.
0 

58.
5 

Tamil Nadu 70.
3 69.0 65.7 62.0 59.

4 
58.
4 

57.
3 

56.
6 

56.
1 

Tripura 69.
2 68.7 66.6 63.4 60.

9 
60.
3 

59.
6 

58.
9 

58.
5 

Uttar 
Pradesh 

61.
1 63.5 65.4 66.1 65.

6 
64.
3 

62.
7 

61.
2 

59.
9 

Uttarakhand 66.
8 68.0 67.3 65.2 62.

7 
61.
0 

59.
7 

58.
9 

58.
3 

West Bengal 69.
1 68.6 67.4 65.0 62.

9 
61.
6 

60.
7 

60.
0 

59.
5 

Source: Computation Based upon Future Population of India, 
Population Reference Bureau (2007) 
 On the above basis, the span of demographic dividend is 
calculated as follows: The statistics on population projections at 
the state level is available on decadal basis. The in-between 
projections are obtained through interpolation. The states with 
working age population above 60 percent7 is considered to have a 
favorable demographic scenario. Therefore, the duration for which 
the states will be able to maximize the working age population 
above 60 percent is recorded. Accordingly, the starting year and 
the ending year are noted. The demographic span of the states is 
calculated since 2020 onwards. This indicates the number of years 
available with the states to benefit from the favourable 
demographic scenario. The results are reported in table 3.  
 The period of favourable demographic span has already 
started in all the states though the beginning year varies from one 
                                                        
7 The demographic dividend is achieved when the large cohort of working age 
group should well over 60 percent and lower dependency ratio. 
http://censusindia.gov.in/DigitalLibrary/Demographic-Transition-in-India.pdf 
accessed on 22-05-2018 
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state to another. It is revealed that, Bihar, Haryana, Madhya 
Pradesh and Rajasthan will have a favourable demographic span 
for greater than 80 years. Chhattisgarh, Goa, Meghalaya, Assam, 
Karnataka, Arunachal Pradesh, Gujarat, and Odisha have 
favourable demographic period in the range of 70 to 80 years. The 
demographic conditions will be favourable for Jharkhand, West 
Bengal, Andhra Pradesh, Jammu and Kashmir, Maharashtra and 
Punjab for 60 to 70 years, for Tamil Nadu, Manipur and Kerala, it 
is less than 50 years. Since majority of the states will enjoy their 
favourable demographic span for greater than 50 years, it can be 
said that India’s window of opportunity is open for a longer 
period. In addition, since the duration of demographic span varies 
among the states, it appears that India will not be able to maximize 
its demographic dividend but it will be able to enjoy the 
demographic dividend for a longer period of time. 
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Table 3 
Span of Demographic Dividend 

States 
Duration 

Demographic 
Span of Working 
Age Population 

(in years) 

Starting Year Ending Year (Since 2020 
Onwards) 

Andhra Pradesh Before 2001 2083 63 
Arunachal Pradesh 2011 2092 72 
Assam 2003 2094 74 
Bihar 2019 After 2101 >81 
Chhattisgarh Before 2001 2097 77 
Goa Before 2001 After 2101 76 
Gujarat Before 2001 2091 71 
Haryana Before 2001 After 2101 >81 
Himachal Pradesh Before 2001 2078 58 
Jammu & Kashmir Before 2001 2083 63 
Jharkhand 2009 2085 65 
Karnataka Before 2001 2093 73 
Kerala Before 2001 2056 36 
Madhya Pradesh 2008 After 2101 >81 
Maharashtra Before 2001 2083 63 
Manipur Before 2001 2060 40 
Meghalaya 2011 2096 76 
Mizoram Before 2001 2072 52 
Nagaland Before 2001 2075 55 
Odisha Before 2001 2091 71 
Punjab Before 2001 2083 63 
Rajasthan 2012 After 2101 >81 
Sikkim Before 2001 2075 55 
Tamil Nadu Before 2001 2060 40 
Tripura Before 2001 2073 53 
Uttar Pradesh 2017 2101 81 
Uttarakhand Before 2001 2077 57 
West Bengal Before 2001 2085 65 

   Source: Computation Based upon Future Population of India, Population 
Reference Bureau (2007). 
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8. Conclusion 
 Like the other countries of the world, India is also 
experiencing decrease in fertility rate. During the past few 
decades, India’s population growth is associated with rapidly 
decreasing decadal growth rate. This is resulting into shift in the 
age structure of population from young age cohort to working age 
cohort which reflects an optimism among the economists for 
reaping the demographic dividend. This indicates that the time 
frame of window of opportunity to harness the demographic 
dividend also differs among the states. This show that India as a 
whole has an expanded time period to harness the demographic 
dividend at some moderate rate. Relook at the state-specific 
factors would help the country to modify the strategies for 
maximizing the gains from one state where the dividend phase is 
over to the state where the dividend phase is in process. 
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A STUDY ON INTERNET USAGE PATTERN OF 
PEOPLE OF NORTH GUJARAT REGION 

                  Bhavna Pratap rai Bosamia8 
 

Abstract: 
 In the fast developing technological world the dependency 
on internet is increasing and internet is becoming a habit of human 
life style. Of course the internet services used by different group 
of people differ depending upon their requirement. It is being 
observed that internet usage is lower among old age group because 
of their lesser technological knowhow. The widely used internet 
services are communication, information gathering, entertainment, 
finance/banking and e-marketing which are considered for the 
current study. The study will try to know the internet habit of the 
people residing in north Gujarat region and will compare their 
internet usage  habits with people from different background. In 
the study it was observed that education of respondents have 
greater effect on their internet usage habits as compared to other 
demographic features of the respondents. 
Keywords: Internet usage, information technology 
Introduction 
 History shows that human life style is changing with the 
passage of time. The involvement of technology and internet in 
every field has changed the human lifestyle and the way they 
behave in their day to day activity. Along with this human choices 
and requirements are also changing. Internet plays a major role for 
the current economic scenario and has its wings in every field of 
the economy from common household to the advanced MNCs. 
The fast moving world is becoming smaller because of social 
media sites. Past research has shown that internet usage is growing 
at a faster rate especially in Asian countries. Also the other side 
reveals that developing countries fails to provide equal diffusion 
of internet services especially in remote areas. Therefore the 
current study attempts to study the internet usage pattern of people 
of north Gujarat region thereby identifying technological 
knowhow of the people of this region. 

                                                        
8 Bhavna Prataprai Bosamia, Research Scholar, Gujarat University 
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Literature Review 
 Sunil Mani- (2014) in his study on computer and 
information services stated that India as a leader in CIS is since 
2005 and She has been maintaining her leadership ever since that 
year. The window of opportunity for India was changes in the 
technology of rendering IT services, initial association with MNCs 
and the emergence of the new market in the form of the Y2K 
problem. The availability of high quality software engineers, and 
the favorable incentive policy towards MNC were two of the 
important factors which lead to the country becoming a leader. A 
key difference between India and Ireland is the fact that 
production of CIS in India is concentrated in domestically owned 
companies as against MNCs in Ireland. The initial factors that 
were favorable to the growth of CIS are now slowly disappearing 
with the increase in the salary levels of software engineers. 
Therefore the only way for the country to maintain her leadership 
is to be very innovative and go up the value chain. 
 R. Senthil kumar-(2014) attempted to study efficiency, 
effectiveness, transparency and accountability of exchange of 
information and transaction in the area of communication 
technology. The knowledge of E-Governance is improving with 
respect to various activities but still it is observed that people have 
fair knowledge of E-Governance. The result of the study shows 
variations in the efficiency level but there is no difference in the 
opinion levels of people belonging in various socio-economic 
groups. The success of E-Governance depends on the reduction in 
digital divide. Government should take more efforts and initiatives 
to enhance e-literacy in the state which is considered as an 
important prerequisite of successful E-Governance operation 
especially at the panchayats level. 
 Oxford Internet Institute Survey by William H. Dutton and 
Grant Blank (2013), reports that internet use continues to grow 
and that there is a big increase in low income households, people 
are becoming more skillful so far as mobile and device use is 
concerned but the usage of social media has become stagnant, 
online usage of government services have also increased, and non-
users of internet are fearful and want government regulations as 
far as security is concerned while using internet. The basic 
intention behind the research is to identify the characteristics of 
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non-users of internet, so that efforts can be made in the direction 
that helps to provide internet access to all. The survey is a 
comparative analysis of the data that are collected since 2003 with 
the current data of 2013. The reason for non-usage was generally 
cost, access, interest and skill. According to this research  most 
internet non-users have a link to the internet via proxy user.  
Objective of the study 
 To identify internet usage pattern of the people of north 

Gujarat region 
 To know relationship between internet surfing hours and 

demographic profile of  respondents under study 
Hypothesis 
 H0 : There is no significance difference between average time 

spent for web surfing and the demographic features  of the 
respondents  

 H1 : There is significance difference between average time 
spent for web surfing and the demographic features  of the 
respondents  

Research Methodology 
 Research design for this study is the combination of 
descriptive and analytical in nature. Personal interviews of the 
respondents residing in North Gujarat Region were conducted 
through questionnaire survey. In all 700 respondents who were 
residents of three districts Banaskantha District, Mehsana District 
and Patan District in North Gujarat Region were surveyed. 
Stratified Random Sampling was used to select samples from the 
Sampling Frame. A Structured questionnaire was used to collect 
the data. The types of questions used in the questionnaire were 
closed ended, dichotomous and multiple choice questions. The 
scales of measurement include all the four type namely Nominal 
Scale, Ordinal Scale, Ratio Scale and Interval Scale. Measurement 
Scale used in the questionnaire was Likert Scale.  
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Demographic Profile of the respondents 
Gender 
Male Female Total 
363 337 700 
Age 
18 - 25 26 - 35 36 - 45 46 - 55 Above 56 Total 
320 227 91 49 13 700 
Education 
Non-
Matriculate 

Matriculat
e 

Graduat
e 

Post 
Graduate

Professional/ 
Technical 
Course 

Total 

76 148 314 144 18 700 
Occupation  
Business/ 
Selfemploy
ed 

Service 
Executive

Student Housewi
fe 

Total 

194 203 177 126 700 
Income 
Less than 
10,000 

10,000 
 to  
20,000 

20,000 
to 
30,000 

30,000  
To 
 40,000 

40,000 
to 
50,000 

More 
than 
50,000 

Zero 
Inco
me 

Total

140 107 102 43 17 23 268 700 
Internet Usage Habits of the respondents  
Respondents Using Internet 

Yes No Total 
683 17 700 

History of Internet Usage 
Last 
one 
year 

1 -3 
Years 

3 – 5 
Years 

More than 5 Years Total 

182 241 142 118 683 
Web Surfing Hours 
Up to 

5 
hours 

6 – 
10 

hours 

11 – 15 
hours 

16 – 20 
hours 

More 
than 20 
hours 

Total 

218 191 137 74 63 683 
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Purpose of Using Internet for Communication 
Most 
Used 

Used to a 
Large Extent 

Sometime 
Used 

Rarely 
Used 

Not at all 
Used 

Tot
al 

436 132 77 23 15 683 
Purpose of Using Internet for Information Gathering 
Most 
Used 

Used to a 
Large Extent 

Sometime 
Used 

Rarely 
Used 

Not at all 
Used 

Tot
al 

245 225 118 51 44 683 
Purpose of Using Internet for Entertainment 
Most 
Used 

Used to a 
Large Extent 

Sometime 
Used 

Rarely 
Used 

Not at all 
Used 

Tot
al 

233 202 164 60 24 683 
Purpose of Using Internet for Finance/Banking 
Most 
Used 

Used to a 
Large Extent 

Sometime 
Used 

Rarely 
Used 

Not at all 
Used 

Tot
al 

39 77 131 144 292 683 
Purpose of Using Internet for Shopping 
Most 
Used 

Used to a 
Large Extent 

Sometime 
Used 

Rarely 
Used 

Not at all 
Used 

Tot
al 

105 147 231 122 78 683 
 Out of 700 respondents surveyed 683 i.e. 97.6 per cent 
uses internet and 17 of them i.e. 2.4 per cent do not use internet; 
this show internet usage in North Gujarat Region is much more 
popular. It was found that with the passage of time internet users 
were increasing. Among the respondents surveyed it was observed 
that highest number of internet users are using internet since last 1 
to 3 years which were 241 respondents i.e. 34.4 per cent and 182 
respondents i.e. 26 per cent were such who were using internet 
since last one year. From the above table it is clear that 218 i.e. 
31.1 per cent of respondents spent up to 5 hours per week for 
using internet. This shows that although the internet usage has 
increased with the passage of time but still people are spending 
very little time on internet. The researcher has found that very few 
of the respondents i.e. approximately 10 per cent spends 16 to 20 
hours and more than 20 hours on internet. From the above data it 
can be concluded that Internet is most used for communication 
purpose, to a large extent it is also used for information gathering 
and entertainment, somewhat used for shopping and least used for 
Finance & Banking purpose.  
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Data Analysis 

ANOVA 
  Sum of 

Squares df 
Mean 
Square F Sig. 

Approximate 
Monthly income 
of respondent 

Between 
Groups 14.904 4 3.726 .609 .656 

Within 
Groups 4147.603 678 6.117   

Total 4162.507 682    
Occupation of 
respondent 

Between 
Groups 9.118 4 2.279 2.082 .082 

Within 
Groups 742.314 678 1.095   

Total 751.432 682    
Educational 
Back- 
ground of 
respondents 

Between 
Groups 13.864 4 3.466 3.906 .004 

Within 
Groups 601.603 678 .887   

Total 615.467 682    
Age of the 
respondents 

Between 
Groups 8.561 4 2.140 2.302 .057 

Within 
Groups 630.396 678 .930   

Total 638.958 682    
Gender of 
respondent 

Between 
Groups 1.268 4 .317 1.273 .279 

Within 
Groups 168.925 678 .249   

Total 170.193 682    
 The significant value denotes that differences is observed 
between education background and web surfing hours of the 
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respondents but income, occupation, age and gender do not have 
any effect on web surfing hours of the respondents.  
 
Conclusion  
 The main idea of the research was to identify the internet 
usage pattern of people of north Gujarat region. Among the 
various criteria of internet services like information gathering, 
entertainment and communication are the most used services 
while for shopping purposes it is used to some extent but it is least 
used for finance and banking. Comparing the internet usage with 
demographic profile of the respondents it was found that average 
surfing hours and education background of the respondents differs 
while no differences is observed between average surfing hours 
and income, age, gender and profession of the respondents. 
Therefore it can be concluded that still internet usage in north 
Gujarat region is not to its maximum extent. Assurance of strong 
security may help to develop usage of internet in the area of 
shopping and finance/banking that can help India to put a step 
ahead in the path of digital and cashless Indian economy. At the 
same time internet can be considered for marketing purpose to 
address large mass as internet is widely used for communication, 
information gathering and entertainment, also it is cheaper mode 
of marketing as compared to other means of marketing.  
References 
 V., K. S. (January 2010, Second Edition). Statistics Made 

Simple Do it Yourself on PC. New Delhi: PHI. 
 oxis. (2013). Culture of the Internet : The Internet in Britain 

2013 Present data on British Access, Use and Attitudes to the 
Internet Since 2003. Retrieved April 4, 2016, from Oxford 
Internet Institute Web site: 
http://www.internetstatistik.se/wordpress/wp-
content/uploads/2014/07/OxIS_2013.pdf 

 Mani, S. (December 6, 2014). Emergence of India as the 
World Leader in Computer and Information Services. 
Economic & Political Wekly , Vol. 49 Pg 51-61 

 Senthilkumar, R. (September 1, 2014). E-Governance in India 
- An Empirical Study. Southern Economist , Vol. 53 Issue 9 pg 
43-53 



41 
 

 Kahate, A. (2013). Cryptography and Network Security. New 
Delhi: McGraw Hill Education (India) Private Limited. 

 Nandgopal R., K. A. (2008). Research Methods in Business. 
New Delhi: Excel Books. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



42 
 

Entrepreneurship Education : A Golden Way to 
Avoid Start –up Failure   

     Dr. Falgun kumar L. Patel9 
 

Abstract 
 Market research is defined as the process of evaluating the 
feasibility of a new product or service, through research conducted 
directly with potential consumers. This method allows 
organizations or businesses to discover their target market, collect 
and document opinions and make informed decisions. Market 
research can be conducted directly by organizations or companies 
or can be outsourced to agencies which have expertise in this 
process. Market research is one of the most effective ways to gain 
insight into your customer base, competitors, and the overall 
market. The goal of conducting market research is to equip your 
company with the information you need to make informed 
decisions. It is especially important  when small businesses are 
trying to determine whether a new business idea is viable, looking 
to move into a new market, or are launching a new product or 
service. Market research is one of the most effective ways to gain 
insight into your customer base, competitors and the overall 
market. The goal of conducting market research is to equip your 
company with the information you need to make informed 
decisions. Primary market research is a process, where 
organizations or businesses get in touch with the end consumers or 
employ a third party to carry out relevant studies to collect data. 
 The data collected can be qualitative data or quantitative 
data. Secondary research uses information that is organized by 
outside source like government agencies, media, chamber of 
commerce etc. Market research provides information and 
opportunities about the value of existing and new products, thus, 
helping businesses plan and strategies accordingly. 
Key words: Research, Market, Primary market &Secondary 
market research, Qualitative and Quantitative data 
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Introduction: 
 Market research is defined as the process of evaluating the 
feasibility of a new product or service, through research conducted 
directly with potential consumers. This method allows 
organizations or businesses to discover their target market, collect 
and document opinions and make informed decisions. Market 
research can be conducted directly by organizations or companies 
or can be outsourced to agencies which have expertise in this 
process. The process of market research can be done through 
deploying surveys, interacting with a group of people also known 
as sample, conducting interviews and other similar processes. 
With economy being competitive with each passing day it is 
important for businesses to know and understand preferences of 
their consumers. Conducting  research is one of the best ways of 
achieving  customer satisfaction, reduce customer churn and 
elevate business. Here are the reasons why market research is 
important and should not be ignored. Market research is one of the 
most effective ways to gain insight into your customer base, 
competitors and the overall market. The goal of conducting market 
research is to equip your company with the information you need 
to make informed decisions. 
Importance of Market research : 
 It provides information and opportunities about the value of 

existing and new products, thus, helping businesses plan and 
strategize accordingly. 

 It helps in determining what the customer-centric and 
knowing the customers and their needs will help businesses 
design product or services that best suit them. 

 By understanding the needs of customers, businesses can 
also forecast their production and sales. 

 What is the requirement and how much should be produced 
to fulfill the needs of the customer? 

 Marker research helps in determining optimum inventory 
stock. 

 To stay ahead of competitors market research is a vital tool 
to carry out comparative studies. Businesses can device 
business strategies that can help them stay ahead of their 
competitors. 
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Steps for conducting Market Research: 
 Knowing what to do in various situations that arise during 
the investigation will save the researcher’s time and reduce 
problems. Today’s successful enterprises use powerful market 
research survey software that helps them conduct comprehensive 
research under a unified platform and hence provide actionable 
insights much faster with fewer problems. 
Following are the steps to conduct an effective market research. 
(1) Define the Problem :Having a well-defined subject or research 
will help researchers when they as questions. These questions 
should be directed to solve problems and they have to be adapted 
to the project. Make sure the questions are written clearly and that 
the respondents understand them. Researchers can conduct a test 
with small group to know if the questions are going to know 
whether the asked questions are understandable and will they be 
enough to gain insightful results.  
 Research objective should be written in a precise way and 
should include a brief description of the information that is needed 
and the way in which it will obtain it. They should have an answer 
to this question “why are we doing the research?” 
(2) Define the Sample :To carry out market research, researchers 
need a representative sample that can be collected using one of the 
many sampling techniques. A representative sample is a small 
number of  people that reflect, as accurately as possible, a larger 
group. 
 Regarding the size of the sample, the larger it is, the more 
likely it is to be representative of the population. A larger 
representative sample gives the researcher greater certainty that 
the people included are the ones they need, and they can possibly 
reduce bias. Therefore, if they want to avoid inaccuracy in our 
surveys, they should have representative and balanced sample. 
        Practically all the surveys that are considered in a serious 
way, are based on a scientific sampling, based on statistical and 
probability theories. 
There are two ways to obtain a representative sample:  
(a) Probability sampling: in probability sampling, the choice of the 
sample will be made at random, which guarantees that each 
member of the population will have the same probability of 
selection and inclusion in the sample group. Researchers should 
ensure that they have updated information on the population from 
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which they will draw the sample and survey the majority to 
establish representativeness. 
(b) Non-probability sampling: In a non-probability sampling, 
different types of people are seeking to obtain a more balanced 
representative sample. Knowing the demographic characteristics 
of our group will undoubtedly help to limit the profile of the 
desired sample and define the variables that interest the 
researchers, such as gender, age, place of residence, etc. By 
knowing these criteria, before obtaining the information, 
researchers can have the control to create a representative sample 
that is efficient for us. 
        When a sample is not representative, there can be a margin of 
error. If researchers want to have a representative sample of  100 
employees, they should choose a similar number of men and 
women. 
        The sample size is very important, but it does not guarantee 
accuracy. More than size, representativeness is related to the 
sampling frame, that is, to the list from which people are selected, 
for example, part of a survey. 
        If researchers want to continue expanding their knowledge on 
how to determine the size of the sample consult our guide on 
sampling here. 
(3) Carry out data collection: First, a data collection instrument 
should be developed. The fact that they do not answer a survey, or 
answer it incompletely will cause errors in research. The correct 
collection of data will prevent this. 
(4) Analyses the results: Each of the points of the market research 
process is linked to one another. If all the above is executed well, 
but there is no accurate analysis of the results, then the decisions 
made consequently will not be appropriate. In- depth analysis 
conducted without leaving loose ends will be effective in gaining 
solutions. Data analysis will be captured in a report, which should 
also be written clearly so that effective decisions can be made on 
that basis. 
        Analyses and interpret the results is to look for a wider 
meaning to the obtained data. All the previous phases have been 
developed to arrive at this moment. 
        How can researchers measure the obtained results? The only 
quantitative data that will be obtained is age, sex, profession, and 
number of interviewees because the rest are emotions and 
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experiences that have been transmitted to us by the interlocutors. 
For this, there is a tool called empathy map that forces us to put 
ourselves in the place of our clientele with the aim of being able to 
identify, really, the characteristics that will allow us to make better 
adjustment between our products or services and their needs or 
interests. 
 When the research has been carefully planned, the 
hypotheses have been adequately defined and the indicated 
collection method has been used, the interpretation is usually 
carried out easily and successfully. What follows after conducting 
market research? 
(5) Make the Research Report: when presenting the results, 
researchers should focus on: what do they want to achieve using 
this research report and while answering this question they should 
not assume that the structure of the survey is the best way to do 
the analysis. One of the big mistakes that many researchers make 
is that they present the reports in the same order of their questions 
and do not see the potential of storytelling.  
 To make good reports, the best analysts give the following 
advice: follow the inverted pyramid style to present the results, 
answering at the beginning the essential questions of the business 
that caused the investigation. Start with the conclusions and give 
them fundamentals, instead of accumulating evidence. After this 
researchers can provide details to the readers who have the time 
and interest. 
(6) Make Decisions: An organization or a researcher should never 
ask “why do market research”, they should just do it! 
  A market research helps researchers to know a wide range of 
information, for example, consumer purchase intentions, or gives 
feedback about the growth of the target market. They can also 
discover valuable information that will help in estimating the 
prices of their product or service and find a point of balance that 
will benefit them and the consumers. 
         Take decisions! Act and implement. 
Benefits of an  Efficient Market Research: 
 Make well-informed decisions: The growth of an organization 

is dependent of the way decisions are made by the 
management. Using market research techniques, the 
management can make business decisions on the basis of 
obtained results that back their knowledge and experience. 
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Market research helps to know market trends, hence to carry it 
out frequently to get to know the customer thoroughly. 

 Gain accurate information: Market research provides real and 
accurate information that will prepare the organization for any 
mishaps that may happen in the future. By properly 
investigating the market, a business will undoubtedly be taking 
a step forward, and therefore it will be taking advantage of its 
existing competitors. 

 Determine the market size: A researcher can evaluate the size 
of the market that must be covered in case of selling a product 
or service in order to make profits. 

 Choose an appropriate sales system: Select a precise sales 
system according to what the market is asking for, and 
according to this, the product / service can be positioned in the 
market. 

 Learn about customer preferences: It helps to know how the 
preferences (and tastes) of the clients change so that the 
company can satisfy preferences, purchasing habits, and 
income level. Researchers can determine the type of product 
that must be manufactured of sold based on the specific needs 
of consumers. 

 Gather details about customer perception about the brand: In 
addition to generating information, market research helps a 
researcher in understanding how the customers perceive the 
organization or brand. 

 Analyze customer communication methods: Market research 
serves as a guide for communication with current and potential 
clients. 

 Productive business investment: It is a great investment for 
any business, because thanks to it they get invaluable 
information, it shows researchers the way to follow to take the 
right path and achieve the sales that required. 
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Market Research Tips for Businesses: 
Tip – 1 Define the objective of your research. 
  Before setting off on your research quest, think about what 
you’re trying to achieve next with your business. Are you looking to 
increase traffic to your location?  Or increase sales? Or convert 
customers from one-time purchasers to regulars? Figuring out your 
objective will help you tailor the rest of your research and your 
future marketing materials. Having an objective for your research 
will flesh out what kind of data you need to collect.  
Tip – 2 Learn About Your Target Customers. 
The most important thing to remember is that your business serves a 
specific kind of customer. Defining your specific customer has 
many advantages like allowing you to understand what kind of 
language to use when crafting your marketing materials, and how to 
approach building relationships with your customer you can also 
find the best products and services to sell to them. 
       You want to know as much as you can about your target 
customer. You can gather this information through observation and 
by researching the kind of customers who frequent your type of 
business. For starters, helpful things to know are their age and 
income. What do they do for a living? What’s their status and 
education level? 
Tip - 3 Recognize that knowing who you serve helps you define 
who you do not.  
  Let’s take a classic example from copywriting genius Dan 
Kennedy. He says that if you’re opening up a fine dining steakhouse 
focused on decadent food, you know right off the bat that you’re not 
looking to attract vegetarians or dieters. Armed with this 
information, you can create better marketing messages that speak to 
your target customers. 
        It’s okay to decide who is not a part of your target customer 
base. In fact, for small businesses knowing who you don’t cater to 
can be essential in helping you grow. Why? Simple, if you’re small 
your advantage is that you can cannot deeply with a specific 
segment of the market. You already is compelled to spend money 
on your offer. If you’re spreading yourself thin by trying to be all 
things to everyone, you will only dilute your core customer. Define 
them, go deep, and you’ll be able to figure out how you can best 
serve them with your products and services.  
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Tip- 4 Learn from your competition. 
  This works for brick  and mortar businesses as well as 
internet businesses because it allows you to step into the shoes of 
your customer and open up to a new perspective of your business. 
Take a look around the internet and around your town. If you can, 
visit your competitor’s shops. For example, if you own a restaurant 
specializing in Italian cuisine, dine at the other Italian place in your 
neighborhood or in the next township.  
       As you experience the business from the customer perspective, 
look for what’s being done right and wrong. Can you see areas that 
need attention or improvement? How are you running things in 
comparison?What’s the quality of their product and customer 
service?  Are   the customer  here pleased? Also, take a close look at 
their market segment. Who else is patronizing their business? Are 
they the same kinds of people who spend money with you? By 
asking these questions and doing in-person research, you can dig up 
a lot of information to help you define your unique selling position 
and create even better offers for your customers. 
Tip – 5Get your target customers to open up and tell you 
everything. 
  A good customer survey is one of the most valuable 
market research tools because it gives you the opportunity to get 
inside your customer’s head. However, remember that some 
feedback may be harsh, so take criticism as a learning tool to point 
you in the right direction. 
  Creating a survey is simple. Ask questions about what your 
customer think you’re doing right, and what can be improved. You 
can also prompt them to tell you what kinds of products and service 
they’d like to see you add which gives you amazing insight into 
how to monetize your business more. Many customers will be 
delighted to offer feedback. You can even give customers who fill 
out surveys a gift like a special coupon for their next purchase.  
Why Does Every Business Need Market Research? 
  Market research is one of the most effective ways to gain 
insight into your customer base, competitors and the overall market. 
The goal of conducting market research is to equip your company 
with the information you need to make informed decisions. It is 
especially important when small businesses are trying to determine 
whether a new business idea is viable, looking to move into a new 
market, or are launching a new product or service. Read below for a 
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more in-depth look at how market research can help small 
businesses. 
  COMPETITION: According to a study conducted by Business 
insider, 72% of small businesses focus on increasing revenue. 
Conducting research helps businesses gain insight into competitor 
behavior. By learning about your competitor’s strengths strength 
and weaknesses, you can learn how to position your product or 
offering. In order to be successful, small businesses need to have an 
understanding of what products and services competitors are 
offering, and their price point. 
  CUSTOMERS: Many small businesses feel they have an 
understanding of their customer, only to conduct market research 
and learn they had the wrong assumptions. By conducting research, 
you can create a profile of your average customer and gain insight 
into their buying habits, how much they’re willing to spend, and 
which features  resonate with them. Additionally, and perhaps more 
importantly, yu can learn what will make someone use your product 
or service over a competitor. 
  OPPORTUNITIES: Potential opportunities, whether they are 
products or services, can be identified by conducting market 
research. By learning more about your customers, you can services. 
Consumer needs change over time, influenced by new technology 
and different conditions, and you may find new needs that are not 
being met, which can create new opportunities for your business. 
 FORECAST: A small business is affected by the performance of 
the local and national economy, as are it’s customers. If consumers 
are worried, then they will be more restrained when spending 
money, which affects the business. By conducting research with 
consumers, businesses can get an idea of whether they are 
optimistic or apprehensive about the direction or the economy, and 
make adjustments as necessary. For example, a small business 
owner may decide to postpone a new product launch if it appears 
the economic environment is turning negative. 
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IMPACT OF DEMONETIZATION IN INDIA 
Mr. Jaysukh B. Zinzala10 

Pro. Divyakant M. Dulera11 
Abstract: 
 The meaning of demonetization and its impact on the 
Indian economic as well as human life. The main objective of 
demonetization is to removing the black money from the currency. 
In India demonetization has been carried out on November 8, 2016 
be declaring the 500 and 1000 rupees notes not a legal tender as 
steps to fight with black money. The demonetization practice in 
monetary policy to get rid of black money. The stock of black 
money composed of a main part of gross domestic product and it’s 
imperative to evaluate the short run and ling run impact that this 
decision has effected in our economy. This paper has been giving 
clear picture of the demonetization and steps taken by government 
of India to reduce the trauma of common people. 
 Key words: Demonetization, corruption, Indian economy, 
black money. 
 

Introduction: 
 Demonetization is a memorable experience and is one of 
the most economic event of our time. its impact is full on every 
Indian citizen. Demonetization affects the economy through the 
liquidity side. On November 8, 2016 after a long time the word 
demonetization come into existence in everyone’s life of Indian 
citizen. After the move demonetization announced by honorable 
prime minister of India Narendra Modi. In November 2016 the 
government has decided to demonetize the 500 hundred and 1000 
thousand rupees notes the two biggest demonetization notes. The 
aim of the Indian government was to removed black money, fight 
for tax evasion, and terrorist financing. It also included people to 
more technically and digitally advance and to adopts a cashless 
economy. The main objective why demonetization is done 
periodically to removed black money, tax evasion, corruption etc. 
Definition of demonetization: 
“demonetization is an act of cancelling the legal tender status of a 
currency unit in circulation.” 
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In simple words the withdrawal of a coin, notes or precious metal 
from the used of as a legal tender. 
Objectives of the study: 

 To study the experience of impact of demonetization in 
various sectors of Indian economy. 

 To analyze the current immediate impact of demonetization of 
Indian economy. 

 To implemented probable consequences of the demonetization. 

Research method: 
 This paper is mainly based on secondary data. The data has 
been collected from the various books. Internet, reserve bank of 
India report, journals etc. 
Review of literature: 
 Dr Manmohan singh, previous prime minister, during the 
winter session in parliament says that this move as unlawful and 
against democracy. Dr Manmohan singh further added that 
nowhere in the world, people are restricted to withdraw only 2000 
rupees from their account. Opposition parries strongly  the 
demonetization implementation process. 
 Shah, Ayash Yousuf (2017) stated that Demonetization is 
one of the major steps in fighting against corruption, black money 
and terror funding. However, this decision was taken without 
proper preparation and it adversely impacted the public. Without 
printing enough new currency notes 86% of the currency notes 
were withdrawn thrashing all market transactions. Only common 
people had to face problems exchanging their notes, not the people 
who were targeted. With an intention to rid the country of black 
money and dig out tax defaulters and black money holders, the 
government has taken the step to demonetized Rs 500 and Rs 1000 
notes. The sudden announcement of demonetization and failing to 
plan properly has created chaos among the general public. 
Common people are facing problems buying with no money in 
their hands, wasting their time standing in endless queues could 
have easily been avoided with advance planning. 
Advantages of demonetization: 

1. It will plug financing to terrorists. 
2. It will help unearth black money. 
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3. The unearth black money will also expand the fiscal space of 
the government. 

