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Chapter 11

Challenges and Future
Prospects of Intelligent
Decision Making

Heena Irfan Shaikh
Foresight College of Commerce, India

Imran Baig Mirza
Poona College of Arts, Science, and Commerce, Pune, India

ABSTRACT

Data analytics, Al, and machine learning are driving intelligent decision making,
which is becoming more and more important across a range of industries, including
technology, business, and healthcare. This chapter explores the challenges faced
in intelligent decision making and discusses the promising prospects that hie ahead
in the realm of data-driven, intelligent decision support systems. To overcome the
challenges facing IDM, it is important that the data used to train and implement IDM
systems needs to be carefully curated and cleaned. Despite the challenges, the future
prospects for IDM are very bright. As IDM systems continue to improve and become
more widely adopted, they have the potential to improve decision-making, automate
routine decision-making tasks, augment human decision-making, ete. We can make
sure that IDM systems are used to improve the world by addressing these issues.

INTRODUCTION

[n the dynamic landscape of artificial intelligence (Al) and machine learning (ML),
intelligent decision-making stands as a cornerstone, wielding the potential toredefine
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Challenges and Future Prospects of Intelligent Decision Making

how we navigate complexities and make critical choices. This chapter embarks on a
journey to unravel the intricacies, addressing the challenges that cast shadows on the
current state of intelligent decision-making while envisioning the bright prospects
that await us on the horizon.

The realm of intelligent decision-making is marked by both triumphs and
tribulations, with algorithms, models, and systems becoming integral components
of our technological tapestry. Yet, as these decision-making entities become more
sophisticated, questions of bias, interpretability, and ethical considerations come to
the forefront. It 1s crucial to confront these challenges head-on, understanding that
the path to a future where intelligent decision-making i1s seamlessly integrated mto
our lives requires a comprehensive examination of the obstacles that stand in our way.

Simultaneously, the future beckons with promises of innovation and refinement.
The prospects of intelligent decision-making are not merely speculative; they
are the potential outcomes of deliberate and visionary advancements. Enhanced
personalization, ethical Al development, and autonomous decision-making are
among the promises that fuel our aspirations for a future where intelligent systems
work harmoniously with human intuition, enriching our lives and contributing to
societal progress.

As we navigate through the challenges and future prospects of intelligent decision-
making, it is essential to recognize that this journey is a collaborative endeavour.
Researchers, practitioners, policymakers, and society as a whole play pivotal roles
in shaping the trajectory of intelligent decision-making. Through an exploration of
the challenges we face today and the possibilities that lie ahead, this chapter aims
to contribute to the ongoing dialogue surrounding the responsible and impactful
integration of intelligent decision-making in our rapidly evolving world.

1.1 Challenges for Intelligent Decision Making

Intelligent decision-making, often facilitated by artificial intelligence (AI) and
machine learning (ML) systems, presents various challenges that need careful
consideration. Here are some of the key challenges associated with intelligent

decision-making:
1.1.1 Data Quality and Bias

Intelligent decision-making vigorously depends on the nature of the information it
processes. Challenges emerge when the information utilised for preparing is one-
sided or deficient, prompting choices that sustain or enhance existing inclinations.

Potential Solutions:

Rigorous data preprocessing and cleaning. %
J';'}‘i‘i& g “‘“"‘-——-.-
» .L{ s #
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Challenges and Future Prospects of Intelligent Decision Making

Continuous monitoring and audits of training data to identify and rectify biases.
Implementing fairness-aware algorithms to mitigate discriminatory oulcomes
(Liebchen, G. A, 2010).

1.1.2 Interpretability and Explainability

As intelligent decision-making models become more complicated. undersianding their
choice cycles becomes testing. Absence of straightforwardness might disiniegrate
trust in these frameworks.

Potential Solutions:

Development of explainable AT models.

[ncorporation of transparency mechanisms in decision-making processes.

Education and awareness programs to enhance understanding of model outputs
(Gade, Krishna and Geyik, Sahin Cem and Kenthapadi, Krishnaram and Mithal,

Varun and Taly, Ankur, 2019).
1.1.3 Ethical Considerations

Automated decision-making may accidentally prompt moral guandaries, like
segregation or protection infringement. Laying out moral rules and systems is
fundamental to explore these difficulties.

Potential Solutions:

Adherence to ethical guidelines in model development.

Regular ethical assessments and audits of decision-making systems.

Inclusion of diverse perspectives in the design and evaluation processes (Smuha.
N, 2019).

1.1.4 Adaptability to Change

Intelligent systems mightbattle to adjust to new conditions orunanticipated occasions,
possibly coming about in poor choices. The absence of versatility represents a
critical test.

Potential Solutions:

Implementation of adaptive algorithms that allow continuous learning.

Regular updates and retraining of models to keep them relevant.

[ntegration of human feedback to enhance adaptability (Gligorea, 1., Cioca, M.,
Oancea, R., Gorski, A. T., Gorski, H., & Tudorache, P. 2023).

—
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Challenges and Future Prospects of Intelligent Decision Making

1.1.5 Security Concerns

[ntelligent decision-making systems are are helpless to different security dangers,
including ill-disposed assaults. Defending these situation from vindictive control
1S significant.

Potential Solutions:

[mplementation of robust security measures, such as encryption.

Regular security audits to identify and address vulnerabilities.

Adversarial training to enhance the system’s resilience against attacks (Abdalla,
M., Bellare, M., & Neven, G, 2010).

1.1.6 Resource Requirements

Conveying and keeping intelligent decision-making systems frequently request
significant computational assets, which might present difficulties for more modest
associations with restricted assets.

Potential Solutions:
Utilisation of edge computing and cloud services to alleviate resource constraints.

Exploration of resource-efficient algorithms without compromising accuracy
(Yu, W,, Liang, F., He, X., Hatcher, W. G, Lu, C,, Lin, J., & Yang, X, 2017).

1.1.7 Human-Machine Collaboration

Adjusting the jobs of Al systems and human decision-makers is urgent. Over
dependence on computerization or an absence of confidence in the capacities of
clever frameworks can obstruct compelling cooperation.
Potential Solutions:
Fostering a collaborative approach where Al supports human decision-making.
Clear delineation of responsibilities between Al and human decision-makers.
Continuous training and education on the capabilities and limitations of intelligent

systems (Jarrahi, M. H, 2018).

