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THE IMPACT OF COVIDAS ON BANKING SECTOR: AN INDIAN VIEWPOINT

Mee Avimaan Shatkh |
Aanistant Protessor, Foresight Coltege of Commerce, Pune Maharashtra, India

My, Heeona Shatkh
Annintant Protossor, Foresight College of Commerce, Pune Maharashtra, India

:ﬁﬁw& The hanking and financial industry, whose prospeots ave related elosely to those of the economy,
AN SUER 0 e the brant of the anticipated stowdown in economio development, The International Monetary
Fand has redioad ndias GDP growth prediotion to 1.9 percent for 2020-21, There is a possibility of an
WicTaase W detaatiad loans. “The downtwn might potentially lead to job losses, which could put on the
rolal fonding books of financial institations. The loss of revenue from tourism and the entertainment
AR, amongat many other areas of business, has alieady damaged the economy, These and ather such
TaCton are all buikding up to put a burden on the economy of the whole world, which may potentially have
ramnioations for the next year, The govermmeonts, contral banks, and rogulatory bodies in the Asia-Pacific
region have cach implomented their own unigue set of countermeasures in response to COVID-19, These
nciude the masion of additional cash, loans directed at damaged companies and areas, and reductions in
the palivy interest rate. Additionally, it involves assistance for financial institutions in their provision of
forboarames o evonomically viable people and companies that were negatively impacted by COVID-19.

Aaywardv—Artitioial Intelligence, Technology, Machine Learning, Banking Sector

INTRODUCTTION
The revent precipitons fall in the price of bank equities is & reflection of investors' diminishing trust in trust
W the rermatonal monetary system. The economie stump caused by the COVID-19 erisis, according to
the survey Hadings, would canse local banks to face a rise in their non-performing total asset ratio of 1.9%
and thewr craddit cont ratie of 130 basis points by the year 2020, The assumption behind these projections is
that the ecomomy will continue to strengthen in the aftermath of the COVID-19 disaster, According to the
article "For Aste-Pacifie Bankers, COVID-19 Problem Could Add USD 300 Billion To Credit Expenses,"
| this sum of money Will be required to meet the costs connected with the crisis inside the region's financial
~imtiutions, SQP Global Ratings prodicts that by 2020, the proportion of non-performing assets (NPA) in
Chinas banting aystem would have increased by around 2%, This outlook is based on the assumption that
the Chinese eoanomy would continue to contract, The research indicated that the economie volatility
brought on by COVID-D would test the rating resilience of the region's tweaty various banking sectors,
The succest of government and regulatory efforts to ensure that tinancial institutions' assets remain in
goodd shape dayond 2020 wall rely i part on these offorts. One of credit's many functions is to even out
flucuations 1 consumer spending by acting as a kind of temporary insurance against life's unexpected
bumps, Such an the recent pandemic and its consequent lockdown. (Panchal, 2021)

ORIECTIVE
The rosearch paper awed to tfill the Rllowing objectives:

. To sty the state of atfains of the Indian banking sector during covids19.

° > Study on the Banking Sector in India, %
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As a direct consequence of this, a market for financial solutions that contribute to the attenvation of the
vonsequences of any potential future crises will develop. It's possible that the producers of these things are
Capitalizing on the desire of homeowners and companies alike to take safety measures and steer elear of
needless dangers. Because the Coronavirus may be carried on the surface of banknotes and coins, one
might argue that the virus “dirties" money. This is due to the fuot that the virus can be carried on the surface
ﬂf these items. Therefore, the fear of infection will be the driving force behind the second wave of
digitalization, as well as the light away from cash,

This would provide even more assistance to Indin's already amazing pace of digitalization, which has been
picking up steam over the course of the last several years, Despite this, it is anticipated that there will be 4
decrease in both the value of transactions and the number of transactions as a consequence of the p{lsnihility
of a prolonged slowdown in the cconomy in the medium future. The activity level of transactions is
EXpected to steadily decling, which will operate as a barrier to the expansion of the market share of digital
transacuons It is probable that the pandemic will have an impact not only on the method of choice for the

‘ delivery of financial commodities but also on the sort of products that are provided and their structure. In
India's economy, the expansion of the financial industry will continue regardless of whether or not
COVID-19 is put into effect.

COVID-19 ON BANKING SECTOR

Standard teller services and banking activities, including depositing and withdrawing money and clearing
checks, required customers to keep at least one meter of distance. A bank employee's effort to clean dirty
checks with a steam iron has gone viral after he or she was caught on camera using tongs.

A weakness in our banking systems and a general lack of adaptation in the industry were exposed in the
face of an emergency by the operational and technical challen ges faced by both customers and employees.
The bank's continuing attempts to digitize and improve its backend procedures will get an injection of
much-needed discipline as a result of the immediate lessons learnt from the ongoing COVID-19 challenge.
Banking institutions will no longer have to rely on paper, manual reviews conducted by humans, or
employee participation in the process. According to a study (Jaiswal, 2020),

Because to COVID-19, not only will new technology be adopted more quickly, but four fundamental areas
of banking will also get renewed emphasis:

’ @ Taking Advantage of New Technologies — Emerging technologies will play a pivotal role in the
aftermath of the epidemic and the economic uncertainty, playing a significant role in both the acceleration
of transactions and the reduction of costs for banks. The banking industry in India has previously
acknowledged the importance of technology in expanding its customer base and business operations.

© The removal of vertically integrated stacks, APlIs, containerization, cloud computing, artificial
intelligence, and blockchains is anticipated to result in increased rates of use of micro service architecture.
® The digital transformation of banks and other financial institutions. as well as the reimagining of

digital service delivery, will be significantly aided by the use of these technologies.

The 2017 World Bank Global Findex Report found that among the world's 190 million individuals who
do not possess access to a bank account, a large percentage live in India. Channels of Digitization - As
mobile phone and internet usage continues to rise, the primary focus will be on boosting the uptake of
technology that allows digital financial inclusion. Another area of focus would be the continuing shift in
customer behaviour away from in-person interactions with bank branches and toward those conducted

i

through digital meas, Sankwll allow customers to interact with the institution via a
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IMportant factors including demographics, internet availability, last-mile connectivity, and consumer
bemkmg activity patterns to facilitate effective adoption.(SALEEM et al., 2022)

Security, Pri vacy, and the Trust of the Customers - There was an upsurge in cyber fraud in India's banking
SECtor during the fiscal year 2017-2018, with losses estimated at $13.7 million, as reported by the Reserve
Bank of India (RBI). As the use of cashless transactions in digital ecconomies grows, banks will need to
develop secure frameworks and systems. Financial fraud, money laundering, data loss, identity theft, and
privacy breaches are Just a few of the threats that may occur on the internet. A fter uncovering external and
internal system flaws, the bank should take severe actions. Firewalls, smart networks, financial-grade
application programming interfaces (APIs), and secure communication with customers need strong
Customer authentication (SCA). Robust financial solutions, including cyber security measures, are crucial
for protecting against hostile assaults.(Kaicker et al., 2022)

Policy and Compliance — With the goal of developing business for the unbanked and under-banked people
In our nation, we must prioritize expanding access to digital payment methods, especially in rural India.
) There are two types of persons in this category: those without bank accounts and those with insufficient
funds in their existing accounts.
When it comes to safety and privacy, India is already well on its way to introducing the Personal Data
Protection law (PDP), which will be modeled after the GDPR that will be implemented in the EU. The
implementation of an open banking rule in India, similar to those that have been implemented in the UK
and the EU, has the potential to further accelerate the ongoing financial revolution in India.

) OTHER REPERCUSSIONS

There is a high probability that COVID-19 will cause a significant change in consumers' prophylactic
savings and their avoidance of risk. This rise may cause an increase in the proportion of people who put
their savings into bank deposits, which are often seen as the safest kind of savings vehicle. On the other
side, the tendency of families to borrow money in order to spend it will decrease. Bank tellers may amass
large accounts but face a dearth of loan applicants. Banks, despite an increase in loan demand. will remain
risk-averse. As a result, financial institutions are likely to place more emphasis on the need for safe as
liquid collateral when extending credit. This might lead to a reduction in the availability of unsecured
forms of credit such as personal loans and mortgages. Borrowers of all stripes, from consumers to
O'  corporations, can benefit from better lending if better techniques for measuring risk are developed, and
‘deeper studies of borrower risks are conducted. Because of this, there is a pressing need for a significant
improvement in the analytical techniques and data that are used to construct more "full" risk profiles of
borrowers. The banking and financial industry is among the industries that have been struck particularly
hard by the recent economic crisis. While the Nifty50 index has dropped by 27.7 percent during the
previous three months, the Nifty Bank index has plunged by 40.1 percent. There is a possibility that
individuals would buy more insurance as a result of the epidemic, which is something that should be taken
into consideration by insurance companies. An investor must have a time horizon of at least seven years
in order to purchase shares in a fund that invests in the banking and financial industry and has a continuous
track record. Steer clear of people who have a connection to the more susceptible market groups described
before. The proportion of an equity portfolio that is put mnto a sector fund should not be more than five

percent.(Mathew et al., 2022)
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Banking

A@i . ! Impact Recovery Period

IS W g e

’3 Reason

* The Reserve Bank of India (RBI) estimated that Non-Performing Assets (NPAS) may increase to 10.2-10.5% by
Seplember 2020, With the outbreak of COVID-19, this figure is expected to increase.

+ The phase to recovery will depend on the outcome of the measures that the RBI has initiated and is likely 1o
1ake place in the following weeks.

Figure 1: Impact Of Covid On the Banking Sector

Reforms to the RBI in India

Regulatory Document for COVID-19 In response to the COVID-19 Pandemic Disruptions, the RBI
released a circular outlining a number of regulatory measures, including the establishment of provisions
and Asset Classification Norms. You may find these steps in the preceding phrase. The RBI has made it
clear that it intends to make it easier for businesses to make their loan payments, as well as easier for them
to manage their working capital, and that it intends to do all this in an effort to reduce the financial strain

on company owners.(Kanojia, 2020)
.y > Adjustments to Payment Schedules for Term Loans and Working Capital Facilities

Due on April 1, 2019, commercial banks in India (including regional rural banks, small finance banks, and
local area banks) and then all cooperative banks and non-banking financial companies in India must pay
the Equated Monthly Installment (EMI) on all outstanding agricultural term loans, retail loans, but instead
crop loans in an effort to lessen the impact of the COVID-19 pandemic. As a means of maintaining the
repayment schedule, the loan amount term will be transferred to the board. Interest on the term loan will
accrue at the regular rate throughout the moratorium period. The Reserve Bank of India has decided to
provide working capital services including cash credits and overdrafts. Commercial banks will have less
payment obligations starting June 1, 2020, and going through August 31, 2020, per a decision reached
earlier. To recoup interest, which applied to all of those establishments. Financial institutions may. at their
option, convert the postponed interest accumulated until August 31, 2020 into a funded interest term loan
(FITL) with a repayment deadline of no later than March 31, 2021. We expect full repayment of this loan.

As a result of the severe economic downturn and business closures, the banking indpsiry is now under
significant stre {t, the banking industry and the law have undergu%nhangm((}ul
\ —_—
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Borrowers in India have the option of using either Cash Credit or to repay their working capital loan from
the Rﬁser}fe Bank of India. This helps ease the burden on banking institutions so that they may continue (o
s€rve their customers. The RBI has decided to do this as a preventative precaution in the face of the
COVID-19 Pandemic. It's 2020, as announced by RBI. The Reserve Bank of India established this
difangement as a short-term measure, and it will expire on March 31, 2021. Until March 31st, 2021, the
Resewg Bank of India will continue to conduct these evaluations in order to authorize working capital
cnnstr;mt_a; these evaluations will be based on an examination of the working capital. In order for the
fmancial Institution to engage in the aforementioned tasks, it will need to be convinced that doing 80 18
Important due to the monetary damage brought on by the COVID-19 epidemic, Further, given the impact
?hat the COVID-19 outbreak has had upon the financial sector, accounts that are granted extra flexibility
in accordance with these instructions will indeed be subject to a further supervisory review to confirm their
Justifiability. The Reserve Bank of India's board of directors sets the rules for the country's banking system,
and financial firms in India must follow these rules at all times. (Bhattacharyya et al,, 2022

. Small negative impact ] Large positive impact
About the same na,

B small positive impact
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Figure 2: Impact of covid on banking

CONCLUSION

This has two ramifications for the future of banking. Initially, the banking sector will function in a
monetary environment characterized by abundant liquidity and very low interest rates. As a second point,

the government w

!
T

g guarantees, back-stops, and more direct figepl support to borrowers whose
impacted hardest by the virus. In its role

use the mongoif r oW} rd redu;ing the deficit. A related quegftogASWhat the future of banks' loan
books will lc ngewen Blgleconomic upheavals often lead to an increase i H&{( perception and a simple
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thght to quality. This implies that banks will be more likely to lend to borrowers their income or cash flow
are stable and predictable, and less likely to lend to those whose financial stability is at risk from
tluctuations in their income or cash flow. Instead. financial institutions will prioritize extending credit to
borrowers who can provide evidence of stable cash flow. Generally speaking, banks tend to follow the
ﬂfiagc that "big does matter”, The flight to quality might end up becoming a race to the size of the company
SINCE, on average, larger businesses have a lower risk of going bankrupt than their smaller counterparts.
Th‘f majority of businesses in consumer-oriented industries are now working at less than 70 percent of
their capacity, which is the general agreement among industry executives. Banks continue to have a very
low tolerance for risk, and this is also the case. The speed with which the economy makes a recovery will
determine the state of the banking industry. Now, cveryone's attention is focused on the anticipated
€Conomic stimulus package from the government.
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Abstract: Every country makes plan of economic recovery through generation of emploveman :
jobs which inchade short term as well as long term chances to have a quick impact on pugf, m:?
livelihoods in public sector or the private sector. Work provides moncy for family whiek T"
development of that family in the society. Development of the family or peoples directly ang . ;Ig;:;
. connected with development of the country. The government of India has launched various Schemey ,_;
| genaration of employment for unemployed youth to bring them in the stream of economic developmum,. ¥ !
the country The paper tries to enlist the centrally sponsored schemes for employvment for T
generation. The rescarcher papers throw brief outlines of schemes launched for employment SXTermn

Keyword-Employment, Schemes,

Introduction:
Any plan for econamic recovery must include measures to stimulate the creation of new jobs. The -

"job creation” can refer to a wide range of activities, including short-term chances that have 2 quick e
as well as the establishment of more long-term livelihoods in the public sector or the privas o
Consider the long-term viability and impact of any employment generation imtiative while puttag 1y
place. There are several reasons why having job available is so important. When young people Save s
other than violence, the public is more likely to be involved in the peace process as a result. When it s
to economics, work provides money to low-income households; boosts the economy's intemal demand &
goods and services, and increases overall economic growth. By enabling displaced persons to retum b
and enhancing social welfare in the long term, employability fosters social healing.