4. It will help reduced interest rate in the banking system. 
5. It will help to formalize India’s informal economy, reduced 

extent of transaction, and help in the creation of less-cash 
economy. 

Impact of demonetization: 
 The intensity of demonetization effects clearly depend 
upon the duration of the liquidity shocks. The main following 
impacts are as following. 

1. Impact on bank deposit and interest rate: 
 Deposit in the short run may rise, but in the long run its 
effect will come down. The saving with the bank are actually 
liquid cash people stored. They saved this money into banks just 
to convert the old notes into new notes. It will be converted into 
active liquidity be the saver when matured new currency supply 
take place. This mean that new saving with bank is only short run 
deposits. It may be encased by the savers at the appropriate time. 
Therefore bank may reduce interest rate in the short term. But they 
cannot be followed it in the long run. 
2. Impact on the counterfeit currency: 
 The new impact will be on fake currency as its circulation 
will be analyzed after this practice. 
3. Consumption will be hit: 
When liquidity storage strikes if is consumption that is going to be 
adversely affected first. 
4. Loss of growth: 
 India risks its position of being most rapidly growing 
economy, reduced consumption , income, Investment etc. many 
reduced indias gdp  growth of the liquidity impute itself might be 
3 or 4  month. 
5. welfare loss for the currency using population: 
 Most important of segment of the population who constitute 
are the basis of the structured use currency to meet their 
transaction. The daily wage earning other labored small trader etc. 
who reside out of the formal economy used cash frequently so that 
cash strictly compel firms to reduce laborer cost and thus reduce to 
the poor working class. 
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6. impact on black money: 
 Majorly black money or income kept in the in the form of 
physical asset like, gold ,land, jewellary, building etc hence the 
amount of black money counted by demonetization depend upon 
the amount of black money held in the form of cash. Moreover 
demonetization has a big effect. People are now more convinced 
about the need to fight with black income. 
7. Short term effect: 
 Short terms effect means people are not able to get 
adequate amount of popular denomination especially rupees 500. 
The higher the time required to resupply rupees 500 notes, higher 
will be the duration of the liquidity. Therefore demonetization 
mainly impact on short term effect. 
8. Demonetization is not big disaster like global banking sector 
 crisis of 2007, but at the same time it will act as a liquidity 
shock that disturbs economic activities. 

Conclusion: 
 Government of India has been taken decision to 
demonetize the high value currency is one of the major steps 
towards the removing black money and corruption in India. If the 
money disappears, as some holders would not like to be seen with 
their cash pile, the Indian economy will not benefit on the other 
side the money finds its way in the economy it could have a 
meaningful impact. Demonetization has also a negative impact on 
the nation. Majority of the negative effect are short effects. If 
government successfully clearly all the problem related with the 
issue of demonetization, this demonetization will become the 
successful economic growth in Indian economy and we can expect 
a better tomorrow with corruption free India. 
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IMPACT OF BRAND AWARENESS ON 
PURCHASE INTENTION OF PATANJALI 

PRODUCTS IN RAJKOT REGION 
Jinali Pandya12 and Priyanka Khodiyar13 

Abstract: 
 Consumers look for the healthy products along with the quality as, 
in the current scenario of India, there is a great awareness about healthy 
lifestyle. It gives huge importance to naturally positioned patanjali 
products of Baba Ramdev. Patanjali is the leading producer of 
Ayurveda-based products, and it is the only company to challenge the 
industry in India, such as Unilever, Dabur, P&G, and Nestle. Patanjali 
has been able to offer low prices and has found a way to break through 
market entry barriers such as high start-up and manufacturing costs, 
achieving rapid success where its competitors could not. 
Keywords: Brand, Perception, Consumer behaviour, Patanjali,            
Ayurveda, Market leader, Relationship. 
INTRODUCTION 
 In the era of cut-throat competition, it is essential for every company 
to brand its products or services. Quality of the product has become the 
prominent part when the products are related to the durables and semi-
durables. So, it becomes very challenging for every brand to manage and be 
sensitive to consumer need. In this research paper, there has been a study 
on Patanjali’s branding and its effect on the consumers. Patanjali has used 
various promotional tools such as brand name, logo, brand ambassador, etc 
along with Ayurveda and Swadeshi branding. Ayurveda is the oldest 
medicinal cure surviving in the world, which literally means ‘Science of 
Life’. It uses herbal leaves and plants and is originated from Vedic culture 
of India. Patanjali has tried to brand itself add a native brand of India. 
COMPANY PROFILE 
 Patanjali Ayurveda Ltd was founded by Swami Ramdev and Acharya 
Balakrishna in 2006. Patanjali had started its operation Katmandu, Nepal to 
provide holistic, natural and effective ayurvedic treatment. It has 3 
manufacturing units at Haridwar, Uttrakhand having its registered office in 
New Delhi. Since the inauguration of Patanjali Yogpeeth, it has been 
labeled as one of the largest centers for research on Yoga and Ayurveda in 
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the world. Patanjali was initiated with the manufacturing of the medicinal 
product which later extended to food items. Patanjali has more than 100 
products in their catalogue which includes beauty care products, food 
products, health drinks, spices, herbs, medicines, etc. 

In terms of revenues and net profit, the company had nearly 
grown 10 times in a span of 5 years. 

Year Revenue(in crore)    Net Profit(in crore) 

2011-12 453.38 55.89 

2012-13 848.56 91.33 
2013-14 1191.14 185.67 
2014-15 2028.03 316.60 
2015-16 4819.61 450 

 
RESEARCH OBJECTIVE 

 To study brand perception of Patanjali products in the mind of 
consumer. 

 To study various promotional tools used by Patanjali. 
 To study the socio-demographic characteristics of the respondent 

in Rajkot region. 
 To know the attribute that a consumer keeps in mind while buying 

Patanjali products. 

RESEARCH METHODOLOGY 

 The purpose of methodology is to describe the nature of 
research design, data collection and data analysis. A study was 
conducted to identify impact of brand awareness on purchase 
intention of Patanjali products in Rajkot region. This paper is based 
on primary data collection method which is carried out through 
questionnaire from 100 users of Patanjali products within Rajkot 
region. The questionnaire design is carried out to know the type of 
products people use, the reason for their buying such products and 
their post purchase behaviour along with satisfaction of that product. 
Secondary sources like articles, research reports, journals, 
government reports etc. were received to get the insight. 
H0 – There is no significant relationship between quality of product 
and patanjali as a market leader. 
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H1 – There is a significant relationship between quality of product 
and patanjali as a market leader. 

LITERATURE  REVIEW 
 Shomnath Dutta (2015), highlights the pursuit of the 
healthy lifestyle, Indian has become more inclined to Ayurvedic or 
Herbal therapy as alternative care for natural cure. He attempts to 
note the reasons for revolutionary success of Baba Ramdev’s 
Patanjali with the excellent use of mass customization and content 
marketing mainly focus on product quality and low price 
messaging value for money. 
 Fayza(2013), not only good packaging but green 
packaging helps the marketer to develop a likability towards the 
consumers. The consumer perceived value for such products is 
high. The age and values of the consumers also highly influence 
the decision making. There are various factors of each age group 
which differently influence them. 
 Herve and Mullet(2009), price is the major influencer for 
youngster, sustainability for middle age and durability for old age 
consumers. So, if a brand has products having these influencers it 
will try to impact all age groups of the society. 
 
DATA ANALYSIS 
Chi-Square Test 

Market leader 

 

Observed N Expected N Residual 

Yes 
64 50.0 14.0 

No 
36 50.0 -14.0 

Total 
100 
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Test Statistics 
 

Market leader 
Chi-Square 7.840a 

Df 1 

Asymp. Sig. .005 
 

 The significance level is 0.005 which is less than 0.5, so 
we reject the null hypothesis and conclude that there is a 
significant relationship between quality of the product and market 
leader. 
FINDINGS 

 Following are the factors which will lead the purchase 
intention among customers in Rajkot. 
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 The socio-demographic factors of the respondents are as 

follows: 

8
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 Following are the factors which consumers keep in mind 
while making purchase decision: 

 
RECOMMENDATIONS/SUGGESSTIONS 
From the collected data, we found that majority of the customers 
fall under the age group 21-25. So patanjali should try to cater 
youth generation in following ways: 
 By giving sponsorship for various reality shows. 
 Hold contest for awareness around patanjali mega mall  
 Partnership with bloggers like RJ Ishita, RJ Jay etc. 
 Info-graphics 

CONCLUSION 
 This research has helped us find new insights in the field of 
branding. We find that the new branding tool likes Swadeshi and 
Ayurveda have a powerful impact on the consumers. Theses tool 
have helped the brand form a perception of Indian and herbal 
brand. During the research, we found that consumers prefer 
Ayurvedic and swadeshi products. It was Patanjali to understand it 
and use it extensively. It helps us understand the reasons for the 
tremendous growth of Patanjali. The findings of the paper convey 
that there are many major factors that together face the buying 
decision of the product. Patanjali is enjoying the advantageous 
position in the market through maintaining satisfactory quality 
standards 
 
 
 
. 
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SOCIAL MEDIA MARKETING – AN EFFECTIVE 
TOOL OF E-MARKETING 

Jyoti Thakkar14 
Abstract 
 This study shows how social media marketing plays an 
important role in E-Marketing. Now a days every industry needs 
to promote them by various mediums. Market is paying more 
attention on E-Mediums than traditional mediums for marketing. 
Recently Social media become most popular medium for the 
marketing. It is a very easy and affecting way to approach the 
consumers. 
Keywords: E-Marketing, Social Media, Business, technology 
Introduction 
E-Marketing: 
 The Internet and other technologies have profound effect 
on the business. This transformation has resulted in new business 
techniques that add customer value, build customer relationship 
and increase company profitability. Namely, blogs, social 
networking, online branding, search marketing are the best 
examples of E-Marketing. E-Marketing is a process of planning 
and executing the conception, distribution , promotion and pricing 
products and services in a computerized, networked environment, 
such as the internet and the world wide web, to facilitate 
exchanges and satisfy customer demands. E- Marketing has a 
various advantages like  
 Boundless universal accessibility  
 Increased interactivity  
 Lower Risk 
 Opens the possibility to a market of one through 

personalization  
 Increased ability to measure and collect data 
 Reduction in costs through automation and use of electronic 

media 
 Faster response to both marketers and the end users 
E- Marketing is an interactive process, when using information 
technologies long term relations between the company and 
                                                        
14 Assistant Professor, R. R. Mehta college of Science & C L Parikh College of 
Commerce, Palanpur 



65 
 

customers are developed. In E-Marketing customers are not 
grouped into segments by the traditional demographic method but 
by their behavior. The number of distribution channels grows and 
the number of intermediaries increases as manufactures discover 
new ways of delivering the product to the buyer directly. 
Companies have to introduce different types of marketing to be 
able to adjust to new circumstances. E- Marketing is associated 
more with an external perspective, how the internet can be used to 
liaise with traditional environment, providing service to customers 
and reducing cost. Internet technologies make it possible for 
business to get the competitive advantages.  
 There are seven types of E-Marketing. The types are as 
under: 
1. Social Media Marketing 
2. Influencer Marketing  
3. Affiliate Marketing 
4. E-Mail Marketing 
5. Content Marketing 
6. Search engine optimization  
7. Paid Advertising 
Social Media Marketing: 
 The purpose of Social Media Marketing is to build a brand 
and increase a brand’s visibility, through building relationships 
and communicating with potential customers. “Social networks 
are the fastest growing industries in the world”, this statement 
seem to be thrown around quite frequently with anything internet 
marketing related these days. Now a days Social Media Marketing 
plays an important role.  
 Like with content marketing, due to continuously 
developing internet marketing industry, there are countless digital 
media and social networking sites. All of which have a unique 
characteristics and purpose. Here are some social media network 
examples : 
1. Facebook : 

Facebook is the biggest and arguably most powerful social 
network in the world with more than 1.55 billion active 
monthly users. So to promote your company or business, you 
need to be on Facebook and start engaging with your 
customers.  
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2. Twitter :   
 Twitter is known as the ‘In the moment’ platform and 
boasts as a respectful more than 255 million active monthly 
users. Twitter is a perfect online marketing tool for business 
that want to reach out to people. The key is to be quick and 
smart.   

3. Instagram : 
 Instagram is a visual platform designed for customers to 
post, share , comment and engage through digital media. As 
the old saying goes, a picture is worth a thousand words.  

4. LinkedIn: 
 LinkedIn is regarded as the professional social networking 
site. It largely focus on b2b marketing rather than b2c.  

Google+, YouTube Foursquare and pintrest are other social 
network sites. Even there is a snap chat, a new kid on the block 
who recently recorded six billion daily views. Day by day more 
and more platforms are the coming in the market to help to the 
business. 
Research Objective 
 To know the role of social media marketing is the main 
aim and objective of the study. 
Strategies which are useful for Social Media Marketing:   
 Having a social media presence without an appropriate 
strategy and plan can be just as damaging for your business as no 
plan at all. A strategic marketing approach focused on creating and 
distributing valuable, relevant and consistent content to attract and 
retain a clearly defined audience.  
1. Set the goal :-  

 First the business needs to define the goal. Main goal is to 
maximize profit but the subsidiary goals are also important. 
Which can be like to increase customers, to get loyal 
customers, brand building etc. Start big and work down for it. 

2. Know your target audience :- 
 Don’t use just demographics but use also psychographic. 
That can be helpful to know your target audience more 
accurately. And target audience is the base of market 
expansion. This will make easy process of promotion. 
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3. Social Media :- 
 Decide which social media will help you to connect with 
your audience. In which form you want to share your 
information or you want to reach to the customer in the form 
of blog. Video or podcast or anything else. This way you can 
choose the medium of Social media. And even you target 
audience also help you to decide the social media site.  

4. Social Network Strategy :- 
 Focus on Social Network adds value. Just because a social 
network has over a hundred million active users doesn’t mean 
it will directly contribute to your brand’s objectives. You have 
to make a special efforts for that. And for that you have to 
finalize a proper social network strategy.  

Facts & Finding  
 Social Media gives marketers a voice and way to communicate 

with peers, customers, and potential customers. 
 Social Media marketing personalizes the ‘brand’ and helps you 

to spread your message in a relaxed and conversational way. 
 These days everyone from small business owners to some of 

the biggest companies in the world is using social media to 
spread the word about their brands, products and services.  

 We can create relationship using social media with people who 
might not otherwise know about our product or service or what 
our company represent. 

Limitations 
 Though social media marketing has lots of advantages, we 
cannot just depend on the social media. We must integrate it with 
other vehicles of marketing. Every consumer does not put trust on 
social media advertisements. This study has a limitation that it has 
not done the primary survey. This study is based on the general 
terms and so that it cannot reflect the perfect decision or show 
accurate scenario of social media marketing as a tool of E-
Marketing.   
References 
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A CASE STUDY ON COMPARATIVE ANALYSIS 
OF BUSINESS MODEL OF SWIGGY AND 

ZOMATO 
               Ms. Komal Vaghela15 and  

Ms. Shreya Patel16 
Abstract: 
 Food aggregators have rapidly increased worldwide. Food 
aggregator’s means are the one who deliver food from restaurants 
to the customers to their door step at a promised delivery time. It 
is ordering food online. The product can be ready to eat food 
delivered to the home step of the customers. Direct from a 
certified home kitchen, restaurant or a ghost kitchen. Today 
ordering food online has become so much popular especially 
among younger generation that prefers more to purchase food 
online. The food aggregator’s search the local restaurants nearby 
and does partnership with them. The menu is displayed on the 
food aggregator’s app and the customer has to choose from the 
menu. The food gets delivered on just one click. The payment 
mode is generally cashless through a credit card or debit card or in 
Cash against delivery.  
Keywords: Food retailers, Business Model 
INTRODUCTION- 
 Food aggregators have rapidly increased worldwide. Food 
aggregator’s means are the one who deliver food from restaurants 
to the customers to their door step at a promised delivery time. It 
is ordering food online. The product can be ready to eat food 
delivered to the home step of the customers. Direct from a 
certified home kitchen, restaurant or a ghost kitchen. Today 
ordering food online has become so much popular especially 
among younger generation that prefers more to purchase food 
online. The food aggregator’s search the local restaurants nearby 
and does partnership with them. The menu is displayed on the 
food aggregator’s app and the customer has to choose from the 
menu. The food gets delivered on just one click. The payment 
mode is generally cashless through a credit card or debit card or in 
Cash against delivery.  
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Some of the most popular and common food aggregator’s which 
are always in the mind of people are Zomato, Swiggy, Uber Eats, 
Food panda.  
SWIGGY 

 
 

  Founders of Swiggy- 

 First and the foremost Swiggy was founded by Nandan 
Reddy, SriharshaMajety and Rahul Jaimini in August 2014. 
Nandan Reddy of the age 29 and SriharshaMajety of the age 31 
they were alumni of Birla Institute of Technology and Science 
(BITS). Whereas Rahul Jaimini of the age of 31 was an alumnus 
of IIT Kharagpur. SriharshaMajety who is the founder and CEO of 
Swiggy and Nandan Reddy Co-founder of Swiggy they both got 
motivation from the success of online retailers like Amazon, 
Flipkart and many more and started their own business online. 

  Journey of Swiggy- 

 Swiggy started it journey as food aggregator from 
Bangalore with its 6 delivery executives and 25 restaurants on its 
platform. In the time of 3 years, the bar was raised with over 6000 
delivery executives across India working in more than 8 cities like 
Delhi, Mumbai, Bengaluru, Hyderabad, Chennai, Kolkata and 
Pune. Today it has over 5, 00,000 mobile app installations. The 
most common word found today among people will be Swiggy 
they say let’s do Swiggy. 

  Funding of Swiggy- 

Swiggy is backed by one of the big investors available in the 
market.  
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 By  2015:  
Swiggy began attracting the external investments. The first were 

Accel and SAIF partners did $2 million investment. The 
additional investment made from Norwest Venture Partners. 

 
 By January 2016: 
Swiggy rose $15 million funding done from new and existing 

investors, including Bessemer Venture Partners and Harmony 
Partners. 

 
 By 2017: 
Naspers landed $80 million funding into Swiggy. 
 
 By 2018: 
Swiggy received total $100 million from Meituan- Dianping 

which is a China Company. And then a string of investments 
took the company’s valuation over $1 billion. Which is vey 
huge. 

 Competitors of Swiggy- 

 Food aggregator’s have gained competitive market in 
India. Swiggy is in direct competition with one of the most 
popular food aggregators like Zomato. Others like Food panda, 
Ubereats in the competition. It is becoming much tougher for 
Swiggy to survive in this competitive market. Now Swiggy is 
aiming to maintain to its market share by focusing on the 8 major 
cities of India which are Delhi, Mumbai, Bengaluru, Hyderabad, 
Chennai, Kolkata and Pune. 

 Marketing Strategies done by Swiggy- 

 Its marketing strategies consist of both online and offline 
platforms. For increasing awareness Swiggy does the use of social 
media like Facebook, Instagram, Twitter, YouTube and Pinterest. 
Swiggy opts social media not only for creating awareness but also 
for promotion purpose to engage with customers from solving 
their grievances to getting the feedback. Swiggy began to display 
and promote banners of available restaurants on the basis of 
regions. Swiggy charges premium from restaurants in the 
exchange of displaying their banners in the app. 
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 Business Model of Swiggy- 

 The first thing that Swingy does is that it short list the 
restaurants on its application but also the delivery partners who 
delivers the food within 30 minutes time on its demand. The 
business model of Swiggy is purely based on hyper local on-
demand food aggregator’s business operations. Swiggy makes an 
optimum utilization of innovative technology and the concepts to 
the bridge the gap between the restaurants and its customers. Its 
business model is based on dual partnership and hence it is also 
responsible that the restaurants also should get benefit out of it. 

 Commission charged by Swiggy- 

 Swiggy do charge 15-25% commission on total order bill 
inclusive of GST from restaurants. Now the rate of commission is 
based on various factors like the number of orders received, on the 
basis of geography like location of the restaurant as well as the 
commission charged its rivals etc. 

 Delivery Charges of Swiggy- 

 One of the biggest advantages for Swiggy as it often 
receives an order value of less than Rs. 100 for which Swiggy 
applies delivery charges. The delivery charges rotate around Rs. 
10-20 for orders less than Rs.250. Now this delivery charges are 
increased on the bases of increase in demand, rains, festivals or 
midnight delivery. In case of urgency if customers need emergent 
delivery at midnight Swiggy charges high. Swiggy has a special 
offer for its regular customers are Swiggy Super, which is a 
membership program. This offers unlimited free delivery for the 
orders which are above Rs. 99 
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 SWOT Analysis of Swiggy- 

 

 
ZOMATO 
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 Zomato Founders- 

The co-founder and CEO of Zomato is Deepinder Goyal. He is an 
IIT Delhi alumnus and has worked as Management Consultant in 
Bains and company in Delhi before he got this idea of Zomato. 
Pankaj Chaddah is co-founder and COO of Zomato. He also is an 
IIT Delhi alumnus of 2007. He has also has worked in Bains and 
company in Delhi. Infect, Deepinder and Pankaj met in the Bains 
Company only. Their mission is to make sure that nobody had a 
poor meal ever by creating best experience for their customers and 
enabling people to discover great places around them. 

 Zomato Journey- 

  Previously Zomato was named as Foodie bay which was 
initiated in 2008. But the name was changed as Zomato in 
November 2010 to increase its awareness among people. In the 
year 2011 Zomato was launched in Pune, Bangalore, Chennai, 
Hyderabad and Ahmedabad. In the same consecutive year Zomato 
had introduced its mobile application in android and ios.  
 In 2012 Zomato introduced the print version of the website 
in association with Citi bank named as “Citibank Zomato 
Restaurant Guide” and is in continuous with it after that year. In 
that same consecutive year Zomato has been expanded itself 
globally and has its presence in UAE, Sri Lanka, Qatar and UK 
etc, as well as is looking forward to make its presence in New 
Zealand, Turkey, and Brazil in the upcoming years. 
 The graph of the Zomato is going upwards continuously. 
Zomato stands at the position of 523 numbers according to Alexa. 
Zomato claims that it has 90 million visitors monthly on its 
website and also on its application. 

 Funding of Zomato- 

 In the year 2013 the company had raised its finance around 
17 million dollars from investors named as Info Edge it’s a 
company. The second investment in the year 2014 Zomato raised 
60 million dollars from Info Edge and Vy capitals. While in the 
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year 2015 the Zomato raised another 110 million dollars. Hence in 
total Zomato has raised around 225 million dollars funding from 
its four investors – Info Edge, Vy Capitals, Sequoia India and 
Temasek Holdings. 

 Mergers and Acquisitions of Zomato- 

It has done acquisition with many of the reputed companies as in 
like in 2014 Zomato acquired Menu-Mania also Lunchtime.cz and 
Obedovat.sk. In April 2015, Zomato had acquired Maple graph 
Company which is in Delhi and a US company named as Next 
table. 

 Business Model of Zomato- 

 Zomato follows an easy and simple business model. While 
introducing in the new city, few people in each city is designated a 
task to collect data about the local restaurants. There is a 
centralized team based out of NCR which processes and cross-
checks the data to confirm the validity. Further the data is 
processed to put it on the website. There is yet another team for 
advertising which sells the company website to the restaurant 
owners and also attracts them to advertise with Zomato. 

 Marketing Strategies of Zomato- 

 In the earlier stages Zomato had chosen the common and 
very basic direct marketing techniques like SMS and Mails. 
Through SMS technique Zomato was able to reach to 6, 00,000 
customers at the first stage. With the help of mail, it effectively 
reached to corporate in a bulk and also the professional employees 
which are their primary target group. The mails were designed in 
such a way that they are difficult to recognize as a spam until and 
unless user opens the mail. Zomato also distributed pamphlets in 
certain areas. Currently Zomato promotes itself as a Food 
Network. Zomato also does social media marketing on Facebook 
and Twitter. It treats both the platforms differently. Twitter is 
mostly used for interaction and conversation with its customers 
whereas Facebook is commonly used to push and justify their 
content and to reach to larger audience.   
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 Zomato Book- 

 Zomato has a special offering for its customers that it 
allows to a book a table in restaurant along with online food 
delivery. It does charge commission for the same from restaurants. 

 SWOT Analysis- 
  
 
Competition from  

search engines 
 
 
 

 

 
 

 
 
 
 
 
 
 

CONCLUSION- 
 This paper considers the business model of the top two 
food aggregator services in India as a case study analysing their 
business model in a growing market.  
1) Talking about the “Zero Commission Campaign” of Zomato 

could be hurting for Swiggy, since Swiggy charges about 18-
20% commission from restaurant partners. 

2) Zomato needs to pull-up them in order to be better at their 
logistics part to compete with Swiggy. Thus people prefer 
Swiggy over Zomato for food delivery.  

Strengths  

a) High awareness – Top 
of the mind product 

b) Simple & user friendly 
interface 

Weakness & other similar 
apps means limited 
growth 

 

 

Opportunity  

a) Chances to go 
beyond the 
boundaries 

b)  Increasing 
internet 

Threats 

a)  Intense 
competition 

b)  Lack of clear 
rules and 
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3) While Zomato is winning with its social media advertising, 
Swiggy has left no door to be opened when it comes to straight 
messages giving TVC’s that have done wonders. 

4) Besides Zomato giving great discounts Swiggy is competing 
with its “No Minimum Orders” and “Live Tracking Features”.  

5) The app design has again come into a big question. Zomato 
reviews say, “Such a loud design, I want colour on my plate 
and not on my screen” and Swiggy has earned extra brownie 
points with redesign even from the users. 

6) Also Swiggy has joined hands with all kinds of restaurants 
from pocket friendly time to the costliest ones all have 
benefited the business as well as the consumers a lot. 

 Yet no amount of stats can decide what rules our heart. As 
it’s well said by Paul Prudhomme-“You don’t need a silver fork to 
eat good food”.  
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A RESEARCH STUDY ON E-COMMERCE IN AN 
INDIAN PERSPECTIVE-MAKING BUSINESS 

GLOBALLY LOCAL 
          Krishna Trivedi17 
Abstract 
 E-commerce also known as electronic commerce is the 
activity of electronically buying or selling of products on online 
services or over the Internet. From startups to small businesses 
right through to huge brands, there are a huge number of 
companies that can benefit from their own ecommerce website, 
where they can sell their own products or services and are able to 
expand their business by offering great products 24 hours a day. In 
today’s competitive and convenience focused society, and due to 
internet’s 24 *7 accessibility, no longer do consumers want to 
venture to the high street in order to buy items, instead consumers 
want to shop from their own homes, making ecommerce a flexible 
solution for both businesses and buyers with great business 
opportunities. This paper focuses on the challenges and 
opportunities of E-commerce in India. Today E-commerce has 
become an important part of daily life and it is also a great profit 
driver for businesses.   
Keywords: E-commerce, Digitalisation, Information technology, 
Digital India,                  
INTRODUCTION 

 Ecommerce, also known as electronic commerce or 
internet commerce, refers to the buying and selling of goods or 
services using the internet, and the transfer of money and data to 
execute these transactions. Ecommerce is often used to refer to the 
sale of physical products online, but it can also describe any kind 
of commercial transaction that is facilitated through the internet. 
Whereas e-business refers to all aspects of operating an online 
business, ecommerce refers specifically to the transaction of goods 
and services. The history of ecommerce begins with the first ever 
online sale: on the August 11, 1994 a man sold a CD by the band 
Sting to his friend through his website Net Market, an American 
retail platform. This is the first example of a consumer purchasing 
a product from a business through the World Wide Web—or 
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“ecommerce” as we commonly know it today. Since then, 
ecommerce has evolved to make products easier to discover and 
purchase through online retailers and marketplaces.  Independent 
freelancers, small businesses, and large corporations have all 
benefited from ecommerce, which enables them to sell their goods 
and services at a scale that was not possible with traditional offline 
retail. 
CLASSIFYING E-COMMERCE ACCORDING TO THE 
PARTIES INVOLVED IN THE TRANSACTION 
Business to consumer (B2C)- Transactions happen between 
businesses and consumers. 
Business to business (B2B)-B2B ecommerce pertains to transactions 
conducted between two businesses. 
Consumer to business (C2B)-Consumer to business ecommerce 
happens when a consumer sells or contributes monetary value to 
a business. 
Consumer to consumer (C2C)-C2C ecommerce happens when 
something is bought and sold between two consumers. 
Government to business (G2B)- G2B ecommerce happens when 
government provides services or information to business 
organization through government websites. 
Business to government (B2G)-When a government entity uses 
the Internet to purchases goods or services from a business, the 
transaction may fall under B2G ecommerce. 
Consumer to government (C2G)- C2G ecommerce happens when 
a consumer pays electricity bills or makes payment of taxes 
through government websites.  
OBJECTIVE OF THE STUDY 
The paper has following objectives: 
 To explain the concept of Electronic commerce. 
 To study India’s opportunities in Electronic commerce. 
 To study the various challenges faced by Electronic commerce 

in India. 
RESEARCH METHODOLOGY 
 The present work is a blend of descriptive and exploratory 
research work. The research is purely secondary and the 
information is collected through various websites, journals, and 
books. 
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ADVANTAGES OF ELECTRONIC COMMERCE IN INDIA 
 One of the advantages of using electronic commerce to 

organizations is that they can expand their market to national 
and international markets with minimum capital investment 
and can easily locate more customers, best suppliers, and 
suitable business partners across the globe. More reach to 
customers and there is no theoretical geographic limitations. 

 Electronic commerce helps organizations to reduce the cost to 
create process, distribute, retrieve and manage the paper based 
information by digitizing the information thus it simplifies the 
business processes and makes them faster and efficient. 

 Electronic commerce helps organization to provide better 
customer services thereby improving the brand image of the 
company. 

 One of the advantages of Electronic Commerce is there is no 
need of physical company set-ups. 

 One of the advantages to customers is that they can easily 
select products from different providers without moving 
around physically. 

 E-commerce can occur 24 hours a day, seven days a week so 
it is quite convenient. 

 One of the advantages is it speeds up the buying 
process and saves time for customers.  

DISADVANTAGES OF ELECTRONIC COMMERCE IN INDIA 
 One of the disadvantages is inability to touch products, online 

images do not necessarily convey the whole story about an 
item, and so e-commerce purchases can be unsatisfying when 
the products received do not match consumer expectations. 

 In electronic commerce as there is minimum chance of direct 
customer to company interactions, customer loyalty is always 
on a check. 

 One of the problems in electronic commerce is there are many 
hackers who look for opportunities, and thus an ecommerce 
site, service, payment gateways, all are always prone to attack. 

 One of the barriers in electronic commerce is some products 
are difficult to purchase online like gold, spectacles and other 
which you required very customized one.  
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 In electronic commerce it is difficult to ensure the security or 
privacy on online transactions. 

 One of the hurdles in electronic commerce is internet access, 
which is still not cheaper and is inconvenient to use for many 
potential customers, for example, those living in remote 
villages. In many countries, network bandwidth might cause 
an issue. 

 In electronic commerce consumers can compare many 
products and find the lowest price. This forces many 
merchants to compete on price and reduce their profit margin. 