2. FUTURE PROSPECTS OF INTELLIGENT DECISION MAKING

[ntelligent decision-making, empowered by artificial intelligence (AI) and machine
learning (ML), continues to evolve atan unprecedented pace, promising transformative
impacts on various facets of our lives. As we peer into the future, several exciting
prospects emerge, shaping a landscape where intelligent systems become even more
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2.1 Augmented Intelligence: A Symphony
of Human and Machine

Envision an existence where machines handle the truly difficult work of information
investigation and complex estimations, while people give the indispensable flash
of mnstinct, moral judgement, and inventive critical thinking. This cooperative
methodology, where artificial intelligence “expands’ human knowledge, isn’t simply
sci-f1; 1t’s the eventual fate of IDM. By utilising the special qualities of the two
people and machines, we can take care of issues recently considered unsolvable, as:

Optimising climate change mitigation strategies: IDM can investigate immense
datasets on natural boundaries, energy utilisation, and monetary variables to create
information driven answers for progressing to practical energy sources.

Personalising healthcare interventions: Artificial intelligence can examine
individual clinical records, hereditary information, and way of life elements to
anticipate wellbeing dangers and design customised treatment plans for every patient
(Sadiku, M. N., Musa, S. M., Sadiku, M. N., & Musa, S. M, 2021).

Designing smart cities: [DM can investigate traffic designs, assetutilization, and
resident criticism to streamline metropolitan framework, transportation frameworks,
and energy lattices, prompting more productive and decent urban communities.

2.2 Democratisation of Insights: Powering
Informed Choices for All

Currently, access to data and the ability to derive meaningful insights remains
concentrated in the hands of a few. IDM has the potential to democratise this power,
making data-driven decision-making accessible to everyone. This could lead to:

Empowered citizens: People can dissect information on neighbourhood issues
like crime percentages, medical care offices, and instructive chances to advocate
for positive change in their networks (Beneicke, J., Juan, A. A., Xhafa, F., Lopez-
Lopez, D., & Freixes, A, 2019).

Informed consumers: Customised suggestion frameworks fueled by artificial
itelligence can assist buyers with settling on informed decisions about everything
from medical services plans to monetary ventures.

Effective social programs: State run administrations and NGOs can use IDM
to target asset portion and strategy intercessions in view of continuous information
on neediness, craving, and social disparity.
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2.3 Personalization Revolution: Tailoring
Solutions to Individual Needs

One-size-fits-all arrangements are turning into a remnant of the past. IDM permits
Usto move towards a ime of customized intercessions and encounters, taking special
care of the extraordinary requirements and inclinations of every person. This could
upset fields like:

Education: Man-made intelligence controlled versatile learning stages can
customize learning directions for every understudy, enhancing their instructive
experience and amplifying their true capacity.

Healthcare: Accuracy medication, driven by TDM, can tailor treatment plans
and medicine measurements 1n view of individual hereditary profiles and organic
reactions.

Creative industries: Simulated intelligence can customize creative encounters,
from prescribing music and films to producing custom fine arts in light of your
taste and inclinations.

2.4 Global Problem-Solving: Harnessing Collective
Intelligence for a Sustainable Future

The 1ssues we face today, from environmental change and pandemics to social
imbalance and financial flimsiness, are complicated and interconnected. IDM offers
an incredible asset for handling these difficulties by:

Simulating global systems: Computer based intelligence models can mimic the
iteraction of perplexing variables like environment, financial aspects, and human
way of behaving, permitting us to test different approach mediations and foresee
their results.

Optimising resource allocation: IDM can break down information on assel
utilisation, framework, and populace needs to improve asset distribution and forestall
squander, advancing practical turn of events.

Facilitating global collaboration: Computer based intelligence controlled stages
can work with correspondence and cooperation between specialists, policymakers.
and partners across borders, prompting more compelling answers for worldwide
difficulties.

2.5 Enhanced Personalization
Types of progress in shrewd elements will engage more tweaked and setting careful

recommendations, provoking a more uniquely designed client experience in various
spaces, includin ctronic business, clinical consideration, and preparing.
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2.6 Integration of Multi-Modal Data

Future astute frameworks will probably incorporate data from different sourees,
iIncluding text, pictures, and sound, to go with additional educated and exhaustive
choices. This multi-modular reconciliation will improve the extravagance of
mformation inputs (Poria, S., Cambria, E., Hussain, A., & Huang, G. B, 2015).

2.7 Autonomous Decision-Making

With progressions in support learning and independent frameworks, there is 4 potential
for savvy dynamic frameworks to work independently in powerful conditions, like

self-driving vehicles and shrewd urban communities (Czubenko, M., Kowalczuk,
Z., & Ordys, A, 2015).

2.8 Ethical Al Development

The future will observe a more grounded accentuation on moral artificial
intelligence improvement, with associations and specialists focusing on decency,
straightforwardness, and responsibility in the plan and organisation of smart dynamic
frameworks (Smuha, N, 2019).

2.9 Human-Augmented Intelligence

A cooperative model where simulated intelligence frameworks increase human
dynamic capacities will acquire conspicuousness. This approach uses the qualities
of both computer based intelligence and human instinct, prompting more compelling
and moral dynamic cycles (Mruthyunjaya, V., & Jankowski, C, 2020).

2.10 Continuous Learning and Adaptation

Smart frameworks will advance to turn out to be more versatile, constantly gaining
from new information and client connections. This will upgrade their capacity to deal
with changing circumstances and rising designs really (Bachinger, F., Kronberger,
G., & Affenzeller, M, 2021).

2.11 Quantum Computing Impact

As quantum processing develops, it can possibly alter wise dynamics by fundamentally
expanding computational power. This could prompt the improvement of additional
refined model culations (Aithal, P. S, 2023).
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3. CONCLUSION

The challenges and future prospects of intelligent decision-making are intertwined.
reflecting the dynamic nature of this field. Addressing current challenges requires
a collaborative effort from researchers, developers, policymakers, and society at
large. As we navigate these challenges, the future holds cxciting possibilities for the
evolution of intelligent decision-making, promising more ethical, adaptable, and
personalised systems that positively impact various aspects of our lives.
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e S v engagement levels by inte..
social media innovative stratepies that help to enhance Customer CREEE 7 intrg Hic g,

| g. The implementation of effective .
different technological tools and digital applications. e TR N

}':-;r'r
: -. 85 OrpanZallons 1o geliiove o
tools helps to enhance cost-elfectivencss and pmwtlL busine " HICYE the.,
Lrgeted ;:m‘l'.’l|*~ (Hoyer, ef al, 2020)
Research aim and objective - be ;o -
arci aim | , The Most Effective Social Media Techniaies ..
The aim of the research study is to highlight The Most Elfective ?{h r;hi‘cc!ivc IS as MLJ;-
o — # A T . " PRy i " :
help to boost Customer Engagement levels. The significant researci 60, WS,