Objectives of the study:
1. To enlist the schemes launched by Government of India for emplovment

2.To reviews the schemes of Government of India for employment

Review of Centrally Sponsored Schemes for Employment
~ Increasing employment opportunities in rural and small towns, as well as enhancing emplovability, awe ™
g of !ha gavmmt’s prionities. For example, the Mahatma Gandhi National Rural Employment Guarss
- Scheme (MGNREGS), the Deendayal Upadhey Yojana-National Rural Livelihood Mission (D4
m}. the Deendayal Upadhyay- Gramin Kaushalya Yojana (DDU-GKY), and the Pradhan Mantri 0%
S&dﬂk ?ﬁj‘ﬂnﬂ are all Centmny Sponsored Schemes that u.l'ﬁ being implemented to address the jsue 0

: | -'_ wmﬂ! has m IMM[W o mm the creation of new ;
kCAgtmQsNar Bharat strategy, which was introduced by W govemadtt
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promote the ceanomy and ameliorate the

e¢ffevie of Covid 19 i intevded 10 dio by e srateyy's gngl e
o !Imngthm the eConom .

trgating the tonsequences of ( ovid 19 on the ETIVIrOTETSETIE. | B

| scal stimulus o the cconamy n the mmoumt of approzimstely Ra. 77 666 croves
This package covers long -1

1T goals sich as inereasing thve country's self-sufficiency while also providing

Garth Kalyan Rojgar Abhiynan

It is the goal of this 125-day
Jharkhand. Madhva Pradesh
and ather smilarly afflicted p
in collaboration with the Indj
Rs 39,293 crore on the Abhi

(GKRA) of 125 days

campaign, which will ke place in 116 districts across six dinfes (Rikar
Misha), to improve job and livelihood prospects for returnee migrant workers
opulntions, particularly youth in rursi areas [ he campargn will be carried out
an Counetl for Rural Development (ICRDY There was s vt expendifire of
van, which resulted in the creation of $0 7% crore persondays of employment.

Aatmanirbhar Bharat RojgarYojana:

ABRY, which is a component of the Atmanirbhar Bharat Package 1.0, was launched o October [ 2020
n i\'h' 0 encourage employers to create new Jobs and to restore jobs that had been ost as & resuit of the
C®.d-19 pandemic. ABRY is intended to cncourage employers to create new jobs and to restore 1obs that
had been lost due to the Covid-19 pandemic. The Employees' Provident Fund Organization (EPFO) s =
charge of admutustering this scheme, which aims to lower cmployer expenses while simultanecusly
cacouraging finms to hire more emplovees in order to keep up with demand Changes are in force
mmediately, and the deadline for beneficiary registration has been pushed back to March 1<t from June
30th. As of the 29th of January in the year 2022, the benefits obtained by 46.89 lakh beneficianes Som
126 1akh establishments amounted to Rs.3435 Crore, representing a total of Rs 3435 crore

© —

Aatmanirbhar Bharat Rojgar Yojana (ABRY)
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| Street Vendor’s AtmaNirbhar Nidhi. - =~
e mounced on Junc 1, 2020, that the PM SVANidhi Scheme started with the ot 2021,
Aars who had been affected by COVID-19 to re-start their operations. Q- Sj%ember ¥
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' thiy Programme has disbursed Rs 3,054 crore in loans to 30.2 lnkh street vendors, a lotal of s 3 054 X

" lnmﬁaﬂd the network ol tending Instiiulions like Scheduled r.‘nmfﬂmiﬂh Banks [,‘]['n”. ."hm -
Sk Mmmm (NBFCs), Micro Finance Institutions (MFlx), (‘o-operative Banks, Small b oyt

__*:MTHFBI). Regional Ruml Ranks (RRBs), ete. for the Scheme implementation

F1o work for themselves might benefit from the Pradhan Manin Mudra Y gjan, (PMvll
PO, ¥ L1y Bt initiative Jaunched in 2010 PMMY provides collateral-free loans of up o Ry Lam V -
f S g candidates in order 1o support micro/small firms and individuals in beginning or flf'i'-'lﬂblﬂg he
Ve m A total of 32,12 crores in loans were made under the scheme, which was in eliect unyj the il
P g %.. 2022 According to the government, the Production Linked [ncentive Schemes PR ., o8
%mm.nf up 1060 lakh new employment over the next five years. =

oy %Pf&ﬂhnn Mantri Mudra Yojana (PMMY), institutional credit up to Rs, 10 lakh s Provided by Mo
Wﬁ\g Tnstihniﬂns {I‘dl[ﬂ} o micro/smnll 1‘!}frE[1l't‘nr::lil‘!i, mcludln;: anen, for INCome Fen o

&

activities in SECROrs such as manufacturing, trading, services and activities allied to agriculfurs This |
b}' ._,U_ﬂm_Ministﬂr of State for Finance Dr Bhagwat Kisanrao Karad in written reply 16 a Quesnos

-

=

mﬁnm stated that as per data uploaded by MLIs on Mudra portal, as on 26.11.202], the der -
| led by Women entreprencurs under the Scheme 1s as follows: -

—.

LSS SR ARG TR
No. of A/Cs (in crore) | Sanctioned Amount
{in Rs. Lakh crore)
32.11 ' 17.00 |
21.73 | 7.42 |
&/ | %Share of Women 68% 44%
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akacMInSLer stated that the Government allocates annual largets for the amouit o be sanctioned
MM Lo MLIs i1.e., Scheduled Commercial Banks (SCBs), Regional Rural Banks (RRBs). Non-Bat

J ' panies (NBFCs) and Micro Finance Institutions (MFIs). For the current financial year -1_
gargetotsanction of Rs. 3 Jaléeesqres have been fixed for ML State/UT-wise and Gender-wise t8
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2014-15 1073174 1122.54 48,168 351,507

2015.16 1013.53° R72 44" 181034 278156

Xit Plan Tots) 4303 5 4152 09 194648 1442815

Grand Total {Xi

and Xil Pian] 7435.15 7218.78 358331 3043680
Souree:

Al the national level, programmes such as the PMEGP of the Ministry of M icro, Smatl and Med:

tprises and the Deen Dayal Antodaya Yojana-National Urban Livelihoods Mission (DAY-Ntmzs
the Ministry of Housing and Urban A ffairs, among others, are being carried out >
Mindstry of Skl Development & Entrepreneurship (MSDE) has implementad the special Progracnme .
M'M.ﬂkiﬂjng (Short Term Training (STT) and upskilting (Recognition of Prior g (RPL) of

l-l.l.l..l.ﬁ

TCumse migrant workers impacted by COVID-19 under its flagship scheme Pradhan Mantrs Kazshal V3
Yojana (PMKVY) 5o support the Garib Kal ly ' 2

covered 116 districts of 6 State namely
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AN AWARENESS OF HTML5 AND HTML 6 IN WEB DEVELOPMENT

Archana Mhaske
Assistant Professor, Foresight College of Commerce, Pune

ABSTRACT

The future languages for web development are and will be HTMLS5 and HTML6. For everyone who
uses the internet, there is a new standard called HTMLS and HTMLG. In this paper describe details
on HTMLS5 and HTML6. We also talk about HTML6 for web development. This paper also
cxXplains how the user can access anything, including animation, images, music, and videos, and that
HTMLS's improved capabilities may be used to build sophisticated web applications. The research
Paper explained the introduction of HTMLS and HTML6. as well as the best ways to use HTMLS
and HTML6. The advantages of HTML6 over HTMLS are also covered by the researcher.

Keywords: HTML6, HTMLS5. web technology, HTMLS features. HTMLG6 features

OBJECTIVES OF THE STUDY

To understand the concept of HTML and its versions.

To study HTMLS5 and HTMLS.

To be aware of HTMLS and HTMLG

To study the features of HTMLS and HTMLG.

To study the compare of HTML5 and HTML6

RESEARCH METHODOLOGY

This research is based on both primary and secondary data, making it highly informative.

Primary Data - For this research, we conducted an online survey and a questionnaire (Google form)
was utilized to gather primary data from 24 participants who ranged from 15 to 30+ in age.
Secondary Data - The sources of secondary data of this research are Internet, journals. various
other websites, e-books.

Sample size: —24 respondents

Sampling technique: Simple random sampling

Sampling instrument: Questionnaire

LIMITATIONS OF STUDY

This analysis is limited to Pnimary data and Secondary data.
Time limitation while collecting the Primary data.
Generalization of all the data from this analysis is not possible
Analysis is restricted by the data's visibility.

HYPOTHESIS
HO:- There 1s significant awareness of HTML5 and HTML6 among the web designer and Web

Developer.
Rf HTMLS and HTML6 among the web desi and Web

H1:-There 1s no signifi
Developer.

N Foresight College of CQUUNS
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IN'I'H()IH‘[“I‘IDN HTMILS
It1s HTML's fifth version. an improvement above HTML4, Declaring a doetype <IDOCTYPE html -
{.‘l‘lll.’lﬂﬁ with new HTMI.A (O, I’llh‘llllllll}-'. <header S <looter W oseanvase, <audior, <video .
=article>, and many more. It cun handle meorrect syntux iysues, The offline data that is aecesnible
through HTMI ' JavaScript fnterfuce is stored using the web SQL database, web storage, wid
application cache, div> (g 1s not necessary,

UTILITY OF HTMLS
For those that wish to take use of more properties and features, wiithizing HTMLS is recommonded
Continue reading the list below tor an explanation of some of the benefits of using HTMLS;

= Simple and clear syntax = Syntax that is easy to learn and reuse. HTMLS has a simple,
stralghtforward structure, The opening DOCTYPE element, which was extensive in HTML4 and
significantly shorter in HITMLS, is a wonderful example.

= Introducing the multmedia elements - Using multimedia resources in HTMLS is very simple
because it has fixed elements and tags. Previously, you had to upload an audio or video file via third-

€ porty plugins,

= Enhanced access to the user's location - Now that HTMLS makes use of JS Location (racking,
authors can rapidly determine the user's geographioal location,
Communication with the client=server - HTMLS now makes use of web sockets, which greatly
simplifies the process.

= JavaScript executes in a different thread-JavaScript and the browser can run on Separate threads
due to HTMLS, which employs the most recent version of the IS Web Worker APL

INTRODUCTION HTMI.6
The sixth version of HTMI » Which will definitely leave its tmpact on the market. is ready to attract
web developers because it is a simple web development language. This time, HTML6 has been
released, which is a collection of namespaces created using XML and traditional HTML. When
compared (o other more established versions. the current HITML6 adaptation is seen as one of the
most popular and widespread changes. Learning HTML6 is important if you desire to become a
professional website specialist. HTML6 is an upcoming version of HTML that is currently under
development. It is expected to be released in 2021, and Will be the sixth major version of HTML. It
18 expected to include new features such as improved support for 31 graphies, more efficient use of
ﬁ bandwidth, and improved accessibility.,
SIGNIFICANT USES OF HTML6?
=*> Imagery scaling for browsers: A photo's pixel size can vary fron desktop, laptop, and mobile
devices, For a specific image, an improved HTML6 method may sugpest a desired height or width,
and the server could offer the best resolution.
=» Pluggable Languages-HTML6 will introduce more powerlul, pluggable langunges that will give
web developers more flexibility and design options. When a solid open source implementation is
made, this might be adopted by all browsers,
= Additional Power Over the Video Object:-More control over the distribution of video
structures on web pages may be possible with HTML6G. This version has a rectangle and several
video frameworks, and gives the developer additional freedom over a text channel with annotations,
subtitles, etc
=» Camera Inclusion:-The web camera on mobile devices IS learning a great approach to submit a
photo or video capture to forms with the aid of HTML6. The tool might provide more control over
the camera and ¢ Ot

Mudhya Prad eiences 28: 1(ii) (2023) | Prlnd'ﬂﬂl 06
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=> Secure Authentication:-With HTML6 available, Given how difficult it is to design reliable
hardware} the browser may offer a lot in the way of a rapid and hardened authentication method.
The browser could suggest signing tokens in addition to entrenched keys as an alternative to cookies.
?j{;r BENEFITS OF HTML6 OVER HTMLS ARE DETAILED IN THE FOLLOWING

I:A.lung with the camera:-This function is not enabled by HTML5. HTML 6 allows the addition of
Video and images taken with cameras into the forms since people are increasingly using apps on
mobile phones and with devices that have a microphone and a camera attached. Additionally, the
form has access to any device's saved photographs and has camera control for the most effective
FIVE Capturing. Websites can thus continue to compete with apps that mncorporate mobile camera

mnages automatically.