INDIAN E-COMMERCE INDUSTRY 
 The electronic commerce has transformed the way 
business is done in India. The Indian electronic commerce market 
is expected to grow to US$ 200 billion by 2026 from US$ 38.5 
billion as of 2017. Much growth of the industry has been triggered 
by increasing internet and smart phone penetration. The ongoing 
digital transformation in the country is expected to increase India’s 
total internet user base to 829 million by 2021 from 636.73 million 
in FY19. India’s internet economy is expected to double from US$ 
125 billion as of April 2017 to US$ 250 billion by 2020, majorly 
backed by electronic commerce. India’s Electronic commerce 
revenue is expected to jump from US$ 39 billion in 2017 to US$ 
120 billion in 2020, growing at an annual rate of 51 per cent, the 
highest in the world. 
ROAD AHEAD 
 The electronic commerce industry been directly impacting 
the micro, small & medium enterprises (MSME) in India by 
providing means of financing, technology and training and has a 
favourable cascading effect on other industries as well. The Indian 
electronic commerce industry has been on an upward growth 
trajectory and is expected to surpass the United States to become 
the second largest electronic commerce market in the world by 
2034.  Technology enabled innovations like digital payments, 
hyper-local logistics, analytics driven customer engagement and 
digital advertisements will likely support the growth in the sector. 
The growth in electronic commerce sector will also boost 
employment, increase revenues from export, increase tax 
collection by ex-chequers, and provide better products and 
services to customers in the long-term. E-retail market is expected 
to continue its strong growth, by registering a CAGR of over 35 
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per cent and to reach Rs 1.8 trillion (US$ 25.75 billion) by 
FY20.(Conversion Rate Re 1 = US$0.014019  
CONCLUSION 
 India is the fastest growing market for Electronic 
commerce sector. Electronic commerce in India has been seeing a 
growth continuously and is expected to surpass the United States 
and become the second largest electronic commerce market in the 
world by 2034.The electronic commerce sector is changing the 
retail landscape in India. Electronic commerce sector has become 
a boon for the consumers in India. Electronic commerce creates 
new opportunities for business. There are advantages and 
disadvantages of Electronic commerce both to the retailers and to 
the consumers., but the companies and organizations should try to 
take the advantage of the potential of Electronic commerce. The 
prospects of the development of Electronic commerce in India 
appear to be bright with great promise, both for the sellers as well 
as the shoppers. A developing country like India can be more 
rationalized and mechanized if it utilizes electronic commerce 
efficiently and effectively.  
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ENTREPRENEURSHIP EDUCATION:  
A GOLDEN WAY TO AVOID START-UP 

FAILURE 
Dr. Mahesh Patel18 

Abstract: 
 Entrepreneurship education in India has picked up 
importance within the gift context. it's been understood that the 
tutorial establishments don't supply any assurance to induce access 
to employment within the formal job market. India has provided 
for a nurturing ground to varied startups within the past few 
years however they're just clones of Western concepts. For clarity 
the paper is allotted into the next major sections. Section one 
emphases on the abstract analysis of entrepreneurship education. 
Section 2 highlights the mixing of entrepreneurial education 
within the curricula of secondary and better education. the 
shortage of technical innovation in India has diode to venture 
capitalists limiting funding, leading to slow decay of 
entrepreneurship in India. India is troubled to become the third-
largest startup scheme within the  world  however  it's  leading 
towards  additional state, as additional and additional startups have 
gotten close up. Another report counseled that the amount of IT 
new firms within the nation has born to 800 within the  initial 
9 months of 2017 from over 6,000 altogether of 2016. It has  been 
prompt that spectacular changes area unit needed throughout the 
time spent learning. 
ENTREPRENEURSHIP EDUCATION IN INDIA: A UP TO 
DATEREVIEW 
 Certainly, entrepreneurship education has truly earned a 
worldwide status for itself, given that it now pursued with equal 
desire even in the emerging nations. Having recognized the 
indication of entrepreneurship as basic to business education and 
its synergies with the core courses, it becomes domineering to 
delve into the reality of how entrepreneurship is taught specially in 
an developing economy such as India. 
ENTREPRENEURIAL ECOSYSTEM 
 "Just by seeing his to rical educational info can Generation 
X youth build advanced skills. Raj Lakshmi Ghosh addresses 
                                                        
18 Associate Professor, K. K. Parekh Commerce College, Amreli 
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academicians to comprehend the significance of creative learning 
frame work" 
 If education instructs an entrepreneurial approach amongst 
student’s right at the onset of their educational careers, they will 
learn to take ownership of their success. The relevance of 
entrepreneurial education has improved in India as the nation has 
greater than 50% of its population under the age of 25. 
 The educational institutes need to give area explicit 
information, however the vital business abilities, for example, 
basic reasoning, critical thinking, correspondence, risk bearing, 
working in a team and self-reliance to build huge units of 
entrepreneurs who will be successful in the long run. The worthy 
update is, entrepreneurial abilities can be learnt and learners 
requisite not be born entrepreneurs. 
 On a harsh gauge, there are more than 50 EDCs 
(Entrepreneurship Development Cells) upheld by AICTE. The 
National Science and Technology Entrepreneurship Development 
Board of the Department of Science and Technology is the 
fundamental patron of EDCs, however its center is building and 
science schools and colleges. As enterprising instruction rises as 
one of the quickest developing fields universally with an 
immediate bearing on monetary development and business 
openings. 
 Outside the teaching space, institutes should work in the 
direction of generating an entrepreneurship bionetwork that can 
increase the number of workable startups. This should comprise 
networking with industry professionals for knowledge sharing and 
mentoring students, and the use of physical resources including 
the institution’s research facilities. Since entrepreneurship is not 
just another career choice but a different way of life, it needs 
intense engagement. Indian students are adapted to being “job 
seekers”, and the lure of a predictable monthly income disheartens 
them from taking up entrepreneurship as a latent career. At an 
organized level, offering student’s guidance in creating startups is 
a relatively new model for higher educational institutes in India. 
They can offer insight on starting and running a business 
enterprise, as well as case studies of real-life entrepreneurs. 
 Posterior in the ’70s, a harmless career would mean taking 
on a job in the administration or communal sphere. Merely those 
who came from business families could take the hazard of 
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undertaking business for the reason that they had a fall backbone 
choice. The modern-day success of software startups have 
encouraged a re-think on this and encouraged others to jump in 
and the monetary lure of success is a major draw in spite of the 
fact that a lesser portion be successful. To facade the 
entrepreneurship dare, there should be entrepreneurship and 
modernism syllabi entrenched in entirely university core 
curriculum. Anyone can develop the instinct of jugaad over a 
period of time.  
CREATIVE THINKING 
 ‘Innovative Thinking’ is worthy but an essential side is 
‘influence differently’. With make best use of impact, a vital 
learning factor should be for the sustainability of the endeavors. 
Making uniqueness in thoughts that stand separated in students' 
capacity to take care of an issue as no one else could already 'think 
and do'. Thus, thinking distinctive is a valuable ability however 
featuring exceptional and interesting highlights like execution and 
manageability. 
ENTREPRENEURIAL EDUCATION AND THE CURRICULUM:  
 One of the main objects of any learning institute is to 
impart knowledge to the students. And the knowledge could be 
measured as the utmost valued if it is easily reached, up-to-date, 
existing and appropriate to the students. At this stage, information 
can be more easily disseminated, what used to be a difficult task, 
years before. Abuse of information and data is no uncertainty of 
critical significance simultaneously one should know about the 
suggestions, effects and results of the information blast. 
 It is necessary to introduce the content on entrepreneurship 
in the school syllabuses so as to encourage and inspire the learners 
to become entrepreneurs.  A number of skills have been identified 
as the important indicator for entrepreneurial skill development 
such as resource mobilization, evolution, observation, 
management, risk assessment, team building and so on.  Students 
are in a formative stage in terms of deciding about their careers 
when they are enrolled in secondary or higher secondary 
education.   
 Time and again it has been understood that the educational 
programs presented in the general training framework come up 
short on the elements of the commonsense ramifications of the 
literary data. The most significant undertaking is to extricate the 
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reasonable information about business enterprise from the current 
content and the educational programs. It could be utilized as a 
helpful exercise for the understudies of business enterprise. 
 Bring together entrepreneurship education in the syllabi 
has various key magnitudes. It has been felt that there is an 
evolving curiosity in educations of entrepreneurship. Being an 
entrepreneur was never seriously taken into account, hence the 
learning direction in entrepreneurship was not a primacy among 
the policy makers, nor the professionals of the leading educational 
institutions.  Presenting the subject of enterprise can legitimize the 
activity identified with innovative exercises among the forth 
coming business people or the partners. 
 Regardless of the growing need there is dearth of collected 
works in the area of entrepreneurship education and curriculum.  It 
is very essential to bridge the gap between the practical life and 
the education obtained through the formal educational institutions.  
The course concentrating towards entrepreneurial education 
will contribute during this procedure. A thoroughgoing need 
assessment can help in ascertaining the actual difficulties and 
result of the prevailing learning carrier.  Only the literature review 
in this area may not bring extensive results as there is dearth of 
literature related to the curriculum development in 
entrepreneurship. 
 Developing the entrepreneurial spirit among the children 
might not be solely confined and understood because the sole 
responsibility of the academic establishments. Parents, members 
of the family and therefore the community as a whole also 
can play a key role in encouraging and developing the spirit of the 
entrepreneurship among their children. One should not overlook 
 the actual fact that together with the characteristics for being 
associate enterpriser,the causative atmosphere appropriate toprode  
the opportunities and encouragement is additionally  essential. 

 Primary Schooling and Entrepreneurship:   

 Entrepreneurship education can also be encompassed in the 
primary level of curriculum.  The kids can be presented to the 
small stories of successful entrepreneurs, instead of presenting the 
kids a very non-focused core curriculum.  These stories can 
benefit them in teaching the inner self of entrepreneurship.  The 
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NCERT and the state government can step up by presenting such 
course.  

 Entrepreneurship Education at Secondary Level:  

 At the prime level the children can only be oriented in the 
direction of entrepreneurship through interesting success stories.  
But the actual application and inculcation of thoughts can take 
place in the course of the secondary level of education as at that 
stage the youngsters are more in a developmental phase.  Aside 
from the literary data the understudies ought to be urged to be 
educated in a professional stream.  This can only be possible by 
introducing entrepreneurship as a part of the curriculum. Except if 
the educational program is presented the understudies may not 
show their drive to learn business enterprise training.  
 In recent times CBSC presented the educational plan for 
the standard XI and XII understudies.  This is a very affirmative 
step to inculcate the spirit of entrepreneurship among the young 
students. This can transformation the mentality of the learners 
concerning their upcoming career. The present educational 
institutions typically inspire the students to be the job pursuers 
rather than be on their own starting the enterprises. The courses on 
entrepreneurship are significant in this context.  With adding to the 
individual independence it can bring about social development and 
prosperity. Simple object of this content is to improve the 
empathetic on the thought and manner of entrepreneurship.  They 
also empower the learners to improve the ability of generating and 
handling the entrepreneurial endeavor.  As a result of this course 
the understudies get familiar with the enterprising quality, 
competency and inspiration. The course additionally arranges the 
understudies to comprehend the market circumstance, do the 
market appraisal, ecological filtering and besides recognizing the 
enterprising chances.  They are also trained how to prepare a 
project report, resource assessment and mobilization of resources.  
Managing enterprise is also comprised in the syllabus.  There are 
numerous potentials, which are circuitously elaborate to create and 
inspire the students to start an entrepreneurial career. 
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 Entrepreneurship at the category of Upper Learning: 

 This is the most serious stage of a student to choose about 
the career.  Shockingly Indian instructive framework have not 
created a lot of enthusiasm among the understudies to pick 
business as an elective vocation separated from looking through 
employments in both open and private segments. Sufficient 
significant ought to be given on rousing, empowering the 
understudies for propelling their own undertakings. The UGC 
needs to take significant activities to dispatch the educational 
plans on business in every single organization/college. By 
coordinating the pioneering educational programs into the 
standard instruction a significant advance can be accomplished. It 
is essential to see, aside from the standard educating on business 
enterprise the understudies ought to be spurred and given the 
sufficient help for down to earth usage to set up the ventures. 
 Apart from creating an awareness and encouragement 
among the students for entrepreneurship as a career option some 
other practical help could be given to them.  Students should be 
aware of various support systems and agencies and they can be 
facilitated to avail loans from banks and other financial 
institutions. 
WHY STARTUP FAIL? 
Based on analysis of 101 startup postmortems 

Reasons Percentage Reasons Percentage 
No market need 42 Lose Focus 13 
Ran out of cash 29 Disharmony among 

/ Team investors  
13 

Not the right team 23 Pivot gone bad 10 
Get outcompeted 19 Lack passion 9 
Pricing / cost issues 18 Failed geographical 

expansion 
9 

User unfriendly 
product 

17 No financing/ 
investor interest 

8 

Product without a 
business model 

17 Legal challenges 8 

Poor marketing 14 Did not use 
network 

8 

Ignore customers 14 Burn out 8 
Product mistimed 13 Failure to pivot 7 
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SUGGESTED SCHEME ON ENTREPRENEURSHIP 
DEVELOPMENT 
1) Teach and furnish prospective and initial phase entrepreneurs 
across India: 
 In association with specialists, a world class business 
enterprise training educational plan will be created. This 
educational plan will be conveyed to every single hopeful business 
person at no expense. Utilizing internet learning, enterprise 
courses can be taken as and when required by understudies and 
businessmen the same through Massively Open Online Courses 
(MOOCs).  
Furthermore, enterprise instruction will be incorporated into the 
standard educational plan in 3,000 schools around India. Business 
training courses will likewise be conveyed in roughly 325 
mechanical bunches the country over. Through 50 nodal 
Entrepreneurship Hubs (E-Hubs) set up over all states, existing 
and potential business people will be focused for enterprise 
instruction modules that suit their need. 
2) Connect entrepreneurs to peers, mentors, incubators:  
 To help youthful business visionaries, a web and versatile 
based stage associating the whole pioneering environment will be 
set up. Stage individuals will get to content web based, 
remembering data for taxpayer supported organizations and 
unique bundles offered by specialist organizations.  
 The making of new incubators will be energized and a 
national system of hatcheries and quickening agents set up to help 
youthful business visionaries. A national system of high caliber, 
screened coaches will likewise be made, utilizing existing systems 
and fruitful nearby business people where conceivable.  
 Entrepreneurship activities in innovative and forefront 
innovation regions will be allied with initiatives such as Atal 
Innovation Mission (AIM) and Self Employment Talent 
Utilization (SETU). 
3) Support entrepreneurs through Entrepreneurship Hubs (E-
Hubs):  
 Backing to entrepreneurs, including composed conveyance 
of national and state government enterprise projects and access to 
empowering assets, a national system of Entrepreneurship Hubs 
(E-Hubs) will be built up. One national, 30 state, 50 Nodal and 
3,000 school based E-Hubs will be set up to convey support. 
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These E-Hubs will, all things considered, spread the whole 
country.  
4) Change state a culture move to boost entrepreneurship: 
 To advance business, state and national level 
communications with partners will be assembled. Universal 
linkages will be built up through entry level position openings and 
trade excursions to worldwide business centers, for example, 
Silicon Valley and Israel. To construct mindfulness, national 
brand representatives will be made to support pioneering society 
in India. Grants will be established for youthful achievers and a 
National Entrepreneurship Day will be praised. 
5) Encourage entrepreneurship among underrepresented 
groups:  
 Special focus will be given to the incorporation of planned 
ranks and booked clans, minorities, diversely abled, and so on, and 
territorially under-spoke to territories including huge piece of 
Eastern and North Eastern India in business enterprise programs. 
Uncommon endeavors will likewise be made to enlist hatcheries 
and coaches taking into account these gatherings will in the 
national innovative biological system. 
6) Promote Entrepreneurship among Women: 
 Focus will also be placed on encouraging women 
entrepreneurs through suitable incentives for women owned 
businesses under the public obtaining process.  It will also be 
make sure that sexual category neutral incubation/ accelerator, 
setup of counselors, manufacturing, means centres and credit 
institutes are developed to assist Females Entrepreneurs. 
Precedence will be given for mentorship and backing system for 
females entrepreneurs in prevailing business centers and 
incubators. Steps will also be engaged to collect gender 
disaggregated figures. 
7) Foster social entrepreneurship and grassroots innovations: 
 Universities and academic institutions will be encouraged 
to launch a course on ‘Social Entrepreneurship’, including through 
online distance education, to energetically indorse social 
entrepreneurship in the country. Further support, including 
through fiscal incentives and incubation, will also be considered. 
 To foster grass-roots innovation, an attention on 
innovations in hubs, cooperation with organizations such as the 
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National Innovation Foundation and promotion of Intellectual 
Property Rights will likewise be encouraged. 
 The need of entrepreneurship learning has been well 
established in the recent studies. Yet, there is a deliberation on 
how the education should be provided, what is the undergraduates’ 
view on the entrepreneurship learning. There is a discussion about 
the starring role of institution of higher education and business 
schools in their involvement to entrepreneurship education. It is 
reasoned that the traditional education system does not encourage 
the attributes and skills that are essential to produce entrepreneurs. 
The outdated education structure explains learners how to become 
a respectable operative in its place of a popular entrepreneur. It 
has been recommended that extensive changes are required during 
the time spent learning. Business enterprise ought not to be 
likened with new pursuit creation however with imagination and 
change. 
CONCLUSION 
 A period of entrepreneurs is must for the financial and 
industrial growth of nation. ED has now a day’s turn out to be 
serious in achieving the objectives of around advancement in the 
nation. An EDP is a preparation cum-coordinating framework. As 
referenced, in the ongoing years, a wide range of new projects and 
chances to sustain advancement have been made by the 
Government of India over various areas. From drawing in with the 
scholarly world, industry, financial specialists, little and large 
business people, non-administrative associations to the most 
underserved areas of society. The primary target of government 
behind these sorts of undertakings are that the young people of the 
country become work provider rather than work searcher for the 
improvement of the nation. 
 In developing economies such as India, there is a crucial 
call for the development and promotion of effective indigenous 
entrepreneurshipeducation systems. Even though entrepreneurship  
is a practice-driven subject, the need to supplement it with up-to-
date theoretic knowledge is of paramount importance. Moreover, 
the working together of entrepreneurship as a field of study with 
other fundamental business management courses, such as 
marketing, necessitate a framework for developing 
entrepreneurship as a core program for learners of business 
management to make certain an unified education stage. The need 
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to grow such a course to present this stage at establishment levels 
gets basic under such conditions. A structure for building this 
powerful business enterprise instruction biological system is 
without a doubt the need of great importance and it requires a 
more prominent spotlight on information creation to help the 
structure. 
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GLOBALIZATION, FINANCIAL SYSTEMS AND 
SUSTAINABILITY CONSIDERATIONS: 

REVISITING SOME ISSUES IN POST-CRISIS 
INDIA  

         Dr. Manjira Das gupta19 
 

Abstract:  
 As a direct fall-out of the increasing financial globalization 
in recent years, none of the interconnected economic order 
remained impervious when the global financial crisis of 2007-08 
broke out in the advanced economies. More than anything else, 
however, what this crisis truly reflected was indeed a crisis of 
ethics and values, as it embodied “the failure of an ideological 
"anything goes" economic policy” (Pelosi 2008). The present 
paper adopts an emerging economy viewpoint in examining the 
serious doubts thrown up by the crisis regarding the sustainability 
of a global financial system faced with ever-increasing complexity 
and lack of transparency. Further, not only did the crisis spill over 
from advanced economies onto other nations and emerging 
economies (EMEs), but corrective fiscal and monetary policies in 
the former, too, had inescapable repercussions on their developing 
or emerging counterparts, India being one such emerging economy 
with prominent global presence where firstly, the financial crisis 
and secondly, advanced economies’ accommodative policies 
followed by their “tapering off” have had important consequences 
for financial stability. The paper takes a look at these issues, both 
from a conceptual aspect as well as examining some empirical 
evidence on capital flows in India. The use of macro-prudential 
policy measures by EMEs to ensure financial stability and 
sustainability is also discussed. Finally, is there a necessary and 
inevitable conflict between globalization and its attendant 
financial development, and stability and sustainability on the other 
hand? We conclude by briefly seeking an answer to this question. 
Keywords: Financial Globalization, EMEs, Unconventional 
monetary policy, Macro prudential policy.       
JEL Classification:E5, F3, F6, G01.  
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Introduction  
 Emerging economies like China and India have long been 
well on their way along the path to financial globalization. The 
renewed phase of financial globalization that began in the mid-
1980s in right earnest, had been expected to bring greater benefits 
to capital-poor developing countries whose income growth tends 
to be more volatile.  
 While economists are more or less unanimous regarding 
the benefits of trade liberalization for developed and developing 
countries alike, no such unanimity exists regarding the relative 
costs and benefits of financial globalization.  Critics have cited the 
potentially disruptive and destabilizing role of unfettered capital 
flows, arguing for capital controls. Proponents, on the other hand, 
have reasoned in favour of increased openness to capital flows as 
essential for escaping the low-income trap and, indeed, for greater 
stability.  
 How do financial episodes in turn affect issues related to 
sustainable development? Pisano et al (2012) comment thus:“… 
The financial crisis of 2008 is just the latest and most dramatic 
proof that finance, which assumed a prominent role, acts and 
responds to a different and less socially-conscious meaning than 
other sectors. Nevertheless,……nowadays, policy makers, 
financial actors and authorities discuss about “sustainable 
finance”, which is the practice of creating economic and social 
value through financial (innovations)…that are sustainable over 
time in this post-crisis context.” (Pisano et al 2012). 
 The present paper is organized into five sections. Section I 
lays the conceptual and definitional foundation, highlighting very 
briefly the features of increasing “financialization”(Hyman 
Minsky) that culminated into the global financial crisis of 2007-
08. Section II gives an overview of the policy responses to the 
crisis for a better understanding of their relevance to EMEs, an 
aspect taken up in Section III. Section IV presents some empirical 
evidence in particular relating to India. Section V concludes. 
 A direct extension of the concept of globalization into the 
arena of finance, financial globalization could be defined as the 
increasing integration of the domestic financial system with global 
finance. 
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FINANCIAL GLOBALIZATION AND THE GFC-- ORIGINS 
AND PROGRESS 

 With the brisk pace of financial globalization over recent 
decades, markets or systems that were previously relatively 
insulated have become more and more connected. The global 
financial crisis that reached its nadir around 2008 and threatened 
to linger on in a long-drawn out denouement in parts of the global 
economy, saw a spread of extreme economic emergencies 
throughout an increasingly interconnected world.   
 The “Efficient Market Hypothesis” at the centre of the 
dominant neoliberal paradigm had led to the belief that any 
supervision of financial markets was wholly uncalled for even in 
the face of increasing “financialization” (a concept due to Hyman 
Minsky, among principal prophets) in advanced economies.  
 Meanwhile, the financial structure in advanced economies 
like the US and its peers were becoming increasingly convoluted. 
A bewildering proliferation of more and more complex financial 
instruments and derivatives all continued to pass by the name of 
“sophistication”.Lack of regulation, coupled with lack of 
transparency gave rise to asset bubbles. Operating on the 
“ergodicity”(certainty) presumption, proponents of the “New 
Consensus” were unable to perceive that a crisis was brewing, and 
could indeed burst someday (Das gupta 2014). 
 Stemming from the so-called subprime mortgage crisis in 
the US, the financial crisis spread across to the EU through a kind 
of chain mechanism, where it assumed form of a public debt crisis. 
“All the EU Member States (with some remarkable differences) 
committed to an extensive austerity program and fiscal 
consolidation plan. These simultaneous austerity policies in the 
EU (…) even amplified the financial and real crisis effects on all 
economies” (Pisano 2012).  
A second critical question arose in this context. 
 How did the financial crisis, and its attendant corrective 
policies, directly impinge on issues of sustainable development, 
namely, development that “meets the needs of the present without 
compromising the ability of future generations to meet their own 
needs”(World Commission on Environment and Development 
1987)?In what follows we try to briefly understand the process. 
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POLICY RESPONSE TO GFC 
 The immediate policy responses to the crisis began as a 
large-scale bail-out as well as huge fiscal stimulus packages, to 
counter the inevitable and widespread extreme recessionary 
tendencies. Subsequent policy responses underwent a transition 
from initial stimulus programmes to austerity and consolidation in 
a policy regime change, and as they did so, the financial crisis that 
had initially started as an economic crisis became increasingly 
laden with enormous social and political implications as well, 
which in turn had direct consequences for sustainability.  

 As stimulus packages started to be replaced by austerity 
measures, the latter brought in their turn newer problems. In most 
cases the axe fell on government spending on welfare and social 
programmes. It was the more vulnerable social classes that felt the 
crisis more. In direct conflict with sustainability, income 
inequality increased across the wealthy and the poor, and 
secondly, there was loss of inter- and intra-generational equity 
(Pisano et al 2012). 
 The above provides a clear pointer as to how the global financial 
crisis impacted sustainability. The connection between globalization of 
finance, crisis episodes and sustainable development is seen to be clear 
and direct.  

Crises, Policy Response and EMEs 

 Of immediate relevance to our present concerns is the 
question, how did the crisis in advanced economies haves pill-over 
effects in particular on emerging economies (EMEs)?  
Not only were there channels of transmission of the crisis situation 
onto other economies, but corrective fiscal and monetary policies 
in the former, too, had inescapable repercussions on the latter.  
 At the very basic level, at least two such channels of 
transmission can be considered.  
 The deep recessionary tendencies spreading throughout the US 
economy and EU attendant upon the financial crisis meant that 
economies heavily dependent on the import demands from the former 
saw a direct and immediate shrinkage in demand.  
 In a second transmission mechanism, as Central Banks in 
advanced economies attempted to stimulate the economy by 
lowering interest rates, huge capital inflows were created into the 
emerging economies. Now, surely capital flows are a welcome 
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enough phenomena? The answer is that they can often be destabilizing. 
And in fact…“Capital flows …  have the potential to contribute to a 
build up of systemic financial risk. Benefits, such as enhanced 
investment and consumption smoothing, tend to be greater for countries 
whose financial and institutional development enables them to 
intermediate capital flows safely” (IMF 2017). Given that very few 
emerging economies had sufficiently resilient financial safeguards in 
place, the potential risks can be appreciated. 
 Matters became further complicated when next, in are versal of 
the earlier accommodative policies, the US, followed by Europe, started 
stepping back from its expansionary policy stance. The early stimulus or 
expansionary policy initiatives began to be reversed or withdrawn, and 
as with the earlier noted fiscal policy stimuli, on the monetary policy 
front too, policy measures that had started on an accommodative note, 
proceeded to be “tapered off” at later stages.  
 The policy dilemma facing emerging economies facing extreme 
volatility then became this. Tightening monetary policy (which involves 
raising interest rates, among other steps) in the face of excess capital 
flows into the economy, might exacerbate capital inflows& upset policy-
makers’ original efforts toward ensuring financial stability. Thus 
increased capital inflows into these economies had direct repercussions 
on the difficult choice faced by the monetary authorities between pro-
cyclical or anti-cyclical monetary policy.  
The response to the deepening global financial crisis saw Central banks 
all over the world resorting to both conventional and unconventional 
policy measures to tide over the unprecedented crisis.  
 To understand the rationale and need behind such 
unconventional policy and the way they affect emerging economies, we 
feel it appropriate at this stage to examine in somewhat greater detail 
what precisely are unconventional monetary policies (UMP) and how 
they differ from what are termed as conventional monetary policy 
instruments.  
Unconventional Monetary Policy 
 Under “normal” circumstances, Central banks’ main 
responsibility lies in ensuring price stability by influencing the 
availability of money in the economic system. There are, however, 
situations when such “conventional” policy may prove ineffective, 
calling for unconventional tools which can be generally defined as 
those “that directly target the cost and availability of external 
finance to banks, households and non-financial companies… 
(U)unconventional measures may be seen as an attempt to reduce 
the spreads between various forms of external finance, thereby 
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affecting asset prices and the flow of funds in the economy” 
(Hayes 2016). 

 Conventionally, Central Bank intervenes in the form of 
restrictive monetary policy when the economy experiences 
sustained rapid growth leading to uncomfortably high rates of 
inflation (“overheating”). The Central bank may raise interest rates 
both for tightening the money supply in circulation at present, and 
also to effect a reduction in the potential rate of money creation. 
Raising the reserve ratio, open market operations in the form of 
selling government securities and mopping up the excess money 
from circulation are further instruments available to the monetary 
authority. Exactly reverse mechanisms, that is, expansionary 
monetary policy applies in situations of recessionary threat, with a 
lowering of interest rates, relaxation of reserve requirements and 
purchase of government securities to release additional money 
supply. Monetary policy conduct, in such cases, can also be 
termed “ant cyclical”. 
 However, conventional policy tools lose their effectiveness 
in situations of extreme recession that characterised the global 
financial crisis of 2008, for instance. In such circumstances, 
Central Banks could not conceivably lower nominal interest rates 
beyond the “zero bound”, and fears of a “Liquidity Trap” became 
imminent. Neither could reserve requirements be made so low that 
banks faced risks of default. Open market operations (in this 
instance, buying government securities and releasing new money) 
then would become the only resort open to the Central Bank. The 
problem in a crisis situation, however, is that because of their 
perceived safety, people are loath to part with government 
securities, thereby limiting their effectiveness as a policy tool.  
Given people’s reluctance to sell government securities, then, the 
Central Bank can resort to purchasing non-government securities 
in the open market, a step only taken at times of extreme need.  T
 his is the policy instrument known as “Quantitative 
Easing” (QE) which became the widely used monetary policy tool 
in tacking the financial crisis. Typically, bonds including 
mortgage-backed securities are purchased from financial 
institutions. In addition, long-term bonds may be purchased while 
selling long-term debt. The term “Credit Easing” is sometimes 
used to refer to purchase of private assets by the Central Bank. 
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The Central bank can, and did at the deepest period of the crisis, 
engage in more aggressive purchase of shares in the equity 
markets when usual quantitative easing proved less effective.  
Unconventional monetary policy put in place during the crisis 
mainly took two forms.  
 “Quantitative easing” aimed at affecting “the level of the 
longer term interest rate of financial assets across the board, 
independently of their risk. Such type of policy would operate 
mainly by affecting the market for risk free assets, typically 
government bonds” (Smaghi2009).“Credit easing”, on the other 
hand, would work by affecting the risk spread across assets (ibid).  
The heightening of the financial crisis saw the US, followed in 
rapid succession by other major advanced economies, actively 
pursuing expansionary fiscal stimulus and monetary policies. 
ACCOMMODATIVE MONETARY POLICY IN DCs & 
CAPITAL FLOWS INTO EMEs 
 Of primary concern to the present discussion is the way 
highly expansionary and accommodative monetary policy in the 
US, resulting in lower domestic interest rates, gave rise to 
increased cross-border capital flows. Many emerging economies 
experienced huge increases in capital inflows. Such huge inflows 
raised two critical concerns. First, they exacerbated financial 
volatility. The second question was, were such inflows sustainable 
in the medium and long-term? 
 The benefits of monetary easing are somewhat complicated 
in the case of emerging market economies.“... … “Because many 
emerging market economies have financial sectors that are small 
or less developed by global standards but open to foreign 
investors, they may perceive themselves to be vulnerable to asset 
bubbles and financial imbalances caused by heavy and volatile 
capital inflows, including those arising from low interest rates in 
the advanced economies” ... (Bernanke 2013).     
 These concerns proved justified, as subsequently, the US 
made announcements of “tapering off” of QE. There were 
increased speculations that this would result in huge capital 
outflows from the EMEs, endangering their financial stability.  
Indeed, the prospect of “tapering off” generated such intensive 
speculation and apprehensions the world over, that this phasing off 
has famously come to occupy the epithet “taper tantrums” in the 
literature. 
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 previous accommodative policies had resulted in the 
lowering of interest rates in the US and other advanced 
economies—emerging economies had experienced huge capital 
inflows. As talks of tapering off such quantitative easing measures 
in the former became prominent—there was huge apprehension 
that EMEs would now face resultant enormous capital outflows in 
a reversal of events. 
What were the dimensions of capital flows involved? 
 In what follows we consider specifically the case of India, 
one emerging economy with prominent global presence where the 
monetary authority has typically preferred to tread on the side of 
caution. The issue of full capital account convertibility has been a 
long vexing point of policy debate.  
Capital Flows in India 
 Empirical evidence on capital flows in India is considered 
over the period 2001-2015, as well as up to 2017-18, the span of 
years ranging from well before the peaking of the financial crisis 
and reaching up to a decade in the crisis aftermath. The choice of 
the time period affords us a good overview of the medium- and 
longer term scenario.  
 Tables 1and 2, and Figures 1 and 2 below depict the inflow 
of foreign capital into the Indian economy over the chosen decade 
and half period between 2001 and 2018.  
Some dramatic patterns are revealed when we look at the detailed 
data presented by both sets.  
 For one thing, capital inflow in the form of foreign direct 
investment, although not remarkably high, has always remained 
much more stable than foreign portfolio investment. The latter has 
been subject to highly dramatic fluctuations over the entire period 
considered. Thus capital inflow in the form of portfolio investment 
has been highly erratic and has shown dramatic volatility 
compared to foreign direct investment over the entire period.  
 Specifically, FII inflows registered the substantially high 
level exceeding Rs. 1000 billion around 2008, only to turn sharply 
negative in the immediately next year. This is the period when the 
initial quantitative easing in the US was followed by policy 
overtures towards reversal (“tapering off”) of accommodative 
measures, sparking off a flurry of speculative activities. 

 
 



102 
 

(Rs  Billion) (US $ Million) (Rs Billion) (US $ Million) (Rs Billion) (US $ Million) (Rs Billion) (US $ Million) (Rs Billion) (US $ Million)
1 2 3 2 3 4 5 6 7 8 9

2000-01 184 4,029 184 4,029 149 3,270 118 2,590 267 5,860
2001-02 293 6,130 292 6,125 226 4,734 93 1,952 319 6,686
2002-03 247 5,035 244 4,976 156 3,157 45 944 201 4,101
2003-04 198 4,322 198 4,322 109 2,388 519 11,377 628 13,765
2004-05 272 6,051 269 5,986 167 3,712 413 9,291 581 13,003
2005-06 397 8,961 395 8,900 134 3,033 554 12,492 688 15,525
2006-07 1,030 22,826 1,027 22,739 349 7,693 319 6,947 668 14,640
2007-08 1,399 34,843 1,394 34,727 638 15,891 1,106 27,434 1,744 43,325
2008-09 1,914 41,873 1,906 41,707 1,001 22,343 -650 -14,032 351 8,311
2009-10 1,796 37,745 1,578 33,108 860 17,965 154 32,396 1,014 50,361
2010-11 1,643 36,047 1,324 29,029 541 11,834 1,394 30,293 1,935 42,127
2011-12 2,200 46,552 1,550 32,952 1,032 22,061 856 17,170 1,877 39,231
2012-13 1,865 34,298 1,466 26,953 1,079 19,819 1,466 26,891 2,544 46,710
2013-14 2,186 36,047 1,868 30,763 1,300 21,564 297 4,822 1,597 26,386
2014-15 2,712 44,290 2,107 34,426 1,996 32,627 2,499 40,934 4,496 73,561

Total

Table 1:      Foreign Investment Inflows: India: 2001- 2015

Year
Gross  inflows/ Gross 

Investment Direct Inves tment to India
Net Foreign Direct 

Inves tment Net Portfolio Investment

 
Source: Adapted from SEBI Handbook, various   

An additional series, presented separately as it is not directly 
comparable due to some changes in definitional and classification 
conventions, is available from the Ministry of Finance as follows. 