RO1: To understand different social media technologics —
: To estimate the factors that is impacting the customer Cngage ,

RO2 ,
? ' i tome ment levels

RO3: To determine the relation between social media and ctlf;lnrnf.r"‘crlur;;té,:j:iﬂ [Zchnﬂ!:ji;-

RO4: To identify the measures that is used to develop effective socia gy

2. LITERATURE REVIEW
‘l‘ . . :
In this section, the key significant factors and information will be determined -4

highlighted properly. Along with this, there is a depth nnaljfsi_s of the existing ht:‘:rarun..: FeView thas
will be discussing the relevance of the study in the existing literature by analyzing refeya-:

theories.
Effective Social Media Techniques

<1,

In the contemporary digitally advance world, most of the business industries are tending
adopt different technological tools and applications in order to increase the productivity and
profitability by improve the customer engagement levels (Rather,2021).In addition to this business
industries are adopting new and innovative social media techniques to boost the performancs
levels (Moran, et al. 2020). The implementation of effective social media techniques and actics
not only boost the customer engagement; however it also helps to improve the purchasing
expenience and customer loyalty (Poitras, et al. 2020). Furthermore, the techniques include ths
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
companics and business organizations to develop strong relationship to enhance the customer
satisfaction levels by improving the trust of the customers towards the Enmp'm':' (L1 & Xie, 2020).
[':;I;c crLgag{.:mcm levels of customers depend on their pereeption about the cn;n;'mm* t:us‘cd or; 1'.7%135
= 3’ i?n j?ﬂr‘fgﬂ; ::(ljhh;ﬂ fi?:?at; c:h::“ -:fr%zmlfzmmn.r'ﬂ'w concept of customer cn,e_:ng::mént plays a huge
& Burns 2021), Moreover “,J;w;r!: !ﬂ bﬂn f::rganlz;nmn bylnulucviug the targeted goals (Liu Shin
gencration, 7 EPR {0200st the returns on rvestinent, and results in more revenue
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L, nsocial meding n.
lere IS 4 strong Hll;_-.ili: Platlorms nnl Customer enpgagement
T R A L connection hetwee Tl :
Lnl‘,-lL‘.L”'IL‘II.I ]Ll\ L‘l""l II I e Wi i |'| t"h:[-”'-"l" l'”t : l ® ¥ #
gag Al L e - socil media platforms a
rales h.}. I‘ﬂ”"h“]lll lhu h“‘j‘;‘:'l Iiuf LNIIII.”II. ¢ IIIU l.,*l.'l]"“:{:li”” wl"l HH_:' u”q""nurgpincrmq:s ;}:Li:::::?:;
o2 Y 0L the customers (L1, ef al. 2020). The ilﬂpllﬂﬂ":ﬂlﬂliﬂﬂ of effective

social media 1echni 1Ies helps
increasing the ImWIII:I:]‘;I!::Lrlu[;;lrnq::i:;ll rle-_'nuw‘ Opportunitics lu_inr:ru:ltac the sales rate by
enhance the transpareney - yanecl '"Ld!'.' effective technologies and techniques help to
the company by di Y 0F the company by displacing the key information about the prod
npany by different soejy] media post and advertise o alion ahout the products of
strategies that help 1o Improve the l.:l:l‘i[ﬂ;ﬂl.‘l."{l‘.’:l‘l --r,l!:m}cmh”"'w"ﬂ 2"2”*.”!“": qrcdlffcrml
customers {1{:1:{1 and estimating the ﬁ:cd[;ucks i,
ImpnCIl::;::::Ii:le:i::ITr?-ﬂ'l -n:l?{!iﬂ _tccllnitgucs On customer engagement levels
el B i S cclive social media techniques help to boost the customer cngagement
' y 1p cmcr?tm;, different tactics. Morcover the effective techniques are adopted by
dllﬂjurcnt social media platforms to increase the cfficiency and productivity within a short period
fﬂ lime _( Hoyer, et al. 2020). Social media platforms like Face book and Instagram are developing
Innovative lechniques by the help of incorporation of stralegic plans like establishment of
My 'nnovative and attractive high quality posts to increase the customer trust and loyalty as 1t helps to

huus,_t the lr:_mripﬂrun::y of the business products (Kaur, er al. 2020). Morcover, effective social
media techniques like content creation assist l0 build a strong brand reputation globally.

Theoretical implication

Consumer behavior theory

[n order to understand the customer’s engagement levels towards an organization, and to
identify the factors associated with the concept, reliable and rclcvaqt theory that helps to support
the research question is required to be analyzed properly (Eisingerich.er al. 2019). Moreover, tc:_
develop the concept on of the renowned Iheur?es is the customer behavior theory as t}us theory
properly supports to understand the significant impact of social media technn:Lues on tl:u.. C;S;ﬂ;n:i
behavior . The theory mainly focuses on the significant elements of consumer’s b;fnzml: : [htuun
they establish quick decision making (Gongalves, ef al. 2023). The theory also sheds the lig

the different significant factors associated with the customer engagement levels. The theory helps

' -
: | ist of vital elements such as the customer’s attitude,
1ological factors which consis | _ ‘ _
«° showeace psyciocs perception as it helps in boosting the customer enjoyments levels

oackground and customer’
(Hollebeek, 2019).

Figure 2: Consumer behavior thfugm)
(Source: Influenced by Dolan, et al.
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L METHODLOGY

This chapter highhghts effective research n|r"1hur|"]”'_f"1i'r ;"“:i pmm.:dl:'ms o nrdﬂmcmuﬂ
they research study. The chapter will consist of the presentation of the mlulﬂ‘ le approaches rﬂl’(’ala
L‘t'l]il..‘i.'lil.‘ln and H..""-I:'."Ill'l'l HH‘ihminli‘!'F' In research _':Iull}'. ALY qlmﬂlllﬂlﬁ'ﬂk el Mthfnh!ng?
will be taken mto consideration and will be performed hy _”m survey analysis Iftf 75 respondeny,
by conducting 10 questions. Morcover proper SSPS analysis will h:_p:rfnnm:d In arder lﬂﬁhtaén
authentic and reliable kev data with the implication of :;lirvcyflnnl}fSIT: fﬂath?n ZF!ZI;_ The Prope:
analysis will be prrnun{nl to determine the impact of cffective social rm:dla! lcf:hmq"“ and ity
associated social media platforms on the customer r:r!!!“i!fmﬂmﬁ_lc'”:l"" (de O'_”":"'E Sﬂﬂllﬁl. et al
<020). Therefore, primary quantitative research methodology will be determined to improye the

future implication of the research study.
4. Findings
N 4.1Demographic dat

4.1.1 Gender
According to the above-developed table survey

responses gathered for the male participants 1

1 | about 48%, for female candidates the
' collected are 42.7%, and in the last &3,
iy o participants choose the option of not to Say. The
; highest number of responses is collected for the
b participants who belong to Male group and the
: other minimum number of responses 1s gathersd
for the candidates belonging to prefer not 1o Sa)

the group.