2. Video Object Control:-The HTMLS-embedded video objects have access to a variety of
compression algorithms, but there is no control over how the video frames themselves are shown
On a page. At the moment, a rectangle 1s just filled with video frames, and we have only text, with
annotations and subtitles. that we can control. The use of callback hooks and synchronization, such
as blending video with DOM objects, are advantages of HTML6

3. Guaranteed Library :-Although j Query and JavaScript are already part of HTMLS5, each website
must load a distinct version of the libraries. This wastes both performance and energy. Some
bandwidth is saved because to the shared libraries from Google and Yahoo. HTMLS6 can help with
this by allowing standard. libraries to be published alongside browsers. This can necessitate that a
team of programmers use a reputable generic library. Additionally, this would hasten the JQuery
version caching process.

4. Image Sizing Flexibility: -Images for mobile devices must have a different resolution than those
for laptops, however HTML5 only supports images using the tmg> element from a single standard
SRC. Since the amount of pixels is fixed, the browser must first degrade a picture with too many
pixels before displaying it. Performance is negatively impacted, and machine effort is wasted. In
order to ensure that only the highest resolution picture is downloaded, HTML6 can enable the
specification of the required height and width of the image.

- 5. Pluggable Languages and Pre-Preprocessors:-JavaScript is still an accepted language for

HTML up to version 5, although it's odd that you have to mention it even if no other language is.
This may be done for future compatibility, which will enable developers the freedom to switch to
open-source solutions that all browsers can use. By permitting pluggable languages that are more
powerful and familiar to the developer, HTML6 may very well be able to offer this feature. The
language might be preprocessed into J avaScript by the browser, taking use of the capabilities of the
particular computer to provide the best possible code.

6. Organized Annotation: HTML6 allows for better organization by allowing annotations to
paragraphs, phrases, words, photographs, and even videos, whereas HTMLS only supporis
comments at the bottom of publications.

7. Auto Availability to Contact Information: HTML6 might replace HTMLS's copy/paste
functionality with automated access to contact information stored, for example, i obi ne.
Only reputable and ffiea¢d BopNins should be allowed automatic access to con ation.
‘t‘ | \
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fi. HTMLS and HTML6 have a major difference: HTMLS is the current version of HTML. and
'8 supported by all modern web browsers. HTMLSG6, on the other hand, is still under development
;nm;l although there is no official timeline for its release. HTML6 will include new features such as
tnproved support for 3D graphics, more efficient use of bandwidth, and improved accessibility.

NEW TAGS AND FEATURES IN HTML6-
Namespaces and an XML-like structure are features of HTML's sixth version, or HTMLG6,

Sometimes known as HTML6. A tag may be used several times without interfering with any other
tags thanks to XML namespaces.

For instance, xmlns:xhtmI:“http:x‘:’ww.wlfn.nrg{lQﬁgthtml“ 1S used as an example in the XHTML
DOCTYPE. The W3C decided to reserve namespaccs rather than tags, therefore HTML6 takes
advantage of this clever idea by allowing us to use whatever tag we choose. The W3C would
essentially reserve every namespace and offer a unique HTML API for each namespace it reserved.

L<html:html>
A HTML document is now starting. similar to the existing <htmI> tag

2. <html:head>

This is the head tag for HTML. the same as the present <head™ tag. We have all of the JavaScript.
C8S, RSS feeds, etc. inside of this element.

J.<html:title>
The HTML file's title is as stated below. similar to the <title> tag as 1t 1s currently used.

4. <html:meta>

The current HTML version is a little different from this. Tn HTMLS6, meta data can be anything.
There are no needed or unconventional meta kinds, unlike HTMI. today. As a developer, you may
use it to store content, and other websites can use it to get data like page descriptions.

S.<html:body>

This is a HTML’s body tag, Equivalent to the current <body> tag. This is where you’d place most
ol the stuff that would be visible to the users like tex t, media, and so on.

6. <html:link>

This links external documents and seripts such as CSS, JavaScript, RSS, favicons, etc. to the current
document. Equivalent to the current <link> tag.

7. <html;a>

This tag designates either a page anchor. similar to the existing <a> tag.

The <a= tag can take on the following attributes:-A link to the target (can be blank, parent, top or
sell)

8.<htmi:button>
similar to H'TML's earlier versions of <button> or input type=button.
The <html:button™ element can have the following attributes: disabled.

9.<html:media>This
<img>, <video>,
instead, 1t will
MIME type.

g=Lucompasses the many media tags that are currently available, including
' Rbed>, and others. The browser won't need a tag for each type of file;

\Wt based on the type attribute, the file extWﬂ finally the
- e
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lll.f-'furm:furm:-A new form is created by this ta

G!ET method attributes are available . Where to tr
of the form.

g-Method and action are attributes. The POST or
ansmit the data is specified in the action property

11 .:c:furm:inpubThe new form input is created by this tag. similar to the existing <input> tag. The
€ntre range of input types includes: text, email, url, number, datetime, date, month, week, and time,

12.*-‘:fnrm:select>Usars can choose alternatives from this ta
to the existing <Input> tag,

13.<form:submit>This tag allows you to submit a form. like the

current <input type=submit>
tag. The <form:submit>

tag must have the following characteristics: name and value.

DATA ANALYSIS AN D FINDINGS

Ale yOou aware of HTMLS?
Afe YO aware of HIMLS ?

o eIy
Jd reigerasy
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@
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A you using HTASLS? S
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Can yeu oasly use RimiS 1or wedattes

B

- Y

s i

i
ot

00 you imow structure of KTLE &7

L

e
-

Do you know structure of HTMLS?

d L]
[ B, = ]
§vis
[ L=
[ ]
i

Are you comfortable with XML-type namespaces for html6?
24 responses .

@® YES
@ NO

According to the study the following fact are found

It 1s observed that 95.8% of _ :

ke o Of respondents are aware of HTMLS, while only 37.5% are aware of

It has been observed that 87.5% of respondents are currently using HTMLS, while 91.7% of
3 . ]

T-';-_.-
L

cspondnts know HTML and their Versions. - 5

5H0 easily use HTMLS rather than HTMLS6 for websites.
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It 1s observed that 87.5% of respondents know the structure and syntax of HTMLS5 and only 75% of
feSpondents don't know the structure and syntax of HTMLG6.
It 1s observed that 70.8% of respondents do not use HTML6 because they don't know AML-type
namespaces.
[t is found that respondents have a knowledge about HTMLS thar HTMLG .

SUGGESTIONS
l. More and more people are using apps on mobile phones and various devices that have a
{"nir:mphnnc and a camera attached, HTML6 enables the insertion of video and photographs or
mages recorded with cameras into the forms. So, the HTM6 must be used for more pertinent
purposes.
2. HTML6 will come with additional capabilities including enhanced 2D and 3D graphics
capabilities, more efficient bandwidth usage and increased accessibility, which will gain importance
in the future.
3. For developers, HTML 6 is an exciting opportunity to create more powerful and engaging websites
and applications.

CONCLUSION

This paper has exclusively covered the benefits of HTMLS and HTML6. HTML 6 is currently
being discussed by the World Wide Web Consortium (W3C) as part of the HTMLS5.2 standard.
However, many features of HTMLG6 are already supported by modern web browsers. HTML 6 is
cxpected to introduce new features and capabilities to HTML. but the exact details of what more
will be included in HTML 6 remain to be seen.
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\ Sile) ons (de Oliveira Santind, ef el 2020) There o
or the suecess of business orpanizations (de Oliverra Sant J i We hiifep,,
1k Y I

: , "o CLUS T enpagement ley
Social media innovative stratepies that help to vu!.mm.l custame ,t t.""- 'IJI-I“.{:" of elfect
dillerent technological tols and digital applications. The unp '~-'“:~l'r' :mmrrmn CENIVE may
L4 : | . ".;1 1
W0als helps to enhance costellectiveness and provide business ory

!”I “-_J

1
Sling

1 'fl' nllr_:h!rlilf_: *'. :
wrpeted goals (Hover, of af. 2020).
Researeh aim and objective R el o .

weh study is to highlight The Most Effective Social Media Technigyes .,

The aim of the rese L
; LR o ‘n 'l“ ] " W l'-"ljl; “'i ' - "
help to boast Customer Engagement levels. The significant research objective [ollews,

ROI: To understand different social media technologices i
RO2: To estimate the fctors that is impacting the customer engagement levels

RO3: To determine the relation between social media and ctrﬁtnrrwr.ungngc_rncnt lovels
ROS: To identify the measures that is used to develop effective social media technology

2. LITERATURE REVIEW
In this section, the key significant fuctors and information will be determined g4

highlighted properly. Along with this, there is a depth analysis of t!m existing lncmrun:: review thas
will be discussing the relevance of the study in the existing literature by analyzing relevan:

theonices.
Effective Social Media Techniques

In the contemporary digitally advance world, most of the business industries are tendin 210
adopt different technological tools and applications in order to increase the productivity and
profitability by improve the customer en gagement levels (Rather,2021).In addition to this business
Industries are adopting new and innovative social media techniques to boost the performance
levels (Moran, ef al 2020). The implementation of effective social media techniques and tactics
not anly boost the customer engagement: however it also helps to improve the purchasing
experience and customer lo alty (Poitras, ef al. 2020). Furthermore, the techniques include the
development of high quality post and promotional ads on different social media platforms like
Face book and Instagram (Meire, et al. 2019). Along with this, the Introduction of social media
techniques also improves the transparency of the business, which results in gaining customers trus:

and engagement.

Customer Engagement levels
Customer engagement highlights the interconnection between the company and the

customers without considering the transactional point of view. The concept helps to provide the
companies and business organizations to develop strong relationship to enhance the customer
satisfaction levels by Improving the trust of the Customers towards the Company (Li & Xie, 2020,
tThhu c:;)gugcmcn:' I;;:Tuls of customers dtfpﬂ:_td on their perception about the company hns;:d m: uTImt
m;? 1.3 :;fﬂ”i;‘:qh ““5 i'jb”“' the Organization, Tl}:: concept of customer engagement plays a huge

g nd development of g organization by achieving the targeted eoals (Liu Shin

& Burns 2021), Moreover, it’s helne . ;
vIUs helps to boost the returns on investment, and results in more revenue

genceration,

principal g
roresight College of Com

3 l Scanned with CamScanner




!
.

\ SHODHASAMHITA
' eMmeifgar

3, METHODLOGY

Thas chapter highlights effective research methodology and procedures in ordey
e | 1 s preseniali the
they research study. The chapter will consist of the presentation of th

D tgnd |
suitahle Apnroache- for d:_c: |

, s |
- . . : ' pnmary quantitative reach me
collection and research methodology. In research study, primary ! ; fhfﬂinln-_.}

3, & 1 L 0 lue N -.r -.-: -
Wl be taken into consideration and will be performed by the f-;;r}trtf .:r;:llprdrf. ' TeSponden:.
- : v SSPS - v < periormen n order 1 .2 =
Y conduching 10 questions, Morcover proper SSPS analysis wi | ~F”; e ?* 1_— % ohtan
- - - % . - - o= :-."_ =
Mtheatie and reliable Key data with the implication of survey analysis (Rather. 2 121) Th

= P"UDer

analysis will be performed to determine the impact of cffcctive social media !':f:ﬁ:j?”:‘ and pg
ssocaated social media platforms on the customer engagements levels (de Oliveirs "

2020). Therefore, primary
future implication of the

i:?_ (71 'r‘-.'
quantitative rescarch methodology will be determined 10 IMPprove the
research study.

<. Findings

L. 1Demographic dat

4.1.1 Gender

According (o the above-developed tabie surves;
responses gathered for the male parucipants
about 48%, for female candidates the respon
collected are 42.7%, and in the last § .32,
participants choose the option of not 1o say. 1z
highest number of responses is collected for
participants who belong to Male group and
other minimum number of TCSPONSES 1S eathenad

for the candidates belonging to prefer not 1o say '

bl
h“
e

the group. '
4.1.2 Ape group : |
Abave 'SD Eclnw Between Between Between | Between f Between f
Yeas (2 1200025351030 (26 gng 331040 {38 and ' Tow! ;
:. Frequency | 6 6 2 7 21 2 W -
| - o 2
- 4 e ; | &
2.7 i ! |
- 93 28 CR T 100 |
e ———— --_L_..________\_l“__ = _,"‘"_f‘? J
principd! mmeree
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ul‘h'lﬁllll'l between socinl mediy o 0
T there s strong llllL*n.*nn:u:T'i::::;'::Fi:“"fl. sustomer engagement
:i::{::li:'lll*;':::\::;\'t:l.n, It hielps 1o enhance (he ::'t:T|T;L;;I:;|t;,l,:::::,:',rl" -';”f‘-lfll media p[.illnlrll'lfi an customer
nin] e ng the loyally of (he customers (1. s Customers, increases the retention
:"-l*LI-Ii media lechniques helps (o revenl "I"r"‘ h el al, 2“:”_”.- Fhe implementation of effective
mcreasing the F“'rt‘hnxfnu rites, S Illl lEL.uu.:w:.up_purlnmnu.'; o Increase the sales rate by
enhance the lansparency oL the L:ﬂ;“ i: i tm.:i?u ullf.*clwu technologies and techniques help to
the company by different s I"m“!mn}t by :Imphtunjg the key i1‘1l'nrmntinn about the products of
strategies that help 10 Improve H!t:‘lcl:l.::{z“”fl HEEFErIIHEIHUH{Hle,t.*a’m'. 2”2]"'”.'“‘: arc different
[l_.uslnrn::r? need ang estimating the fcml[;uui::” T e e e e e ot
mpact of | ative cae: : 0
P lﬂn::*]:::]i:::';ll:::]h;é;::'til:,l,cdm 'tcclmiqlucs on customer engagement levels
levels by imBlementing fii :l:ictml fnudll:q techniques help to hhunsl the customner engagement
different social media e lactics. orcover the effective IE.E!:!anm".‘:Sqﬂr(': adopted by
of time (Hoyer. ot af 2020, 3 s‘t::: Increase the cﬂiqmmy and productivity within a short period
v % .., . Socia mcdlsj plnil‘nrn'l% like Face bnn*k and fnstggram arc Ficvclop:ng
' : niques by the help of Incorporation of strategic plans like establishment of
¢ 'Mnovalive and attractive high quality posts to increase the customer trust and loyalty as it helps to
hnus:I the lr:_lnspurf:ncy of the business products (Kaur, et al. 2020). Moreover, effective social
media techniques like content creation assist to build a strong brand reputation globally.