TABLE 2:  
Net Capital ln flows/Outflows: India 2013-2018 (US $ bn) 

Year 
Net 

lnflows(+)/Outflows(-) 
(US $ bn) 

2013-14 8.9 
2014-15 45.7 
2015-16 -2.5 
2016-17 7.8 
2017-18 22.2 

Source : Ministry of Finance (2019) 
As both the set of figures, as well as the charts below reveal, 
capital inflows in the form of FPI have fluctuated widely, in fact 
turning again negative in the year 2015-16. 
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Fig 1: Foreign Investment Inflows in India: 2001- 2015
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Fig 2:  

Foreign Portfolio Investment Inflows in India: 2013- 2018

 
Source: Table 2 above 
 Capital inflows in the form of FPI thus have fluctuated 
widely, in fact turning again negative in the year 2015-16. 
Whichever data set we follow, institutional capital inflows into 
India thus have been highly erratic over the period 2001-02 to 
2017-18.  
 Extreme volatility in capital flows, particularly in the debt 
and equity instruments, clearly do not augur well either for 
financial stability or sustainability. However, it must be conceded 
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that India, by dint of its relative conservatism, has been much 
more fortunate compared to many of its peers so far as sudden 
“capital flight syndromes” are considered.  
Macro prudential Policies and their Use in India 
 Macro prudential monetary policies are geared towards 
tackling systemic risk and thereby ensuring financial stability and 
sustainability in the longer and medium-term. Unconventional 
monetary policy in the advanced economies has also been 
accompanied by macro-prudential policies in EMEs, which 
become crucial when monetary policy cannot achieve, and in fact 
can endanger, financial stability (Svens son 2017). 
 The Reserve Bank of India has long been conducting the 
use of macro prudential policies in India, even though not always 
using the specific terminology. Mechanisms for ensuring financial 
stability have always been employed with particular attention in 
India. 
 While these measures have certainly and explicitly 
emphasized both systemic risk (i.e., arising due to the 
interconnectedness of institutions as noted earlier above)and 
procyclicality (that is, the time-dimension) aspects, nevertheless it 
has been noted that India has still some considerable way to go 
towards developing a comprehensive macro prudential structure. 
VI 
Conclusion and the Way Ahead 
 Is ensuring financial stability, then, antithetical to the 
needs of financial development, something that no present-day 
economy can turn its face away from?  
 A critical revelation comes from none other than former 
IMF Managing Director Christine Lagarde in her address to the 
RBI (2015) … “among a large number of regulatory principles, 
there is a small subset that is truly critical for financial 
development as well as for financial stability. Some examples 
include regulations related to capital buffers, non-performing 
loans, financial disclosures, and compensation. And, it is 
essentially the same small subset that matters for both! 
 In other words, there is very little or no conflict between 
promoting financial stability and financial development if you 
choose the right regulations to focus on”.(Lagarde 2015, emphasis 
added)  



105 
 

 To sum up our discussions and conclude the present 
overview, we note, first of all, that so far as globalization and its 
attendant developments are concerned, India has typically believed 
in treading a middle path, and its relative strength in maintaining 
its firm attitude towards financial openness, specifically capital 
account liberalization, did stand India in good stead even in the 
face of an onslaught of criticisms from neoliberal quarters. 
Regarding issues of complete capital account convertibility in 
India there is a clear mandate from policymakers on more 
safeguards like a healthy current account balance and fiscal deficit, 
all prerequisites for full convertibility. 
 The need for ensuring financial stability was vindicated 
even more dramatically by the “China spillover episode” of 2015, 
when a catastrophic meltdown in the Chinese financial markets 
badly affected many EMEs while India remained much more 
resilient. While this comparative resilience owed a large part to 
India’s relatively lower dependence on China’s export demand, it 
is also an emphatic reminder of the fact that India, having faced 
considerably adverse consequences from the 2013 “taper 
tantrums” had already put in place substantial safeguards by 2015 
that greatly reduced its vulnerabilities compared to many of its 
peers among the EMEs. 
 And yet, the challenges facing the country remain 
manifold, as also its responsibilities. Having noted that … “The 
world is looking to India to lead the path to higher, sustainable, 
and inclusive growth,” Ms. Lagarde had stressed that the kind of 
financial development she had in mind for emerging economies 
like India included not only “greater depth and efficiency of 
institutions and markets”, but “higher access of all its citizens to 
banks and financial instruments” as well (Lagarde 2015). The 
phrase “all its citizens” is the operative one here. For it emphasizes 
the point that in order to be sustainable, financial development 
cannot afford to leave behind the mass of the people and rather 
than the cold, inhumanly rational homo economicus, it is only by 
paying heed to the concerns of homo sapiens that any effort at 
long-lasting progress can succeed. 
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A STUDY ON PERCEPTION OF WOMEN ABOUT 
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Abstract: 
 Ever since the advent of app-based cab services, also 
known as cab aggregators, there has been a paradigm shift in the 
taxi cab industry of India. With the growth of population and also 
the use of mobile phones and internet, along with many other 
factors, there has been a tremendous increase in the demand for 
taxis in India. The convenience provided by these services has 
been one of the biggest factors appealing to the young educated 
population of India. However, the past few years have witnessed 
several cases that are a big question mark on the issue of women 
safety while using these app-based cab services. Many argue that 
the convenience provided by these cab aggregators is in fact 
camouflaging the threat to women safety and compromising the 
business ethics standards. India has seen an increase in the number 
of working women in the past few years, and therefore, an 
increase in the number of women commuters taking public 
transport. At the same time, India has also seen an increase in 
crimes against women, and a certain percentage of those crimes 
have been committed by the drivers of app-based cab aggregator 
services. Women safety while using these services has become a 
big concern. The cab aggregators and the Government claim that 
they are taking all required measures to tacking this serious 
problem.  
 This research paper aims to study the perception of women 
about their safety while using app-based cab aggregator services 
under the current circumstances. 
Keywords: women safety, app-based cab, cab aggregators, taxi, 
business ethics 
 
 
                                                        
20Research Scholar, Department of Business Management, Sardar Patel 
University, V.V. Nagar 
21 Professor, Department of Business Management, Sardar Patel University, 
V.V. Nagar 



110 
 

INTRODUCTION 
 The Indian taxi market is estimated at 1.9 million taxis 
with revenue of $10-$11 Billion in the year 2019. Ever since the 
Ola was founded in 2011 and just a couple of years later, the 
American giant Uber entered the Indian taxi market, it changed the 
dynamics of the industry and the highly unorganized cab sector of 
India began to see a rise in organized market players. Though Ola 
and Uber still continue to dominate the taxi market, there are a lot 
of prominent players like Jugnoo, Mega Cabs, Meru, Easy Cabs, 
Savaari, etc. who continue to add to the competition in the Indian 
taxicab industry. There are many reasons for the growth of the 
app-based cab aggregators, the prime reason being the 
convenience offered by these services. With increase in number of 
mobile users and decrease in mobile data charges, more and more 
people are availing these online services.  
 However, as good as the app-based cab aggregator market 
looks; it has had its share of problems in all these years. From 
drivers complaining of dwindling commissions and going on 
strikes to customers complaining of errant drivers and switching 
back to other modes of public transport, this sector has seen it all. 
The once fast growing industry has now plateaued and is currently 
facing a number of challenges. Though, one might argue that any 
industry has to face a few road blocks along the way. 
 One major concern which is way more challenging to these 
app-based cab aggregators is the number of cases of crimes against 
women committed by the cab drivers. Although these aggregators 
have improved the convenience to the increasing number of 
women commuters in India, their safety is patchy. Panic seeped in 
when an Uber driver in Delhi molested a woman on her way back 
from work in December 2014. Ever since then, there have been a 
number of incidents heinous crimes like sexual harassment, 
molestation, abduction and rape. In this age where businesses and 
the Government are emphasizing the implementation of ethical 
business standards, here, it seems that business ethics are being 
compromised.  
 App-based cab aggregators Ola and Uber claim that they 
are deploying several methods for ensuring women safety in their 
services. Ola reportedly is doing background checks of the drivers, 
has an emergency button in the app, and has a feedback 
mechanism and an emergency contact feature. On the other hand 
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Uber is offering a real-time ID checking feature and “share your 
ETA” feature that lets passengers’ kin follow the cab route. Just 
like its counterpart, Uber also has emergency button and feedback 
options for its customers. The Government has also stepped in 
tackle this serious issue. On July 31 2019, the Supreme Court 
recommended the Centre to frame laws to regulate app-based cab 
aggregators, especially pertaining to women safety. 
LITERATURE REVIEW 
 India is still struggling with transport infrastructure, and in 
a scenario like this, app-based cab aggregators are becoming 
highly popular amongst Indian consumers (Rawal, Sisodia, 2017). 
There are a lot of factors that are responsible for the growth of the 
cab aggregation market (Gupta, Tomar, 2018). Security is 
becoming a concern for customer taking cab services. The cab 
services are providing security through global positioning system 
(GPS) and women taxi drivers for women passengers especially 
during night times (Hanif and Sagar, 2016). There are also a lot of 
women safety apps being introduced by various state governments 
to tackle the growing number of crime against women (Mahajan, 
2019). Cab aggregator giants like Ola and Uber have been under 
scrutiny by the Government for implementing safety measures, 
especially for women (India Today, 2019) Cab aggregators are 
offering safety features like Emergency button to ensure trust and 
safety of their customers (Dhawan, Yadav, 2018). It is important 
to determine whether these measure are enough to ensure women 
safety. 
RESEARCH OBJECTIVE 
 Though the app-based cab aggregators and the 
Government claim to have been taking adequate measures to 
ensure women safety, women are still apprehensive of the same. 
The objective of this research paper is to understand and study the 
perception of women about their safety while using app-based cab 
aggregator services. It aims to analyze what women think about 
the various steps being taken to ensure women safety. 
RESEARCH METHODOLOGY 
 To conduct this research, both primary and secondary data 
have been taken. Secondary data sources include research papers, 
journals, online sources etc. Primary data was collected through a 
structured questionnaire. This questionnaire was designed in 
Google Forms and was sent online. The non-probability 
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convenience sampling method was used to contact female 
students, working women and housewives in Anand, Vidynagar 
and surrounding areas. The sample size is 103 female respondents. 
DATA ANALYSIS AND INTERPRETATION 
 The study deals with the perception of women about their 
safety while using app-based cab aggregator services. The 
responses from the respondents were subjected to simple 
percentage method, in order to know the inferences out of the 
collected data. 

Table 1.  
Demographic Profile 

Sr. 
No. 

Demographic 
Variables 

Classification % of 
Respondents 

1. Age 18-30 87 
  31-50 12.2 
  51 and above 0.8 

2. Education Undergraduate 41.7 
  Graduate 27.8 
  Postgraduate 30.4 

 
As seen in the above table, most of the respondents are in the age 
group of 18-30 (87%). Amongst the respondents, 41.7% are 
undergraduate students and there is a slight contrast with 
postgraduate respondents which is 30.4% 

 
Table 2. Usage of app-based cab services 

Sr. 
No 

Details Classification % of 
Respondents 

1. Whether app-based 
cab services 
previously used 

Yes 63.5 

  No 36.5 
2. Which app-based 

cab service used 
Ola 54 

  Uber 49.5 
  Jugnu 9 
  Other 4.5 

 The above table shows that about two-third of the 
respondents have used app-based cab service previously and Ola 
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seems to be the most popular choice with 54% having used it, with 
Uber a close second with 49.5% respondents having used Uber. 
Jugnu seems to be a good contender in the niche category. 
 

Table 3.  
Opinion about app-based cab services 

Sr. 
No 

Statement Strongly 
Agree 

Agree Neutral Disagree Strongly 
disagree 

1. App-based cab 
services are very 
convenient to 
use 

10.9 63.4 22.8 2.9 0 

2. Taxi cabs are 
safe for women 
in India 

3.9 31.1 52.4 8.7 3.9 

3. App-based taxi 
services are safer 
for women than 
anonymous cab 
and auto drivers 

8.7 53.4 32 4.9 1 

4. App-based cab 
services are 
taking adequate 
measures for 
women safety 

8.7 49.5 31.1 8.7 2 

5. App-based cab 
services should 
do a thorough 
background 
check of their 
drivers. 

47.1 41.2 10.8 0.9 0 

6. Taking regular 
feedback from 
women 
passengers will 
help decrease 
safety issues of 
women using 
app-based cab 

41 41 7 10 1 
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services. 
7. GPS Tracking 

System is a 
feature that 
makes women 
feel safe while 
using app-based 
cab services. 

49.5 45.6 2.5 2.5 0 

8. Emergency 
button on the 
app is very 
useful for 
women taking 
app-based cab 
services. 

40.8 49.5 7.8 1.6 1.3 

9. The Indian 
Government is 
taking adequate 
measures to 
make women 
feel safe while 
using app-based 
cab services. 

13.7 37.3 37.3 11.8 0 

10. It is now safer 
for women to 
travel in taxi 
cabs than it was 
a few years ago. 

13 53 28 6 0 

 
 When asked about convenience of using app-based cab 
services, majority of the respondents (63.4%) agreed that they are 
convenient to use. However, nearly half of them (52.4%) remained 
neutral when asked if taxicabs are safe for women in India. 53.4 
respondents also agreed that app-based cab services are safer for 
women than anonymous cab drivers. When asked about the safety 
measures being taken, majority of the respondents either agreed or 
strongly agreed that driver background check, GPS tracking, 
emergency button and feedback from women are all good 
measures to tackle the issue of women safety. When asked if 
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Indian Government is taking adequate measures to make women 
feel safe while using app-based cab services, 37.3% respondents 
agreed, but 37.3% chose to remain neutral. Though 53% 
respondents agreed that it is now safer for women to travel in taxi 
cabs than it was a few years ago, a significant 28% chose to stay 
neutral. 
CONCLUSION 
 The following inferences can be derived from the research 
conducted: 

 App-based cab services are still very popular with the people 
as they are getting a lot of convenience from these services.  

 Women are still sceptical about their safety while using taxi 
cabs. 

 However, women do feel that app-based cab services are safer 
than anonymous cab drivers. 

 Though there have been a lot of incidents of women safety 
being compromised while using app-based cab services, 
women do feel that app-based cab aggregators are taking 
adequate measures for women safety. 

 Women also endorse the types of women safety measures 
being taken by cab aggregators. 

 Though women do think that it is now safer to travel through 
app-based cab services, there is still a significant percentage 
of women who are not positive about this, and so, the 
government and the cab aggregators should further take 
additional measures to ensure safety of women while using 
their services. 
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E-MARKETING: CHALLENGES AND 
OPPORTUNITIES 

Dr. Mahammad ali  
Abbasbhai Masi22 

Rahul Dhruv23 
Abstract: 
 E - Marketing is the process of marketing a brand using the 
Internet. It includes both direct response marketing and indirect 
marketing elements and uses a range of technologies to help 
connect businesses to their customers. E-marketing means using 
digital technologies to help sell your goods or services. These 
technologies are a valuable complement to traditional marketing 
methods whatever the size of your company or your business 
model. The basics of marketing remain the same – creating a 
strategy to deliver the right messages to the right people. What has 
changed is the number of options you have. Though businesses 
will continue to make use of traditional marketing methods, such 
as advertising, direct mail and PR, e-marketing adds a whole new 
element to the marketing mix. Many businesses are producing 
great results with e-marketing and its flexible and cost-effective 
nature makes it particularly suitable for small businesses. Very 
simply put, e - Marketing or electronic marketing refers to the 
application of marketing principles and techniques via electronic 
media and more specifically the Internet. The terms e -Marketing, 
Internet marketing and online marketing, are frequently 
interchanged, and can often be considered synonymous 
Key words: on-line marketing, e-marketing, online marketing, 
Internet marketing, global marketing competition. 
Introduction: 

 The 1990’s was a period of time when more and more 
noticeable became lowering efficacy of mass marketing approach. 
Customers got far more demanding, their level of loyalty had 
significantly dropped, while offering modern, high quality 
products became not sufficient to stay competitive and succeed in 
the rapidly globalizing marketplace. According to the report of the 
Gartner Group from 1996, the most important trends negatively 
impacting traditional marketing were: 
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 Less differentiation of products, 
 Increasing competition, 
 Rising consumer expectations, 
 Splintering mass markets 
 Diminishing effectiveness of mass media, 
 Heightened consumer privacy and security concerns. 

 Almost at the same time the rapid development of the 
Internet became a reality. Marketers were among the first who 
noticed the opportunities arising from this fact and many of 
them put their strong faith in this new medium. The elements 
especially underlined were interactivity of the new medium 
and its high potential for building close relationships with 
customers. In this time there could be found numerous 
enthusiastic voices about abilities of the new marketing tools 
or effectiveness of the Internet advertising1. So, at the end of 
the90s more and more common became opinions that new 
marketing era became a fact. According to Postma, this new 
marketing era can be characterized by three points : 

 Marketing management according to the information held in 
marketing databases rather than 

 That acquired through market research and generic models, 
 The use of media instead of generic (thematic) advertising to 

stimulate trade, 
 Management of personal client relationships as opposed to 

management of more or less defined target groups. 

The advantages of Internet Marketing: 

 Offers opportunities for both the individual and the traditional, 
business owner. 

 Has minimal risk and minimal investment due to it's low start-
up and operating costs. So, you don't have to commit yourself 
to expensive overhead. 

 Imagine the possibilities! Set your money making goals to take 
you from where you are now to where you want to be. 

 When you have your own business, when you are your own 
boss, you alone, control your future security. 
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Key Drivers Of Luxury Affiliate for e-Marketing 
1. The evolution of technology:-Improvements in website design 
and the display of luxury products online allow consumers to more 
easily search through hundreds of brands and zoom in with 
amazing clarity to see the specific features of a product, which is 
significant when you’re making more expensive purchases. 
2. Consumer trust:-Over time, luxury consumers have become 
more comfortable shopping online as the overall site experiences 
continue to improve. These consumers expect the luxury 
experience to translate from offline to online to the degree that it 
can, and demand great customer service and flexible return 
policies. 
3. Shopping Anytime, Anywhere:-The ubiquity of electronic 
devices has put more demands on retailers. Consumers now expect 
to be able to connect with their favorite luxury brands wherever 
and whenever they want. Luxury retailers and publishers need to 
work together to make sure the end-to-end shopping experience is 
optimized for conversion on desktop, iPod and smart phones. If 
you are not at least measuring the traffic from each of these 
devices, you are already behind the curve. 
4. The right luxury product at the right price at the right time:-
“Discounting, coupons, and deals,” are not typically in the lexicon 
of luxury online retailing, at least not with advertisers. That’s not 
to say that luxury shoppers don’t want great value because they 
do. For them it’s about finding the right products, at the right 
price, at the right time. This makes a publisher’s ability to curate 
products even more important. It’s right up there with 
understanding luxury trends, hot brands, and seasonal patterns. 
Publishers that fully understand these elements stand to earn the 
most commissions. 
5. Luxury consumers are citizens of the world:-When you consider 
the luxury audience of consumers, keep in mind that they live and 
travel all over the world. When you realize this, you quickly see 
how luxury online retailing will propel global affiliate marketing. 
Advertisers with advanced e-commerce capabilities to support 
multiple currencies and languages, combined with the most 
flexible shipping and customer service policies, will endear 
themselves to the luxury shopper. On a related note, publishers 
also need to consider the geographic source of their traffic when 
curetting products and developing promotional strategies. 
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Challenges E-Marketing Faces:- 
1. A bad reputation:-A lot of money spent on Internet marketing 
over the past few years was wasted. Why? One big reason is that 
the stock market distorted company valuations and rewarded (or at 
least failed to penalize) profligate attempts to drive traffic or 
acquire customers-even if only temporarily. 

Now e-marketing has a bad reputation. And half-baked 
metrics such as click-through rates (CTRs)still paint a picture of 
inefficacy and failure. Plenty of evidence shows that the Web is 
the most cost-effective branding medium available, but the Net's 
reputation will need to be rebuilt one success at a time. 
2. Marketing integration:-Most major marketing efforts utilize 
multiple channels, on- and offline. Email, Web advertising, and 
viral Internet marketing should serve concrete, measurable 
objectives as part of an integrated campaign. But coordinating e-
marketing with other marketing efforts is an underdeveloped art. 
Some companies have successfully linked the Net to under-the-cap 
promotions or to teaser campaigns for new product launches. But 
all too often the Internet is tacked on at the end of a marketing 
plan. Determining the strengths (and weaknesses) of the Net 
relative to other channels is a project we all should be working on. 
3. E-CRM:-Imagine recognizing the needs of customers as they 
enter your site. Over time, through implicit and explicit data, you 
learn about the preferences of each and can serve customers based 
on their habits, needs and purchase drivers. You build deep 
loyalty, and you increase your share of your customers' wallets. 
4. Privacy:-Things have quieted down somewhat since Double 
Click backed away from its plans to merge its online data with 
offline Abacus data. But the industry's privacy issues have not 
been sufficiently resolved. 

Most consumers don't completely trust Web companies 
and shy away from offering information about themselves. 
Companies that collect data responsibly are exposed to misguided 
regulation that spammers and scammers invite. Sound policy, 
adopted industry wide, is imperative. 
5. Traditional advertising dollars:-The discrepancy between the 
amount of time people spend online and the amount top 
advertisers spend there is enormous. According to a recent Morgan 
Stanley Dean Witter report, the top six advertisers spend less than 
one percent of their advertising dollars on the Web. With dot-com 
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ad spending in decline, attracting traditional advertisers (mainly by 
addressing the four issues above) is the key to the industry's 
growth. 
6. E-mail Address Churning:-As the giants of the Internet continue 
to scrap it out, a number of new e-mail projects have been 
launched to help build and maintain online loyalty. 
Facebook announced its vision for the future of messaging for its 
500 million users. Not to be outdone, AOL has announced that it 
will allow for new and more personalized domains and addresses. 
It will be very tempting to get rid of that clunky stevstrhay99 user 
name many of us have been saddled with for years. 

We might expect to see a lot of customers on the move and 
changing their primary e-mail addresses over the next few months, 
potentially cutting us off. Initiatives and incentives to keep e-mail 
addresses and profiles up to date will be critical. The trick is to 
keep the issue top of mind with customers and make it easy for 
them to update their profiles. 
7. New Layer of E-mail Filtering:-Gmail's Priority Inbox and 
Facebook's Social Inbox may result in mail ending up in folders 
that are rarely reviewed. This potentially has a knock on effect on 
our opening rates and other performance metrics. Ironically, it is 
those same metrics that will help us here. 

We will need to work harder to ensure that our customer is 
opening, clicking, sharing, and forwarding our emails; this helps 
with complex relevancy scoring that will ensure the message finds 
its way into a higher priority destination. It spells the end of the 
one-way communication and opens up some exciting opportunities 
for on message interaction with customers. 
8. Increased Integration with Social Networks:-Love them or hate 
them, many of our customers are almost permanently active on 
social networks. E-mail must be equipped for instant integration; 
sharing, liking, posting, and linking. This is a huge benefit for the 
brand, getting exposure and endorsements from trusted friends. 

We must ensure we are making it easy, from a design and 
technology point of view, to facilitate this. With all the extra 
exposure we will get, we must make it easy to engage all these 
new contacts we will meet as are sult. 
9. Trigger-Based E-mail:-"Right message, right person, right time" 
has been a maxim of the direct marketing industry for years. The 
challenge is that "right time" now might be a window of perhaps 
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two minutes. In time, the role of trigger basede-mail that can 
engage and interact after a specific action, perhaps reviewing a 
promotional Web page, will be increasingly critical. 

There are obviously performance and revenue benefits 
here, but managing privacy concerns will be critical. Customers 
don't want to feel that we are stalking and spying on them. Once 
we have checked off the customer's preferences, we want to 
surprise and delight them with our ability to anticipate their needs. 
10. Mobile:-These columns are full of stories on the explosive 
growth of mobile devices on which our e-mails are increasingly 
being served up. Feedback from one client recently suggested that 
49 percent of customers would prefer to read news and offers on a 
mobile phone. This one cannot wait. Are your messages able to 
detect and render based on the operating system they arrive at? 
Are you writing your copy and treating images for readability and 
performance over a mobile? It could just make or break a 
campaign. 

All that remains is to wish you a happy and successful 
New Year. Here's hoping that your preferred brand of mobile, 
smart phone, or tablet is in your New Year resolutions and that 
your campaigns in 2011 continue to perform for you and delight 
your customers. 
Top Challenges for B2B vs B2C:- 

Those were 5 of the top challenges faced by marketers 
overall. However, we also broke down our analysis into the top 
challenges faced by B2B vs B2C companies. Let's take a look at 
how these segments compare. 

According to our analysis, the top 5 B2B marketing 
challenges are: 

 Awareness/traffic (22.5%) 
 Lead generation (16.2%) 
 Social media (6.3%) 
 Targeting (5.4%) 
 Branding/brand recognition (4.5%) 

And the top 5 B2C marketing challenges are: 

 Awareness/traffic (19.6%) 
 Social media (17.9%) 
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 Targeting (10.7%) 
 Budget (8%) 
 Lead generation (8%) 

The top 10 challenges across both B2B and B2C companies are: 

 Awareness/traffic (22.5%) 
 Lead generation (16.2%) 
 Social media (6.3%) 
 Targeting (5.4%) 
 Branding/brand recognition (4.5%) 
 Converting leads to customers (3.6%) 
 Keeping up with marketing trends (3.6%) 
 Increasing/proving ROI (2.7%) 
 Content creation (1.8%)  
 Budget (1.8%) 

Conclusion: 
It is filled with many complicated challenges that can put 

you off track, confuse you, and prevent you from succeeding. 
Reports and eBooks that attempt to give you a one-size-fits-all 
approach tend to miss a very important point; successful internet 
marketing requires you to be a dynamic, intelligent, and flexible. 
So asset of static, unchangeable plans is unlikely to make you 
successful. That is exactly why this blog was drafted. Instead of 
giving you a paint-by-numbers approach, I’ve given you a set of 
rules that will provide you with a firm, workable framework 
within which you can build a successful business. At the same 
time, these rules will leave you with the flexibility to remain 
responsive and to come up with dynamic responses to dynamic 
problems. And with that, I leave you to build your online 
marketing business. 
Reference : 

 http://wiki.answers.com/Q/Whatchallengesoropportunitiesexist 
in e- marketing at present and infuture 

 http://www.clickz.com/clickz/column/1934481challenges-
opportunities-email-marketers-2011 
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GROWTH OF E COMMERCE MARKET IN 
RECENT YEARS 

Ms. Nishi Mehta24 
Abstract: 
 Online shopping is a gift for whole world. In conventional 
shoppers one need to visit the store and buy goods while online 
shopping provides the facility of delivering the item at your door 
step. Only difference between online and convention shopping is 
delivery of goods. Quality, quantity, warranty, price, packing etc. 
are same only online applications gives the facility of goods at 
door step through the use of data or internet. Availability of 
internet has changed the life style of people worldwide. 
Keywords: E-commerce, online shopping 
Introduction  

E commerce was first noticed in the year 1960 when 
businesses started using Electronic Data Interchange (EDI) to 
share business documents with other companies. In present times 
E commerce i.e. electronic commerce where goods are purchased 
and sold online through the use of internet or electronic networks. 
Transfer of funds is even done with the help of data or internet. 
The term E commerce or E business can be used interchangeably. 
The term e-tail is also sometimes used in reference to the 
transactional processes for online shopping. 

Online shopping is a gift for whole world. In conventional 
shoppers one need to visit the store and buy goods while online 
shopping provides the facility of delivering the item at your door 
step. Only difference between online and convention shopping is 
delivery of goods. Quality, quantity, warranty, price, packing etc. 
are same only online applications gives the facility of goods at 
door step through the use of data or internet. Availability of 
internet has changed the life style of people worldwide.  

Whole world has contributed in the growth of online 
purchases and sales of goods. In the recent years not only clothes 
and accessories but also food is delivered at your door step 
through internet. India being a mixed culture country has 
wholeheartedly accepted and welcomed the concept of online 
shopping. As a result, many platforms have developed for online 
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shopping such as Amazon, Myntra, Flipkart, Snapdeal, Ebay, 
Bigbasket, Uber, Ola, Swiggy, Zomato, Paytm Olxand many 
more. These online stores had found strong base on mixed culture 
of India. Indian government has provided support to online market 
in India by implementing various policies in the form of Digital 
India, Make in India, Start-up India, Skill India and Innovation 
Fund and FDI. The only aim of these policies was to develop 
technology in India. 

In this competitive market consumer has many choices 
weather to opt for conventional or online shopping. It depends on 
consumers taste preference and attitude towards online shopping.  
Mobile E-Commerce (M-Commerce) 
M-commerce is a type of e-commerce here online sales 
transactions made via mobile devices, such as smart phones and 
tablets. M-commerce includes mobile shopping, mobile banking 
and mobile payments etc. Mobile also provide e-commerce 
opportunities to businesses, it also allow consumers to complete 
transactions with companies via voice or text conversations. m-
commerce include in-app purchasing, mobile banking, virtual 
marketplace apps like the Amazon mobile app or a digital wallet 
such as Apple Pay, Android Pay and Samsung Pay. Over time, 
content delivery over wireless devices has become faster, more 
secure and scalable. 

Various types of applications can be used on mobile such 
as email, online catalogs and shopping carts, EDI, the File 
Transfer Protocol, web services. This includes B2B activities 
example: advertisements shown while using email is usually 
reported as spam. Sending e newspaper to subscribers or SMS to 
subscribers on their mobile. More and more people try to enter the 
e business through digital coupons target marketing social media 
etc these rise has forced IT sector to increase Infrastructure and 
design for digital security and privacy. 
Types of E-Commerce 
Business-to-business(B2B)In this B2B model of E commerce 
goods, services or information is provided directly from one 
business to another business. Instead of customer service is 
directly provided to business. Example: online product and supply 
exchange websites allows businesses to search for products, 
services and information and to initiate transactions through e-
procurement interfaces. Forrester Research in 2917 predicted that 
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the B2B e-commerce market will top $1.1 trillion in the U.S. by 
2021, accounting for 13% of all B2B sales in the nation. 
Business-to-consumer (B2C)Retail goods are sold directly to 
consumers. This term was more popular in late 1990s when 
retailers used dot com to show novelty in their goods. In present 
times there are many online malls and shops selling online 
products. Most used applications such as Amazon snapdeal eBay 
etc. are the best examples which dominates online market. 
Consumer-to-consumer (C2C)Here customer itself sells his 
goods to another customer. Mostly used goods are sold here. 
Through the platform of online applications one consumer meets 
another customer and they get in to a deal. Best example for this is 
olx where used goods is sold. Consumer-to-business 
(C2B)Customers make their products available for the auction on 
which companies bid. This is total opposite of B2C model. Under 
this model sale of royalty-free photographs, images, media and 
design elements, such as I Stock.  
Business-to-administration (B2A) refers to the transactions 
conducted online between companies and government bodies. 
Many branches of government are dependent on e-services or 
products in one way or another, especially when it comes to legal 
documents, registers, social security, fiscals and employment. 
Businesses can supply these electronically. B2A services have 
grown considerably in recent years as investments have been made 
in e-government capabilities. 
Consumer-to-administration (C2A) refers to transactions 
conducted online between individual consumers and public 
administration or government bodies. The government rarely buys 
products or services from citizens, but individuals frequently use 
electronic means in the Education, Social security, Taxes and 
Health 
Indian E Commerce Market  

The e-commerce was introduced in India late 1990s after 
the trend of online business the transformation is seen in Indian 
businesses. Due to the use of smart phones and internet services 
much growth is noted in this industry. The ongoing digital 
transformation in the country is expected to increase India’s total 
internet user base to 829 million by 2021 from 604.21 million as 
of December 2018. India’s internet economy is expected to double 
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from US$125 billion as of April 2017 to US$ 250 billion by 2020, 
majorly backed by ecommerce.  