Female

-

T Male

Valid Prefer not to
say

Total 75 100.0

4.1.2 Age group

e —= ——

- Abive €0 Eeluw Between | Between Between | Between Between |
Yesre > [201025(251030 |26 gnq| 35 to 40 | 38 and | Tow!
years | years years 37 years vears 50 years |
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According 1o the above-developed tahle survey re ponses gathered for the purticipnts whe belong
o HIL' Ape proap ol M) n 5 vemrs s nhonat 2 s Mer 4 ‘””h;[ 1 s by Lr-l::_-ﬂ*lr_ tes the ﬂw ﬂmm ﬂfZi
to 30 years the responses collected are 9.3%. and candidates whe belong to the ags group of 35
Jﬂ }-L‘;"h l”\ c S .;" 0 Il"ﬂl’l””hl"w. H”rl in ”'Il" lFl'u' {;”“'”!“",.; '-'-'II” IJ*'.'.I'”“F i The aae VI”"“F ”r M) s '!-:ﬁ
vears give 38 7% responses, The highest number of responses 15 collected for the parisipants who

belong te age group of 20 to 25 years and on the other minimum number of respomses 46 gatisssd

(55N 22779067

A
o
(jei. ¢ ART. Giraup |

e ———

—_— _—

for the candidates belonging to the ape proup of 40 1o 50 years

4.1.3 Income level

" ; 1 I -
According to the above-developed table survey responscs gathered for the participants whe neionyg
to the income group below Rs. 25000 is about 4%, for candidates who belong o the IEame GHng
below Rs. 25000 to 35000 the responses collected are 26.6%, and candidates who bclnn:_: ‘-'*": le
income group below Rs. 35000 to 45000 give 33.3% responses, Survey parficipanis who belong

e to the income group below Rs. 45000 to 60000 give 5.3% responses, and in the last candidates
who belong to the income group above Rs. 60000 give 4.0% responses. '
e Abov | Belo | Betw | Betw | Betwee | Betw | Between |
£ O%€ leRs.|w £|cen £/ cen £]n  Rs. | een Rs. | Towml
50.000 6000 | 30,0 | 30,00 | 40,00 [ 25000 Rs. 45000 10
' 0 00 |land|! and|[to Rs.|3500 |Rs B |
e 4 R i i e 4 2 Ve f
ncy |
Percent | 12 5.3 10.7 |26.7 |33.3 |4 53 2.7 100
Descriptive Statistics =il =
IENJ Minim lMuxim Fum Mean [Std.  [Variane Skewness  Xurtosis
& um um Deviati ¢ {
on |
Statist/Statisti Stuligli IStatisti StatisticStatistic Statistic Statis Std. };:un:- :5[11.
c C c (€ (e Ermor tic ‘Error
e - s :_ l g
|I v o =% | = 5C
v 15 H.00 [0.00 870.00 Il*f:ﬂ{l(}r,uzﬁ‘hl.lh.llb 206 [;... 7 R652 548
r
ﬂ":——’
pﬁﬂﬂmj ﬂmmeﬁe
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Ihe term deseriptive data analysis refers (o the process which i Iﬂ'r'“"'fffl. in amalyzing ..
of the survey partic ipants (CirifTith, 2019 .,

umenical data that s « allected from the Fespolst

wdand deviation value obtained 1s nbont 4.02

Lime
e T AR NL

'5..1 A\ ( lIleﬂt' I:'pl‘ t‘uiHIH .

VModel Summary R
\ModelR R 'j--hl_malrd RStd. Error of theChange Stalistics
:Fqn::rc ISquarce Fstimate | B . L—— 11
| | R SquargF dil diZSig F
| Change Change | | Change
L .
TP P W R — e
1 19359874  |873 1.13562 874 508.621 |1 73 L006
..I. : i i |

The R square value is help to detect the proportion of the vnriances that arc present in the research
ctudy (Hilorme er a/. 2019). The obtained R square value is 0.874.

ANOVA® 3 = i .
\odel Sum olfdf Mecan Square [F St
Squares
Regression [655.937 1 655.937 508.621 000
1 Residual ~ [94.143 73 1.290 L
Total 750.080 74

Table 4.3.2: ANOVA

ANOVA is used in order to develop a comparison between different variances of the statstcs
numencal data (N et el 2021). The Sig value that i1s obtained from the above table 15 0 000,
Coelficients®

‘Model Unstandardized Standardized M
Coclhicients Plh‘fﬁk'iu‘llh '
3 Std Frror [Beta
(Constant) | 264 402 0650 314
739 IRR J15s 33 353 UL
—
(s obtained by muluplying glmber w1 1 the vanables
pes rom 0.6560 o 225
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'I'II_L‘!'L‘Ihrv. 1 can be ¢ .
technological tool helps 1o in ~“~Tm
s highlights and updates the rll::,'.
more number of customers ai ||::"..
social media and customer en --L e
number of customers. I*’urlhcrns;;

IS ”H‘ MIL
newsy

ludled I!ml by mtroducing different innovative an effecti
.;::mw' cnpagement level, As the social mml?u :lni:?;::
I-I“:‘I.IIL::I:;{III:‘Ill!"‘i'-+[1HHII.ILH‘ as well ps it helps to targel
prement it hns been t:ir-|. :'”-l|y!m;{ !ht: r-::lﬂlirm-;.hm hetween the
re it helps (o ol served that it also helps 1o increase the
ncreasce the visibility of the produet, henee result in

mercasing the customer cngagement level
| y L] ru l;;‘
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ABSTRACT
1ct of brand awareness on brand implication

the customer's first imprcsf-‘.inn and brand image is explained
alysis is allowed 10 be developed in this research section
\lorcover. the literature review portion helps to analyze the impact of the l:frand' image on
economic development. Rescarchers are using primary quantitative analysis in this research
portion. Moreover, survey analysis is developed, and researchers are capable (0 analyse collected

discussion about the research topic is

information with the support of the SPSS software. Overall ) :
being highlighted. On the other hand, research objectives take place in this section.

n level, customer engagement level,

» aim of this rescarch study 1s 10 understand the imp

LS

Therefore, the relationship between
‘n this rescarch study. Thematic an

b

I h

KEYWORDS: Brand reputation, Customer satisfactio
customer impression, brand value