Theoretical implication

Consumer behavior theory

In order to understand the customer’s engagement levels towards an organization, and to
identify the factors associated with the concept, reliable and relevant theory that helps to support
the research question is required to be analyzed properly (Eisingcﬁch,ef_a!, 2019). h[nr?nx'cr, to
develop the concept on of the renowned thearies 1s the customer I:v‘chawur_theury as this theory
properly supports to understand the Signiﬂcar:nt IIE'ﬂpElCt of social media techmq,ucs on ll}r.: cusmmer‘
behavior . The theory mainly focuses on the significant elements of consumer’s behavior that how

they establish quick decision making (Gongalves, ef al. 2023). The theory also sheds the light on

the different sienificant factors associated with the customer engagement levels. The m:?nr}' _hr:lps
; = factors which consist of vital elements such as the customer's atiitude,

¢ psychological ; : : TE W
(\ showecase psy = perception as it helps in boosting the customer enjoyments levels

packground and customer’
(Hollebeek, 2019).

- —

] eri 1L
- -

: , chavior theory
Figure 2: Consumer b 1 al. 2020) f—,

(Source: Influenced by Dolan,
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.-\L‘t‘un..hll;: o the above teve lup,.l] 1ah)e SUIVEY st l'"”" red feor 1l participants wrbiry Belono
to the age group of 20 1o 25 years is about 2.7%. for candidates whe helona i r}.:- L e
to 30 Poney the responses collected are D 3%, and candidates wha be !fl-:n*. 'r.n the age gromp f::r v b
40 }.T‘“H_!"r? fﬂ‘l“ o tesponses, and in the last candidates who helomp Irn the ,-.. oo |
years give 3X.7% responses. The highest number of responses 15 collected for the participants =
belong 1o age group of 20 to 25 years and on the other minimurn number of responses are gatherse

for the candidates belonging to the age group of 40 to 50 years

« Frm R i’

!"F.

4.1.3 Income level

Accordmng to the above-developed table survey responscs gathered for the pariicipants wha Szione
et e

to the mcome group below Rs. 25000 is about 4%, for candidales wha belong to the mcome

?Clﬂ“' Rs. 25000 to 35000 the responses collected are 26.6%, and candidates who belong o the
~ income group below Rs. 35000 to 45000 give 33.3% responses, survey participants whe Sefonz

@ 10 the income group below Rs. 45000 to 60000 give 5.3% responses, and in the last candidatcs

who belong to the income group above Rs. 60000 give 4.0% responses. —_——

Above Abov | Belo | Betw | Betw [ Betwee | Betw | Between
£ CRs.|w £|cen £|cen £|/n Rs. | cen i Rs Total
50.000 6000 | 30,0 | 30,00 | 40,00 | 25000 Rs. | 45000110
z 0 00 land| 1 and|to Rs.| 3500 | Rs . §
Freque | =
9 4 8 20 25 3 - 2 73
ncy f
Percent | 12 53 |[107 |26.7 [333 |4 53 |27 100
|
| | |
Descriptive Statistics . ] ) B
% Fvﬂﬂim Maxim ﬁum Mean Std. Vananc Skewness Kurntosis
‘F' um um Deviati ¢ " |
; |
tatistiStatisti 'Imigli,SIutisli ﬁlalisticStutis!icSmlisticEt;ﬂiiEl-.!. Sua:r-;,j_
ic E C |Iil: Emor uc ‘Emor

A% 5 L.D{} Fo.ﬂu 870.00 lI.ﬁtllll}-l.{}lﬁﬂ-l‘flh..?ln 206 277 -.652 LS48

ola=— 13
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standard deviation value obtaimed 15 about 4.02
<3 '\Inlnplt regressions i -
VModel Summary
T T — P :
\odelR IF{ Adjusted — RStd. Error of theChange Statistics
‘iqunn ﬁq:ntc Listimate VR, (v St || |
r | It Squargr !.'ﬁ.'-.:
! | I Change C hdnﬂa. Change
|I | ‘ | '
; | ! ¥ L e T
— 4 . | == = = I- [ I
F 9353874 873 1.13562 8§74 jJ 08.621 1 73 .00
L M. | |

The R square value is help to detect the proportion of the variances that are present in the research
study (Hilorme er al. 2019). The obtained R square value 1s 0.874,
ANOVA®"

Mean Square

Residual
Tolal

Table 4.3.2: ANOVA

ANOVA 15 used in order to develop a comparison between different variances of the statistics

numerical duta (Ji et el 2021). The Sig value that is obtained from the above table is 0 000
Coelficients®

Unstandardized

Standardized
('m'!:ﬁciunh

‘I'he coellicient helps toy
(Kou et al. 2019). The

hlt! 15 obtained by muluply g i uuﬂ%ﬁfm |
j ranges from 0.656 02258
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' 5. CONCLUSION

Therefore,
- LI " fote]
technological too] I::;];;;":,{TL Concluded gy By intred
PUNT SO merease the wucing different =
S lllghhghlﬂ and npdqu i CAase the CUSTOmer EHP'IPF'”LH: }rhﬂ;u;m innovative an effective
" Clrre "W TRORNNCIN 1evel, Ax the soci: seli
more number of Customers ot ;;““ NEWs about the business product the social media platform
s % . i w " q . » . l‘l I'!: :‘: - B A
soctal media and CUStone HHIE same time. Moreover shalring f.i. ¢ well as it helps to target
i Ly Lt - . < - . <8y I o o _ 2,
number n!'uu:-umnu.-q I:urihLL’li!-luLﬂlLllt it has been ohserved rh*'lill !I"TI“‘"‘I“*;“‘}”P £ 5
K | S TMore it helps 1o ; | v LI Also helps to increase the
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ABSTRACT
' The aim of this researeh s1udy is 10 understand the impact of brand swarencss on brand implication
Therefore, the relationship between the customer’s first impression and brand image is explained
in this rescarch study, Thematic analysis is allowed to be developed In this research section
g Moreover, the literature seview portion helps to analyze the Impact of the brand image os
economic development. Rescarchers are using primary quantitative analysis in this research
portion. Moreover, survey analysis is developed, and rescarchers are capable (o analyse collected
information with the suppon of the SPSS sofiware, Overall discussion about the research topic iy
being highlighted. On the other hand, research objectives take place in this section,

KEYWORDS: Brand reputation, Customer safisfaction level, customer engagement level,
customer impression, brand value

INTRODUCTION
The reputation of a brand is the thinking or perception the customers, pasiners, and

employees have for a brand, According to Foroudi (2019), the performance of a company or its
product is the key factor that affects the reputation of that brand, The first impression of e
company or its product has to be convincing and customer-satisfying in order to get positive
feedback The feedback from the customers is what matters the most for any brand to build up »
pice firs1 impression on customers, As reported by Kim ef al, (2020), a brand with a strong
~ reputation in the market attracts more consumers 1o itself by winning their trust, The positive
response from consumers helps a brand to grow at an extremely fast rate as the consumers 8150
advertise and 1alk about the brand or the product. In accord with Zervas ef al, (2021), there is 3
necessary need of listening to the feedback of the customers, both positive as well as negasve
reviews in order 10 understand the demand and requirements of the consumer, This step can help
in improving the product according to the needs of the customer leading to more profiis 39

building 2 better reputation of the brand.
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Figure 1- Cmtsumcrs' brand information and their trust

Source: Ch
Research Aim and Objeectives : Ss cidk 2UL9)

‘ The aim of 11!15 research is to give a brief description of the influence of branding reputation,
the factors affecting it, and the challenges one faces during branding. |

« To annl}fzc the importance of first Impression of a brand the customer

« To scrutinize the factors influencing the reputation of a brand

» Tosurvey the effects of the negative impression of a brand on customer
« Toinvestigate the challenges in brand reputation

LITERATURE REVIEW
[nfluencing factors of brand reputation

Brand reputation refers to the concept where customers have a perception of an organisation hefore
making a purchase. As per the opinion of Allevi ef af (2019), brand reputation integrates customer
loyalty and trust that improve brand value in the competitive marketplace. Brand awareness is
Q.:ﬂnncctcd with a brand reputation that drives bottom-line growth. The brand reputation can be
measured with the help of customers' engagement level with the brand (Naqvi ez al. 2020).
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it can be evaloated that the brand reputation depended
I nn

From the above hpore, .
cimotional n;:;w;:l, ol fereed prodisct it
#11

cocial responsibilily,
ner services, financial performance, and vision and leadep.
= .ll|r' ]

several factors hike

workplace environment, custol |

per the statement ol Hen-David ef af f-’”MLhl“‘“‘"”!! “l'”H.*tltrlwrr_*.f;rrnrrr-:.nI’fh-, Crvice :
to improve the brand reputation. It has been observed that having excellent customer wopviee 1o
to improve the brand reputation

Relation between hrand reputation and customers' first impression

(actor of the organization SINCC CONSUMETS are respansihle .

Customers are the key
driving the sales. Acceptance of the customers 15 highlighted with the aid of the brand 4.

(Anadu ef al. 2020). Additionally, the first impression is the key term that helps to improve 4.
cconomical aspect of the business. Customer (rusl helps to develop organizational gromws
therefore, a positive working environment has arrived. Customer loyalty is being highlizhted ang
(\ it tries to develop the organizational culture. The quality of the brand is based on the elimination
of the acceptance of the customers (Déttling & Kim, 2022). Additionally, the effectivenass of 150

development structure of the organization is developed.

Figure 3: Increasing rate of revenue by increasing brand reputation
(Source: Statista, 2023)
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enhancement of brand re mt-“*ph -{t “.I.L.mm.'~”w I'fm-rﬂ"mnyls_m"'“"““- It has been recorded that t:‘t.{

2022 from 2015. It has IFJL' ':I lﬂ[ﬂ_!.s. ,n.‘hjmlmhlu lor creasing the revenue by 15% at the ead o

having negative rtpuiuhuu.i {{?;.}?,;2{;;1.1“”;‘“?E”“I ’ U?;f of customers are not frequentl brands

purchasing process after receiving nep: 'I'_ < ). Additionally, about 87% of customers revens
patve comments about the Brind.
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GFigure 4: Increasing rate of brand reputation by enhancing the customer satisfaction level
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ated that the customer satisfaction level is deeply connected
cording to the figure, the improvement of customer
Jes. The customer satisfaction level has increased by
overall profitability ol organization (Galagedera,

From above table 4, it can _bc st
with organsiation's profit margin. :f\c
engagement level drives companics: s
78.41% over a decade which INCreases the
2019).

Literature Gap -
the relationship between the consumers first

(ion generales a literature gap. The customer satisfactign level is
il :

P
~ve the brand reputation level (Dattling & N,

Yecls creales major litcrature gap in the study.
.I Principal

; Foresight College qfﬂtégrrmeme
A June 2023 Pune

Less statistical information 10 analyse

-

impression and the brag
one of the major Tagkog:
the lack of informa

il e — e ——




< . » SHODHASAMHITA 2277 9,
N Qﬁaé%al o C CARE Gy

Theoretieal Framework
Customer Behavioral Theory

The theory of consumer behavior states that the ehanges in {;?r'ilnnlrrr';' hehavior :nrr,: hitse
on changing market trends Consumer behavior highlights the actions :":fl*"i;’i';:llf;r‘:l'“- taken b
people while purchasing products and serviees. As per the statement of Krakow "'ﬂ"" Vifer (2020,
consumer behavior refers to the concept of marketing used by orgamisations 1o Understan
Customery’ requirements, .-"s.n:ll}'hin;: consumer behavior involves .ﬂlf‘: product purchasing prr;:;;q.;
from taking initial decisions. It has been obscrved that the increasing rate of customer purr':h:r;:ng
behavior is decply connected with customer satisfaction lcvcls. ltr has hr:c:rl ;r;cr;rrlqri that the
Customer satisfaction level improves the profit margin of organisation by ?L'? /0 1N 2 Competitiys
marketplace (Ma. L. & Tang, 2019). The theory enlightens that GIISII}mFTF‘- first impression of
brands plays a Kev role which can be enhanced by involving brand reputation.