More use of smart phones, internet services at reasonable 
rates, the launch 5G networks and increasing consumer wealth, the 
Indian e-commerce market is expected to grow to US$ 200 billion 
by 2026 

The Indian e-commerce industry has been on an upward 
growth and is expected to surpass the US to become the second 
largest e-commerce market in the world by 2034. The E-
commerce market is expected to reach Rs 13,97,800 crore (US$ 
200 billion) by 2027. India's e-commerce market has the potential 
to grow more than four folds to Rs 10,48,350 crore (US$ 150 
billion) by 2022 supported by rising incomes and surge in internet 
users. Online shoppers in India are expected to reach180 million in 
2020and eventually 220 million by 2025. Average online retail 
spending in India was US$ 224 per user in 2018. 

Much growth of the industry has been seen by increasing 
internet and smart phone penetration and by 2022, smart phone 
users are expected to reach 859 million and e-commerce sector 
expected to grow 1,200 per cent by 2026. The number of internet 
users in India is expected to increase from 636 million as of March 
2019 to 829 million by 2021. Internet penetration in rural India is 
expected to grow as high as 45 per cent by 2021 compared to the 
current rate of 25.36 per cent. The e-commerce retail logistics 
market in India is estimated at Rs 9,435.15 crore (US$ 1.35 
billion) in 2018 and is expected to grow at a 36 per cent CAGR 
over the next five years. It also received and investment of Rs 
43,681.25 core (US$ 6.25 billion) from January–May 2019. 
Reliance to invest Rs 2,00,000 crore (US$ 2.86 billion) in its 
telecom business to expand its broadband and e-commerce 
presence and to offer 5G services. 

Ebay and Amazon are the market leaders in online 
shopping in the world. However local Shopping deal site are more 
popular in India. Here is a list of popular websites offering Online 
shopping in India. 
1. Amazon.in 
 Company was initially started in 1994 in Washington. In 
2015, Amazon surpassed Walmart. In 2017, Amazon 
acquired Whole Foods Market for US$13.4 billion, which vastly 
increased Amazon's presence as a retailer.  In 2018, company  
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announced that its two-day delivery service, Amazon Prime, had 
surpassed 100 million subscribers worldwide. 
Now, at present it is Number one in e-commerce market recently 
started operation in India, Now Indians can buy Books, CDS and 
Electronic at cheaper price from Amzon.in. For limited time they 
offering free shipping.  
2. Flipkart.com 
 Flipkart held a 39.5% market share of India's e-commerce 
industry. Flipkart also owns PhonePe, a mobile payments service 
based on the Unified Payments Interface (UPI).In August 2018, 
U.S.-based retail chain Walmart acquired a 77% controlling stake 
in Flipkart for US$16 billion, valuing it at $20 billion.  
One can buy books, mobile phones & mobile accessories, laptops, 
computer accessories, cameras, movies, music, televisions, 
refrigerators, air-conditioners, washing-machines, Clothing’s, 
Footwear’s, Accessories, MP3 players and products from a host of 
other categories.  
3.  Snapdeal.com 
 Snapdeal is an Indian e-commerce company based in New 
Delhi, India. The company was started by Kunal Bahl and Rohit 
Bansal in February 2010.As of 2014, Snapdeal had 3,00,000 
sellers, over 3 crore products across 800 plus categories from over 
1,25,000 regional, national, and international brands and retailers 
and a reach of 4,000 towns and cities across the country. 
SnapDeal offers everything from local daily deals on restaurants, 
spas, travel to online products deals. They offer you best price 
with free shipping.       
4. PaytmMall.com 
 Paytm was founded in August 2010 with an initial 
investment of $2 million by its founder Vijay Shekhar Sharma in 
Noida. Started with Mobile Recharge and Bill Payment website 
now Paytm selling everything from Home Decor, Clothing, 
Laptops to Mobile grocery to vegetables pharmacies to 
educational institutions with the Paytm QR code. As of January 
2018, Paytm is valued at $10 billion and it is planning to launch its 
initial public offering (IPO) in 2022. As per the company, over 7 
million merchants across India use this QR code to accept 
payments directly into their bank accountIn very short time period 
Paytm has grown very fastly and able to place under our Top 10 
Indian Shopping Website list.     
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Market size and growth  
2009In 2009 e commerce market in India was about 3.9 billion 
dollars  
2011As per "India Goes Digital”, a report by Avendus Capital, 
the Indian e-commerce market is estimated at $6.3 billion for the 
year 2011. Online travel constitutes a sizable portion (87%) of this 
market today. Online travel market in India had a growth rate of 
22% over the next 4 years and reach Rs 54,800 crore ($12.2 
billion) in size by 2015. Indian e-tailing industry is estimated at Rs 
3,600 crore (US$800 million) in 2011 and estimated to grow to Rs 
53,000 crore ($11.8 billion) in 2015. 
2013The market went up to $12.6 billion in 2013. In 2013, the e-
retail segment was worth US$2.3 billion. About 79% of India's e-
commerce market was travel related in 2013.  
2014According to Google India, there were 35 million online 
shoppers in India in 2014 and was expected to cross 100 million 
mark by end of year 2016. 
2015Overall e-commerce market had reached Rs 1,07,800 crores 
(US$24 billion) by the year 2015 with both online travel and e-
tailing contributing equally. Another big segment in e-commerce 
is mobile/DTH recharge with nearly 1 million transactions daily 
by operator websites.  
20162016 also saw online sales of luxury products like jewellery 
also increased. Most of the retail brands have also started entering 
into the market and they expect at least 20% sales through online 
in next 2–3 years. According to Google India Research in 2016, by 
2021 India is expected to generate $100 billion online retail 
revenue out of which $35 billion will be through fashion e-
commerce.  
2017The ecommerce industry was reported at USD 24 billion in 
2017 and was recognised as the fastest growing industry in India.  
2018The ecommerce market grew to USD 38.5 billion in 2018 
Conclusion  

Online shopping has influenced the life of many people 
and yet to influence many more in coming years. Shopping has 
become more effective and efficient. Positive attitude of people is 
observed for online shopping but at the same time they do not 
want to lose the base of convictional market  
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Study has shown that with the help of technology and 
internet facilities customer is changed. Customers are becoming 
technology friendly depending on the individual capabilities to 
familiarize changes. It is observed that well educated, young 
generation, professional are willing to experience new things.  

While the survey on conventional or online purchase 
which resulted in some factors favoring online shopping and some 
in favor of conventional shopping. Location, reputation of firms, 
description of goods and prices are the factors responsible for 
skewing the customers towards online shopping. But there is again 
a different phase of the coin i.e. they are certain customers who do 
not want to switch their base from conventional market to online 
market due to guarantees and warrantees, delivery time, privacy of 
information maintained on their transactions, customer service and 
security of transactions. 
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“MAKE IN INDIA” INITIATIVES AND EFFECT 
OF INDIAN ECONOMY 

Prof. Sandip Kalsariya25 
Abstract:  
 Make In India, is initiated for the only purpose of inviting 
various commercial and financial including banking sectors from 
all around the world, to all the field of their products in India and 
sell them anywhere they wish. The crusade had instigated on 25th 
September 2014, and since then has emerged as one of the 
grandest achievement. of the Indian economy.  Both the 
policies having a particular quality to benefit the Indian economy 
in their respective ways. On one hand, Make in India will boost 
foreign investments called FDI and FII in the economy and on the 
other, Made in India will help the country being self-developing in 
terms of manufacturing of products. Therefore, a logical roadmap 
is needed to be adopted. India is Desirable to be the 3rd largest 
consumer economy as its consumption may triple to US$ 4 trillion 
by 21st century, owing to shift in consumer behavior and 
expenditure pattern, according to a Boston Consulting Group 
(BCG) Annual report and is estimated to better then USA to 
become the second largest economy in terms of purchasing power 
parity (PPP) by the year 2040, according to world economy 
reporting. With this initiative, Mr. Narendra Modi is literally 
inviting the rich and semi-rich countries to step in India and invest 
their money for the future of India. It’s like inviting the countries 
to set up their companies in India and manufacturing in the 
territory of our country. 
Keywords: Make In India, Growth, GDP, Impact On Indian 
Economy, Employability  
Introduction: 
 Prime Minister Narendra Modi launched the Make in India 
initiative on September 25, 2014, with the primary goal of making 
India a global manufacturing hub, by encouraging both 
multinational as well as domestic companies to manufacture their 
products within the country. It is being led by the Department of 
Industrial Policy and Promotion (DIPP), Ministry of Commerce 
and Industry, Government of India, of Industrial Policy and 
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Promotion, the Initiative aims to raise the contribution of the 
manufacturing sector to 25% of the Gross Domestic Product 
(GDP) by the year 2025 from its current 16%. Make in India has 
introduced multiple new initiatives, promoting foreign direct 
investment, implementing intellectual property rights and 
developing the manufacturing sector. It targets 25 sectors of the 
economy which range from automobile to Information 
Technology (IT) & Business Process Management (BPM), the 
details of each can be viewed on the official site  
Objective of Paper: 

 To study the concept and vision of MAKE IN INDIA  
 To find out the importance Campaign of “Make In India “  
 To study about “Made In India “and to know the key 

differences of Make in India v/s Made in India 
 To find out the Impact of Make In India in Indian Economy 

Research Methodology: 
 The study focuses on extensive study of Secondary data 
collected from, offline and online annual reports, magazines 
government reports, blogs, publications from various websites 
which focused on my subject matter. 
Impact on Indian Economy: 
 The impact of this campaign will be felt both domestically 
and internationally. The development of the manufacturing sector 
will create employment opportunities for the youth of the country, 
alleviate poverty, attract investments, create value for Indian 
goods and fix the rising trade deficit. Internationally, it will 
improve India's standing in the world and investors will look at 
India not merely as a market but as an opportunity. The interaction 
between domestic and international firms will, inevitably, help 
transform domestic firms into MNCs. 
 The government has backed this campaign by taking steps 
such as:  setting up 'Invest India' (will act as the first reference 
point for assisting investors) setting up a dedicated web portal 
"http://www.makeinindia.com" to resolve all queries setting up of 
an expert panel to redress grievances and handle queries of global 
and domestic investors within 24 hours raising FDI caps in 
railways and defense production to 100% and 49% respectively. 
The environment of positivity created by this campaign has 
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significantly improved the perception of the Indian economy. 
 India is expected to be the third largest consumer economy 
as its consumption may triple to US$ 4 trillion by 2025, owing to 
shift in consumer behavior and expenditure pattern, according to a 
Boston Consulting Group (BCG) report; and is estimated to 
surpass USA to become the second largest economy in terms of 
purchasing power parity (PPP) by the year 2040, according to a 
report by PricewaterhouseCoopers.  
 The new rankings are indeed a boost for the economy, but 
much more is needed to be done on the ground. For example, 
when it comes to starting business, the ranking has slipped by one 
notch to 156 from 155 from 2016. In this field, government needs 
to do much more if its wants ‘Start Up’ India programmer to 
succeed. India also fared lower in the areas of registration of 
properties and enforcing of contracts. It reflects slow progress in 
land and labor reforms. Thus, the new rankings may give a 
motivational cheer to the government, but it still had to move 
miles ahead for full-fledged celebrations.  
 India’s GDP is estimated to have increased 7.2 per cent in 
2017-18 and 7 per cent in 2018-19. India has retained its position 
as the third largest startup base in the world with over 4,750 
technology start-ups. India's labor force is expected to touch 160-
170 million by 2020, based on rate of population growth, 
increased labor force participation, and higher education 
enrolment, among other factors, according to a study by 
ASSOCHAM and Thought Arbitrage Research Institute. India's 
foreign exchange reserves were US$ 405.64 billion in the week up 
to March 15, 2019, according to data from the RBI. 
 The Indian economy is primarily being led by the service 
sector which is less labor-intensive than manufacturing. The 
services accounted for 32 percent of the total employment in the 
country in 2011-12 even though its contribution towards country’s 
Gross domestic Product was more than 55 percent. In contrary to 
this, the manufacturing accounted for 12 percent of employment 
while contributed only 15 percent to the GDP. It is further 
expected, that a total of 250 million workforce will be added in 
next 15 years which cannot be absorbed by service sector alone 
.Thus, manufacturing sector has to be the driving force of both, 
economy’s growth and a potential job generator. 
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Conclusion: 
 India has the capability to push its manufacturing 
contribution to GDP to 25% by 2025.Government has to act as the 
central pivot of aligning industries, private companies, public 
sectors and all stakeholders in realizing this vision. Government 
has to put policies in place be it sector reforms, labor reforms or 
the elimination of business barriers. The Government of India has 
taken a number of steps to further encourage investment and 
improve business climate. „Make in India “mission is one such 
long term initiative which will help to realize the dream of 
transforming India into a „manufacturing hub‟. Humble Prime 
Minister’s call for “zero defect and zero effect‟ manufacturing 
resonates well with our industry as we grow and produce for the 
world. India’s expanding economy offers equal investment 
opportunities to domestic entrepreneurs and international players. 
It is our responsibility to leverage emerging economy. India's 
gross domestic product (GDP) is expected to reach US$ 6 trillion 
by FY27 and achieve upper-middle income status on the back of 
digitization, globalization, favorable demographics, and reforms. 
Numerous foreign companies are setting up their facilities in India 
on account of various government initiatives like Make in India 
and Digital India. Mr. Narendra Modi, Prime Minister of India, 
has launched the Make in India initiative with an aim to boost the 
manufacturing sector of Indian economy, to increase the 
purchasing power of an average Indian consumer, which would 
further boost demand, and hence spur development, in addition to 
benefiting investors. The Government of India, under the Make in 
India initiative, is trying to give boost to the contribution made by 
the manufacturing sector and aims to take it up to 25 per cent of 
the GDP from the current 17 per cent. Besides, the Government 
has also come up with Digital India initiative, which focuses on 
three core components: creation of digital infrastructure, 
delivering services digitally and to increase the digital literacy. 
The Prime Minister said “FDI” should be understood as “First 
Develop India” along with “Foreign Direct Investment." He urged 
investors not to look at India merely as a market, but instead see it 
as an opportunity. ‘Make in India’ is the proof that the nation is 
willing to embrace growth by adopting changes on the journey to 
becoming an economic superpower. On a concluding note, it can 
be safely stated that make in India is an opportunity for everyone 
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A STUDY OF GROWING TRENDS OF ONLINE 
TRAVEL BOOKING SITES & CONSUMER’S 

VISION TOWARDS ITS USAGE 
Dr. Riddhi Agrawal26 
Dr. Siddhi Agrawal 27 

 
Abstract: 
 Tourism is really big Industry in India. It covers travel, 
accommodation, food and many other small and big businesses. 
To focus on the Travel booking sites (online business) the present 
study is prepared. From the present study research will try to know 
the perspective of online Travel Booking Sites for the people of 
North Gujarat Region. Here during the study researcher will try to 
know the respondents view upon experience regarding comfort 
from the past experiences. Core focus point is to know the popular 
site, for Online Travel Booking for the people of North Gujarat 
Region. For the Data analyzing with the help of supportive data 
Chi Square test is performed.  
Key Words: Online Travel Booking, Gujarat & Gujarati’s, 
Popular Sites. 
Introduction: 
 How does India Travel? This is the question which 
changes the perspective of thinker’s worldwide. It is the old 
thought when Indian’s were not travelling more. It was old 
concept where we use to travel only for some purpose or to meet 
relatives. Now it’s the time where we are changing global 
perspective as data are now available which previously was not. 
Gujarati’s are most popular region which spends a lot for outing 
and touring so the current study is made. Now days wherever you 
go you will find Gujarati Tourist which shows the growing trend 
of far distance travel. One better thing to know is Gujarati’s are 
travel in Group so maximum bulk deals are booked to get the 
maximum benefit. Previously it was through local Travel 
Operators &tourist needs to choose the specified tour plan which 
is offered by local Operator. But now with the help of online 
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Travel Booking now they can plan their desired Travel Plan and 
customized as per the monetary & time requirements.   
 Definition of Popular sites & basic Information of sites: 
Popular sites are sites which are observing highest online 
networking traffic. It is also considered for the top rating sites. 
This rating may be on the ground of online Traffic or on the basis 
of maximum deal conversion ratio (means transaction confirmed).  
As per the above meaning the below mention sites are selected as 
top rated sites for Travel Bookings. The data are taken from 
speeblog.com28 

1. Yatra (www.yatra.com) 
Yatra is one of India’s leading online travel companies. The 
company provides information, pricing, availability, and booking 
facility for domestic and international air travel, domestic and 
international hotel bookings, holiday packages, buses, trains, in 
city activities, inter-city, and point-to-point cabs, homestays, and 
cruises. As a leading platform for accommodation options, Yatra 
provides real-time bookings for more than 83,000 hotels in India 
and over 800,000 hotels around the world. 
2. MakeMyTrip (www.makemytrip.com) 
MakeMyTrip is another leading player in online flight bookings in 
India. MakeMyTrip offers great offers, some of the lowest 
airfares, exclusive discounts and seamless online booking 
experience. Flight, hotel and holiday bookings through the website 
is a delightfully customer-friendly experience, and with just a few 
clicks you can complete your booking. The overall booking 
experience with MakeMyTrip constantly adds value to its product 
and continues to offer the best to its customers. 
3. Expedia (www.expedia.co.in)                                   
           Expedia is one of the fastest growing online travel portals 
in India, offering travelers an extensive selection of hotels, 
activities and travel services to meet every budget and activities of 
every kind at competitive rates. With over hundreds of thousands 
of hotel partners worldwide and a comprehensive offering of flight 
inventory made available on the website, travelers can book 
everything they need for a holiday – rooms to meet every budget, 
activities of every kind and travel services to complement. 
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4. ClearTrip (www.cleartrip.com) 
Cleartrip is an online travel site providing online services for 
flights, trains and hotel reservations. Cleartrip offers a range of 
holiday packages and also services of searching and booking 
tickets. Cleartrip also operates Cleartrip for Business, an online 
corporate travel management tool; Agent Box, a travel tool for 
travel agents; and Cleartrip Mobile, a travel booking app for 
mobile devices. In 2017, Google announced a partnership with 
ClearTrip for its flight search application, Google Flights. 
5. Goibibo (www.goibibo.com) 
Goibibo is India’s leading online travel booking brand providing a 
range of choice for hotels, flights, trains, bus and cars for travelers. 
The platform offers one of the most trusted user experience, be it 
in terms of quickest search and booking, fastest payments, 
settlement or refund processes. Through its sister 
platform GoStays, customers enjoy standardized stay experience at 
certified hotel properties. 
6. Thomas Cook (www.thomascook.in)  
 Thomas Cook is the leading integrated travel and travel 
related financial services company in India offering a broad 
spectrum of services that include Foreign Exchange, Corporate 
Travel, MICE, Leisure Travel, Insurance, Visa & Passport 
services, and E-Business. The company set up its first office in 
India in 1881. Since then, the company has spanned over 21 
countries across 4 continents. 
7. Travel Guru (www.travelguru.com)  
 Travelguru is India’s leading travel website, offering you 
the best prices on flights, hotels and holiday packages across India 
and the world. Travelguru makes planning and buying a holiday or 
a business trip easy and convenient. Travelguru’s current product 
offering consists of airline tickets, hotel rooms, vacation packages, 
and cruises. The website plan to expand its services to offer a wide 
array of travel-related services including car rentals. 
8.  Travelite India (www.traveliteindia.com) 
 Travelite (India) is one of the best online travel agency in 
India Offering international travelers the best of holiday packages 
in India. Travelite India works closely with airlines, leading hotel 
chains, wellness centers, luxury car operators, and wildlife resort 
centers to provide the perfect travel and holiday services for its 
clients. 
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9.  Trip Advisor (www.tripadvisor.in) 
 Trip Advisor, the world’s largest travel site, enables 
travelers to unleash the full potential of every trip. With 702 
million reviews and opinions covering the world’s largest 
selection of travel listings worldwide – covering 8 million 
accommodations, airlines, experiences, and restaurants, Trip 
Advisor provides travelers with the wisdom of the crowds to help 
them decide where to stay, how to fly, what to do and where to 
eat. 
10. SOTC India (www.sotc.in) 
 SOTC India is a leading travel and tourism company active 
across various travel segments including Leisure Travel, Incentive 
Travel, and Business Travel. SOTC was established in 1949. Since 
then, it has escorted lakhs of travelers across the globe for more 
than 70 years to various destinations around the world. 
11. (Extra) Ease My Trip. (www.easemytrip.com) 
 EaseMyTrip.com is a trusted name in the Indian travel 
industry. It is known for providing the best travel deals to the 
travelers. Being a strong network of 42,000 travel agents and 
having more than 6 million direct customers, the company can 
satisfy your all travel needs. You can book your flight tickets, 
hotels, bus tickets and holiday packages at a really cost-effective 
price on the platform. 
Literature Review:  
 Agag, G. M. et. al.,(2016) in the present study of  Egypt 
says Through findings which shows that all the factors with the 
exception of consumer experience influence consumer trust 
toward online travel websites. Trust influences consumers’ 
attitude, perceived risk, and intention to purchase travel online. 
Banyai, M. et. al., (2011) The increase of online diaries, or blogs, 
has not only affected communication channels, but also the way 
tourism destinations are being promoted and consumed. To date, 
few studies have focused on the content of travel blogs as a rich 
source of destination marketing information. Pan, B. (2010) article 
demonstrates that an exponential growth model is most 
appropriate when modeling the numbers of returns over time. The 
study suggests that surveying a pilot sample and analyzing their 
responses can allow a researcher to estimate the parameters of the 
response model for a large-scale survey and thus conduct a study 
in a more effective way. Lohmann, M  et. al., (2009) Results 
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indicate as above study that sampling method and length of field 
time have a substantial influence on response rates. It can further 
be shown that results from online travel research differ from 
results obtained in face‐to‐face interviews even when focusing on 
the same target group. Arsal, I., Backman et. al., (2008) The 
analysis of the chosen countries and topics indicate that residents 
were more influential in food and beverage recommendations, 
safety concerns at the destination, and travel itinerary refinements 
(including things to do and places to see) whereas experienced 
travellers were more influential in accommodation 
recommendations, transportation, monetary issues like 
exchanging money and how much money to carry during the 
travel, destination information including tourist hassle at a 
specific destination, and itinerary advice. Wang, Y. et. al., (2004) 
This study contributes to the understanding of online travel 
communities by extending and empirically testing a conceptual 
framework of online travel community member needs. Card, J. A. 
et. al., (2003) article was conducted to clarify differences between 
online travel product shoppers and no shoppers using the Engel, 
Black, and Miniard (EBM) consumer decision process model as 
the theoretical framework. 
Objective 

 To know the preference of the buyers of North Gujarat region.  
 To check availability of such online Travel Booking sites. 
 To suggest from the result, whether it is beneficial to enter in 

the market of North Gujarat or not.  

Research Methodology:  
 The Study: The present study is descriptive in nature. This 
study is useful for collecting more accurate information from the 
respondent in limited time. 
 Tools for Data Collection: The present research is based on 
primary data. Here the researcher has used questionnaire method 
of collecting information from the respondents by visiting 
personally. The researcher has also interviewed the respondents 
personally. The questionnaire includes several items to know the 
buyers preference toward online travel booking sites also tried to 
know the satisfaction level of such sites with the help of 3 point 
likert scale. 
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 The Sample: In the present study, the researcher has 
selected the North Gujarat as its population. Sample size for the 
present research work was 1060. The researcher has covered the 
Villages, Talukas & Districts of the Mahesana, Patan, 
Banaskantha & Sabarkantha. Data are collected from the different 
group belonging to the said districts they are from different age 
group, different Income Group & gender. 
 Tools for Data Analysis: Chi Square test and cross 
tabulation is performed to analyze the data collected from different 
sources.  
Hypothesis:  

1) H0: There is no significance difference between users and non 
users of online Travel Booking sites.  

H1: There is a significance difference between users and non users 
of online Travel Booking sites.  

2) H0: There is no significance difference between usages of 
popular Travel Booking websites in the north Gujarat Region. 

H1: There is a significance difference between usages of popular 
Travel Booking websites in the north Gujarat Region. 

3) H0: There is no significance difference between levels of 
satisfaction with the sites experience.  

H1: There is a significance difference between levels of 
satisfaction with the sites experience. 
Data Analysis and Hypothesis testing 
1) H0: There is no significance difference between users and non 
users of online Travel Booking sites.  

H1: There is a significance difference between users and non users 
of online Travel Booking sites.  

Below mention is the data statistics of the valid % about 
the respondents. Below table is showing the case summary about 
the respondents belonging to the District Head Quarters, Taluka 
Head Quarters & Village and their usage of online Travel Booking 
Sites.   
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Case Processing Summary 
 Cases 
 Valid Missing Total 
 N Percent N Percent N Percent 
Area of Residence 
* Travel Booking 1060 100.0% 0 .0% 1060 100.0% 

 
 
Area of Residence * Travel Booking Cross tabulation 
Count     
  Travel Booking 

Total   Yes No 
Area of 
Residence 

District Head 
Quarter 63 37 100 

Taluka Head 
Quarter 161 159 320 

Village 347 293 640 
Total 571 489 1060 
 

Above table shows that out of 1060 respondents 489 
respondent have never used using online Travel Booking Sites 
while 571 respondents has experienced online Travel Booking 
Sites in North Gujarat Region 

Chi-Square Tests 
 

Value df 
Asymp. Sig. 
(2-sided) 

Pearson Chi-Square 5.015a 2 .081 
Likelihood Ratio 5.063 2 .080 
Linear-by-Linear 
Association .410 1 .522 

N of Valid Cases 1060   
a. 0 cells (.0%) have expected count less than 5. The minimum 
expected count is 46.13. 
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The Chi-square test was performed at 5% level of 
significance. The output of Chi-square test is as presented in above 
table. The Pearson Chi-square significance value is 0.081 and 
degree of freedom is 2. Here table value of Chi square as per book 
table is 5.991 and calculated value as per above table is 5.015 
calculated chi square value is less then critical (book table) value 
so null hypothesis is accepted and alternative hypothesis is 
rejected. And we can say that there is no significance difference 
between the users and non users of online Travel Booking Sites.  

Symmetric Measures 
  Value Approx. Sig. 
Nominal by Nominal Phi .069 .081 

Cramer's V .069 .081 
N of Valid Cases 1060  
 After performing the chi-square test of independence that 
result into a positive association, we generally assume that the 
high chi-square value or low P values signifies a strong 
association. This is not always in the case. 
 That is where the Phi and cramer’s V come in. phi is 
generally suitable for 2 by 2 tables and cramer’s V for 2 by 2 
tables and larger tables a cramer’s V value is 0 = no relationship, 
0.2 or less = weak relationship, from 0.21 to 0.3 = moderate and 
above 0.3 = strong relationship, take a note that is applicable only 
for nominal data. As per the table above it shows the weak 
relationship between users and non users of Online Travel 
Booking Sites.  
H0: There is no significance difference between usages of popular 
Travel Booking websites in the north Gujarat Region. 

H1: There is a significance difference between usages of popular 
Travel Booking websites in the north Gujarat Region. 

Below mention is the data statistics of the valid % about 
the respondents. Below table is showing the case summary about 
the respondents belonging to the District Head Quarters, Taluka 
Head Quarters & Village and their usage of different online Travel 
Booking Sites.   

 
 



143 
 

Case Processing Summary 
 Cases 
 Valid Missing Total 
 N Percent N Percent N Percent 
Area of Residence 
* Travel Booking 
Sites 

1060 100.0% 0 .0% 1060 100.0% 

 
Area of Residence * Travel Booking Sites Cross tabulation 

Count  Travel Booking Sites 
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Area of 
Residenc
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Distric
t Head 
Quarte
r 

4 19 2 0 3 54 5 0 4 0 7 2 100 

Taluka 
Head 
Quarte
r 

6 55 1 4 11 19
8 6 4 0 10 22 3 320 

Villag
e 15 10

7 9 15 34 34
0 19 4 11 13 53 20 640 

Total 25 18
1 12 19 48 59

2 30 8 15 23 82 25 1060 

 
Above cross tabulation shows that respondents in North 

Gujarat are Using only those online Travel Booking Sites which 
are popular. As per the above cross tabulation we can say that 
consumers of North Gujarat Region are using Goibibo.com as the 
most preferred Travel option while on next run they prefer 
MakeMyTrip.com with the user’s statistics of 592 & 181 
respectively. Consumers of North Gujarat are more focused upon 
reliability and they prefer the site only upon which they can relay. 
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As we all know these two sites are brand for Travel Booking 
hence it is popular as expected.   
Chi-Square Tests 
 

Value df 
Asymp. Sig. (2-
sided) 

Pearson Chi-Square 36.263a 22 .028 
Likelihood Ratio 44.532 22 .003 
Linear-by-Linear 
Association 1.142 1 .285 

N of Valid Cases 1060   
a. 13 cells (36.1%) have expected count less than 5. The minimum 
expected count is .75. 

The Chi-square test was performed at 5% level of 
significance. The output of Chi-square test is as presented in above 
table. The Pearson Chi-square significance value is 0.028 and 
degree of freedom is 22. Here table value of Chi square as per 
book table is 33.924 and calculated value as per above table is 
36.263 calculated chi square value is grater then critical (book 
table) value so null hypothesis is Rejected and alternative 
hypothesis is Accepted. And it can be said that there is a 
significance difference between usages of popular websites in the 
north Gujarat Region. Here we may add that in Gujarat still 
somewhere we prefer travel in group and generally good deals for 
group bookings are offered by local travel operators.   

Symmetric Measures 
  Value Approx. Sig. 
Nominal by Nominal Phi .185 .028 

Cramer's V .131 .028 
N of Valid Cases 1060  
 Here Phi is giving result of 0.185 which is less than 0.21 
which shows the poor relationship between the selected websites 
and users. As here mostly respondents has divided their preference 
& mostly participants has difference of opinion and selected 
different options among popular sites.  

H0: There is no significance difference between levels of 
satisfaction with the sites experience.  
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H1: There is a significance difference between levels of 
satisfaction with the sites experience. 

Below mention is the data statistics of the valid % about 
the respondents. Below table is showing the case summary about 
the respondents belonging to the District Head Quarters, Taluka 
Head Quarters & Village and their Experience of usage of online 
Travel Booking Sites.   
 

Case Processing Summary 
 Cases 
 Valid Missing Total 
 N Percent N Percent N Percent 
Area of Residence 
* Travel Booking 
Experience 

1060 100.0% 0 .0% 1060 100.0% 

 
Area of Residence * Travel Booking Experience Cross tabulation 

Count       
  Travel Booking Experience 

Total 
  

0 
Most 
Comfortable Average 

Not 
Comfortable 

Area of 
Residence 

District 
Head 
Quarter 

56 18 25 1 100 

Taluka 
Head 
Quarter 

196 66 47 11 320 

Village 294 119 196 31 640 
Total 546 203 268 43 1060 
 

Mostly respondents had avoided to answer the question on 
the ground of experience of using online site for Travel Booking. 
But it was also observed that the respondents of Village were 
happy with the service of the Online Travel Booking Sites. This 
shows that people of North Gujarat are also Techno-sevy and they 
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also prefer online options for anything it may be for online 
shopping, online medical or online Travel Bookings. 

Chi-Square Tests 
 

Value df 
Asymp. Sig. (2-
sided) 

Pearson Chi-Square 35.698a 6 .000 
Likelihood Ratio 38.543 6 .000 
Linear-by-Linear 
Association 19.748 1 .000 

N of Valid Cases 1060   
a. 1 cells (8.3%) have expected count less than 5. The minimum 
expected count is 4.06. 
 