INTRODUCTION
thinking or perception the cuslomers, partners, and

The reputation of a brand is the
employees have for a brand. According to Foroudi (2019), the performance of a company Or IS
product is the key factor that affects the reputation of that brand. The first impression of the
isfying in order to get posItIve

company or its product has to be convincing and customer-sati
csodback. The feedback from the customers is what matters the most for any brand to build up 2

nice first impression on Customers. As reported by Kim ef al. (2020), a brand with a strong
reputation in the market attracts more consumers (O itself by winning their trust. The positive
response from consumers helps a brand to grow al an extremely fast rate as the consumers also
advertise and talk about the brand or the product. In accord with Zervas e/ al. (2021), therz s 2
necessary need of listening to the feedback of the customers, both positive as well as neganve
reviews in order to 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 profits 3%

building a better reputation of the brand.
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Research Aim and Objectives = )

The aim of ﬂ}is 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 analyze the importance of first impression of a brand the customer

» To scrutinize the factors influencing the reputation of a brand

To survey the effects of the negative impression of a brand on customer
To mvestigate the challenges in brand reputation

LITERATURE REVIEW
Influencing factors of brand reputation

Brand reputation refers to the concept where customers have a perception of an organisation before
making a purchase. As per the opinion of Allevi e al. (2019), brand reputation integraies customsr
loyalty and trust that improve brand value in the competitive marketplace. Brand awarensss is
connected with a brand reputation that drives bottom-line growth. The brand reputanion can be
measured with the help of customers' engagement level with the brand (Nagvi er @/ 20201

]

REPUTATION

g “nc lh § \Il:ldll & : :ﬂj
Figure 2: Factors of brand repufation {.un,;.uuh.u 3% % ——
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several factors hike , |
\\'LHk]‘Iilt'i" CNA ”,_-,mm-m_ customer sel VIUCK, [t .I”I ]H'IJHHIIHIH . Hlul VIS Hﬂd l':ﬂ“"ﬂhh[

per the statement o nen-David et all (2022), gpecding up the dehvery process of the serviee, :L;""

1% heon {II!H.‘I ’H'I] that h.'pl'l.’lill'. eHxc r:llr_—nl L""""ﬂﬂ:r -“:f‘-?ir-‘r }I;l’p-

3 1

to improve the brand reputation. I

to improve the hrand reputation.

, o' fi ,
Relation hetyween hrand reputat and customers' first impression

{01
tor of the nl'lz:lni?nihm SINCC CONSUIMErs are responsible fee
cales. Acceptance of the customers is highlighted with the aid of the brand Im:mi«
ally, the first impression is the key term that helps to improve ]-.-
Customer trust helps to develop organizational arowih.
s arrived. Customer loyalty is being highlighted and
The quality of the brand is based on the elimination

Customers are the key fac
driving the
(Anadu ef al. 2020). Addition

conomical aspect of the business,
orking environment ha

therefore, a posiive W
anizational culture.

» it tries 1o develop the org
of the acceptance of the custom
development structure of the organ

ers (Douling & Kim, 2022). Additionally, the effectiveness of the
ization is developed.

Figure 3: Increasing rate of revenue by increasing brand reputation
(Source: Statista, 2023)

I:r{ n g v i . ne N ol »
levels and ]h:_th:i' ibove figure 3, it can be tHlustrated that the improvement in customer satisfacton
r:nlmﬁ:cmuntd::l‘ ln--P u:jd“un Iu_-!_n 10 INCIERsR the company's revenue. 1t has been recorded thal the
2022 from 2015 ]i;m] | reputation is responsible for increasing the revenue by 15% at the end of
Ehia it 1.'|5.‘ been t_}hsurvutl that about 90% of customers are not frequently brands
Sl reputations (Galagedera, 2019). Additionally, 190 o cUStOmErS reverne
purchasing process afler receivi . - Addihonally, about 87%, of customers fehe=
sy aller recetving negative comments about the brand.
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Challenges nssocinte
i weinted witl hramg Vet

Treating brandy iy the main ¢hall
" L . L] = . ] t ';‘ "Illlrl- 'l i ' : L s L i
subcategones of the business nre . = LIS associated wath brand imolicati

] v ke '1. .J L
T St the customery is tllowed (0 be develoned and it te _
mancial aspect of the bhusiness v dcveloped andd it Ines to increase the

. css, Lack of il a
“."I“” ”“: :""'t'lu.'l”l.‘i: ”'IL'IL_‘[“IL- lllL, | 0l l.'l”“l:ll ",ll'i”l'_:[!’l’,- 1% ”lf: 1551 "“" hn-: tri h"ﬂ' h[:{hhﬁhtc‘!
is another challenge that i ] il |I-”m'”ﬂ and trust of the cmployees are chsrupted. Brand relevance
IS phliehted inthe business sector and it eliminates the growth of the

husIness { [Ilorme el al 20) ] 1)} 13
5 e ' rilll{l ;I‘V;Irurlu,-l* rl.l o : = - .
the development of the brand s and brand image are the two factors that eliminate

A Figure 4: Increasing ratc of brand reputation by enhancing the customer satisfaction level

(Source: Statista, 2023)

stated that the customer satisfaction level is deeply connected
{o the figure, the improvement of customer
omer satisfaction level has increased by
profitability of organization (Galagedera,

From above tablc 4, it uun.bc e
with organsiation's profil margit. fh Etinr' IE}I‘ITm cust
engagement level drives cpmp:umu:s ﬁal {;‘; it
78.41% over a decade which increases the :

2019).

Literature Gap =
bhetween the consumers irst

isfaction level 1s
2(22). However,

: ¢ the relationship

otical | ation to analyse t g

Loy siaflsios mmnni'llliml generales o [iterature gap. 'l'I}a Fualqn;; s
g . (he brand reputation level (Douling & Rim,
It s < literature gap in the study.

e aspects Cry
these as] 7/ —

impression and the brand
one of the major factors (o
the lack of information o1
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Theoreticn) Framework /

Customer Behavioral Theor '

The theory of consumer behavior states that the ehanges in L'III"HHTI'IET;:’ ?Ehﬂfﬂﬂr dre ha_u:d
on changinge m;nh*t rends. Consumer behaviog |Ii;*_|l|i;'lllﬂ the m,lln‘r:: EILH.'H;LI;I{;I;- L’Iktn
people while purchasimg products and services. As per the statement of K Fal H:-F 2 :: 1 !:flfzfllﬁj_
;‘\*I‘E;IITIIL‘I behavior refers to the concepl of |”:|r1'.'l:“”l! User h:l" “er;Iq“l minqrhnr- s B g
CUstomerns” requirements. Analysing consumer behavior involves 'lht: produeg . pure _“-‘-mﬂ pfﬁ'-'-f:"w’;
from tking initial decisions. 1t has been observed that the increasing rate of customear p"ﬂfhnq'nﬂ
behavior is deeply connected with customer satisfaction lcvcltl:, Il_ has hl:t':fill ﬂ':l'..ﬂl'fj':d lnn:r fh::
customer satistaction level improves the profit margin of organisation by ?‘f"ﬁ lf;l . Cﬂm_pfhh-p;
marketplace (Ma, L., & Tang, 2019), The theory unlighllr:nﬂ that cllﬁm'm:r:rs first impression of
brands plays a key role which can be enhanced by involving brand reputation.