Consumer
Dehaviour

Cultyre

.

cconomic factors. As per the comment of Ma, Xiag & Zeng
social factors mostly following cultural

improve the profit margin, hence, the ¢
marxeting setting. Addnionally,
develop a business strategy thay

‘ (2022), customers are influenced by
ASpEcls. Since customers are responsible to drive sales and
i ustomer hcl‘“"“ff"“] theory plays a crucial role in a modern
l T “Eﬂf}' dSSIsls a business 1o understand customer demands and
*CIPs 1o penetrate ing he competitive marketplace.
METHODOLOGY

The method for collecting datg 1)y,
method. As per Chang e (2019
the descriptive deductive ==

IS used in this resey
), the 4pproach used i (his res
s SUTVeY is done for this re
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Demovraphic analyvsie

Cender analvsis

1. What s voumr pender?

I

FPorition '!'1, R 117 T PR
\ Female | R

( cmale Lf, L A% D) } 14

I it
\1;]j1: 1] 'I 1 I. i1
& | L

Vialild Prefer not 10 :

:L'\-. |‘b 1 i
SAV ‘ Ay

ps I'otal 15 1 () () 15-'|

Table 1: Gender analysis

(Source: SPSS)
The above table shows that 36 participants are female and 31 surve

100 participants. On the other hand, about 8 audiences selec

i
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The figure Jjustrates that 48% of participants are (emale whereas 41% 2

in the survey. On the other hand, about Fi%s of 75 responses
(’ir;::r::—tmi in disclosing their gender.
Age analysis

2. What is your age group’ A i i
Pereent \ alud

[ Irequenc

I_——-————- . . — == _-': = * ll — II_
Above 50 Years ) ) 1 1§

I Helow 25 years & i 10
r . 11.
otween 26 and I/ >3 . %
Valid years |
Between 38 and JUf .. 44 0 14

yeirs
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Fhe table evaluates that the number of audiences from the age bracket below 25 yecars, hf:l'-'-'f'*r:n
: ’ . U e ¢ T (o r =

20 and 37 years, between 38 and 50 venrs, ond shove 50 years are &, 25, 34, and 9 rexpectivel,

The figure illustrates that 12%, 115, 13%, and 44% peaple from total respondents o
10 the ape bracket below 25 vears, between 26 and 37 years, hetween 38 and 50 years, ang 15t
S0 vears respectively

IJ-'
g

Annual income analysis

W hatis vour annuoal income level?

Frequene [ Percent [ Valid Cumulative |
J Percent Percent
Above £ 50,000 | 14.7 14,7 14.7
Helow £ 30,000 ) 12.0 12.0 26.7
- setween £ 30,001 and £] e
\ ... B A 7 ( 57.
{' Valid 40,000 43 20. 2t 5
E{:}:I{;}'}:ﬁ:nf 40,001 and £ 32 477 42 7 100.0
Total 100.0 1100.0 |
e —————
Table 3: Annual income analysis
(Source: SPSS)

The table helps to understand that the [requency of survey participants having an annual income

range below £ 30,000, between £ 30,001 and £ 40,000, between £ 40,001 and £ 20,000, and
above £ 50,000 are 9, 23, 32, and 11 respectively.

The figure helps to evaluate that people have an annual income range below £ 30,000, berween ¢

30,001 and £ 40,000, between £ 40,001 and £ 50,000, and above £ 50,000 are 12%. 1%, 429,
and 14% respectively.

Descriptive analysis

(P

The descriptive test is significant for understanding the range and characteristics of
gathered numeric information. As per the statement of Ji er al. (2021), descriptive analysis i

performed to analyze the gathered responses and highlight the concentration of information.
Descriptive Statistics

N Minimum | Maximum [ Sum Mean | Std. Variance | Skewness Nurtosis
Deviation -
Statistic [Statistic [ Statistic [ Statistic | Statistic [ Statistic | Statistic |Statistic |Std | Statistic :f-'i
2000 831,00 [11.0800[4.27993 [I18318 130 [.277 |-4e8 |59
3,00 15.00 646.00 |8.6133 [2.82313 [7.970 [|240 [.277 |-520 |9

Table 4: Deseriptive test

(Source: SPSS)
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Squﬂrc [l]c a ( did S } o Al
Esti Square Change Change
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h-[}ﬂ.}ﬁs -50{] ?3*(}3:} I ":":;‘ 0N 1 41y ,

Table 5: Model summary

(Source: SPSS)

Tthlc 5 lllqsnatcs the value of adjusted R squared which is 0.493 which indicates that the
gathered information is highly responsible. Further, the value of F change is 73 035 and e

Durbin-Watson value of 1.838 which shows that the prediction lies closely with the exmect ol

outcome.
ANOVA
df Mean Square | F S
Regression  |294.963 | 294.963 73035 |00
Residual 294.823 73 4.039 ;
Total 589.787 74 i =

Table 6: ANOVA

(Source: SP'SS)

204.963 with | degree of freedom and the value of
ith a sieniticant value of 0.000. As per the words
s indicates a hehly rehiable cuteome.

KOS idicates a highly rehiable outconi

of Griffith (2019), a significant value is less than { ;
¢ Coefficients w—— T .|', 3
. — Led Coellicients hmmlrm. 1eedyis”
|rdt.’L Coettivients "? lﬂm giie

The sum squares value of regression 1s
residual is 294.823 with 73 degrees ol [reedom w

Model
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(Source: SPSS)
”h" tahle shows lh;n il

wegarding brand reputation is
1s 0,70

Ie U stabstic for the responses gathered in return to the ques
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CONCLUSION

c“

The first Impression of any brand is the main factor that decides ¢l
pany. Once a negative review is deve
{0 stay in the loss for a long
Image and a strong reput

reputation is needed 10 in
IS more.

1€ Success or falure pi
loped in the mind of the consumers the company has
duration of time. The points which are essential to butlding a good

ation among consumers are described in this research, A strong brand
crease the sale of a product as a result the profit camned by the compan;

the com

References

_ 0, A., Bonenti, F., Oggioni, G., & Riccardi, R_ (2019) Measuring the
environmental performance of green SRI funds: Consumers behaviour. A DEA approach.
Energy Economics, 79, 32-44. Retrieved from:

https: -’f’pdﬁ'.scman:icschnlﬂr,ﬂrg@ﬂ 90/4ca9ea7f5f8f4d0288c770b92d 1769130
on: 22nd February 2023

Chang, Y., Li, Y., Yan, J. and Kumar, V.

narrative person and brand Image on custome
Marketing Science, 47, pp.1027-1045.

Daottling, R., & Kim, 8. (2022). Sustainabil Ity preferences under stress:

‘fnu:uaj fund flows during COVID-19. Available at SSRN 3656756,

hr:fpﬁ:fhmvw.westemsnu:hem.r::um.f-!mcdinfﬁles!luuchsmnefncliv

retrieved on: 22nd February 2023

Foroudi, P., 2019. Influence of brand

reputation on hotel industry’s brand pe
management, 76, pp.271-2485.

Grffith, S. J. (2019), Opt-in stey
delegation of mutual fund voling
h!lps:ffir.lﬂwnur.ﬁ:rdmnn.emm:gif
retnieved on: 22nd February 2023
e ff{jm, M. Y 0, X. and Lee, G., 2020 The e Porate inage, customer |

ciizenship behaviors, and Customers” long-tern, relationship orientation International Journal of
Hospitality Management. & p. 102520,

e

::ig.; College oPegEYT
For pune

193.pdf retrieved

, 2019. Getting more likes: The impact of

r-brand interactions. Journal of the Academy of

Evidence from
. Retrieved from:
¢-share/ssmu-id3247356 pdt’

signature, brand awareness, br:

wnd attitude, brand
rlormance. International Journal

of hospitality
vardship: Regression anal ysis Toward an optinal

authority, Tex. | Rev., 98, 983, Retrneved from:

viewcontent.cgi?article =201 6 context - taculty scholarship

et of CSR on Col

Vol .No .X, Issue-

Scanned with CamScanner




1555 2277 1667

UGC CApE Gt |
i 3 ® »
| Kou, G.. Chao, X Peng. Y., Alsaadi I
;lrml_;’:.m h*!:u,:hlm: lcaring, methods for ystenie risk analysis i
ang r.'L‘mIl:mm: I)f:vclnpmunt 0l I-'t'l:unmny, 28(5), 716-747
hl[p.'n'f{IClI“}'.hliﬂ-flltlﬂih‘;-tthﬂr -

5 vanness/Speaker/p
2017/Alber ,’F,Efﬂ‘-.-’:mg'J-‘I,Z{L‘H.ZHW'f’ Terronist |

. Hr:rrf;r::-‘!ir:drnu, .. (2019, Hegression
financial secters
- Retrieved fram:
resentations4720201 ¢,

30 _17.pdf retrieved o 22nd Febiruar

- # §
[ecn nolteal

¥ 2023

Page | 73 >
[ (1V) January-Junc 2023 4 A

val No X. Issuc-

Scanned with CamScanner




.
S

. ' ' L, 11‘& X : "N
| SAMEITA ISSN 22777067
UG CARE Girog |

"‘"‘J-Iliil Algar
. e S s L s s RN ﬁ—'——‘m\

ACRITICAL ANALYSIS OF INDIA'S GOODS AND SERVICES TAX

T L . i / (Rl J II
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Peial Dr. Altal Anwar Maghool Shnilch
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'I-I']':}I':{:i::m_liill‘:::*”"'_'-‘“”}'. imliruull txes l!:m{ played n Q};utlimnul |:uh;: in India's fiscal ."-y:iHTL I"rir;r“ !'-j the
_ ntation of tax changes in the nineties, the primary contributor to the government’s coffers came
through indirect taxation, The widespread poverty in India was cited as the primary reason for the countrys
dependence on indirect forms of taxation. Consequently, expanding the direct tax base was constrained by
structural barriers. Caseading and skewed taxes on the production of goods and scrvices are hallmarks of
‘mlm'zz Indireet taxation system, which in turn reduces productivity and slows cconomic growih. This is
one Uf_' the reasons why India's cconomic development is so much slower than that of other wealthy
countries, A simple tax known as the goods and services tax is necessary 1o eliminate the infinite number
f" taxes that exist under the existing system, some of which are charged by the centre while the rest are
imposed by the states, and to reduce the burden on taxpayers. Current taxation procedures include an
unlimited number of taxes, only a small subset of which are collected centrally (GST). This article presents

a comprehensive analysis of the Value added Tax, including its rationale, its model, its pros and cons, and
1S effects on the Indian economy.

Keywords—GST, Indian Governance, Taxcs, India's Fiscal System.

INTRODUCTION
In recent decades, India's economy has been among those with the highest rates of growth. Several reasons,

including market reforms, a flood of foreign direct investment, rising foreign currency reserves, a thriving
IT and real estate industry, and a robust capital market, have contributed to this expansion. Indirect taxes
have always played a crucial role in India'’s tax system. (Smith et al,, 2022) Before-tax changes were
enacted in the 1990s, indircet taxes brought in the lion's share of tax money. The main rationale for relying
avily on indirect taxes was that expanding the base of direct taxes was difficult since the bulk of the
people in India was impoverished. Cascading and distorted taxes on the production of goods and services
are hallmarks of India's indirect taxation system, which in turn dampens productivity and slows economic
progress. It is time for a simplification of the current tax system, which imposes an overwhelming number
of taxes on citizens but collects just a fraction of its revenue from the federal government. Goods and
services tax would accomplish this (GST). There has been a growth in the number of MNEs (multinational
corporations) operating in India and, as a result, a rise in the volume of commerce between the country
and others. This opens up a lot of possibilities for the government to reform the tax system, This article
examines the rationale behind the Goods and Services Tax, the GST Model, its benefits and drawbacks,

and the effect it has had on the Indian cconomy. (Lyconov et al,, 2023)

OBJECTIVE

The rescarch aimed to fulfill the following objectives:
somsand services tax (GST), its structure, and its componghfs/~—
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collected by the federal ang state Emfurﬁ]m ' loa tax known as GST. It is a replacement for direct taxes
the whole country. cnts of India and is implemented as an indirect tax throughout
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“IVice lax on the prov 1ent the authority to Impase an excise charge

ll lHIH 1!1 services. In the same vein, it grants the state
X (VAT) that corresponds to the state tax on the

s00ds 2 ices Tax
The Goods and Services Tax (GST), Its Structure, and Its Components

N @Khe last two decade = ,
and Scrvices Tax, or GST. is prﬂjﬂﬂlcdriu hllt:e f, sold, or purchased on a national basis (GST). The Goods
i1s largely regarded as one of the . have lar-reaching conscquences on the tax system of India and
: RS ... ‘¢ most significant tax changes attempted in India since the nation earned
mdc[acnc_lcnct. Cnnsnhdmlp g€ and simplifying the many taxes now charged on the manufacturinge,
distribution, and consumption of products and services is the primary objective of this reform. This will
c\'cntu‘ally replace the existing convoluted system of taxation. The Goods and Services Tax, or GST for
short, 1S onc of the Most comprehensive plans for tax reform. The ultimate goal is to create a global market
free of monetary restrictions so that all countries may participate. Paying the national sales tax in India is
consistent regardless of whether you are buying or renting. in accordance with According to (van der

Enden & Klein, 2020)

The Goods and Services Tax (GST) will replace all existing indirect taxes, making their collection and
management more simpler. The existing system of many taxes being imposed on an identical product at
various periods will be replaced with a consistent, one tax across the board, through inputs to outputs,
thanks to the Goods and Services Tax (GST) taxation law. It spells the end of the current order of things.
The @oods and Services Tax (GST) is built on the principle of "One Country, One Tax" in an effort to
sucag;:1e taxes. The Goods and Services Tax will replace many of the existing indirect taxes paid to the

federal government and individual states (GST). This is due to its widespread use throughout the whole
value chain, from the procurement of inputs to the ultimate distribution of the finished product. The Dual-

GST model used in this jurisdiction consists of the CGST nnq the Guuds_and Services Taxes imposed b:-"
the individual states (SGST). The Central Goods and Services '_l"a:i will eventually Tcpl?ce lllu‘: m:tn}l
indirect taxes now levied by the federal government. These taxes include lhg f:cntn:fl ﬂis.g d:g}_. cchu;
sales tax, service tax, special additional charge on customs, and ““““ter‘."’““}“:’% ‘-‘ﬁpf-’-'“b‘-hh(f—‘ 517: ] e
SGST ifcﬂmplﬂmy ;mplgmentﬂd, will subsume a varicty of other state taxes, including as the state value-

l h tﬂ I 1-;[ d ll " t t El L .\.l. l 19 15

: s and Service Tax (IGST). The
: : ales tax called the Integrated Goods and ) :
to the GST, there is also an intcrsfatc 54 tax. but rather a method of tracking international transactions

5 ; ew 2
Products and Services Tax (O5T)s 8020 to the country in which final consumption of the goods or

and assigning tax collection respnnsihiliticsﬁ b
provision of the service occurs. (Dharmayant, 7=
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The Effeces of GST in India: The most prominent GST reform had a significant influence on the Ind; |
economy, as well as on small. medinm, and big firms, in addition to the average Indian citizen and ::n '

Indian govermment. In gencral, it has lefl an indehible imprint an the econamie landseape of Indig
f

S]llrc was first implemented, the Goods and Services Tax (¢ i5°1 ) hans had an impact on the 'l-‘lll}r Hvee
billions of people throughout India. The effect is like riding a roller conster since there have h""n”“ |
additions as well as substantial relaxations from previous laxes It i true that this innovative I.*:n-:h ot
has made the taxation svsiem easier to understand, but it also cames with its agwn challenging mes,

Lcl < ;nkc 1 }{H-‘L al a “:.“1 ¥1irlh1.‘ﬁ ”r llﬂl“ '[_’I I:E-' o hf_‘"ur i[l{:ﬂ “'.r IIH*.H' ””: ri””l’l'", HII'I ﬂ""_'r'..fif-l"‘: TJII, rfr -
reform in India has afTected the country. (Palmer) |

[
-

"

An enlargement of the tax base as an increasing number of taxpayers have switched 1o e ¢«
2 (/87

*
regime. there has been a significant cxpansion of the tax basc as well as a modification 1 .
compliance stances of taxpaycrs.