 The Chi-square test was performed at 5% level of 
significance. The output of Chi-square test is as presented in above 
table. The Pearson Chi-square significance value is 0.000 (here P= 
0.000 which means P<0.0005. if P>=0.0005. software output P= 
0.001.)  And degree of freedom is 6. Here table value of Chi 
square as per book table is 12.592 and calculated value as per 
above table is 35.698 calculated chi square value is grater then 
critical (book table) value so null hypothesis is Rejected and 
alternative hypothesis is Accepted. And it can be said that there is 
a significance difference between levels of satisfaction with the 
online Travel Booking sites experience. 
Symmetric Measures 
  Value Approx. Sig. 
Nominal by Nominal Phi .184 .000 

Cramer's V .130 .000 
N of Valid Cases 1060  
 
 Here Phi is giving result of 0.184 which is less than 0.21 
which shows the low statistical relationship between the users and 
their using experience. 
Finding & Suggestion: 
 From the above study we can say that population of North 
Gujarat is not only well aware about the concept of Online Travel 
Booking Sites but they are using the concepts to get benefited. E-
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commerce business is growing day by day but selected sites are 
top popular sites across India. It is good to observe that people are 
using E-Commerce for purchase of their Travel Bookings. As we 
all know people of Gujarat are spending a lot on Touring and 
travelling every year. So Gujarat is the Prospective Market for the 
Online Sites. From the above Data we can also see that 
respondents are giving their preference toward different shopping 
sites. Although highest preference is given to the Goibibo.com & 
MakeMyTrip.com but still none of the column of popular site is 
blank which shows more or less we the people of Gujarat are 
using online shopping sites.  
Key Finding:  
 The key finding of the research is that the people of North 
Gujarat Region are using Online Travel Booking Site maximum 
for Flight Bookings & Accommodation. When we asked the 
respondents they said they don’t prefer to book for package 
offered by the companies, but they find best deals separately like 
for Travel, for Hotel Booking and they choose from the available 
option & select for the best deal so we can say user make their 
own package by assembling services of different service 
providers.  
General Findings: 
 People are aware about Online Travel Booking sites. 
People of North Gujarat are ready to use online options for Travel 
booking only if they are able to build trust for safe booking. 
Many local Travel operators are providing such services but 
somewhere they are seeking for good deals & offers. 
It is observed when we ask for the local service provider’s service 
they answered like ‘local service providers are offering only bulk 
deal also it is found that they offer only budget plans’. 
People of North Gujarat are able to spend more so they choose for 
the semi-luxurious or luxurious deals here the people choose for 
online options.  
Of course best offers, deals & discounts are mega preference for 
following online Travel sites.  
Online sites shows picture, photo etc about the destination, 
accommodation, visit nearby location, services available, to do 
things, in short personalized itinerary which gives maximum 
comfort to the users.  
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 Online bookings also having refund policy so no need have 
worry.  
 Users as and when going for any travel destination they 
first check price online then ask to the direct Hotel or for say any 
service then compare between the two and finally they opt for the 
best deal. (We can say at least they can get safeguarded against 
cheating.) 
Suggestions:  
 If company wish to protect & build their own good image 
and brand among all users they should show real life Picture. 
Sometime it is not. (It may be the willful wrong post by owner. 
Companies should check.) 
Companies should show all possible options like Buses, local 
Taxies, and connecting Trains etc.  
There is one column where we can see the ratings of past users & 
their comments. This is most welcomed initiative by the sites this 
should be continued.  
One thing that companies can do is to maintain to do list. Where 
they can add the famous things or food or place to visit or try.  
Limitations of the study: 
This study is performed in the area of North Gujarat Region which 
itself is the small sample. As compare to the developed area North 
Gujarat is considered as less developed in sense of technology so 
the ratios of acceptance may be high in other region.  
The data is collected on the basis of respondents past experience 
so it may be different from the next experience.  
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GREEN BANKING INITIATIVES BY SBI BANK, PNB 
BANK & ICICI BANK 

Saumya Tripathi29&  
Dr. TriptiGujral30 

Abstract: 
 Today, all the sectors of an Indian economy are facing new 
challenges to deal with environmental problems and their related 
impact in  the day to day business. In India, banks are launching 
green banking initiatives in recent years. Probably, there are hiatus 
in empirical studies taken in Indian context regarding banks 
environmental performance and green banking.  The study aims at 
introducing the concept of green banking, green banking 
approaches, taking initiatives for green banking services,  bank’s 
environmental performance with an emphasis on environmental 
problems facing the world today. Finally, it recommends some 
amplitude to increase the practices of green banking. 
Keywords: Green Initiatives, Green Products, green Banking, 
Sustainable development, Environmental friendly 
INTRODUCTION 
 In Economic development process, it leads to undesirable 
effects on environments and creates the issues of climate change 
increased global warming, green house gases etc. As a result,there 
is environment damages caused. Because of this, Sustainable 
development and preservation of environment  became the prime 
importance at the global era. 
 Green banking is comparably new development in the 
financial world. The activities of the banks are highly associated 
with  sustainable development and environmental protection. As  
banks and financial institutions  pays an important role in 
protecting the environmental degradation by financing 
environmental friendly projects and adopting environmental 
friendly products and services.  Green banking refers to banking 
business in such a manner that helps  overall reduction of external 
carbon emissions and also internal carbon footprint. Banks can 
reduce the external carbon emission through green finance which 
includes  green technologies and pollutant free projects. Therefore, 
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banks also reduces internal carbon footprint through product 
innovations. Technology oriented banks helps to reduce the usage 
of natural resources to protect environment. Green banking 
ensures less use of paper, energy and water consumption. 
However, banks are actively engage in green strategies, process 
green infrastructure and also introducing  by variety of green 
products & services to ensure the environmental protection. 
REVIEW OF LITERATURE 
 Paper is based on  secondary data. D. Kandavel reviewed 
that  some of the banks  are successfully implementing green 
banking practices. In rural branches, Green banking used for 
financing in green loans, organizing seminars, green projects etc. 
According to Saleena T.A. compared green banking initiatives by 
State Bank India, Punjab National Bank and Industrial Credit and 
Investment Corporation of India. According to Ritu there is  need 
to create awareness among  customers, employees and follow 
green banking practices to make  environment human friendly and 
cover the green banking products, opportunities, methods, 
challenges and benefits of green banking. Nath, Nayak & Goel 
analyzed the green banking practices of State Bank of India, 
Punjab National Bank& Industrial Credit and Investment 
Corporation of India . Study concludes that there is wide  range of 
green banking opportunities for financial sector.  
On the basis of review of literature it is clear that in majority of 
research papers green products of banks, benefits and challenges 
of green banking and green banking practices initiated by State 
Bank of India, Punjab National Bank & Industrial Credit and 
Investment Corporation India. 
OBJECTIVES OF THE STUDY 
1. To study the concept of ‘Green Bank’ 
2. To identify the steps necessary taken by banks to adopt green 
banking. 
3. To check awareness of green banking among the  consumer, 
bank employees and general public. 
4. To examine  green banking initiatives by State Bank of India, 
Punjab National Bank& Industrial Credit and Investment 
Corporation of India. 
RESEARCH METHODOLOGY   
The present study is based on secondary data which is basically 
collected from annual reports of the respective banks, reports of 
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the Reserve Bank of India, news published in various newspapers, 
web sites of the banks and research articles published in the 
relevant field. The study is confined to State Bank of India (SBI), 
Punjab National Bank(PNB) & Industrial Credit and Investment 
Corporation Bank of India (ICICI). These are the banks based on 
their net profit. Banks Business Responsibly Reports, official 
websites of the respective banks etc. 
GREEN BANKING 
 “Green Banking” itself promotes eco- friendly banking 
practices Banking is a form of banking which ensures less 
utilization of natural resources and also optimal reduction of 
wastage of paper/ carbon footprint.  Green banking is basically 
practiced by all banks, which consider  the social and ecological 
factors with an aim to conserve natural resources and to protect the 
environment. Green banking practices are also known as 
“sustainable banking” or an “ethical banking”. The key idea 
behind this thinking concept is to enhance the conservation of 
earth's habitat/ resource/ environment.  It can be done by : 
 1. Promoting the usage of online banking instead of branch                                 
 banking.  
 2. Paying bills online. 
 3. Opening up CDs and money market accounts through online 
banking, instead of large multi-branch banks.   
Why is green banking important?   
 Recently, green banking is just  an initiative and such 
environmental concerns did not really mean  relevant to a bank’s 
operations. Basically, a bank check  their client’s environmental 
worthiness would have been considered as prying into a private 
business. However, now the perception looks that how this brings 
risks to their business. Although the banking and financial 
institutions are indirectly affected by the environmental 
degradation, there are indirect costs to banks.  Legal, Credit and 
Reputation risks have constantly been haunting these banks unless 
such initiatives are taken.  
STEPS OF GREEN BANKING 
 Online banking is the flourish concept in  corporate India. 
Online banking helps in conservation of  natural resources and 
energy. Online banking includes:   
 a. Paying bills online,  
 b. Remote deposit,   
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c. Online fund transfers It helps in savings energy, paper and 
expenditure of natural resources due to banking activities. 
Customers save time by avoiding standing into queues and by 
paying the bill. 
USE OF GREEN BANKING PRODUCTS IN BANKING SECTOR  

 Go Online: Online banking includes mobile banking, internet 
banking, phone banking, tab banking  transactions etc. The 
Green Banking function involves  pay bills online, online 
deposits, fund transfer, account statements etc. Through these 
banking activities banks are ultimately consume less energy, 
less expenditure and also less paper on natural resources.   

 Card based transactions: Banks introduced a variety of card 
based transactions by launching green channel counters 
(GCC). Green Channel Counter promotes card based 
transactions to their customers to reduce the consumption of  
energy and energy but also to save the time of customers. A 
variety of cards such as Automated Teller Machine, Credit 
and Debit cards, green remit cards, eZ Pay Card, Foreign 
travel card, Smart Payout Card, Gift card etc. are available for 
customers.  

 Green Finance: Bank should finance environment friendly 
products and environment friendly projects such as  recycled 
furniture, solar equipments,  vehicle finance for low carbon 
emissions vehicles, home finance for green buildings etc. with 
giving some concessions in processing fee and concessional 
rate of interest.   

 • Green Infrastructure:  Green infrastructure includes 
Information Technology (IT) infrastructure (Data Centers), 
green buildings with the sufficient natural lightening and air, 
which generate electricity for their own utilization and also 
the waste recycling the plants so that it can  recycle their own 
waste. Green infrastructure is also be considered as   Kiosks 
(Multi Function Kiosks and Self Service Kiosks),Self service 
Passbook Printer, Contact Centre, Cash Deposit Machines  
etc. Green infrastructure facilitates to reduce banks internal 
carbon footprint.  

 Use of power saving equipments: The different usage of 
power saving equipments are as use of solar powered UPS 
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(Uninterrupted Power Supply),  establishing solar powered 
ATMs  GSL/LED bulbs, Rain water harvesting by banks etc.  

 How can the customers help?  

 Turning towards an online savings account and the mobile 
banking is the simplest way to go green and to help the 
environment. Green banking/Environmental Banking includes the 
setting up of direct deposit to receive the paychecks, receiving the 
electronic statements from banks and by also paying bills online. 
All these steps can critically reduce the amount of paper used by 
the banks.  Mobile banking and online banking are highly 
effective ways to keep the track of financial transactions and also 
helps to avoid late payment fees.  Many banks prorogate to be 
environment-friendly, but do very little to support the environment 
initiatives with the money that customers deposit with them.   
 1. Firstly, investigate  the local bank exactly that  how they 
supports the environment before assuming that whether their  
"Green Bank" label is appropriate or not. Chances to check that 
there is any bank in the local market that is efficiently more 
socially-conscious for their policies than their competitors.   
2. Finally, through more people investigate actively search and 
support environment-friendly banks, more competition for 
deposits will increase and also it helps to raise the awareness for 
green banking.  
GREEN BANKING AND HOW SBI IMPLEMENTED IT  
  State Bank of India (SBI) has recalibrated its status as the 
flagship of Indian banking. In several fields, State bank of India 
has pioneered innovative process and also adds significantly to the 
escalation of Indian economy, while convalesce its own unbroken 
record of profitability over the years. State Bank of India (SBI)  is 
the market leader in Auto Loans, Educational Loans and the No. 1 
home loan. State Bank of India has vast domestic network. State 
Bank of India has numerous rewards and also recognitions in 
various banking and Corporate Social Responsibility (CSR) 
initiatives to its credit. In the foreground CSR activities  ongoing 
distribution of water filters in schools in India and distribution of 
lakhs  of electric fans, financing Save The Girl Child projects, and 
also  promoting ‘Green Banking’ by developing traditional paper 
banking to card based banking and installing  Windmills. The 
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State Bank of India has been an active participant in wildlife 
conservation project ‘Save the Tiger’. 
PUNJAB NATIONAL BANK AND ITS STREAK 
  Green initiatives which is  taken by the bank includes 
reduction of use of paper by  using  e– mail for inter – office 
communications, promotion of rain water harvesting, conducting 
tree plantation drive and reduced power consumption through 
various energy conservation measures. The bank also promotes the 
green initiative as:  
 1. By conducting electricity audit of offices as an energy 
conservation initiative. 
 2. To accentuate on green buildings  
3. Accepting simple green practices such as printing on both side 
of paper, energy efficient light, immediate repair of water leakage, 
purchasing composite fax machine etc. 
 4. Instructions for providing finance to units producing 
immaculate. 
5. Punjab National Bank has undertaken divergent  activities under 
the green initiatives such as using CFL (Compact Fluorescent 
Lamp) instead of luminous lamps, printing both of paper, rain 
water harvesting, immediate repair of any water leakage, using of 
ATM (Automated Teller Machine) , Programma Uitzending 
Managers(PUM) and Cheque Deposit Machine (CDM), use of 
master sensor/master switches of light, fans, purchase multiple 
functioning composite fax machine etc. 
6. In credit evaluation Punjab National bank has given preference 
to eco friendly projects solar power projects and wind mills.  
7. Punjab National Bank lending policy as bank  lends to those 
borrower who have NOC (No Object Certified) from pollution 
control board. Correspondingly bank insists to manufacturing unit 
to install emergence treatment project for the processing of 
pollutants.  
5. Punjab National Bank conducted energy audit of all the offices 
as an energy conservation initiative and also maintains electricity 
audit. 
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ICICI BANK 

1. Industrial Credit and Investment Corporation of India 
(ICICI) is offers 50% concession on processing fee on the 
car models to their customers who use more eco - friendly 
vehicle.  

2. If customer purchases home in Leadership in Energy and 
Environmental Design then they have pays the  reduced 
processing fee under the ICICI Home Finance.   

3. ICICI Bank is working on and also looking forward towards 
the partnership with the National &the International Green 
organization & NGO (Non – Government Organization).  

4. Communication on Online funds transfer, Online bill pay  
and subscribing to e- statements in order to emigrate the 
customers towards the  “paperless and commute free 
banking”. 

  
SUGGESTIONS 

1. To set up separate green banking department in bank for 
effective application of green initiative.  

2. To give concessions for card based payments, mobile 
banking and online banking. 

3. To conduct training program for customers to use online 
banking and mobile banking users. This will build 
confidence among them. 

4. To spread awareness among businessman about the 
environmental issues and also encourage them for 
undertaking environmental-friendly practices.  

5. To reduce cyber-crimes and also to ensure the customers 
regarding the safe card based transaction, mobile banking 
and online banking.  

CONCLUSION  
 State Bank of India, Punjab National Bank &Industrial 
Credit &Investment Corporation of India is actively undertaken a 
multiplicity of green banking practices. Primarily, banks are 
creating awareness about environmental issues through green 
banking among bank staff, customer and mass people. Gradually, 
banks green banking activities have shifted from encouraging and 
implementing of e-banking to the recycle of the wastes, water 
treatment plants, rain water harvesting, using solar based 
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equipments, constructing green building etc. in more effective 
manner 
. 
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ASSESSMENT OF THE GROWTH OF 
DIGITIZATION FROM CASH TO ELECTRONIC 

      Mr. Uday Lakhani31 
 

Abstract 
 Cash is all widespread, easy to use and store and offers 
great suitability. The challenge in measuring the growth of a 
nation from cash to digitization rises from the fact that, given the 
anonymity of cash transactions, it is very problematic to establish 
the precise volume of dealings conducted in cash, and accordingly 
the value of such dealings. Notwithstanding this, this paper studies 
the widely used pointers over the world which signify the use of 
cash and which are considered as a substitution for cash payments. 
This study also analyses the proportions of money, the 
empowering influences for payments frameworks and the 
proportions of electronic payments over a time allotment of the 
most recent 5 years to find out the move in India, if any, from cash 
to digital payments. Further, a comparison with the 26 supporter 
nations of the Committee on Payments and Market Infrastructures 
(CPMI) over a similar multiyear time span has likewise been 
endeavored to assess India's presentation opposite different 
nations.  
Key words  : Digitalization, UPI, RBI vision 
Introduction : Digital Payment Enablers 
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DIGITAL BOOST 
The digital payment journey (April to September 2019) 
Mode of Transactions No. of Transactions 

Card Transactions on POS 2.9 Billion 
Mobile Wallets 2.1 Billion 
IMPS 743 Million 
UPI 1.5 Billion 
USSD 0.81 Million 
AEPS 1.03 Billion 
NEFT 1.07 Billion 
RTGS 65.8 Million 
NACH 1.48 Billion 
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(a) Mobile Phones and Internet 

 The expanding portable thickness and mobile web users are 
being leveraged upon by payment systems providers, both 
banks and non-banks, to supply the payment services using 
mobile as an access device as well as an access channel. Banks 
in specific, have been offering mobile banking services 
through all three channels – SMS, USSD (Unstructured 
Supplementary Services Data) and mobile applications. 

 As at end November 2019, India had over 115.5 crore remote 
phone endorsers bringing about a tele-thickness of 88.90%. 
The urban tele-thickness and provincial tele-thickness was 
157.33% and 56.69%, separately. The expansion in cell 
phones has assisted with quickening the appropriation of 
computerized installments. Further, it’s prompted various 
developments in installment systems, for instance, 
tokenization and checking of QR code for making payments 
utilizing cell phones. These have encouraged the move from 
money to non-cash payments. 

 Internet utilization is on the ascent in India. While the 
conventional Indian until 2013 used to spend more on voice 
administrations than on versatile information benefits, most of 
a normal portable bill currently relates to information charges 
as indicated by a report by the web and Mobile Association of 
India (IAMAI). As on end November 2019, there were over 
64.2 crore and 1.9 crore remote and wire line broadband 
endorsers, distinctly the nation over. The growth in web 
entrance has guaranteed reception of computerized ways and 
means of payments the nation over. 

(b) Bank Accounts 

 The number of deposit accounts has grown up to 217.40 crore 
as at end March 2019. These include deposit accounts 
altogether commercial banks including Local Area Banks 
(LABs), Payment Banks (PBs), Small Finance Banks (SFBs), 
Regional Rural Banks (RRBs) and cooperative banks in the 
country. As on 30th October, 2019 there have been 37.36 crore 
Basic Savings Bank Deposit (BSBD) accounts. 

Source: NPCI, RBI 
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(c) Aadhaar 

 Since its launch in 2009, the Aadhaar, a remarkable 
personality for each single Indian resident has been given to 
over 124 crore people the nation over. UIDAI’s goal and 
mission is – 1. UIDAI will provide Aadhaar to residents of 
India that (i) Can be verified simply, rapidly and in a cost 
effective way (ii) Can abolish duplicate and false 
individualities. 

 The UIDAI plans to protection all citizens of the nation, but 
the key emphasis are on registering India's weaker section. 
Generally the poorer sections don’t have documents to prove 
their identity. An Aadhaar are going to be provided to every 
individual without putting them through any difficulty or 
harassing them. 
For example, M. N. Arora 45 years old died few years ago. 
Another person named M. Arora 43 years old assumed the 
identity of late M. N. Arora and availed of all the benefits that 
which he wasn’t eligible. Aadhaar can prevent such frauds. 

 Biometric verification is an outstanding solution to the matter 
of verifying identity of an individual. Today, technology helps 
us record number of the physical features that make each of us 
completely different from others. These include. The lines on 
the tips of our fingers are unique and can be photographed and 
keep for future reference. It’s an accepted form of 
identification by various agencies, including our legal system 
(courts) and financial institutions (banks) 

(e) Debit and Credit Cards 

 Credit cards have been used in India for in excess of forty 
years now. While the opposite digital payments have set out, 
the use of cards has gone up as well. There are 3 dominant 
card schemes in India – RuPay, MasterCard and Visa Over the 
past few years, the number of credit cards has grown, but it’s 
overwhelmed by debit cards. India has made marvelous 
achievements in financial inclusion, bringing in most Indians 
into the banking system. Many of these have been issued a 
debit card to access these accounts. 
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Total Transaction Value on Credit cards           (*May 2019) 
Year No. of 

Cards 
(Million) 

Amounted 
Transacted (Rs. 
Lakh cr) 

No. of 
Transactions 
(Billion) 

2015-
16 

24.5 2.4 0.8 

2016-
17 

29.8 3.3 1.09 

2017-
18 

37.4 4.6 1.4 

2018-
19* 

48.9 6.07 1.7 

Source: RBI 
 Banks issued new cards to comply with the requirement to 

convert all existing Magstripe cards to EMV Chip and PIN 
compliant cards by December 31, 2018 and later removed 
deactivated cards from their systems, leading to a come 
by debit cards outstanding. The merging of public sector banks 
also funded to this decline. 

Highpoints of the RBI report 
 The RBI has conveyed different information related to 

computerized disbursement in its report titled 'payment and 
Settlement: The Comprehending in the Architecture of India's 
Financial System'.  

 The report found an amazing development in advanced 
exchanges till March 2019 and has set a goal-oriented 
objective to push up the volumes by multiple times by 2021. 

1. Total digital transactions 
 Recorded a development pace of 58.8 percent during 2018-19, 

when contrasted with 50.4 percent during 2017-18 regarding 
volume. 

 Recorded a development in terms of value during 2017-18, it 
has grown by 19.5 per cent during 2018-19 as compared to 
22.2 percent. 

2. Retail transactions 
 Retail dealings raised by 38.2 per cent in terms of value. 
 4 percent of total digital transactions in terms of volume. 
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 2 percent of total digital transactions in terms of value. 
3. Distribution of total digital transaction (In terms of value) 
 RTGS dealings increased by 82.8 per cent. 
 UPI dealings witnessed an eight-fold increase over the 

previous year. 
 Point-of-sale (PoS) dealings rose by 30.2 per cent, as 

associated to 39.6 percent last year. 
 Debit card dealings increased by 16.3 percent, as likened to 

24.9 percent last year. 
 Development Credit card growth has grown by 1.4 percent, as 

against 39.7 per cent a year ago. 
4. Distribution of entire digital transaction (In terms of volume) 
 UPI arrived at a peak of 799.5 million in March 2019, which is 

4.5 times the volume in March 2018. 
 Point-of-sale (PoS) dealings raised by 30.1 percent during 

2018-19, when contrasted with 36.2 percent a year ago. 
 According to Reserve Bank data, total digital wallet 

transactions in India have almost doubled to 2.4 crore from 
12.5 crore in February, 2020. 

 Credit cards saw higher development of 25.4 percent, when 
contrasted with 29.2 percent a year ago. 

 Debit cards are largely used for money taking out. According 
to that, the growth in debit card-based transactions is due to 
other factors, including large-scale Jandhan accounts, Kisan 
credit cards and payments for purchases made on e-commerce 
portals. At the end of April, real-time gross settlement (RTGS) 
transactions grew by 7.7 per cent to 1.15 crore units, an 
increase of 16.9 per cent year-on-year. The value of the 
transaction is 1715 trillion. 

5. Debit card usage 
 ATM use represented significant portion of platinum card 

exchanges. 
 It represented 69.1 percent in volume and 84.8 percent in 

value. 
 A total of 14.27 billion financial transactions were made 

through debit cards in the financial year 2018-19, which is 
19.4 per cent more than last year. The value of such 
transactions increased by 16.2 per cent year-on-year to Rs 
39.04 lakh crore. 



164 
 

Development in Digitization  
 While there’s no precise proportion of cash payment 
within the nation, the advancement of various computerized 
payments will be estimated precisely. In general, the computerized 
payment within the nation have seen a CAGR of 61% and 19% 
relating volume and worth, separately in the course of recent 
years, exhibiting a lofty move towards advanced installments. 
(a) Growth of computerized payments 

 Within the computerized payments, retail electronic payments 
involving credit moves {NEFT, quick installments (IMPS and 
UPI)} and direct charges (ECS, NACH) have demonstrated a 
quick development at a CAGR of 65% and 42% as far as 
volume and worth, separately. Put away worth money gave as 
wallets and prepaid cards exhibited an enlarged appropriation 
with a CAGR of 96% and 78% as far as volume and worth, 
separately. 

 Debit and Credit card based payments enlisted a CAGR of 
44% and 40% as far as volume and worth, separately. The 
appropriation of card installments has been upheld by 
advancements as contactless payments and tokenization 
advances, adding to the development. Furthermore, the 
utilization of cards for payments is increasing viz-a-viz their 
utilization for pulling back cash. 
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(Source: World pay Global Payment Report – November 
2018) 

 
 Innovation is making household payments progressively 

advantageous, momentary and universal. More alternatives are 
accessible to purchasers and this is making it increasingly 
helpful for them to utilize computerized payments. 
Frameworks that idea close to moment individual to-individual 
retail payments are progressively accessible around the globe. 
Numerous payments frameworks in the nation presently work 
24 hours per day, seven days every week, which are pushing 
clients towards advanced payments by virtue of the comfort 
they offer. India has Immediate Payment Systems (IMPS) and 
Unified Payments Interface (UPI) as quick payments and the 
last is driving the retail installments volume. What's more, 
with NEFT, which drives the retail installments esteem, 
operationalized on a 24x7x365 premise (with half-hourly 
settlements), India's payments frameworks scene is set out 
toward considerable development. 

 According to Global Data, a data and analytics company, 
digital cash in India is composed for vital growth. As indicated 
by the 2017 Consumer Payments Insight Survey by the 
organization, India is one of the top markets all around as far 
as computerized cash reception with 55.4% overview 
respondents demonstrating that they use it. India is trailed by 
China and Denmark. The selection level in India is a lot higher 
contrasted with a significant number of the created markets, 
for instance, the US and the UK, wherever purchasers 
prevalently use cards. 

(b) Digital Payments to GDP 

 The value of money withdrawals at ATMs to GDP has stayed 
consistent in India at around 17% aside from during the 
demonetization time frame when it tumbled to 15%. When 
contrasted and different locales, India is behind just to Nordic 
nations, France, Belgium, UK and Australia that are better-
known "less-money" economies. Indeed, even China, which is 
in front of most nations as far as advanced items and channels, 
has a high 67%, demonstrating a high speed of money. 
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 The value of computerized payments to GDP expanded from 
660% in 2014-15 to 862% in 2018-19, making the move to 
advanced payment in India unmistakably noticeable. An 
examination with other CPMI nations shows that India is 
among the couple of nations like Argentina, Brazil, China, 
South Korea, Turkey and U.K. where the estimation of 
advanced installments as a level of GDP has expanded. 

(c) Infrastructure 

 Infrastructure is the key prerequisite encouraging both money 
agreement and electronic payments. Whereas the facts confirm 
that bank offices and ATMs encourage money exchanges, the 
previous likewise encourages the development of electronic 
payments by realizing budgetary incorporation and the last 
goes about as a certainty factor that money is accessible within 
reach when required and all things considered there is no 
compelling reason to keep it put away in your wallet/handbag. 
PoS terminals and cell phones legitimately help electronic 
dealings. 

 The most recent 5 years have seen a development of 3.5% in 
the quantity of parts of SCBs the nation over. The expansion in 
branches, significantly in provincial and semi-urban zones has 
been an empowering influence for ingraining banking 
rehearses in these regions that helps digital payments. 

RBI: Payment and Settlement Vision 2019 To 2021 

a) The factors restraining the computerized push are availability 
problems, poor acknowledgment foundation, and absence of 
commonality with additional up to date, elective payment 
techniques, delay in obtaining grumblings settled and security 
and protection issues. Save Bank has recognized the equivalent 
and to deal with this problems has came upon frameworks like, 
client attentiveness programs, investigator plans, 
increasing the category of billers in Bharat Bill Pay, and so on. 

b) The Payment Schemes Vision 2021 with its main theme of 
‘Sanctioning Excellent (E) payment Experience’ aims at 
enabling each Indian with access to a bunch of e-
payment varieties that's safesecure,convenient, fast and reason
able. 
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c) It has been formalized supported inputs from  numerous  stake 
holders and steering of the Board for Payment and Settlement 
Systems (BPSS). It envisages to realize a ‘highly digital’ and 
‘cash-lite’ society through the goal posts of 
Competition, value effectiveness,Convenience and Confidence 
(4Cs). 

 Made NEFT accessible 24x7 with effect from December 16, 
2019;  

 Mandated banks not to charge investment funds ledger clients 
for online exchanges in the NEFT framework with impact 
from January 2020; 

 Acceptable all sanctioned payments structures and tools (non-
bank PPIs, cards and UPI) for linking with National Electronic 
Toll Collection (NETC) FASTags; 

 Enabled organizing of e-orders for exchanges through UPI. Be 
that as it could, a some territories despite everything remain 
where activity is conceived, for example, an operational zing 
the Acceptance Development Fund to build acknowledgment 
framework; Assessing the requirement for majority of QR 
codes and merits of their concurrence or intermingling from 
both fundamental and customer perspectives; what's more, 
RBI is leading an advancement challenge through the Institute 
of Development and Research in Banking Technology 
(IDRBT). These suggests that can in addition quicken the 
appropriation of computerized payments. 

 Enable process of e-mandates for transactions through UPI. 

Certain major efforts by the Government and the RBI to push 
digital dealings 
1. The Digital India programme : It could be a leader program of 

the Govt. of India with a dream to vary India into a carefully 
engaged society and knowledge economy and "Nondescript, 
Paperless, Cashless" is one of amongst job of Digital India. 

2. Payment and Settlement Systems (Vision 2021): The RBI has 
in recent times stated its vision article for digital outlays. 

3. Regulatory sandbox: The RBI has proposed to line up an 
administrative sandbox to convey an appropriate control to 
testing financial technologies (Fin Tech). 

4. Peer-to peer transfer: To legalize the Peer-to-Peer (P2P) 
platforms sector, the RBI has issued master guidelines. 
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5. Availability: The RBI has broadened the window of RTGS 
client exchanges by 1.5 hours and furthermore viewing the 
prospect of creating NEFT accessible 24×7. 

6. Grievance redressal: RBI has actualized an 'Ombudsman 
Scheme for Digital Transactions' to convey a good and rapid 
complaint redressal system. 

7. Committee for deepening digital payments: In request to 
grasp the Indian payment ecosystem and its difficulties, a High 
Level Committee headed by Nandan Nilekani was established, 
which has just presented its report. 

8. Removing charges: The RBI has freshly decided to try to away 
with the fees imposed on dealings processed within the RTGS 
and NEFT systems. 

Conclusion 
 The entry of technology and therefore the raising 
utilization of mobile and smart telephone devices, has given the 
banking industry one more platform.COVID-19 has been silver 
lining, in many ways, for acceptability of digital payments in 
India. The impact of COVID-19 on the digital economy has been 
complex and multi-faced. The enlarged acceptance in the short 
term is expected to accelerate the persistent change towards digital 
outgoings. 
 As tinted by the polls conducted, apprehension towards 
digital payments, due to lack of awareness, setup accessibility, 
technicality and charges involved played vital reasons for non-
adoption of digital payments by individual payers. Whereas, in 
case of, business payments, the whole payments chain around a 
particular organisation needed to accept digital payments, mainly 
suppliers, for the organization them self to adopt digital payments. 
India’s rising usage of retail digital outlays, along with the 
unusual reform of its cash economy, shows a move in its 
relationship with cash. This can be evidenced by the sudden 
development observed within the retail online payments. Growing 
acceptance and accessibility of digital payments vis-à-vis cash is 
additionally revealed in decline in usual value per digital payment 
operation. 
 Base on overall analysis it can be summation that, an 
oversized population of the country historically lacked access to 
non-public bank accounts and credit lines. Digital payment means 
(AePS, APBS, DBT) have played an oversized role in helping 



169 
 

them manage their personal finances resulting in their being 
financially included. Speed, accessibility and competition are 
shaping the long run of payments. 
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CONFLICT RESOLUTION AS A TOOL FOR EFFECTIVE 
MANAGEMENT IN EDUCATIONAL INSTITUTIONS 

         Ms. Vinal Gosalia32 and  
Ms. HiloniDetroja33 

 
Abstract: 

 “The art of communication is the language of leadership” 
James Humes. One of the important aspects of social life takes 
into account all kind of interactions between individuals. And 
beside interaction, conflicts at work place is inevitable. It is very 
important to resolve conflict for the effective management in an 
organization and also for the success of an organization. The 
conflict management can be done in multiple ways it depends 
on the nature of the cause of conflict. This paper focuses on the 
cause of conflict and the methods to resolveit. 

Key words: Conflict, conflict resolution, conflict management, 
effective management 

Introduction: 
 Institutional conflict is a state of discord caused by the actual or 
perceived opposition of needs, value and interests between people 
working together. Conflict takes many forms in an institution; there is 
the inevitable clash between form a authority and power and those 
individual and group. Affected most institutional conflicts are as a result 
of agitation by employees to improve condition of service and other 
welfare packages. Conflict resolution as activities has become very 
necessary following the disagreement between employer and employee 
on the matter pertaining to either policy formulation on the welfare of 
employees in an institution or employees participating in decision 
making process on matters that borders on their interest and welfare 
 
Literature Review: 

 Conflict is inevitable in every society as well as 
organization. It occurs within groups, individuals, organization, 
and government and even among family members. Conflict 
between groups or institution, organization, potentially improves 
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team dynamism(Mary Ann 2000). Conflict management skills are 
necessary for management of conflict in any institution, 
organization. For any institution, organization to be effective and 
efficient performing of its activities. Here is the need for mutual 
co-existence and understanding among members of the 
institution, organization. However, conflict within an institution, 
organization can emerge as result of individual’s difference, 
ambitions or the villainy between sub-groups or factions 
(Dennis,2006). 
 Conflict is generated from emotions and frustration and 
has a detrimental impact on group or institutional outcomes i.e. 
information processing ability. Cognitive function of group 
members, attribution of group members’ behavior group loyalty. 
Work group commitment intent to stay in the present institution 
and job satisfaction (Jameson2007). 
 (Jornab 2007), urges that agitation by worker unions for 
improved condition of service and other welfare package are 
almost always not in consonance with the interest and 
expectations of employers. 
Objective of Study: 
To identify at what level the conflict occurs? 
To identify the different techniques  at  which the  institution/ 
managers   resolve the conflict. 
To identify how frequently conflict occurs. 
To identify different reasons due to which conflict occurs. 
Are people aware about the conflict management and do they have 
separate conflict management? 
Data Collection: 

Type of research 
 

Primary  

Type of method Questionnaire 
Sample size 50 

Research 
methodology 

Descriptive, 
Qualitative 

 
Sources 

Journal, Online resources, Published and 
Unpublished source, Online resources 
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Data Analysis: 

It is observed that in majority of the time conflict occurs 
in the middle level of the institutions. Around 54% in the middle 
level, 44% in the bottom level and rest in the top level. As such 
middle level experiences more conflicts. 