, Perurymality

Consurmer

Behaviour

ALY ur] e

Figure 5: Factors of consumer behavior

(Source: Influenced by Mirza et al. 2020)

Figure 2 illustrates that consume

e lal, cultural, psychological, and
cconomic factors. As per the comment

L

B ranes : _ 8 (2022), customers are influenced by
social fzctors mostly following cultural 4SPECIs. Since customers are responsible 1o drive sales and

impmv_c the profit murg,ihn, hence, the customer behavioral theory plays a erucial role in a modem
markelung suu.m;;.. .ﬁddlllﬂml"y, the lhenry aSsists o business to understand customer demands and
develop & business stratepy (hag helps 1o penetrate into the competitive marketplace
METHODOLOGY

The method for collecting data

method. .r“\sﬂpt:r (.lmng' etal. (2019). the 4pproach used in this (e
the descriptive deductjve approich, A survey 1y doy ‘

'S used in this research s the primary quantiative

search for describing the topic is

1 tor this research in which the opinions of
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Demopraphic annlyuis

‘-l-l_hl“ili-t lll'.llllh LIill
- _,_[

b reguen: L [ alsd { e |

N . poaties £ s L

‘ Female i 4R 1) ix 1) ' : A
11 -

Male 411 i1 3 19 i |
Valhid Prefer not 1o o l
say : 1. L HIEY :
Toal 5 REARL 1)) (] ._]

Table 1: Gender analysis
(Source: SPSS)

The zbove table shows that 36 participanis arc female and 31 survey fespomee
] 00 participants. On the other hand, about 8 audiences selected the Wi optos slatis
10 say.

The figure illustrates that 48% ul']‘mrliuih;tnh are lemale whergas 417, are males who parlicipries

theatl S -..'-1";_-1"',-'.’ L

in the survey. On the other hand. about 11% of 75 responsey show Ll
k) interested in disclosing their gender.

Age analysis

5 What is your age group” |
Frequene | Percent Vald L umulat ve

I’;“_.;n{ Feroeid

=

Ny 12.0

Above 50 Years |
8 |07

Below 25 yeurs
Between 20 and 37
Valid  years
Between 38 and S0
yeurs
Totul

5 RN
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The table evaluates that the number of audiences from the age bri ket f"““f‘-*- 29 years, hetu 3 N
20 and 37 VOurs, hetween 3K and SO venrs el nhove W) years are K, 25, 3N, and 9 r Pectivels,
The figwre iHustrates that 12%, 115, 8%, and 4455 pe ople from total F kP dents b
to the age bracket below 28 vears, between 26 and 37 years, hetween 34 and 50 years, an|
S0 vears respectively
Annual income analysis
3. What is vour annual income level? | : o
Frequene [ Pereent | Vahid Cumulative |
y Percent Percent J
Above £ 50,000 I 14.7 14.7 14,7 ]
Below £ 30,000 9 (2.0 12.0 26.7
Between £ 30,001 and £ i
iy =i 2 (0.7 30.7 7.4
Valid 40,000 23 50
Between £ 40,001 and £
z : ' ' 00,
50.000 32 42.7 42.7 [00.0
Total 100.0 | 100.0

Table 3: Annual income analysis
(Source; SPSS)

The table helps to understand that the frequency of survey participants having an annual income
range below £ 30,000, between £ 30,001 and £ 40,000, between £ 40,001 and £ 50 000, 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, between ¢
30.001 and £ 40,000, between £ 40,001 and £ 50,000, and above £ 50,000 are 129, 31°, 42,
and 14% respectively.

Descriptive analysis

The descriptive test is significant for understanding the range and chamctensucs of

gathered numeric information. As per the statement of J1 er al. (2021), descriptive analvsis &
performed to analyze the gathered responses and highlight the concentration of iformation.

Descriptive Statistics .
N Minimum [Maximum (Sum  [Mean [ Std. Variance [ Skewness UITOSES
| Deviation 1 =
Statistic | Statistic [Statistic | Statistic | Statistic | Statistic  [Statistic | Statistic |Std. | Suavstie| S
' [-ﬁﬂi'i_-_ll____}_-%i-]:
IV 175 4.00 20.00 831.00 [11.0800]-1.27993 [I83I8 [ 130 277 | =300 f”
DV |75 3.00 15.00 646.00 |8.6133 [2.82313 |7.970 -t 277 1-.520 |°
Table 4: Descriptive test
) 4
A
wree: SPPSS) W/
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posttive skewness illustrages 1 lon -t|I-u|IHI!
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gathered responses lie between |
Multiple Regressions

vitlue of kirteiq |
: I'”rlfl'-..l'. |“l'I1T Wl o Ill it p
mothe right i I by '
he data cong cnly
Tand 7.

[ange of | I
ntion level O the eithee bamd |

| The multiple FCEressions indicate the cane
which are brand reputation ang customer f; : By
(2019), multiple regressions o
numerical information.
Model Summary

e ——————————
R Adjusted | Sid. Change Statistics

SQUEIFC R ETI'{]I' of R F drl ' | S _-_‘,'.-‘ P ‘

Sqllﬂl'c lhc' SQUHTE Chﬂngﬂ | ( h 45}
Estimate

Change

al ri‘].‘lllmnhlp hetu
Impression. As per the comment o
S perlormed 1o investigate the sienificanes Lol

By ‘S H N

Table 5: Model summary

(Source: SPSS)

Table 5 illustrates the value of adjusted R squared which 1s 0.493 which indicates tha
gathered information is highly responsible. Further, the value of F change 1s 73 035, and the
Durbin-Watson value of 1.838 which shows that the prediction lies closely with the expectiec

outcome.