¢ Revenue Collections: Without a doubt, the {]llﬂﬂlily of revenue collected went Thrn-.ﬂf- A et ere.

climb as a direct result of the introduction of an inlernct taxation system, which rendered -,

. cvasion impossible.

[ 2 -
LR |

Rationalization of Rates: In order to rationalize the rates that arc applicable to the different s,
that fall under GST, the government made a number of significant initiatives. For ctamys
although there used to be 19% of things that fell under the 28% GST slab, there are now jus:

of items that fall under that particular slab. That indicates the government is maXing a concere
effort to reduce the GST rates on a variety of goods.

_— W

E-way Bill System: Despite having been plagued by a number of technological issuss, the GS
compliance process has recently been transformed into a more efficient operation.

il o
® Los

Requirements posed by taxpayers: In response to the requirements posed Dy taxpayers, &
government has made significant changes to better accommodate the requirements of taxpayers.

The combination of these several clements has resulted in a simpler taxation system that bas, © 3
significant degree, assisted in the reduction of tax evasion. (van der Enden & Klein, 2020)

‘ According to recent studies, the Goods and Services Tax (GST) has resulted in an increased need tor | .
million qualified financial professionals. As a direct result of this, a flood of possibilities has been craais
for those who have an interest in accounting, finance, and taxes. Additionally, this paves the way for aew

those who arc interested in the expansion and development of their careers. T

individuals get more anxious as the dates for tax payment deadlines draw ¢ _L:

more comphicates

opportunitics for
| ._'III. U:;I

governmenl is aware that _ tax ‘
In addition. the new tax system and the requirements for complying with it made hife

for individuals all throughout the country. As a result, the government came up with the wdea %
Practitioners as a means to alleviate the burdens placed on taxpayers as a result of the Fim_u.!:a and **-[ﬂ l:;:'
Tax (GST). These GST Practitioners could act as representatives ol X payers and assist w uh‘ dw.“_{':?s
returns and other GST compliance requirements. Now, il you are curious about how' to bee }:t;"fmlﬁ*-
Practitioner and are contemplating the subject, the first step you should do s enrell in thu: G2 R
These classes may be tuken offline or online, and there are groups that meet throughout the Wee

as on the weekends. (Slemrod, 2008)
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> Al § _ : _ g Sindes toward 5 dioreal ha rhe
lf:lmﬂﬂlmnm_f:ahﬂn_s mdusuy IS fat:mg a major l:halll.‘.nge, telecom SSIVICES are thu;m mﬁﬂ:
telecom services will attract a GST tax rate of 18% which is 3% higher than the Previows serric
Iax rate, even when India’s rural tele densily is not even 60%%. T

The GST administration aims to exclude petroleum items from GST, despite the fact that petreleum
products have been a key contributor to inflation in India. (Shukla & Kumar, 2019)

Because they can't afford to hire dedicated IT and accounting stafl ro Keep ek of and file GST
forms, small businesses are finding the GST lax mile assessment and the resulting increase m

operating costs to be particularly perplexing.
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CGST ] $GST 1G5
L vy = BRLL tMYer.
WEVY On supply of Levy on supply of Levy 01 ALL d
ALL gocds and/ or ALL goods and/ or State suppives of
sCrvices w thin 2 services within 3 goords and/ or
::*: :'... .J- 3!:“:" bfll :-_:-"!'..i:.l ar 'r_";_'.ri' l}'r '*'.r-l Fr.r' b‘f !ﬁﬂ
the Centra] the respective State Central Governmars
@ FIGURE I. GST MODEL

I. DIviSioNs OF GST AND ADVANTAGES OF THE GST

~ Divisions of GST

The recently enacted Goods and Services Tax (GST) law replaced many different forms of mdirecs wr.
with jtself, and it may be broken down into four distinct categories. These are the four C3IcRomeS:

* A central tax on goods and services is referred 1o as the CGST. It applies 1o resaitem =
wholesalers doing business inside the state. Any taxes that are paid will be distriburad 1o e o
that serves as the central authorty.

' * A slate tax on goods and services is referred to by its acronym, SGST.
F * It applies to retailers and wholesalers who do business inside the state. The amounss o taxes thae
are paid will be distributed among the several governmental authority bodies.

* Anintegrated goods and services tax is what is meant by the abbreviation "IGST." It is ralevass =
vendors that operate in both commerce beyond state lines and import and export transactions Tha
eamount of taxes that are paid will be distributed to both the state and the central authos v bods

Q * The Union Temitory Goods and Services Tax ( UTGST), if the transaction is connectad to any e
termitory (Smith et al., 2022)

~ Advantages of the GST

The implementation of the GST has resulted in a number of advantages all over the world The prman

objective is to preserve the country's existing tax structure while simultancouslv fostering economic

growth and expanding exports. The following is a summary of some of the ndmnmg;:s that the GST eflen
¢ The Goods and Services Tax (GST) establishes a nationwide single market

Encourages investment from other countries

Contributes to the establishment of consistent taxes

Contributes to the enhancement of production and chcourages entry into the global marker

The tax burden for small businesses is cither nonexistent or little.

When customers shop at locally owned and operated businesses, they get several benefits (Palnxr)

%JMT::
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CONCLUSION

The Goods and Services Tax (GST) was cnacted to modernise India's indirect tax svstem Consolidanng
many federal and state levies into one might prevent cascading or double taxation and promote o sinule
national market. The tax's apparent case of administration bodes well for its evenmal adoption and
rcement. The Goods and Services Tax (GST) is predicted to provide companies an educ o e
marketplace and encourage the growth of c-i:nmmuruc: By establishing A ::tmgla: nmr}u:r. ;s}:td low ,_::1: 2 RN
for people, Goods and Services Tax (GST) 'tvuu!d mgmﬁum'nl?' alter Indha's economic climate. The .:Iurr::r:
indirect tax system would undergo SIgiltﬁuzint ::lmng::;:; I many respects, ineluding c-r;;_nnr-...:u'.:::.a‘
cumpu[a[fgﬂi payml;‘:nl, cump[iunﬁc. \Use, credit, and reportng, CD[H["I;Inlt.‘rihi.ll'\'a.‘r}"u}'llji‘l"z.*.’ ,..'lit: F":.‘:- lf‘.;: \hf_._llil
to adapt to the dynamic global economy. As the g,!nm}l r.f:.;:unum}' "r.l'.‘n.p:.m:i:- and dlthr"_ﬂmfmf:"_ﬁ' h:i L..w. ]
for more harmonised national tax systems and laws, If ettorts are .‘H_.lﬂph. Ll‘lit'l Ftruu.qn .w:ar:r.i_w-.::f . -:-L_
: a he GST 15 implumuntutl, there Mmiy be hf:-:i rclLlLl.lnr-..a: Y IH'IP]ILHI&. nlimyg (e .1:1:1
dn cyc on pricing before the o wonin the trust of the public and business community, if may oc¢
profiteering clause. For the G570 TRCE0 * all problems, establish an audit wme W hase only
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necessal }‘ to form :I‘L LRSS adopt laws outlining the specilic achions lh'“. are tllegal. k¢ r‘ 1
Bnoanu (o chicok tor AL P tlwi'l' network and infrastructure are also required. The creanion of 2
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Y OrEANIZAt O Lo smplify eo aperation between rit:pnrlm;_-mq (Le

. Cunier. I'U‘Hugh
Iherefore, iy IS even more important that this st

| ly EXPlore the
Ween I‘I‘Idfku‘.‘[m]f: and sales in selected Dtganizations n Pune

ol * . | 4y dlﬂlﬂ{:’f. !n{hu 16
Hyritn] transformation allects this.

: . tigital dansformation 18 the
ﬁmp_wm CXanmpleg trom the business world show. Phil Fasano, C10 of Kaig
CL]“JE‘L C o

Very L‘nml‘um_'s' 1S nh‘t‘ﬂif}‘ L "“th]l company, even il'llmy don'
10 be onen (Baldwin 2014

/5N 561y
: | s U8, b, 23). Ac cording to Hottges, CRO of Deutsche Telekom (20
A“!P'ﬂlm,_ : > digitized will be digitized, and anything that can e Nctwork
nﬂf\\*t‘irkt\d" (“ \.r}

< To sum up, there s general agreement among researchers
Bood cullalmn—m{m

: between marketing and sales departments the businesy Performange €A be
mumuscd.

Flirthemmnh there is g
OTganizations Howeve

need of an hour in every organizatio

“heral consensus that digital transformation wil| shape the futyre of
. there exists no research how the digital transfo

marketing and sales departments. This study was conducted

(Smith, Gopalakrishna & Chatterjee 2006). The Perception of ting and sales :hffm
significantly, as the sajes function is more tactical orientateq and the focus is short term, while

marketing is characterized by a slralegic orientation with a long-term focus (:Piemy, 2010)

Thus, in order 1o increase the marketing and sales collaboration the alignment of both functions
i a similar direction is hecessary (Madhani, 2015), ] o

Sales and marketing have similarities since both are customer-oriented but in terms of their

key focus and orientation differences ocour (Krafft & ng, 2{]04) These differences lead to
tensions whjul AT T 4’

SBfrcy, 2010; Lyus, Rogers. & Simms, 201 1;

at 15 evidence that Organizationg lﬂm P¥feHio
s and marketing departments o ﬂgﬁifé’-%omm,tpgﬁx
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igr theoretical tmmuu ork (see Ii;:’ :I:*lllugh & Douglus, .l_-tz“mi ':;: );h 007; Le Meunier eunier-FitzHugh
" - mtegralmu “de Ve IU]H:{I by le?';q }in this ICsearch area is the * e ?nlﬁb) One hﬂpimll

framework for sales. -marketing

The authory SURRest that fou
Namely, they Lliﬂlﬁglll‘xh Detw

Rouzids et a) (2005) YOCN Structure, process/
Suggest : system, culture and
influenced by ”ME mtegmﬁ that the preater the sales- propie. Subsequently.

‘market G T
‘-Fﬂﬂhm:rm, digitai g mechanism - the high shng infegrition — whiclh -

ransformatin ¢ the organizational VrITNRCE
in Burope (Probst, et a). , 2017, T'I?EH one uf the most Commonly dig perf.

_on digitisation, Ml‘m‘:mc th ell as co
Cir - Tporate growth Riphty dese
~ urban area.(Jadhav, G .G - Cag u:mpﬂﬂ 15 different gg : : gily dependent

ad, S.v
--ms:&- SOrporations that have §i e AL D. (€023) As evident
i uﬂgate these difficult _

r iy
yYpes of Mechanisyne IMProve the «

ologlcal solutions (Timberg, Harwell, Rcllﬂ}’= & Bhﬂﬂ&rﬂl. 2020, Wakabayashi, Nicas, - SRl

" techr thrmmmmﬁm TP
Isaac, 2020). Therefore, the exploration of this resear i
gﬂhw& SME'. Th;; dala collected in several companies shows that digital business models

s y exist and are implemented successfully, However, by mentioning the disrupti H : | ,“.'“ "*’*‘-5
ﬁf ‘digital transformation on businesscs, two vital areas ““‘hl‘zl 31“7%@‘{”; are significantly S
: ﬁnl:ludby these changes: marketing and sales (Struto Lid, 2017). The traditional o -y

narkeling and sales are ever changmg and the digital transformation mhmmm <. ﬂﬁﬁ

o T les methods (Gimpel & Roglinger, 2015).
facto of classic marketing and sa e
1;?;,:: ﬂmo:lmuri (anbertun & Stephen, 2016; Hauer, Harte, & Kacemi, 2018; = i

Humplm}. Manis, & Freberg, 2020) ﬂnm ‘EEW - _ﬂ
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ransformation on marketing and sales collaboration in sme’s in Indin. Based on and identifieg e .
0 the Hterature TCVIeWw llla"liiiitr\ulllﬂ indhicalive research questions will be answered
iIndicative reseanvh guestions (RQ) represent the basis for the development of the inlerview
NJuestons tor the semi-strectured interviews 2

RQI. How is the marketing and walec collaborntion configured tn SME's of Pune district? _

RQ2. How does digital lraﬁ':thnﬂnhﬂn aftect SME"s and in particular the maﬂlﬂ! and saley
l"i"rﬂmnt‘nh: 4 P —
RQJ- How does digital transformation affect the integration of marketing and sales in SME'sp -
RQ-‘ Are there any challenges o1 Opportunities for the marketing and sales collaboration [ —
to digitaj transformation? )

P L

LI e i |

—

¥ Research approach e
This paper Approaches the study objective inductively by analysing the relationship between -
Marketing and sajes departments in the face of digitahization with mterviews and uses g 5
collected dara to formulate a theory (Bryman & Bell, 2015; Saunders, Lewis, & Thomhift, -
2015). On the one side, this research project aims to explore the marketing and safey "
collaboration in terms of digital transformation. Literature currently does not provide a |
gencrally accepted framework explaining the impacts of digital transformation on gy
@ marketing and sales collaboration. Based on the procedure of data collection via semi-
Stractured expert interviews and in combination with the existing model of Rouziés et al (2005}
this paper presents a combination and the consequential formulation of theory. A mixed- -
method approach between inductive and deductive approaches of research was hereby chosen, P
The research aim and objectives are achieved by the analysis of qualitative primary rescarch.