As per the research, 70% of the time conflict occurs sometimes, 

  
 
20% of the time it occurs rarely and very rare institutions 
experience the 
 conflict often. Hence, it can be said that the chances of 
conflict to occur are sometimes 



173 
 

 

 According to the research, 80% institutions agree with all 
the fact that all the above options are likely to be the reason for 
the occurrence of the conflict. And 10% institutions believe to 
have work load as the reason of conflict and rest chooses other 
options. Institutions are not having separate conflict 
management  and it is maintained by the institutions themselves 

ANNEXURE: Self Prepared Questionnaire 

1. Name 
2. Age 
 21-30 
 31-40 
 41-50 
 51-60 
3. Gender 
 Male 
 Female 
4. Name of institution 
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5. Designation 
6. Education 
 SSC 
 HSC 
 Graduate 
 Post Graduate 
 Doctorate 
7. How frequently does conflict occurs in your institution? 
 Always 
 Often 
 Sometimes 
 Rarely 
8. What are the general matters on which conflict occurs? 
 Absenteeism 
 Workload 
 Work timings 
 Salary 
 All of these 
 None of these 
9. What strategies or techniques you use to resolve the conflict 

10. Do you think conflicts come with change? 
 Yes 
 Maybe 
 No 

11. What type of change is generally seen after conflicts occur? 
 Positive 
 Can’t say 
 Negative 

12. At what level the majority of conflicts occurs in your 
institution?  
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 Top level 
 Middle level 
 Bottom level 

13. Are your employees eligible to resolve the conflict by 
themselves? 

 Yes 
 Maybe 
 No 

14. The feedback about conflict is welcomed? 
 Yes 
 Maybe 
 No 

15. Are employees aware about the procedures to be under taken 
while conflict occurs? 

 Yes 
 Maybe 
 No 

16. Does your organization have separate conflict management? 
 Yes 
 No 

17. Do the employees have right in taking decisions in resolving 
the conflict? 

 Yes 
 Maybe 
 No 

18. Do conflict effects on the performance of the employees? 
 Yes 
 Maybe 
 No 

19. Do conflict effects on your institution? 
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 Yes 
 Maybe 
 No 

20. According to you when does conflict occurs? 
 Expectations 
 Difference knowledge 
 Poor communication 
 All of the above 
 Other 
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Conclusion: 
 The study shows that conflicts are common all around but the 
measures are not taken much by the institutions. If more 
precautions taken care of then the conflict resolution would be an 
effective tool for organization. 
Hereby, we conclude that conflict management is an essential part 
in every institution. There is more need for people to get aware 
about how to manage the conflicts and how to resolve it. As such 
people or employees and employers are not known to the routine 
techniques of how to resolve the conflict. 
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(n.d.). Retrieved from Projectclue.com. 
(n.d.). Retrieved from knowledge hut tutorials. (n.d.). Retrieved 
from Boston College Libraries. (n.d.). Retrieved from 
ResearchGate.com. 

 
 
 
 
 
 
 

 
 
 
 
 
 
 



178 
 

EXPLORATION OF DEMONETIZATION 
IMPRESSIONS ON INDIAN ECONOMY: WITH 

REFERENCE TO RETAIL SECTOROF GUJARAT 
Dr. Komal Mistry34 and  
Dr. Yashasvi Rajpara35 

 
Abstract: 
 The Prime Minister of India Narendra Modi announced that 
from 9th November, 2016 the government have withdrawn legal 
tender status of Rs. 500 and Rs. 1000 banknotes. The government 
considered the demonetization as an effort to stop fake currency 
apparently used for funding terrorism, as well as removing black 
money from the country. After the declaration, people faced number 
of problems for economic transaction, as that was an initial phase. 
However, in long run it would result in to inflow of money into bank 
accounts will reduce interest rate. Overall, it will have constructive 
impact on economic growth. Three years down the line, majority 
retailers believe that demonetization had negative impact on economy; 
however demonetization brought an expanded tax net bringing a large 
number of evaders in its ambit. Here, researchers have made an attempt 
to investigate whether the demonetization is the actual reason behind 
economy slowdown? For this we have surveyed retailers to check impact 
of demonetization, and after consider actual monetary flow in market we 
have also surveyed customers. 
Keywords: Demonetization, Indian Economy, Investigation 
Introduction: 
 Indian banking sector has encountered many challenges over the 
years. After demonetization of Rs. 500 and Rs. 1000 currency notes, India 
has to phase an important era of Cashless / Digital economy, i.e. e-age. 
Though India is one of the fastest developing countries, it is quite behind in 
usage of digital economy. However, India has made incredible progress in 
the last decade and is now competing with global markets. 
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Digital economy to a large extent beneficial to individuals as there is 
no need for queues outside ATMs, availability of cash during 
holidays, waiting for cheque clearance, and no risk of carrying cash in 
the wallet. Cashless transactions with the improved security 
procedures address encounters each of these difficulties. Reducing 
uses of cash would also block the circulation of black economy and 
even increase tax collections, which will eventually beneficial to the 
citizens at large. 
 Apart from direct benefits of going Cashless, there are other 
indirect benefits perhaps carry greater significance, most important of 
these being increase in the pace of circulation of money.  

Table1:  Growth of Transactions in Economy 
(Volume and Value in Crores) 

Time 

 

UPI Transactions Mobile Wallet 
Transactions 

Currency in 
Circulation 

Volum
e 

(No.) 

Value 
(Rs.) 

Volum
e 

(No.) 

Value 
(Rs.) 

Volume 
(No.) 

Value 
(Rs.) 

Nov.
, 

2016 
0.02  101. 

60.4  20,584  NA 1,790,00
0  

Nov.
, 

2017 
10.5  9,641  

163  53,242  10,029.
3  

1,310,00
0 

Nov.
, 

2018 
52.5  82,232  

302.6  1,08,67
5  

10,239.
5 

1,803,00
0 

Nov.
, 

2019 
114.8 1,91,36

0  

414.2  1,83,90
2  

10,875.
9 

2,110,00
0 

Source: www.moneycontrol.com 
 After 3 years of demonetization, RBI confirms UPI transactions 
have reached all time high from 0.02 Cr. in Nov. 2016 to 1,91,360 Cr. in 
October 2019. Likewise, there is also rise in Mobile Wallet Transactions, 
from 20,584 Cr. in 2016 it has reached to 1,81,902 Cr. in 2019. However, 
this digital trend hasn’t replaced the circulation of currency in the economy. 
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With the advent of digital transactions, currency circulation is also increased 
from 1790k Cr. in 2016 to 2110k Cr. This information clearly portrays that 
there is overall rise in the economic transactions in the economy and 
Demonetization does not have any negative impact on the Indian Economy. 

 As of now, a mix of cash and cashless transactions take place. 
In some transactions using cash is low-cost, while in others cashless 
transactions are inexpensive – like cash transfer in bank account or 
using a cheque, sending a money order or transferring money online. 
Over the past few years, with the introduction of internet and Online 
Banking usage it has become easier. Technology adoption will 
absolutely come from the usage of Smartphone trend. 
Overview of Literature: 
 Akhalume and Ohiokha, (2012)discussed in their study that cashless 
economy does not refer to complete absence of cash transactions in the 
economy but the dependence on cash-based transactions to be minimized. 
Cashless economy is the one where transactions can done without cash as a 
means of exchange in the transaction, and use of credit or debit cards for 
payment of goods and services (Omotunde, et al, 2013 cited in Mieseigha & 
Ogbodo, 2013). It is a system whereby payment for goods and services 
offered through type of online or electronic fund transfer. 
 Ejiofor & Rasaki, (2012) have considered cashless system as one 
with the ability to store money in an electronic purse or a card, which can 
used to purchase product at any point of sales located within the business 
premises. Cashless economy is one in which assumed to have transactions 
that uses balances available in bank accounts, and that accordingly provide 
benefit of earning rate of return on the available balance. (Woodford, 2003 
cited in Omotunde, et al, 2013). 
 The cashless economy is a system in which transactions are not 
primarily in exchange of actual cash (Akhalumeh & Ohiokha, 2012). It is 
essentially a digital or mobile money payment system, which allows users to 
make payment through phones with internet facilities. This system 
facilitates convenience in transaction, creates more service options, reduces 
risk of cash- related crimes and provides cheaper access to banking services 
and access to credit. (Yaqub, et al, 2013). 
 Cobb, (2005) states in his study conducted in Nigeria that there are 
number of macroeconomic benefits associated with cashless economy like, 
efficient, safe and convenient electronic payments. The impact of electronic 
payment will kick the economy into higher gear. 
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 Akhalumeh & Ohiokha, (2012) discussed in their study that the 
cashless system reduces transfer/ processing fees, increase processing/ 
transaction time, offers multiple payment option and gives immediate 
notification on all transactions on customers’ account. It will affect 
positively with respect to the tax collections, greater financial inclusion and 
economic development (Yaqub, et al, 2013). 
 Echekoba &Ezu, (2012), reported 68.2% of the respondents were 
not satisfied with long queues in banks and 28.9 % of respondents 
complained of teller’s attitude. The study further highlighted the benefits of 
cashless system to the economy at a large. Cashless economy brings 
transparency in economic transactions and further it also increases the tax 
revenue, which is essentialfor economic development (Jaiyeola, 2011). 
 Geeta Rani (2016)discussed that in the beginning demonetization’s 
cause adverse effect in market however it also lead the shopkeepers and 
consumers to adopt cashless means such as paytm, debit card use, internet 
banking to buy goods. Increase in cashless transaction will be beneficial in 
coming time and Indian Economy will get its benefits by way of easy and 
transparent economic transactions. 
 Vedashree Mali (2016) in her study discussed that Demonetization 
has created some positive and some negative impacts on different sectors 
but in long run it will surely have positive effect by controlling circulation 
of fake currency and black money. 
`Dhingra (2017) in his book discussed demonetization as a powerful 
instrument. He state policy that works like a divine ‘Brahmastra’ and has to 
be used with utmost care and caution. 
Research Methodology: 
 Research Gap: Many researchers have studied demonetization and 
its impact on Indian economy; however majority studies were made on 
initial phase only after demonetization. Further, no Studies have been made 
to investigate responsibility of demonetization on economy slowdown. 
Objectives of Study: 

1) To study impacts of Demonetization on retailors as well as 
customers after 3 years 

2) Investigate impact of demonetization on Indian Economy 
Research Sample: 
 The present study is of exploratory nature, with the usage of 
primary data. Primary data were collected online with the help of structured 
questionnaires from 200 Retailers and 500 Customers from 8 Cities of 
Gujarat namely Ahmedabad, Surat, Vadodara, Rajkot, Bhavnagar, Bhuj, 
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Anand and Mehasana. Here non-probabilistic convenience sampling 
technique is used to represents state of Gujarat.  
Investigation Impact of Demonetization on Indian Economy 
(A) Perception of Retailers about Demonetization 

Chart 1: Retailers’ Nature of Business 

 
 
Chart 2: Perception of Retailers about Demonetization 
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Chart 3: Various problems faced by retailers after Demonetization 
 

 
 

Chart 4: Mode of Cashless Transaction used by Customers 
 

 
 
 
 
 
 
 
 
 
 

 
 

Losing 
customers

Maintenance of 
Working 

Capital Cycle

Increase in cost 
of transaction

Manage 
liquidity

Debit / 
Credit Card

E-Wallet Mobile 
Banking

Online 
Banking

Cheque / 
Demand 

Draft



184 
 

Chart 5: Readiness of customers for cashless Transaction 

 
(B) Perception of Customers about Demonetization 

 
Table 2: Customers' Demographic Profile 

Demographic 
Variables Categories No. of 

Respondents 

Gender Male 326 
Female 174 

Age 

15-25 years 108 
26-40 years 283 
41-60 years 91 

More than 60 
years 18 

Occupation 

Government 
Service 38 

Private 
Service 194 

Professionals 56 
Business 149 

Housewife 39 
Student 24 

 

0% 10% 20% 30% 40% 50% 60%

Customers are willing for 
Cash Transactions

Customers are willing for 
Cashless Transactions

Retailers have to ask for 
cashless payment

31%

52%

17%
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Chart 6: 
Change in Consumption pattern due to Demonetization 

 
 

Chart 7: 
 Challenges faced in purchases after Demonetization 
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Chart 8: Readiness of Retailers for cashless transaction 
 

 
 

Chart 9: 
Impact on overall consumption of Goods & Services after 

Demonetization 

 
Chart 10: Easiness while Purchasing through Cashless 

Channels 

 
 

Findings and Discussion: 
 The study covers data collection from two stakeholders i.e. retailers 
and customers who are directly facing effects of demonetization. In first part 
of analysis, opinion of retailers is analyzed. Out of total 200 retailers 
majority (42%) are in the business of general store followed by 22% are in 
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Garment & apparel store and 19% owns Food outlets. 63% of the retailers 
are of the opined that demonetization have negative impact on their business 
whereas 31% retailers found that it affects positively to their business. 
Because of Demonetization, retailers have faced many problems, amongst 
which loss of customer was the biggest pain point to them followed by 
maintenance of working capital and increase in the transaction cost. Study 
revealed that after demonetization, most of the customers make use of Debit 
/ credit card for transaction purpose followed by E-Wallet, Mobile banking 
and online banking. Study also confirms that majority (52%) of the 
customers are willing for cashless transaction which is a good sign for 
transforming India into digital economy. 
 Study further includes opinion of 500 customers wherein, 65.2% are 
male respondents, 56% respondents falls in the age group of 26-40 years and 
more than 50% of the respondents are either in private job or owning 
business. Majority (56%) of the respondents confirmed that demonetization 
lead to change their consumption pattern; on the other hand 33% customer 
respondents reported no change in their consumption pattern. Payment of 
Goods & Services was found to be major challenge among customers after 
demonetization followed by increase in cost of purchase and maintenance of 
household supply. The study revealed that only few (22%) retailers are 
willing for cashless transaction. Most of the retailers (47%) prefer either 
cash payment or customers have to ask them (31% retailers) for the cashless 
options of payment. 42% customers reported that there is no change in their 
consumption pattern after demonetization whereas 41% customers found 
rise in their consumption. Overall (58%) customers confirmed that it is quite 
easy for them to use cashless mode for transaction. 
Conclusion: 
 The demonetization of Rupee 500 and Rupee 1000 notes, two 
highest currency notes in India had hit the economy initially; economist 
held that demonetization hit the unorganized sector, and in non urban 
areas. The biggest problems observed are loss of jobs and decrease in 
consumption. These observations make demonetization responsible for 
the economy slowdown. However, observation also made about increase 
in number of tax payers, as well as decreasing in black money.  
 Further, after 3 years of demonetization the value of currency 
notes in market is more that at the time of demonetization at the same 
time there is increase in cashless transaction in terms of number as well 
as value both. So, demonetization is not the only factor responsible for 
economic slowdown, like Global economic impact, Change in 
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employment pattern, Fall down of Banking Sector and Real Estate 
sector, etc. 
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RECENT TRADE OF SOCIAL INFRASTRUTURE 
OBSERVANT IN THE STATE OF GUJARAT” ( WITH 

SPECIAL REFERENCE TO HEALTH SECTOR) 
      Pratiksha G Chauhan36 

 
Abstract 

Health care has become one of India’s largest sectors-both 
in terms of revenue and employment. Health care comprises 
hospitals, medical devices, clinic altrials, outsourcing, telemedicine, 
medical tourism, health insurance and medical equipment. The Indian 
health care sector is growing at a brisk pace due to its streng the ning 
coverage, services and increasing expenditure by public as well 
private players Indian health care delivery system is categorized in 
to two major components-public and private. The Government, i.e. 
public healthcare system comprises limited secondary and tertiary 
care institutions in key cities and focuses on providing basic 
healthcare facilities in the form of primary healthcare centers 
(PHCs) in rural areas. The private sector provides majority of 
secondary, tertiary and quaternary care in situations with a major 
concentration in metros, tier I and tier II cities. India's competitive 
advantage lies in its large pool of well- trained medical 
professionals. India is also cost competitive compared to its peers in 
Asia and Western countries. The cost of surgery in India is about 
one-ten of that in he US or Western Europe For the purpose of the 
study, required primary data have also been collected along with 
secondary data .As tan dard methodology has been adopted to 
extract the output. 
Introduction 
 Gujarat health care service delivery is divided into three parts 
on the basis of national common structure as well as the need of 
the community. Primary health care basically provides basic 
minimum care with more focus on preventive aspects and public 
contact. Curative services are also provided the rebut they are 
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minimal in nature. While secondary care is mix of both curative as 
well as preventive. Tertiary care is basically meant for high level of 
curative care and research studies. Distribution of these facilities has 
been done on the basis of population and geographical situations. 
These layers are not just different in terms of population only but they 
also differ in nature of services delivered. Objectives of the study 
 This proposed research work is aimed at examining the following 
objectives. 
1 To study basic Demographic map of the district. 
2 To review health infrastructure available in the Gujarat. 
3 To examine broad data pertaining to indoor and outdoor patient 

streated at health centers. 
4 To reviewl at NFHS4 data finding of New health Program in 

Gujarat 2018 
Methodology 

For the purpose of secondary data–"District Statistical 
Handbook "District Panchayat District Census Mid bow and 
District level data sheet of NFHS-4 shall be referred–Data 
Analysis. Data collected and compiled from the secondary source 
shall be tabulated and analyzed. Depending on the nature of data 
percentage to the state shall be highlighted with respect to availability 
of centers, Bed sand number of patient streated, birth rate and death rate 
and PHC details. 

Sample size 

 Tools for analyzing data: Percentage, Graph, Table 
Review of Literature 

Pitrasek and Rapine (2002) cite three main reasons for 
decline in health as (1)Stigma and Privacy concerns, (2)the difficulty 
of quantifying medical savings and (3) Physicians incentive to 
Medicare without special referral. 

Joseph Stiglitz (2000) has examined in detail "Maximin or 
Rawlsi an utility function. According to the Max Min criticism, 
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welfare is maximized when the utility of those society members that 
have the least is the greatest. 

Ayushman Bharat’ Program and Universal Health Coverage in 
India Indian Pediatrics June2018,Volume55, Issue6,pp495–506| 

India’s National Health Policy 2017 (NHP-2017) has its 
goal fully aligned with the concept of Universal health coverage. 
The Ayushman Bharat Program announced in the Union budget 
2018–19 of the Government of India, aims to carry NHP-2017 
proposals forward. The Ayushman Bharat Program has two 
initiatives/components – Health and Wellness Centers, and 
National Health Protection Scheme–aiming for increased 
accessibility, availability and affordability of primary-,secondary- and 
tertiary-care health services in India. After wards the second 
component has been renamed as Pradhan Mantri Rastriya Swasthya 
Suraksha Mission. Then program has received an unprecedented 
public, political and media attention; and is being attributed to have 
placed health higher on political agenda This review article analyzes 
and provides critical reflections, suggestions and way forward for 
rapid and effective implementation of Ayushman Bharat Program. 

Recent trade of social infrastructure observant in the state of 
health sector The health infrastructure and services are being 
constantly improved and enhanced to Increase access, availability 
and affordability of health care and medical treatment in the state. 
The birth rate has declined  from 24.9 (SRS 2001) to 20.1(SRS 
2016). The death rate has been decreased from 7.8 (SRS 2001) to 
6.1 (SRS 2016), the Infant Mortality Rate (IMR) has come down 
significantly from 60 (SRS 2001) to 30 (SRS u2016) and the 
Maternal Mortality Rate (M M R) has also been decreased 
significantly from 202 (SRS 1999-01) to 112 (SRS 2011-13). 
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(SRS 2011-13). 2.79 Gujarat state is in the fore front of establishing 

and maintaining good health infrastructure at various levels. During 
the year 2016-17,364 Community Health Centers,1393Primary 
Health Center sand 9156 Sub-Centers were functional in the state. In 
the year 2017-18, New approvals for 81 Primary Health Centers and 
75 Sub Centers have been accorded. 2.80 During the year 2016-17, 
state have 96% registration of pregnant women, 89.9% in delivery 
registration (out of which 98.9 in institution delivery) and 92.2% 
registration in fully immunized children as against annual workload. 
2.81 During the year 2016-17, 289.98 lakh patients were treated in 
the outdoor while23.20 lakh patients were treated in the indoor 
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through the above mentioned Government community Health 
Centers and Primary Health Centers.2.82 School Health Check-up 
Program: School Health Program is single largest time framed 
Program operational in the State. In the yea r2016-17,School Health 
Programmed was organized from 21st November, 2016 to 31st 
January, 2017. More than 154.09 lakh children  of 0 to 6 years from 
Anganvadi, all the students up to standard 12th and non-school going 
children of 0 to 18 year age group were examined. Out of 
them,17.31lakh children were treated on the spot and 1,71,200 
children were provided referral services,10394children were provided 
super specialty care for Heart diseases (5250 children), kidney 
diseases (1494children), Cancer (1014children), bone marrow trans 
plant (30children), kidney transplant (24children), cochlea rim 
plants(531 children), clubfoot (600children) and cleft 
leap/palate(1451children).2.83 Integrated Child Development Service 
(ICDS) : Under the scheme children belonging to age group of 6 
months to 6years,pregnant and lactating mothers are covered to 
alleviate under nutrition and maintain the health standard among 
them . In Gujarat, Integrated Child Development Scheme was 
started in Chota Udaipur block in 1975.Thereafter, there has been 
gradualin crease in blocks. A son October 2017,there are336 blocks. 
Out of them230 blocks are in general area,83 blocks are in tribal are 
and remaining 23 blocks are in urban area. There are total 53029 
anganwadi centers in the state. During the year2017-18 ( up to 
October2017), total44.50 lakh beneficiaries have been cover 
edunder this scheme 
 Program of Swachhata Rath' is made to cater information 
pertaining to issues emerging from daily utilization of latrine in the 
campus of village panchayat, schools, anganwadi sand health 
centers. 
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Sr.
No. 

Health Unit 2011- 
12 

2012- 
13 

2013- 
14 

2014- 
15 

2015- 
16 

2016- 
17 

1 Birth rate 
(SRS) 

Per.00 
0 

21.3 21.1 20.8 20.6 20.4 20.1 

2 Death  
rate (SRS) 

Per.00 
0 

6.7 6.6 6.5 6.2 6.1 6.1 

3 I.M.R. (SRS) Per.00 
0 

41 38 36 35 33 30 

4 P.H.C. Unit 
Nos 

1158 1158 1174 1300 1342 1393 

5 C.H.C. Unit 318 318 318 322 331 364 

  Nos       

6 Sub- Centers Unit 
Nos 

7274 7274 7274 7710 9156 9156 

 
 
 
 

 

 

 
Health care Industry in India of India's largest sectors both in terms 
of revenue and employment. 16.28 percent. 
size is expected to touch US$ 160 billion by 2017 and US$ 372 
billion by 2022. 
● Indian companies are entering in to merger and acquisitions 
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with domestic and foreign companies to drive grow thing in 
new markets. 

● The hospital industry in India stood at Rs 4 trillion (US$ 61.79 
billion) in 2017 and is expected to increase at a Compound 
Annual Growth Rate (CAGR) of 16-17 per cent to reach Rs 8.6 
trillion (US$ 132.84 billion) by 2023. 

Market Size 
 The health care market can increase three fold to Rs8.6 
trillion (US$133.44 billion) by2022.India is experiencing 22-25 per 
cent growth in medical tourism and the industry is expected to 
double its size from present (April 2017) US$ 3 billion to US$ 6 
billion by 2018. 
 There is a significant scope for enhancing healthcare services 
considering that health care spending as a percentage of Gross 
Domestic Product(GDP) is rising. The government’s expenditure on 
the health sector has grown to percent inFY18E from1.2 percent in 
FY14

Investment 
 The hospital and diagnostic centers attracted Foreign Direct 
Investment (FDI) worth US$ 5.25 billion between April 2000 and 
June 2018, according to data released by the Department of 
Industrial Policy and Promotion (DIPP). Some of the recent 
investments in the Indian health care industry are as follows: 

● Healthcare sector in India witnessed 23 deals worth US$ 679 
million inH12018. 

● India and Cuba have signed a Memorandum of Understanding 
(MoU) to increase cooperation in the areas of health and 
medicine, according to Ministry of Health and Family Welfare, 
Government of India. 

● Fortis Healthcare has approved the de-merger of its hospital 
business with Manipal Hospital Enterprises. TPG and Dr. 
Ranjan Pal could invest Rs. 3,900 crore (US$ 602.41 million) in 
Manipal Hospital Enterprise. 
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Government Initiatives 
Some of the major initiatives taken by the Government of India to 
promote Indian health care industry are as follows: 
• In August 2018, the Government of India has approved 

Ayushman Bharat-National Health Protection Mission as a 
centrally Sponsored Scheme contributed by both center and state 
government at a ratio of 60:40 for all States, 90:10 for hilly North 
Eastern States and 60:40 for Union Territories with legislature. 
The center will contribute 100 percent for Union Territories 
without legislature. 

• The Government of India has launched Mission Indra dhanush 
with the aim of improving coverage of immunization in the 
country. It aims to achieve at least 90 per cent immunization 
coverage by December 2018 which will cover unvaccinated and 
partially vaccinated children in rural and urban areas of India. 

• In April 2018, the Government of India apprised the signing of 
Memorandum of Agreement (MoA) between India and World 
Health Organization to facilitate in improving public health in 

• In May 2018, the Government of India approved financial out 
lay of Rs 14,832 crores (US$2.30billion) for FY 2017-18 to FY 
2019-20. 

• In May 2018, the Government of India approved Rs  1,103 crore  
(US$ 170.14 million) for setting up All India Institute of 
Medical Sciences (AIIMS) in Deoghar, Jharkhand. 

• In March 2018,the Union Cabinet of India approved the 
continuation of National Health Mission with a  budget  of  Rs  
85,217  crore  (US $13.16billion) from1st April 2017 to 31st 
March 2020. 

• In April 2018, the Government of India approved to sign 
Memorandum of Understanding (MoU) with the medical 
agencies of BRICS countries for cooperation in the field of 
medical products. 

• In April 2018, the Government of India apprised the signing of 
Memorandum of Agreement (MoA) between India and World 
Health Organization to facilitate in improving public health in 
India 
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Welfare,NirmanBhawan,NewDel
hi,2017. 

Government of India. Rural Health Statistics 2017. Ministry of 
Health andFamily 
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DIGITALISATION: AN IMPACT ON INDIAN 
ECONOMY 

Dr. Jignesh B. Valand37 
Abstract 

 After the demonetization drive in India the next word which is 
viral is “Digitalization”! 
 Digitalization in general is the use of digital systems or in 
layman terms use of computer for data management. Technology has 
shrunk the globe these days. Everyone is in need of huge amount of 
data in our day to day life for several purposes. Digitalisation of India 
is nothing but making your daily life less dependent and devoid of 
human interaction with the help of technology. The motive behind the 
concept is to build participative, transparent and responsive system. 
Today, every nation wants to be fully digitalized and this programme 
strives to provide equal benefit to the user and service provider. Now 
the entire world is in our mobile handsets. You can book a travel 
ticket, do shopping, chat with your loved ones across the globe and 
even share your views to the external world more freely and easily. 
This is the result of digitalisation. The main objectives of this research 
are to find out how the government services can be available to every 
citizen electronically and improve the quality of life of every citizen 
of India. 
Key words : Digitalisation, E-services. Economic Growth. 
Introduction: 
 “All one needs is a computer, a network connection, and a 
bright spark of initiative and creativity to join the economy.” - Don 
Tap scott. 
 Today without technology a man cannot survive in this world. 
In this era technology is the blessing for the world and it is also 
known as digitalisation. India is being a highly populous and a rapid 
developing country handles a numerous data on daily basis. 
Digitalisation can bring together all the needs to be served at a single 
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point. It is possible to bring all the personal details, finances and legal 
entities to be stored, monitored and managed at a single source. This 
could bring in more transparency, better management and way for 
faster growth. Thus digitalization turns out to be the key to success in 
the emerging world. 
 The national level e-Governance programme called National 
e-Governance Plan was initiated by the government of India in 2006. 
There were 31 Mission Mode Projects under National e-Governance 
Plan covering a wide range of domains, viz. agriculture, land records, 
health,education, passports, police, courts, municipalities, commercial 
taxes,treasuries etc. 24 Mission Mode Projects have been 
implemented and started delivering either full or partial range of 
envisaged services. 
 The Current situation of Indian Digitalisation 
According to the latest Akamai report India is at the 105th position in 
the world in average internet speed. This rank is still the lowest in the 
entire Asia-Pacific region. Mobile connectivity is yet to reach more 
than 50,000 villages, and fibre networks, which offer broadband 
connections, have only reached 56,000 of the 2.5 lakh gram 
panchayats targeted by the IT department. 
 A direct consequence of the slower than average internet 
speed is on transaction failure rates. India is home to some of the 
highest online transaction rate failures and the numbers have only 
risen ever since the demonetisation drive began. 
 The increased load on online transactions, chiefly through 
digital wallets has led to more and more transaction failures. 
Paytm, the leading mobile wallet in the country has been facing 
regular outages and issues wherein people are not able to access their 
wallet balance or not able to successfully complete transactions. The 
company has been blaming it on server outages and bank downtimes 
or other technical issues. 
The key issue here is that the government and the M-commerce 
companies are working on a retrospective model where capacity is 
increased after factor demand increase and not in foresight. 
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Objectives of the Study 
1. To Understand how the technologies and connectivity will come 

together to make an impact on all aspects of governance and 
improve the quality of life of citizens.  

2. To evaluate how the government services can work effectively with 
practical solutions and innovative ideas to accomplish the vision of 
a digital India-a reality.  

3. To Analyze the Social, Economic & Employment Impact of 
Digitalization. 

Data Collection for the Study 
The secondary data has been collected for this purpose various 
magazines and journals have been used as it is a conceptual paper. 
Thus, the focus is to know more about the concept, its application and 
the impact on economy via other parameters. Therefore, qualitative 
data have been used.  
Nine pillars of Digitalisation: 

 
 
Figure no 1: nine pillars of digitalisation 
 Broadband Highways : High speed connectivity and high speed 

internet 
 Universal Access to Mobile Connectivity : To reach inaccessible 

areas also 
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 Public Internet Access Programme: Connect India to the world 
and newer ideas. It’s a National Rural Internet Mission. 

 E-Governance: Improving governance using technology. This is 
to improve the government to citizen interface for various service 
deliveries. 

 E-Kranti: Deliver services electronically and thus in a faster and 
time bound manner. This is helpful in education, healthcare, 
planning, security, financial inclusion, justice, farmers, etc. 

 Information for all: This will bring in transparency and 
accountability by easy and open access to documents and 
information to the citizens. 

 Electronics manufacturing: This will encourage manufacturing of 
electronics in India and reduce electronics import and help in job 
creation too. This will help in achieving goals of ‘Make in India’ 
initiative also. 

 IT for jobs:  Employment opportunities will be increased as well 
as training aspect will be focused on under ‘Skill India’ program. 
Focus will be more on IT training. 

 Early Harvest program: This has a number of programs under it 
which are to be implemented within a short timeline. They 
addresses development in variety of sectors like education (school 
as well as university level), weather forecast, telecom, social 
problems like lost and found children, etc. 