IV

ANOVA 2 X
Sum of Squares |[df Mean Square _ |F Siz
- Regression 294.963 [ 204963 73.033 000"
Residual 294.823 73 4.039
Total 589.787 74 ]

Table 6: ANOVA

(Source: SP'SS)

- L ar [ e iu':t-\t‘
o 1e 204 063 with 1 degree of freedom and the va
. . IS & . .
ares value of regression 18 SF8.583 T = S co 000 As per the words
: T.hc 5“"“_ sqlldf' il worees of [reedom with a significant value ot 0000, As pe
residual is 294.823 with 73 degree: + highly reliable outcome.

is less dicates
of Griffith (2019), a significant value is less than 0.0 indicate

Model UnstandardiZScEor SN\ | Coetlicieys 2
- = & 7 ’ S
Q .,.i :
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The table shows that the  statistic for the responses ;',Hl:-'r- dd Inr Ilf
reganding brand reputation is 8. 546 with a sienificant level of 0.00 The b fl /2
IS 0707 which shows that the predicted value provides the result with high accura

CONCLUSION

. The first impression of any brand is the main factor that decides the .l;-:r::- or f

: the company. Once a negative review is developed in the mind of the consumers the compar :
(0 stay i the loss for a long duration of time. The points which are essential to building ro0dd
image and a strong reputation among consumers arc described in this research. A strong Srand
reputation is needed to increase the sale of a product as a result the profit eamned by the compan
IS more,
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Abstract— Historically, indireet taxes have played o signilicant role in India'’s fiscal system
implementation of tax changes in the nincties, the primary contributor to the government s coticr
ary reason lorthe c

through indirect taxation. The widespread poverty in India was cited s the prim
xpanding the dircct tax hasc

poods and services are ha

dependence on indirect forms of taxation. Consequently, ¢ was constrained -

structural barriers. Cascading and skewed taxes on the production ol limark
. India's indirect taxation system, which in turn reduces productivity and slows cconomic growl
one of the reasons why India's economic development is SO much slower than that of other ;
countrics. A simple tax known as the goods and services (ax is necessary to climinate the infinite number
of 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 taxpaycrs. Current taxation procedures include an
unlimited number of taxes, only a small subset of which are collecte

d centrally (GST). This article presents
a comprehensive analysis of the Value added Tax, including its rationale, its model, its pros and cons, and
its effects on the Indian cconomy.
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INTRODUCTION

In recent decades, India'’s cconomy 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, @ thriving
IT and real estate industry, and a robust capital market, have contributed to this expansion. Indirect 1axes
have always played a crucial role in India's tax system. (Smith et al., 2022) Before-tax changes were
enacted in the 1990s, indirect taxes brought in the lion's share of tax money. The main rationale for relymng
‘direct taxes was that expanding the base of direct t

axes 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 econome
It is time for a simplification of the current tax system, which imposes an ov

erwhelming number
ust a fraction of its revenue from the federal government. Goods and
a growth in the number o

eavily on

Progress.
of taxes on citizens but collects ]

services tax would accomplish this (GST). There has been
result, a rise in the volu

corporations) operating in India and, as a
lities for the government to reform the tax syst

and others. This opens up a lot of possibi
examines the rationale behind the Goods and Services Tax, the GST Model, its benefits

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

fMNEs (mullinntimuﬂ

me of commerce between the couniry
em. This article
and drawbacks,

OBJECTIVE

The research aimed to fulfill the following objectives:

e To study the goods and services tax (GST), its structure, and its L‘UHE%H[S
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¢ e value-added 1ax (VAT) 1 11 oy MHHI by g %=L iy g

il corresponds 1o the state tax ¢
- » alate 1ax on the

ales of products. Due to the exelyy;
= USIVe dhistrilygt .
been subject to manipulat nbution of fiscal :
: ‘ Ao In addi scal authorities, the indireet 1a
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has
- 2ed 1ax. addit £ on 1o (y » knlo
li,_"t[-‘-_]l l.:lli .Ti,‘ Iﬂl ‘.‘1“1'.“"','“‘ 0 lew EOVernments m:;:l. the sale of producty inswde the state was ubject to a
hetr rESpeciive junsdictions, Theref ' OSC an entrance tax on the purchase '
b, T ® " . . S [ ‘f_r‘[! f 1cls 1nt el
clore, in order 1o solve this issue, the ,-;Ii 1 r‘ 1l 1[1:11“ o b
L . rovernment a 1% stave has

unph:nn:nh:d asigle taxation system th
SSUCS that are associated with the t
one pt-n;nl‘l, Goods and SCrvices
collected by the federal and st
the whole country.

:lxu[j‘::.:[::;:E: J.llir;:l:-:i;lrlll l':l‘.'{ii.'ﬁ.'- into itsclf. This is done to avoid the variou
810 subiect 1o o 11-..; tkm. 0 ru.ul!: []IIH control is now in the hands of only
ale g“"'-l'l‘l"ln‘lcm I" - -_nf}w".m', (GST. It is a replacement for dircct 1axes

s of India and is implemented as an indirect 1ax throughout

The Goods and Services Tax (GST), Its Structure. and Its Components

I

l.‘ the last two decades, India's tax ¢ =
Services Tax applies to anything t;::;l;; ;{;ISELE? :}T:]Em has seen a numbclt of c:hun:g_.;uﬁ, The [jnr;ri? and
.nd Scrvices Tax, or GST, is projected to have f:l 0 .{;]I:purchnﬁcd on a national basis (GST). The (_:r;f:':i:
-« largely regarded as one of the 0 1N ar-reaching consequences on th_c tax system nt: India and
| : AL, most significant tax changes attempted in India since the nation camed
n?dcg'mcnt:lt.ncc. Cn“mhdeg and simplifying the many taxes now charged on the manufacturing.
distribution, and consumption of products and services is the primary objective of this reform. This will
t:\'cﬂlll_ﬂ“}’ replace the existing convoluted system of taxation. The Goods and Services Tax, or GST for
shqri. is onc of the lnﬂf?at :ff.ﬂmpfﬂhnnsivc plans for tax reform. The ultimate goal 1s to creatc a global market
free f}f monetary restrictions so that all countries may participate. Paying the national sales tax in India 1s
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 imposcd on an identical product at
various periods will be replaced with a consistent, one tax across the board, through 1nputs to OUTPUIS,
thanks to the Goods and Services Tax (GST) taxation law. It spells the end of the current order of things.
Goods and Services Tax (GST) is built on the principle of "One Country, One Tax" in an effort t©