Therefore, this Study mvestigates ten agro smes orgamizations via semi-structured expert _:.:‘f::_ﬁ
IMISTVIEWS 10 determine the relattonship between marketing and sales departments and ) e —— .

rmpact of digital transformation. The study sample consisted of ten marketing and sales —_
iadividuals in total. three marketing and three sales experts in organizations. Pt
This sample which includes mainly agro food industry which are the major contrbutors inthe |
economy of India. The analysis of the data was conducted as thematic analysis. Ethical issues _*?5“41:-_'.
with data collection and analysis were considered by the authors. As suggested by Bryman & 5&'&#
Bell (2015) it needs to be distinguished between the following ethical pninciples. harm to PRr
parucipants, lack of informed consent and mvasion of pnivacy. At the time of first contactwith = |
the possibie experts, they achieved all relevant information regarding the purpose and content ST
of the rescarch. Furthermore. the researcher ensured that the deve ‘Gantt chart was also

G}ttnched by sending the interview guideline. This gave participants an apg
and the necessary transparency of the research project. Furthermore, it is crucis

i Ly Y L

o ditlerent
between commercial confidenuahty and individual anonymity. Commercial conf fentiality
could be assured - if requested by the company - due to the willingness of the researcher to sin
a confidentiality agreement. That led to more openness during interviews, made clear what

information was accessible and disclosed for the analysis mmmmm* yman &
Bell, 2015). Since the semi-structured expert interviews mmwﬁm ‘.: . Bttvel smalt2
- pumber of experts in certan organizations, it is pot possible to genecralize Rose' fincine
" However, one can argue that instead of generalizability, mrﬁﬂbﬂil} is rather applicable
since the findings are transferable to other Companies and states (Bl‘ll man'& Rell 201
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mstant link between the regey, | Phlg
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recordings were lranscribyed into
conducted in Marath;
Thereby, the origing transeyr
For the analysis of il
each concentrating

al ST ICNCey

M interviewss

Ritites h:rm{hwcm Alter conducting the interviews, the
. M by the researcher Since the INEerviews were

. . x

08 1 ax pondents hmi. o be translated into English.

e datg, them: 'nto an excel sheet.

are presented before ‘lll“l ”"ii: [t eI four #ub- sections -
Ay u'ﬂ-“lﬂ R o : _‘H ) ll[: 5 -

To answer the firs; i 15 contextualized with the [ mi=structured elite interyiews

m SMEs, the data analysg Sugpe

and sales departments In SMEg ,

the marketing and sules « e
erms of & and sules collaboration 1s configured

Sts that in ¢
' the organizat;
| e Ty X Atlon and st -
- sales experts does noy © largely similar. The digtineric. betwarr o it

_ ‘ Provide an : ween the marketi
SARErVIEWees perceive Y Special particy|ar; : Barpliag! 5 cting and
A Perceive the general collaboration k e oo Characieristics, Furthermore, tie
| Hmﬂwié,. etween the marketing and sales department ag
ik eI, One aspect that jg |
iy nentioned from ¢
“ ’ 1 AT 3 g 1C '
m occur bcm ©en the different departme = €Xperts is generation
~ departments in terms of th 8. Especiall
e the collaboration between
gty ﬁbﬁfﬂ[ﬂ Accnrdin
ey o b "' g ID ﬂlE Experts . -
R ser : » 1L18 perceived thy iNg cons;
Cf peL mmpart?d o the attitude of the sales dEpﬂrtrE t !tmar.k?tmg N O
[‘- __-_-_-erkct'lng CXperts stated, “The atyit il
.. marketing campajons
'5’?e'i'61£huugh th ; gn e d do not understand the 1al.”
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-

-related conflicts. which
Y the F.Iiffercnccs between the

A R Ty
- CF )
Y

b

-g
5
=
n
£
&
7
&
=
-
)
.
=
-
Loy
A
7
=
e
5
E
q
5
{4+
“
@
&
g
Q.
g
&
i
8
5

1 :2‘-!" ]

éﬁm%iﬁem 10 strengthen personal contact and therefore improve the collaboration. In

eyl sales experts suggest a higher market awareness as well as the appropriate handling of data
~ e increase the collaboration between the two departments.

--1 ___ order o answer the second research question how digital transformation affect SME’s and
s A 'particular, the marketing and sales departments, the nterviewees wmmafnllyﬁlmﬂ ihnm

“o¥IESE lopics. By considering the insights the experts offered in terms of hosw SMES deal with
i Sigllal transformation in general, it is clear that this trend is undeniable. All respondents agreed
Sl the organizations are handling the digital transtormation in an app:opﬁm_waﬂw
e f  importance for future success. The fact that the companies have already accepted the trend
o8 crucial and considered digitalization in their overall strategy, as well as in their daily
% (BUsiness, is consistent with the discussion in the literature. g

K -
it T ¥

ice the impact of the digital transformation trend influences the departments and their

i A -
pid iy mlocnes

- S0llaboration equally, it is ¢rucial to analyse (his interdependence, During the analysis, it
_,hf- that the interview partner provided a mu;h_de:dplgr_mmzht than the literature
i, Al respondents agree that the organization has a ﬂhch'D!gml Officer (lemﬂ
marketing experts (A, B) and two sales experts (D, E) mention that the mdaﬂ’oqﬁﬂu

gompany in many different ways but mainly affected are customers as well as employees: The
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groms oand technologies (for example 4 A

dan ' Ore

dy*™ The respondents argue that due (o new pro ‘ : _ g

Lcustnmer-rclnlimmh||1-ﬂ:«??ﬂcm (expert 1)) the daily DUsiness 18 ensier, more eéfficion and ii“i
|

INcreases the transparency Respondent E argues that Lansparency 18 a result of the ‘Wﬂ“ﬂhihty -
of data: “Beiny digital means being connccted,” Sales expert D adds that due to digital RE 5
transformation the sales activities are easier to ontrol and measurable. However, according v, el
EXpert Dt “The use of data is not a self-evident component which shows that only few peop|e *ﬁ
N our company have realized how important data is and that data is flh'“ﬂ'-l}' available e
E)thﬂf concrete examples that the experts pelu:ivcd a8 part of the diﬂ'"ﬂ transformation are lhe f’;'m
“availability of data”, “new programs and echnologies” and ll'u:rﬂﬁﬂ‘c; more "lfﬂﬂhpﬂrcncy", tiﬁ !
(‘ﬂt?cluding. this means that while digital transformation seems (0 simplify the ‘-lﬂ}f-m-da? }*%
business, making it more quantifiable and thus transparent, it has not yet been fully accepreq SR

and widely adapted wathin the examined compantes. _ o
AR overview of the main findings of the third research question on the impact of digitalizatigq % gﬂ

Of the marketing & sales integration based on the framework of Rouzies et al. (2005) iy i
presented in Figure 2. The digital transformation affects the integration of marketing and sales gt o

m SME’s organizations due to the various types of integrated mechanisms (Structure, Process,
Culture, and People). The findings show that ¢ach type plays a
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interview, all experts agreed that due to digital transformation the “structure” of the
collaboration is influenced since the boundaries between the depar ments are loosened up and
the marketing and sales departments come closer together. When asked regarding the
“proc ess/structure”, the interviewees agreed upon general conser sus that this mechanism 1§

influenced by digital transformation as well. The focus hereby lies on information ¢

communication. P ooyl
~ Furthermore, It is crucigiiemaqtion that a generational-conflict peours wh

06 with digital ransforryg#ff e especially present OBE. =
Wparments. These gonelio S Y Proset g
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challenge (o corporations ay CUrrently 18.2% of ihe o3
(”‘u‘:::;ll;:l::?"::“:""' £019) and thas ar Of risk ol :::I':f:'l:hlljr“rt. wo-over 99 yuars oild
. 3 ormatio , _

_ Iﬂ’l"m im— .“:I? lnﬁlllﬂl Mace (Vogely, 2019). This re:nr:'{:ll::r'ﬁl:yl::mw e
interviews, the “"w:‘wuelhlrr-”l ; :;: horation. A ording to the lﬂl’umdmﬂ:u: 1hn"l“ et b
SRR eire of the entirs oom ,.n Il: :1 due 10 the trend as well According te m“;':::‘:ﬂm
B Sirer b 550 can. l"l, l.;:n |‘tﬂ‘ changed, so that our braned #tandn o longer fr:n E:LT A
~ ghe premium segment “'hllch l'"‘ erstands itself as o leading provider u!uuﬂmwrluuhnt -

Ened these changes b seourmges business arens such ax et mobility ” EX Hy

ap T - bl "“n"”‘ﬂl ool cause, “I do ne - A pert B

.wnnn s changing the culture 1 think it is "-w not neceanarily beliove that digital

' _ ' other w . v
| .-aw,mﬂhnnlnrm 15 called People” As well as the oth fw. . e
e * digital transformation, althou, I er Tactors, this one is influenced
' F P one l“‘l‘ll"ljfnl -L'(]nﬁflt“"l ”l"ll?' an "Hl",'.‘f' Pﬂﬂ'l'!'ﬂ':!‘ Iﬂ

! r 'i II II =

R trend. “You often 0 —
- e atton, of changes, 1::{:::-: «t;:::n;:ﬁ:di“"y 'ﬁlrlcr o o e A
» . i ! processes than younger people,” These findings
expand ! ISHng fiterature which has been focused only on “structures”, “process/systeny”
5 b md. people™ as cn_u:ml [nctors for the sales and marketing lntlur;lizn | :
'j., e -_mdy with Il'_ur help of the interviewed experts of German urpunimmrm- fuggest that
it -Mfmutmn aﬁ'gﬂu these mechanisms significantly and 1hrr;-fnrc the rharkﬁmg and
ke imtegration. In midlﬂmn (o the investigation of the influence of digital IU'llmfu-nmlum {he
. religbility of the model is represented.as all experts unanimously agreed that all four categories
fm the ma]rh:ung and sales integration, Furthermore, they agree that the better the
ey m-lnd sales integration the better the orgamzational performance. This is in line with
{F:m et al. (2005) and links the literature to practice. To determine which of the four
. catey 18 it!ﬂucnced the most by the digital transformation the interviewees were asked to
- makheir significance. None of the categories received the majotity of the experts. However,
| f-emu were determined at least once as most influenced. This indicates that cach type plays
': m role in terms of digital transformation. Since “structure” and “process system”
h_m 4 out of 6 votes in total, a tendency toward a higher significance of these two types is

cooary 11

e Nesenrvh | liadn
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“The fourth research question about challenges or opportunities for the collaboration between
keting and sales due to digital transformation were addressed with interview question. The
Sults showed that al) participants agreed that there were challenges as well as opportunities
- glrthe marketing and sales collaboration due to digital transformation. Sales expert D stated,
= _,‘ the moment, it is more challenging because huge efforts are needed to implement it But for
—Mhe future the collaboration will be improved significantly.™ Thereby, it is erucial o mention
o dhat aithough 3 out of 6 respondents argued that challenges are predominate nowadays,
“@pportunities will prevail in the future. Marketing expert C m:d._“ﬂmhmw; due to the
" increased usage of data-driven information, the customers are mgmm”ﬂ
~“especially the measurability of objectives is crucial and in my opinion a big chance!” The
“ EOmparison with the literature detected similarities in terms of the challenges due to digital
. dmnsformation. However, the semi-structured expert interviews cxpanded the literature by
 providing further insights into ch.lll:;lsce: as well as opportunities with practical applicability
or the collaboratior sales., | T
e A S S
A e 1s” especially among older colleagues adversely affects
o e hefore, it can anﬂwmmmmbrz-ﬁa
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- Collaboration of marketing and sales

S, Concl -

: usion e PP
The findings of the semi-structured expert interviews enhanve the existing literature of r, ‘“
T —

ransformation and ire mfluence on the marketing and sales integration. Through our anglys -

We have been able to identify four key theoretienl implications: e
) Digitalization in marketing and sales simplifics the day-to-day business, making itme

Quantifiable and thus transparent. However, it has not yet been fully accepted and

adapted within the examned companies, | -
() Digitalization enhances collaboration between marketing and sales department du s 4

soften department borders . - ciacs.
3) Leadership is required to handle the generation-related conflicts, as fear of dealing e
digial transtormmation 1s especially present among older colleagues. -
%)  Structure and process and system have a significant impact on the sales and _
mregration and thus an mpact on organizational performance. ey
In addition to the theoretical contributions, this paper also introduces managenial “:'HP '

6’ 0 manage the challenges digitalization might imposc on the marketing and sales Integration.
Farstly, it is of utmost importance that employees are tramned appropriately in their usage §
digial technologies. This can minimize generational conflict and lead 1o a stimu
communication across departments. i
Secandly, the availability of systems needs to be guaranteed so that the opportunities the T
provides can be fully leveraged. One of these opportunitics is the increased transparency whit
might lead to0 an increase in faimess perception, g
Lastly, digitalization creates new leadership challenges, which need to be ﬂtﬂ“

adequately. I
Based on the presented key findings the researchers would guide further research to dccpcnm

understanding of the collaboration of marketing and sales departments. There are v |
Suggestions for related future research that occurred during the conduct of this study. Fm

research area of digital transformation and its influence on the marketing and s
collaboration has not been en tirely covered yet, due to its innovative nature and pace of
Second, since the implications of digital transformation are different across countries an
industries it 15 recommended to conduct similar studies in different countries and industr
'":est for national and cultural differences. Due to the small sample size and the ex vlora
aature of this study, generalizability is low and should be examined by future res

s
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Another limitation is given by the virtual context of the data colle
mhibited the observation of e.g. non-verbal cues. T U
Baden-Wiirtiemberg State Ministry. (2020), Home 10, CONMINToD At T e
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Baldwin, H. (2014). Keady for Digital Transformation?, 489
Bell, E. (2015). Business research methods, 4 ed., OXford: OXf
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Mi‘ldh}'u I'nuh*ﬁh _qunmj of Sox (8] Scionces
;':‘52’“_'""}“_"“‘ foumal of M. P, Ingtitute af 2o il Solance Research. Uiein
S| U973-855X (Vol 25 Ng L), June 2021) -
A STuDy OF 1 STOMER AW ARENESS ABOUT ENVIRONMESTALLY SUSTAIY
GREEN PRODUCTS AND IMPACT OF GREEN MARKETING ON CONSUMER
PURCHASING DECISIONS IN EASTERN PUNE CITY (SPREAD ACROSS PUNE NAGAR

ROAD).
Asst, Prnf.Shllpl Khade

Asst. Professor. BRA Dept
Foresight College of Commerce, Pune

Absiract

Green quum and green marketing are the keywords of today’s era across the globe. Green '
which is highly based on five *R's Refuse, Reduce, Reusc, Repurpose, Recycle which belps 2 SuPDer
CRvironment Sustainability.