 Impact on Economy Digitization allows governments to 
operate with greater transparency and efficiency, and it has a dramatic 
effect on economic growth, but not all at once. In any geography, the 
factors related to adoption and usage of digital technology, such as 
pricing, reliability, speed, and ease of use determine the level of 
digitization, which in turn has a proven impact on reducing  
 unemployment, improving quality of life, and boosting 
citizens, access to public services. 
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Source: Times of India, 15th January, 2015 
 Within a few years, digitization has shaped a large part of the 
economy and touched a wide breadth of economic activities. It has 
changed societal connections, developed new industries and diluted 
others, and redesigned the people‘s capabilities to access and 
disseminates knowledge. 
Impact on Employment 
 According to Simply learns State of India Technology Skills 
Report that compiled inputs from over 9,200 mid-level IT/ITeS 
professionals, over 60 per cent believe that rapid technology 
advancements are set to impact their careers by 2017-18.The World 
Economic Forum had also revealed that the Fourth Industrial 
Revolution is in progress and this development is expected to affect 
millions of jobs over the next 5-10 years. 
 With regards to digital technologies and its impact on job 
security, nearly half (49 per cent) believe their job is at risk due to the 
change introduced by emerging technologies, 32 per cent believe they 
already have the skills to cope with change brought in by emerging 
technologies, while 19 per cent of IT professionals think it would not 
impact their careers. 
Impact on Society :  
 After the independence of India there has been remarkable 
changes in the country and one of the major thing is that the 
improvement in standard of living of the Indian citizen. However, 
despite its many achievements, India still has a lot of ground to cover 
when it comes to bringing about economic growth and social 
progress. And this can only happen with adequate help from 
technology. 
 The positive news is that the central and state government 
have realized this and have taken corrective measures to make India’s 
progress on fast track and for that they have chosen digitalisation. 
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Also the prese4nt government is very keen to make India a digital 
power house and it is clearly seen country is going for digital 
revolution. 
 Passport Seva Project: One of India’s greatest digital 
successes, Passport Seva Project (PSP) was started with the aim to 
“deliver all passport-related services to the citizens in a timely, 
transparent, more accessible, reliable manner and in a comfortable 
environment through streamlined processes and committed, trained 
and motivated workforce.” 
 This ambitious e-governance initiative is part of the National 
e-Governance Plan (NeGP) that aims to improve the delivery of 
public services. It is being executed with the Ministry of External 
Affairs in public-private partnership with an IT firm. Citizens can 
submit their application online and visit the nearest Passport Seva 
Kendra with prior appointment. This way they can save time by 
avoiding queues. The subsequent process too is very streamlined and 
secure as citizens have access to improved amenities, state-of-the-art 
infrastructure and a helpdesk. 
 E-filing of income tax returns: E-filing refers to the process of 
filing tax returns online. It was introduced in 2004 on a voluntary 
basis and in 2006 it went on to become more substantial. Given the 
sheer volume of taxpayers in India, it only made sense for the 
government to digitize the returns filing process. As manual counters 
and queues gave way to computer screens and clicks, tax filing 
became considerably simplified. It eliminated paperwork and 
empowered citizens by allowing them to file returns themselves. 
From convenience to fast refunds, from instant acknowledgment to 
value added services, there are numerous advantages of e-filing tax 
returns. 
Electronic voting machines: After being used sporadically in Indian 
elections, electronic voting machines (EVM) found total dependence 
in the 2004 elections. It was a landmark move as the world’s largest 
democratic process got a digital facelift. Ever since, EVMs are a 
regular feature in state and national elections in India. 
The electronic voting system is superior to ballot paper and is 
ecologically viable too, besides it helps combat electoral fraud. The 
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Election Commission is now ready with a framework to let non-
resident Indians vote by way of proxy voting and e-ballot facility. 
Digitization of land records: Bhoomi is an initiative by the Karnataka 
state government that aims to computerize land records. The idea is to 
bring in transparency in land records management, give farmers direct 
access to the database and take away discretion from civil servants at 
operating levels.  
 Bhoomi has transformed the way land records are maintained 
by simplifying the process and providing a number of collateral 
benefits. Farmers have unhindered access to their land details and 
don’t have to depend on middlemen. It helps them in legal matters 
and also when it comes to applying for credit. 
Recommendation and Conclusion:  
 On the basis of the above research we conclude that following 
steps must take for digital India  
 create digitalisation awareness among people helps throughout 
the organization understand what digitalization is and what advantages it 
offers, and foster a sense of ownership around digitalization at the 
highest level. To frame the guidelines for putting customers at the centre 
of the roadmap, design a digital business value tree and a digital 
operating model mapping the technology and skills required to harness 
the true power of digital assets.  
 Digitalize business model Make the right choices about your 
customer value proposition, resources, and profit formula and 
performance metrics and nurture the capabilities and culture needed to 
support your business model.  
 We conclude that by applying this process, companies based in 
India can speed up their transition into becoming truly digitalized centre 
capable of profiting from such material opportunities the nation has to 
offer. 
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Abstract 
 Make in India concept was launched on 25th September, 2014 
by Prime Minister of India, Mr. Narendra Modi to convert India into a 
global manufacturing hub with an aim to attract investment 
throughout the world. This campaign targets 25 keys sectors of Indian 
economy. The main objectives of the Make in India are to increasing 
manufacturing hubs, innovations, job creation and skill enhancement. 
It also aims on converting India to a self-reliant country and to give 
the Indian economy a global recognition. This campaign also focuses 
to increase the inflow of Foreign Direct Investment (FDI) in India. 
Foreign Direct Investment (FDI) performs a multidimensional role 
within the overall development of the host economies. FDI flows 
generally come as capital bundled with technology, skill and 
sometimes even market access. Larger inflows of FDI will help the 
economy to achieve a sustainable growth. GDP growth is an indicator 
which shows that the country is developing. In this research paper, the 
researcher will try to find whether Make in India has positively 
impacted foreign direct investment and hence also expected to impact 
GDP of India. One of the purposes of this study is to find out the 
changes brought by Make in India and economic growth, both at 
aggregate and sector levels with FDI as the key component. 
Keywords: Make in India, Foreign Direct Investment, Gross 
 Domestic Product, India, Economy 
Introduction 
 The Make in India campaign was lunch by Prime Minister 
Shri Narendra Modi on 25 September 2014 for the growth and 
development of Indian economy and its purpose is to encourage 
Companies to manufacture their products in India and to attract 
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Foreign Direct Investment (FDI). The main aim to launch this 
campaign is to turn the country into manufacturing hub. Foreign 
Direct Investment (FDI) performs a multidimensional role within the 
overall development of the host economies. Most of the studies 
advocate a positive relationship between foreign direct investment 
and economic process. FDI flows generally come as capital bundled 
with technology, skill and sometimes even market access. Larger 
inflows of foreign investments will support the economy to realize a 
sustainable high path of economic process. In India there are already 
quite 3000 foreign companies operational. 
 Make in India may be a major new national Programme of the 
Govt. of India designed to facilitate investment, foster innovation, 
enhance skill development, protect property and build best in class 
manufacturing infrastructure in the country. It is being led by the 
Department of Commercial Policy and Promotion (DIPP), Ministry of 
Commerce and Industry, Government of India. In line with make in 
India campaign different state also lunch their own local initiatives 
like, ” Make in Odisha”, ” Vibrant Gujarat”, ”Magnetic Maharashtra”, 
“Happening Haryana” etc. In a short space of some time , the obsolete 
and obstructive frameworks of the past are dismantled and replaced 
with a transparent and user-friendly system that's helping drive 
investment, foster innovation develop skills, protect IP and build best-
in-class manufacturing infrastructure. Today, India’s credibility is 
stronger than ever. There is visible momentum, energy and optimism. 
Make in India is opening investment doors. Multiple enterprises are 
adopting its mantra. The world’s largest democracy is well on its way 
for becoming the world’s most powerful economy with this initiation 
and FDI inflow.  
There are three major objectives of this initiative: 
 To increase the manufacturing sector’s rate of growth to 12-14% 

once a year so as to extend the sector’s share within the economy;  
 To create 100 million additional manufacturing jobs in the 

economy by 2022; and  
 To ensure that the manufacturing sector’s contribution to GDP is 

increased to 25% by 2022. 
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 The focus of this campaign is on 25 areas like Automobiles, 
Electronic System, Ports and Shipping, Automobiles Components, 
Food Processing, Railways, Aviation, Entertainment, Roads and 
Highways, Biotechnology, Leather, Renewable Energy, Chemicals, 
Media and Entertainment, Space, Construction, Mining, Textiles and 
Garments, Defense Manufacturing, Oil and Gas, Thermal Power, 
Electrical Machinery, Pharmaceuticals, Tourism and Hospitality, 
Wellness, Information Technology (IT) and Business Process 
Manufacturing (BPM).Make in India campaign brings new process, 
new investment, new sectors and new mindset among all and boost 
manufacturing capacity. 
 The Government of India is keen and interested towards 
transparency and liberal policy in respect of FDI and hence they have 
open 100% FDI in all sectors under this campaign except 
Pharmaceuticals, Service Sector, Defence, Space and News Media 
sector. This policy of Government has shown increase in FDI.  
 According to a Japanese Financial Services Firm, Nomura, 
India may exceed China in attracting FDI as Indian Government is 
committed to bring reforms in FDI especially with Make in India 
campaign. The gap of the FDI flow between India and China is 
narrowing day-by-day. (Nomura said in a research report. "India may 
surpass China in attracting FDI: Nomura ", 2016) 
 The Foreign Direct Investment (FDI) enjoyed its renaissance 
since mid-1980s. Multi National Corporations aimed to enter into the 
economies of developing countries. The importance of FDI has 
changed the attitude of many countries and they have taken steps for 
smooth inflow of FDI into their economies. The idea behind having 
soft policy towards the FDI inflow by these countries was the belief 
that it will help in the growth and development of the country’s 
economy along with technology transfer ( Damooei and Tavakoli, 
2006). 
 As such, FDI is a neoclassical model for promoting economic 
growth related with investment volume. In endogenous growth model, 
FDI raise economic growth by generating technological diffusion 
from developed countries to developing countries where lack of 
appropriate technologies and financial resource is hampering 
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development (Borensztein, Gregorio & Lee, 1998). Globally, 
beginning from the mid 1980s FDI has grown much faster than either 
trade or income. For instance, between 1985 and 1997 while 
worldwide nominal Gross Domestic Product (GDP) increased at a rate 
of 7.2 per cent per year, worldwide imports at 9.2 per cent, and the 
worldwide nominal inflows of FDI increased at 17.6 percent (Clark, 
Feldman and Gerter, 2000). 
 FDI was introduced in the year 1991 under Foreign Exchange 
Management Act (FEMA), by then finance minister Dr. Manmohan 
Singh. It started with a baseline of $1 billion in 1990. According to 
the Department for Promotion of Industry and Internal Trade (DPIIT), 
FDI equity inflows in India stood at US$ 446.11 billion during March 
2000 to September 2019, indicating that government's effort to 
improve ease of doing business and relaxation in FDI norms is 
yielding results.FDI equity inflows in India stood at US$ 26.09 billion 
during April-September 2019. Data for Q2 2019-20 indicates that the 
service sector attracted the highest FDI equity inflow of US$ 4.45 
billion, followed by telecommunications sector - US$ 4.28 billion, 
computer software and hardware – US$ 4.02 billion, and trading – 
US$ 2.14 billion. During Q2 2019-20, India received the maximum 
FDI equity inflows from Singapore (US$ 8.01 billion), followed by 
Mauritius (US$ 6.36 billion), Netherlands (US$ 2.32 billion), USA 
(US$ 2.15 billion), and Japan (US$ 1.78 billion). 
 The initiative of Make in India has positively resulted to the 
FDI inflow in the Indian economy which is an affirmation to its 
growth. This study focuses on changes in FDI before and after 
introduction of Make in India campaign along with the changes in 
GDP. 
Literature Review 
 According to Rajeshwari M. Shettar (2017)”Make in India” 
Apart from announcing numerous reforms that would fetch FDI with 
ease and flourish business collaborations, the supreme factor of this 
project is to create a well suited business ambience to seed up 
entrepreneurship, thus recreating India as an investment terminus for 
innovation and manufacturing with the prime focus on automobiles, 
biotechnology, defense, thermal power, oil and manufacturing sectors. 
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Bharata Bhusan Sahoo (2018) discussed FDI policy reforms are 
meant to provide ease of doing business and accelerate the pace of 
foreign investment in the country. Over all scenario of make in India 
and FDI was a positive summon to prospective investors from 
everywhere the planet. Earlier, Indian Government was working with 
a mindset of an issuing authority, but now with+ the launch of Make 
in India, it has started working as a Business Partner. 
 Dr. K. V. Ramana (2015) the article entitled “Make in India 
Illusion or Possible Reality Project?” The paper covers problems with 
the make in India, sectors covered, worldwide and a few critics. The 
study also covers the challenges that the project will face. The study 
found that, this campaign attracts foreign investments and boost the 
manufacturing sector of India has been timed to a perfection. 
 Jampala, Lakshmi and Srinivasa (2013) discussed Foreign 
Direct Investment Inflows into India. They concluded that “as far 
because the economic interpretation of the model is concerned; the 
dimensions of domestic market is positively associated with Foreign 
Direct Investment. The greater the market, the more customers and 
more opportunities to invest. 
 Karanpreet Kaur (2015) found out in their study Indian 
Government initiated make in India campaign to open up new sectors 
for foreign investment that helps to boost up the domestic 
manufacturing. 
 Kumar and Karthika(2010)acknowledged in their study on 
“Sectoral Performance through Inflows of Foreign Direct Investment 
(FDI)”, that Foreign Direct Investment features a major role to play 
within the economic development of the host country. Most of the 
countries are making use of foreign investment and foreign 
technology to accelerate the place of their economic process. FDI 
ensures a huge amount of domestic capital, production level and 
employment opportunities within the developing countries, which a 
significant step towards the process of the country. 
 Rachita Kansal (2018) this paper covers an introduction about 
this project, contribution of IT sector towards this drive, step taken by 
the companies and the growth cycles the companies undergo for 
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making a footprint on economic growth. IT sector has made a big part 
in developing promising entrepreneurial class handling with 
innovative practices. 
 S. Soundhariya (2015)the article entitled “Make in India - 
Scheme for transforming India” The paper discusses about Make in 
India scheme, its opportunities, challenges, changes needed and a few 
of samples of different investors invested so far. The study found that, 
Make in India campaign surely makes India an investment destination 
and global hub for manufacturing and innovation. 
 Seema Sangwan (2015) stated that FDI plays an important role 
in the long-term development of a country not only as a source of 
capital but also for enhancing competitiveness of the domestic 
economy through transfer of technology, strengthening infrastructure, 
raising productivity and generating new employment opportunities. It 
has been analyzed that there's high correlation between Industrial 
Production and FDI inflows. 
Research Objective 
The main purpose of the Make in India is to provide employment and 
to increase manufacturing centers. The objective of this study is to 
identify its impact on India with respect to the following: 
 To identify the relationship between of Make in India and FDI. 
 To study the effect of FDI on Indian economy. 
 To understand the overall effect of Make in India Sectors on 

Indian Economy. 
Research Methodology 
 The nature of study of the paper is exploratory. This method 
of research was chosen to understand the research topic and depth 
about research objective. This study involves use of secondary data 
for the analysis purpose. The data has been collected from the various 
research papers, journals, RBI website, Make in India website, 
Department of Industrial Policy and Promotion, newspaper articles, 
etc. The study covers Ten years of period in which five years belongs 
to before the launch of Make in India and remaining five years are for 
after make in India. Graphs and Tables have been used for analyzing 
the relationship between ‘Make in India’, FDI inflow and Economic 
Growth of India. 
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Data Analysis 

FDI inflows in India before Make in India 
(US$ million) 

 
Sectors 
             Years                   

2010-
11 

2011-
12 

2012-
13 

2013-
14 

Up to Sept 
2014 

Construction 1,599 2,634 1,319 1,276 820 
Manufacturing 4,793 9,337 6,528 6,381 4,807 
Mining 592 204 69 24 64.5 
Restaurants  & 
Hotels 218 870 3,129 361 343 
Transport 344 410 213 311 241 
Other Sectors 7393 10018 7028 7501 5022 
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FDI inflows in India after Make in India 

(US$ million) 
 

Sectors 
 
            Years 

2014-
15 

2015-
16 

2016-
17 

2017-
18 

2018-
19 

Construction 820 4,141 1,564 1,281 2009 
Manufacturing 4,807 8,439 11,972 7,066 7919 
Mining 64.5 596 141 82 247 
Restaurants& 
Hotels 343 889 430 452 749 
Transport 241 1,363 891 1,267 1019 
Other Sectors 5022 20640 21318 27218 26802 
 

 These data are taken from RBI. Make in India main focus is 
on manufacturing sectors. There is a huge difference in FDI inflows 
before Make in India and after make India. Some sectors are 
developing and some of them are not getting FDI inflows as expected. 
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The FDI in the Transport sector was found to have jump to 214.74% 
in between 2014 to 2019, whereas other sectors like Construction, 
Manufacturing and Mining shows increment in FDI inflows of 
28.33%, 26.24% and 18.56%respectively.The FDI has decreased by 
41.82% in the Restaurants and Hotel sector due to Make in India. 
Other Sectors except above sectors have also shown upwards trends 
of increase of around 173.25% due to this campaign. Because of 
Make in India overall all country income increased and also change in 
Indian economy. However, the impact of this campaign can be seen 
on all the sectors.  
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 The objective of the study to identify the impact of make in 
India in India economy and here it is fulfilled. High growth in FDI is 
directly impacted to the GDP. These graphs shows that after coming 
of make in India GDP is increased. The average GDP of the year 
2010-2014 is 6.98% and 2014-2019 is 7.16%. 
Conclusion 
 The Make in India campaign is a striving project which India 
needs desperately for its growth and sustainable development. With 
the relaxing policies towards FDI and manufacturing sectors, it is 
possible that India may become the leader in manufacturing sectors 
across the world. India is fortunate enough to have natural advantages 
which include large number labour as well as big domestic market. 
For achieving the growth and sustainable development, it is must to 
improve ease of doing business, curb terrorism, better infrastructure, 
market based reforms in GST, speedy approval of projects, liberal 
policy for FDI inflow, etc.  
 India has proved itself as one of the fastest growing country. 
Make in India campaign through take initiative for growth & 
development. Rules, regulation and norms of the campaign are 
helping to development of India. Make in India through 
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manufacturing industry is increased and inflow of FDI is also 
increased and FDI is helping to growth in the economy. FDI through 
GDP increased, forex transaction is increased etc. So the GDP is 
going up. The average GDP of the year 2010-2014 is 6.98% and 
2014-2019 is 7.16%. It shows that country is developing. Through 
continuous foreign investments, the progress of the Indian economy 
can be made sustained.  
 FDI plays a significant role in growth and development of a 
country’s economy. It has helped India the same the growing 
investment in various manufacturing sectors especially those in Make 
in India initiatives. FDI has boosted the economic life of India. The 
FDI inflow shows upward trend after adoption of liberalization policy 
in trade. 
 The data shows that there has been significant rise in the FDI 
due to Make in India campaign. The Government of India, 
encouraged by such rise is relaxing the policies of FDI which will 
give them a steady source of finance. It will help in increasing the 
productivity in future with technical know-how coming along with 
FDI inflow.  This will also help in creating employment opportunities 
in India. Various effects of Make in India and FDI can be seen like 
increase in financial resources, benefits of technological know-how, 
enhanced managerial skills, better employment opportunities, Balance 
of Payment, Global Competitiveness of Indian Manufacturing 
Sectors, Development and Growth, etc. 
 Make in India campaign also focuses on producing products 
with zero defects and zero effects on environment. Come Make in 
India, Come Manufacture in India, Sell in any country of the world 
but manufacture here. We have got skill, talent, discipline and 
determination to do something. The above tables and analysis shows 
that this campaign has been proving to be beneficial for India. The 
government is relaxing sectors in line with ‘Make in India’ campaign 
which will help in ensuring balanced development across various 
sectors. Overall scenario of Make in India and FDI was a positive 
effect in overall country. However, India still needs to work on its 
policies on FDI to overcome hurdles, provide more transparent 
working environment and enhance security measures. 
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VALUE AND ETHICS INEVITABLE FOR BUSINES: CSR A 
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Abstract 
 Consumers across the world have been experiencing a play 
card in the hands of seller for thousands of years. Exploitation 
increased due to profit centric model of business. It gave birth to 
business ethics around 1970.Business ethics set the ethical principles 
relevant to conduct of individuals and business organisation. 
Corporate Social Responsibility (CSR) is outcome of such business 
ethics. The study discusses different models of CSR. It gives deep 
insights into CSR rules in Indian companies Act, 2013.The study 
deals with CSR case study of top 5 small cap companies of India. It 
identifies CSR as a strategy tool of company which will have impact 
over company’s revenues and stability in long run. This study 
concludes that CSR is not viewed merely a charity work but a practice 
in corporate to retain survival in society. 
Keyword: Business ethics, CSR, Companies Act, CSR  models, 
CSR expenditure, Sales revenue, Profit 
I. Introduction 
 The world economy has been transformed from traditional to 
digital, from welfare model to profit centric model. The pace at which 
these changes occurred was blistering. Due to expeditors change in 
profiteering model of business, the exploitation  took a new high 
where every practice from hoarding, misleading sales information, 
adulteration, charging undesirable prices to slavery of labour were 
made. It gave birth to a concept of Business Ethics. This term would 
probably have originated in USA by beginning of 1970.Later on. this 
term made regular to major courses in 1980.The business school of 
Europe introduced business ethics in mid 1990.Gradually it touched 
every segments of business irrespective of geographical boundaries 
across world. Business ethics is sets of standard, principles and values 
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that rules for ethical conduct of business and individuals. Though 
regular series of lectures were delivered on business ethics but still 
unfair practices continued across the world. The developing term 
Corporate Social Responsibility (CSR) is outcome of such business 
ethics practiced by business. Though origin of CSR can be traced 
back in 1953 when Howard Bowen known to be ‘father of CSR’ 
wrote a book on business ethics and social responsibilities of business 
towards society (ACCP).The World Business council for sustainable 
Development in its publication Making Good Business Sense By Lord 
Holme and Richard watts, defined CSR, “Corporate Social 
responsibility is the continuing commitment by business to behave 
ethically and contribute to economic development while improving 
the quality of life of the workforce and their families as well as of 
local community and society at large.” (S) 
 Business ethics and CSR lead to positive relation of 
organisation with employees, customers and community and thereby 
good corporate image (Godfrey Adda, 2016).For a decades, TATAi n 
India has developed a brand image due to its reach to masses in 
elevating their lives, honing their skills and nurturing their deams 
(Amit kumar shrivastava, Sep-Oct,2012,Volume 3,Issue 5).This study 
is aimed at analysing the need and scope of CSR. It also gives insight 
into practice of CSR by major Indian companies. 
II. Review of Literature 
1. Sridhar K and Bharath Bhushan B in their research titled “A study 
on Corporate Social Responsibility Initiates of Wipro Ltd.”(Jan 2015) 
Say that Wipro Ltd. Has given his helping hand in various spheres of 
problems in society and thereby earned goodwill in society.  
2.Dr. Simran Kaur and Ms.Nidhi Tandon in their research titled “The 
Role of Corporate Social Responsibility in India” in ‘Research 
Journal of Commerce & Behavioural Science’(Jan 2017) concluded 
that CSR is boundary less in terms of race, colour or religion. Many 
of corporate realised need of being associated with social causes as a 
means of improving their corporate image. (Tandon, Jan 2017 vol 6) 
3. Amit Kumar Srivastave and “et Al” in their paper titled “Corporate 
Social Responsibility (A Literature Review)”in ‘International Journal 
of pure and applied researches (2017)’, say that CSR is not same as 
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philanthropy and charity as companies receive a long term benefit 
from CSR initiative and Triple Bottom Line approach represents a 
relation among corporate, society and environment in a way of 
attaining corporate sustainability. (Amit kumar Srivavatava, 
2017,Vol2(2)) 
4. Vijay Sharma in his research titled “Corporate social responsibility 
(A Literature Review) published in Shanlax, International Journal of 
Management (2019) says that CSR activity must be on size of 
company. Greater will be size of company, higher will be its CSR 
program and vice versa and also provocated awareness of CSR in 
localities. (Sharma, July 2019,Vol 7) 
5.Dr.Heena Sunil Oza and MS. Shweta Deepak Taneja in their 
research titled “Study of CSR Disclosure practices by Blue chip 
companies in India before and After issuance of ‘Corporate Social 
Responsibility Voluntary Guidelines 2009’ by Government of India” 
in Multi Disciplinary Edu Global Quest(2012) concludes that  after 
issuance of guidelines, there is increase in CSR disclosure of 
company. (Taneja, Oct.2012) 
The above researches cite a general definition and need of CSR. The 
Company is using CSR as a tool of building corporate image. Though 
a Sridhar and Bharat has made it a specific to Wipro Ltd. But there is 
need to fill up research gap of CSR activity of Top 10 Blue Chip 
Company of India. 
India.  
III. Objectives of Study  
1. To discuss CSR rules incorporated in Indian companies Act, 2013. 
2. To identify CSR as a tool for corporate development. 
3. To understand CSR practices made by small cap companies in 
India and their relative importance on business outcome. 
4. To determine importance of CSR practice to concerned 
stakeholders in the context of Indian companies. 
IV. Hypothesis 
H0-The Company who dispense its CSR activitivities will see an 
increase in sales revenue and profitability. 
V. Research Methodology 
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 The extensive literature survey is conducted related to topic of 
the study. The various secondary data of quantitative and qualitative 
natures are collected from research paper, report, documents from 
website and website for the purpose of study.  
 The data collected for study of CSR Expenditures of top 5 
Small cap companies are from annual report uploaded on their 
respective website and money control from FY 2015-16 to FY 2018-
19. The CSR Rules are derived from Section 135 of Indian companies 
Act (Amendment), 2013 
The study analyse data through different tables and graphs. 
Models of CSR 
1. Friedman Model (1962-1973) 
 A businessman is committed to serve his shareholders 

&stockholders. 
2. Ackerman Model (1976) 
 This model focussed on internal policy goals and its relation to 

CSR. 
 This model suggests that Management must find most social 

concern and undertake its project to solve it. 
 It also recommend staking service of experts and citing for 

evaluation of project. 
3. Carroll Model (1991) 
 Philanthropic responsibility: This responsibility ensures social 

welfare and goodwill. 
 Ethical responsibility: It asks for moral and ethical values to deal 

with all the stakeholders. 
 Economic responsibility: It favours the shareholders. It advocates 

for higher return and wealth maximisation. 
 Legal responsibility: It asks to follow law of land. 
4. Environment Integrity & community health model 
 This model is developed by Redman. 
 Business contribution to environment integrity & human health. 
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CSR in India 
 CSR is not merely offerings but is a way of running business 
through which organisation visibly commit to good of society.CSR is 
made mandatory in India through provision succeeding to amendment 
to Companies Act,2013 in April 2014.India is first country to do in 
world. 
 CSR is applicable to every company registered under 
Companies Act 2013 and any other previous company law. 
As per Section 135 of the Companies Act, 2013 
1. Net worth of Rupees of 500 crore or more  OR 
2. Turnover of Rupees1, 000 crore or more  OR 
3. A net profit of Rupees5 crore or more during any financial year 
   (Net profit means Profit before Tax (PBT) 
Amount of Profit to be spent on CSR 
 The CSR contribution would be at least 2 % of average net profit 

made during the immediate preceding financial year 
The Activity under CSR 
 The CSR fund must be expensed for the activities listed in 
Schedule VII of Companies Act, 2013. 
CSR amendment 2019 under Companies Act  
 Before the amendment in CSR, if company could not spend s 
CSR funds in any year, it could carry the unutilised fund in next fiscal 
beside to money allotted for that year but CSR amendments notify 
that unutilised funds must be deposited into a fund prescribed under 
Schedule VII of the Act at end of fiscal year. 
New amendments also prescribe for penalty and imprisonment to 
company and defaulting officer too. 
 During the COVID-19outbreak, Minister of Corporate affairs has 
notified that company’s contribution in PM-CARES Fund to fight the 
pandemic will be considered under CSR activities. (Associates, 
2020)The countrymen and big corporate of India have stepped up 
with money and in kind to fight with Covid-19.Till April 4, 2020, 
Thousands of crore are contributed in PM-CARES fund by corporate 
across India for noble cause. 
CSR A Case study: Top 5small cap companies in India 
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Small cap companies are those companies whose market capitals are 
less than Rupees 5,000 crore. This study takes case study of top 5 
small cap in India as per SEBI classification of companies. Here are 
list of top 5 small company. (Association of Mutual funds in India, 
2019) 
Figure 1 
Sr no. Companies 
1 TTK prestige Ltd. 
2 National aluminium Co. Ltd 
3 Central bank of India 
4 NLC India Ltd. 
5 Jubilant Life Science Ltd. 

 
CSR activities By Top 5 Small Cap Companies (2015-16 to 2018-19) 
Figure 2 
Social 
Responsibility 

TTK 
prestige 
Ltd. 

National 
Aluminium 
Co. Ltd 

Central 
bank 
of 
India 

NLC 
Ltd. 

Jubilant 
Life 
Science 
Ltd. 

1.Education           
2.Health          
3.Blood banks          
4.De-Addiction 
centres for 
Alcoholics and 
drug addicts 

      

5.Construction 
of toilets under 
Swatch Bharat 
Abhiyan 

        

6.Safe Drinking 
water 

        

7.Skii-based 
training to 
Disabled 
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students(PWD) 
8.Plantation 
 

         

9.Contribution 
to 
PMRF/Central 
Govt 
fund/Welfare of 
SC, ST, OBC, 
Minorities and 
Women  

          

10.Rural 
development 
fund 

          

 
The Actual CSR fund svs. Prescribed CSR funds 

i  
Review of Performance 
 The CSR policy is made mandatory since April 2014.Unde the 
guide of CSR policy, the TTK Prestige Ltd, National Aluminium Co. 
Ltd, NLC Ltd. and Jubilant Life Science Ltd. have utilised the CSR 
more or less than prescribed CSR. It is found that the company which 
has used prescribed CSR or even more than cultivated more revenue 
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NLC Ltd. Jubilant Life Science 
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26.24 27.16 6.06 1.17

2016-17 3.04 2.88 
27.56 30.08 NIL NIL

2017-18 3.23 3.33 
27.88 29.01 NIl NIL

2018-19 3.83 3.84 
27.38 30.34 NIL NIL



227 
 

and profits but Central Bank of India which could not utilise CSR 
funds, It has to face losses. 
 The TTK Prestige has cultivated 107.77%, 108.91% and 
112.69% growth in sales revenue from last financial year in 2016-17, 
2017-18 and 2018-19 respectively. It also has recorded increase in 
profits of104.91%, 123.25% and 125.32% in FY 2016-17, 2017-18 
and 2018-19 respectively. 
 National Aluminium Co. Ltd. Has registered an increase in 
sales revenue of 110.77%, 126.53% and 121.18 in FY 2016-16-17, 
2017-18, and 2018-19 respectively. It shows  good result in sales 
revenue due to its  dispense of CSR activities more than prescribed  in 
some years.(Refer Table 4 & 5)and So is with the NLC India Ltd. 
And Jubilant Life Science Ltd.They have also shown positive trend in 
sales revenue and profitability during these years. (See Figure 4 & 5) 
In opposite, Central bank of India could disburse only 1.17 crore 
against 6.7crore in FY 2015-16 and could disburse Nil in coming 
years .As it could not disburse its CSR fund. It tasted a loss in 
subsequent years also. 
 So Hypothesis (H0) is tested and satisfied. So the study 
concludes that the company who dispense its CSR activitivities will 
see an increase in sales revenue and profitability 
Limitation of study 
 The study is very useful as it give insight of CSR rules of 
companies Act,2013 but it’s scope is limited as it takes samples of 
only 5 small cap companies. Study does not use any major statistical 
tool. The study is analysing the effective changes in company’s sales 
revenue and profitability due to commitment to its CSR practices. But 
Sales and profits are affected by multiple factors. The study does not 
consider those multiple factors affecting sales and profits. 
Suggestion 
 The study uses both quantitative and qualitative data for the 
study purpose. It seeks to establish CSR practice by Top 5 small cap 
companies only. So it fix literature gap for other researcher to 
undertake study of CSR activities of many other untouched Small Cap 
companies including Large cap and Mid cap companies. 
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 The study suggests that CSR is not an offering to society but it 
should be in strategy of corporate to utilise CSR funds which will 
develop sales revenue and corporate image of companies in long run. 
The corporate who could not use their CSR funds or dispense CSR 
activities fail to develop good rapport with stakeholders and thereby 
eat failures in revenue. 
Conclusion 
 The study is both descriptive and analytical as it establishes 
facts finding through financial data uploaded on company and Money 
control’s website. It throws light on CSR rules incorporated in 
companies Act, 2013.The study reach out to points that CSR is not 
merely offerings to society but it must be undertaken like another 
corporate strategy by companies. Those small caps that utilised their 
prescribed CSR expenditure in more or relatively less, gained good 
sales revenues and profitability. Central Bank of India who could not 
dispense the suggested CSR limit, caught with losses. So CSR should 
be in corporate strategy of company to deliver good result 
The study gives a scope to other researchers to conduct an enquiry of 
similar nature for other Small, Mid and Large Cap companies. 
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Appendix 

1. Tables showing different financial data with figure no. 
2. Diagram showing depth of contents but without serial no. 
Figure 3 
Prescribed CSR and actual CSR expenditures 
Company 2015-16 2016-17 2017-18 2018-19 
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Figure4 

Sales revenues and profit 
Company 2015-16 2016-17 2017-18 2018-19 
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Figure Error! Main Document Only. 

Company 2016-
17 

2016-
17 

2017-
18 

2017-
18 

2018-
19 

2018-
19 

 % 
change 
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revenue 

% 
change 
in Profit 

% 
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% 
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in Profit 

% 
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% 
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prestige 
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National 
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