Qm&n marketing refers to the promotion of ecological-friendly products and services. Ji has becom,
nereasingly important in recen| years as consumers become more aware of the Impact gf Gee
purchasing decisions on the environment. The impact of green marketing on COUSWINETS can be
significant io several ways, including increased awareness, mfluence on purchasing decisions

objective of this study was to examine the awarencss of green marketing dmGNg Consumers angd gy
Impact on their purchasing decisions. The results of the study showed that green marketmg has
mereased consumer awareness about environmental issues and the impact of their purchasing decinons
on the environment The findings also suggest that consumers are becoming more CIVITonmenal
canscious and that green marketing is influencing their purchasing decisions. The study highlights (he
importance of green marketing in promoting sustainable consumption and production and highlights
the potential benefits it can bring to both the environment and consumer< The study concludes thas
green marketing can play a significant role in promoting environmental sustamnability and thy

companies should take advantage of this trend by offering unvirunmemaily-frmuﬂy products and
Services.

- The American Marketing Association defines .
e mw:ﬁ'mmf marketing activities on pollution, encrgy depletion, and NON-ENETEV PeSOUITS

g

S . g e .‘.n;;-u-'-:'.d-.- e .",_ . -3 ._ ) T > ) y Y

- amsto rovide an overvie * O11a¢ impact of green On Consumers and the potential benefits
it can bring to.both the eny Honment and consumers, The findings Suggest that green marketing cad
~ promote sustainable<a SRQption anc pmdmnn and that it has the potential to positively impact the
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Green marketing refers (o the PrOmotian
this study Was 10 examine the offe
findings of the study showed
mha{tff ll 11"“':1’!'1;1:1“}.1'5 feputation and vredibihity by démons |
suﬂﬂmb‘m}': The s!mi}-*;ﬂsn rfound that green "mrhﬂ;; ':::lr:ump S commitment to environmental
a8 m‘msumnﬂz arvilmqammg WOTe environmentally H"L ;‘!.ilnf!ttfntf consumer purchasing decisions.
that are i o i being environmentally-fiiendiy The mﬂT are more likely to choose products
markeling 1 promoding sustainable cor *its hghiight the importance of green

1Isumpit -
benefits o both the environment PIOn and production and show that o can bring significan

ﬂ‘l'ld fl,_"'!'“]pflnic_g 'I"h .
¥ Y 5 - C qn 4 e i
gmﬂl mm‘kﬂmg mbatives to t'mprm ¢ thewr by h]?" concludes that companes shoaild invest m

and imape | - 1
. Bt and appeal to environmentally-conscious
The 21Ist century has seen the common

MHM mﬂmnmml hmrds. and environment impact assessment. which s @ sugn of sm
mn?m@]}' CONSCIONS society. When society suffers the neeative consequences of envirommentad
degradation, it becomes more concerned about the natural e?m*m;nmrmqtjm Cause ﬁf thus degradation
is the problems that anse from the mass production, consumption, and marketing of savircamentally
'gfmmmibie products. As a result, businesses have begun to change therr behaviour 1 an aftempt o
~address these 'new' societal concerns. Traditional marketing comprises selling products and services

111 l‘l]: “'h.l l‘?[_‘}:‘ ' ¢

. LR ETETH 1 [ -
ot of green marke ¥ Products and services: The objective of

r
that green Mmarke

ng has g POKIt

T

that satisfy consumer needs at reasonable prices, but green marketing must also define “what is grees”
id produce and sell green products.
l. To investigate consumer awareness of eco-friendly or green products and green marioting. i
2. To study the attitude of consumers towards eco- fniendly or green products. 1-
- 3.To/assess the impact of green marketing on consumer buyng behavior '
1.HO:Consumers are Aware about the green products
H1:Consumers are not Aware about the green products
2.HO-consumer buying behavior is affected by green marketing
- Hl:consumer buying behavior is not affected by green marketing
- Bﬂl- Green marketing-Green marketing, according io Investopedia, Is the pracuice of developing
oL ‘ ~and adverusing products based on their actual or perceived tm*mrqmtal mmm
~ -9 The promotion of environmentally friendly products, services, and nillatives IS KRoWR I S
e 53 S = (memmmm Green marketing. mpamllr, mftﬁmlmfﬂ_lg?
e v amentally fricadly- practices and strategies. Some examples of groen markeliag
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cmphasize the covironmeniallv respons1ble aspecis of 2 F"'th"‘ o service and sims in ey
Frowmng demand v eco-friendly products hﬁ
e e = |

¢ Consumer Rehavior-(onsumer behavior refers to the actions and dt:umm-m..-.hm‘ w
i idividuais and housalkilds when purchasing goods and services. I 15 4 field of Stesctes “H - nner

-

I
alins to understand how consumers perceive, choose. se, and dis, o1 » m“"ﬁ; £
- Rt

Lonsumer behavior anaiysis takes into sccount various factors esch as colties] e — =S
- 2 i ; .. e
bersonal valoes percoption, motivanon, and aftitudes, as well as the !"ﬂ'!'i:!'! of mﬂi&! ﬁ.‘ﬂ
|y

advertiwing The studv of concumer behavior helps companies develop mmmgmm P
aind aflucnce target audienices. leading fo mncreased sales gnd Clistem —
ey

eifeclively reach
ayaln 5
¥ Sustainability-Sustainability 1s a concept that invelves the responsible use of natyrad festurces —
to meet the neads of the present genmeration withoul compromising the ability of -
m"ﬂﬂi o meet therr own needs. It encompasses environmental, social, and %ﬁm :;
:—ii:@i‘ﬂimu .m scehs lo _halanuc these ﬁ(Etnrs_ t'_n a way that benefits bath wudividugic =

c }rlau-t & whole in practical terms, sustainability involves reducing waste and poll 2

x E:Hm ing natural resources. promofing social equity, and Fﬂﬂu:fiﬂg €conomic Viabiiny. . | -
‘; & CER preduct-A product that consumers prefer because 1t heips to protect the envirrmn.
fRg the menufacturing. use, and disposal of the product. Green products a;wpm;
y ¥

Aiganic, ﬁ:m:gb:m_ recyciable, and energy-saving,
Green B-ehnmr: C‘ustumr:-r Awareness-According to SolarCity (2013), m the currens
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ACCOIding 16 Govender andi : j
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B pehaviour with a primary focus VI Cvironmental : |
x t sy 1N . mlﬂl—' . 1 ' ‘

~ gya "pro-social” mode of CONSUMPtion (Weiner ﬂmr; n”ﬁ:}znc r{r[r‘t}:;,*?}mmumahm has been described
ES=Green mArke/ing, ocording to Michael Polonsky (194y 15 %a1 tivities desi

o feethitate revenue. " Studies on CONSUMe = activilies designed (o generate and

e i Rl m.;::? :::.‘iﬂ :.:I green products have shown that swareness levels
' : - CCucation, and income. Research has also found that

S gwareness alone does not nNecessarily translate into ' '
snd wath the sdditional coace np o * purchasing behavior, 45 consumers may be
- Md naﬁm:mi’l':l:::nﬂdﬁgm‘mmm! FOSTOL green products or unsure of their cfiectiveness.

| A s Y 3_ the literature 18 that marketing aned advertising play a significant rale n
" ghaping consumMer awarencss ; i i NS
.+ Research Methodology

E Primary am_:l :emndar) data collection both methods have been used for this study. The researcher used
& sructured interview schedules o measure consumer attitudes toward green ' '

g»ﬂﬂﬂﬂ! astramts, primary data was collected from respondents in eastern Pune City using a questionnaire
= designed for a sample of 80 : . :

E‘mﬂ tﬂ.selm samples It'mm the eastern part of Pune City.For analysis of the data collected, the tabulation
E‘*‘d graphical representation method are used for this study.

- Data Collection .Analvsis and Interpretation

g:guaﬁonmire 10 assess consumer awareness of green products:
g LHow often do you purchase green products?

:

& Rarely b. Sometimes ¢. Often d. Almost always

¥

o

¥

[

I How often do vou purchase green A e ¥ f
Number | Percentage% E
10 .?.[; s E
13 26 i
{15 SRR S R S :
=2 =

CRNI

gy n-According to responses customers are keen to purchase green produ

ood awareness about green products in customer’s mind, iR RS
- Z.How important are environmental concerns to you when making purchasing dee SR
— & Notimportant b. Somewhat important ¢. Important d. Very nportant — P i “’**-a*ﬂ'@—ﬁ—'ﬁf

2.How import nt are environmental concerns to you

e e M e 8 ] g .|

. e
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b Somewhat | 24 1R - T2
Important

T e it LV I LG RS S——

¢ Important

——

h“ﬂih'\l‘l l’rg!ﬁh lnunml il Siw ml S ey ﬂ

S0

1 0
100

& e Y e —
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“h’l‘pﬂtlﬂnn-.ﬂﬁ‘ﬂn}in; to responses > 41% Custuml:rsﬂpil}’s gﬂﬂé importance (0 environmengal g
MWIcmhnglhﬂrPuMdﬁcjﬂnm. Thnremsﬁllﬂ%ufthccunﬂmmwhnmmu =em

-

c;.!-irt You aware of what makes a product green?
2. No b. Somewhat aware . Yes

. | have a
3.Are you aware of what makes a product
3
Responses Numbe Fertmtn
r

C. Yes, I have a good
understanding

B -
@ rpretation-According 1o responses most of the customess are aware about what 1
green

| -: you ever bought a green product in thepast? . . o TuTS

]

_ 8. No b. Yes, but I don't regularly buy green products c. Yes, I try to buy g
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\ 1o buy green | 24 s
whenever |
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I“‘EI'Prcmtiun-."tcmnhn;:htn responses customers are willing to p

products.

7.How do you perceive the effectiveness of green products compared fo traditional Products?
A Green products are less effective b, Green products are equally effective ¢, Green Products Arge

more effective

ay the premium for gooq P e

7.How do you percerve the effectiveness of green
products compared to traditional products?

= - e |

Responses

Number | Percentage

/0

16 32

). reen products are | 24 48
equally effective
: 1
¢. Green products are | 10 20
more effective
S0 100

L

Interpretation-According to responses customers are of the opinion ﬂlargree_n products are equalty s
effectives in their performance agamst conventional products.

8.Are you aware of the environmental impact of the products you use?
4. No, I'm not aware of it b, Somewhat aware ¢, Yes, I'm very aware of it

8.Are you aware of (he environmental impaci of the |

products you pse?

Percentage%

P
¥

7.How do you percelve the effectivensss of
green products compared to traditional
products?
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lnt&thtinn-Accnrding to responses customer's purchase decision making is Very “ﬁm i
due to green marketing campaigns. |
17.Arc you more likely to purchasc a green product as a result of a green marketing CaMpaigy»
) : 2
2. No, I'm not more likely to purchase it b. Somewhat more likely c. Yes, I'm more likely to PUFChase
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18.How effective do you think green marketing campaigns are in promotin
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Questionnaire to assess consumer awareness of green products:
|.How often do you purchase green products?
a. Rarelyb. Sometimes ¢. Ofien
d. Almost always
2.How important are environmental concerns to you when making purchasing decisions?
a. Not important b. Somewhat important c. Important d. Very important
3.Are you aware of what makes a product green?
a. No b. Somewhat aware ¢. Yes, | have a good understanding
4.Have you ever bought a green product in the past?

i

5.What are the factors that influence vour decision to mﬁ "_--" e
a. Price b. Convenience c. Quality d. Brand reputation e. Fnyi S

6.How much more are you willing to pay fora green product ¢

a, I'm not willing to pay extra for a green product b, 'm willing
a significant amount extra d. It depends on the product
7.How do you perceive the effecuveness of green products compared to tra -
a. Green products are less effective b. Green products are W)‘ SR
effective SRR
8.Are you aware of the environmental impact of the pro =

~a. No, I'm not aware of it b. Somewhat aware ¢, Yﬁ;l’m = :5 =
- 9.Have you made any changes in your lifestyle to reduce youp s s o "
a ANe 1ha o PAl L s 4 V€ Méde ,' ¢ rhansss « 37
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