5@ mline 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 duu_ tn-its v:videspread use throughout the whole
value chain, from the procurement of inputs to the ultimate distribution of the ﬁms}_ted product. The Dual-
GST model used in this jurisdiction consists of the CGST anc_l the Gnuds_and Services Taxes imposed by
the individual states (SGST). The Central Goods and Services Tax will eventually replace ll.w many
indirect taxes now levied by the federal government. These taxes include lht:: f:entml cxcEc céul}: -;chtr]?l
sales tax. service tax, special additional charge on cltsturns, and Eﬂﬂﬁlﬂf—l’ﬂll}ﬂg CXpenses ( Fib ):' | 1::
: ’ d, will subsume a varicty of other state taxes, mt:ludmg as the state value-

and the state gaming tax. In addition

SGST, if completely implemente i
. luxury tax, the state octrol, _
added tax, the state purchase (ax, o g ;:Zal led the Integrated Goods and Service Tax (IGST). The

' . tﬂtc 5ﬂlc5 l x . 3 =
;:1 the GST, there is also an mt;rﬁ_s ot anew tax, but rather a method of tracking mlcn'fnunn?l transactions
roducts and Services Tax (GS )1 h final consumption of the goods or

hiliti in whie
and assigning tax collection rcﬁpunmblIluﬂst_tnjt{il_;:s;:ﬂunlr}’ in \
provision of the service OCCUrs. (Dharmayantl, ==
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The Effects of GST in India: The most prominent GST 1
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billions of people throughout Tndin. The effect i
additions as well ns substantinl relnxations o previonns TR LA
has made the taxanon system easier (o understand, bt 8 nlso cormes

Let's take a look at o few picces of datn to pet o Lotter tden of how i

reform in India hag aftected the country. (Pnliner)

like ridinge n roller oo
It ja trnie that this Innovative tax pef

with its crn challenging mow.

f'f|="|r| _p[r] r I r.nr il F

e An enlargement of the tax base iy an inerensing number ol taxpaycrs Y Vit
regime, there has been o siprnehieant exponsion ol the tax base ns well @ el
compliance stances of mxpayers,

e Revenue Collections: Without a doubt, the quantity ol revenue collected went throuy
climb as a direct result of the introduction of an internet taxation system, whic ;

. evasion impossible.

]
*"—_:‘ P —_
o e 1N E"

« Rationalization of Rates: In order to rationalize the rates that are applicable to
that fall under GST, the government made a number of significant initiatives. |
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 15 making a concer s
offort to reduce the GST rates on a variety of goods.

r |

E-way Bill System: Despite having been plagued by a number of technological issues, the G57
into a more efficient operation.

compliance process has recently been transformed mto @

response to the requirements posed 0
commodate the requirements o {

e

"I"I"."" 5 -
L]

e Requircments posed by taxpayers: In

government has made significant changes to better ac

The combination of these several clements has resulted in a simpler taxation system that has. v 2
significant degree, assisted in the reduction of tax cvasion. (van der Enden & Klein, 2020)

as resulted in an increased oe od for 1.3

i

. According to recent studies, the Goods and Services Tax (GST) h
| million qualified financial prnfessiunals. As a direct result of this, a flood of possibilities has been s
for those who have an interest in accounting, finance, and taxes. Additionally, this paves the way i oow
in the expansion and development of their e The

opportunitics for those who are interested . =
government is awarc | s as the dates for tax payment deadlines draw 2¢=
complicdies

hat individuals get more anxiou <

In addition, the new lax systcm and the requirements for complying with it made life more ol

- x ey ~ s % - L a5

for individuals all throughout the couniry. came up with the m‘r-j; In L;ﬁ
Se

As a result, the government
the burdens placed on taxpayers as @ result of the Goods and =S¢
the (iling ¢

Practitioners as a means to alleviate :
Tax (GST). These GST Practitioners could act as representatives of taxpayers and assist with ST
returns and other GST compliance requirements. Now, if you are curious about how 1o hi?:l;'hfﬂuﬁ:*
Practitioner and are contemplating the subject, the first step you should do s to enroll in the ("::.‘1\' " ol
These classes may be taken oflline or online, and there are groups thatmeet throughout the We
as on the weekends. (Slemrod, 2008)
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»  The government established (e

creating the G681 portal 1o Provide services such as GS repis
. settlement, and SO on, which need o stron
is mfancy in terms of IT ne

BOOds and services ax network (GSTN). vhiel

tration, GST return ¢

&I network Itis well acknowledged that Indig i
work connection.

» The lack of trained and competent labor witl up-to-date GST topic knowledge has resilped in
increased workload for experts across industries.

~ The Indian insurance industry is still underdeveloped, with fewer than 10% of the poputasion
in‘smd'! This was mﬁmuﬁ%ﬁﬂhh&hﬁdﬁhﬂﬂﬂ%mmcﬂtinitmnve “Pradhan M:mfrtl Jroie e
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I. DIVISIONS OF GST AND ADVANTAGES OF THE (ST

» Divisions of GST

The recently :n:ncted Goods_md Services Tax (GST) law replaced many different forms of imdreet rs

mm n WE four ca E,'";nﬁ.?%mmthefwm;m
Rt - fices is referred to as the COSTPEDInes To ro

Ah{‘HE:.EiErS doing business inside the state. Anyv taxes that are paid will b2 distnbused

that serves as the central authority.
* A state 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 amoun:s of taxes ==
are paid will be distributed among the several governmental authornity bodies.
* An integrated goods and services tax is what is meant by the abbreviation "IGST." li is relovami
vendors that operate in both commerce beyond state lines and import and export transactions 7o
amount of taxes that are paid will be distributed to both the state and the central authorin dods
. * The Union Termritory Goods and Services Tax (UTGST), if the transaction is connected to any unes

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 priman
objective is to preserve the country's existing tax structure while simultaneously fostening aconomis
growih and expanding exports. The following is # summary of some of the ady antages that the GST efiens
* 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 encourages entry into the global market
The tax burden for small businesses is either nonexistent or little.
When customers shop at locally owned and operited businesses, they get several benefits. (Pains i
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CONCLUSION
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W Intersection of marksting and

Jappreach - This area has not explored much ss it requires high attention

goademic trersture while constderable amount of research EXISIN surrounding the muarketin
J S aLl] J

ales miegration, the wmfluence of the trend of digital transformation on both departments

2t TN ummh via sema-structured interviews in ten small and medium OTEANIZATIONS in

pame District .
@ iings - BY considering the findings the collaboration between the marketing and sales
scparuments in selected organizations 18 perceived as good. However. gener stion-reiated
cqafiicts ocour due to different demographic structures of employees. The study provides
esvdence that the digital transformation affects the Marketing and sales integration and s, :
' . i ﬁ 4 o
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" Al present marketing must be understood not in the old sense of making a trade — “telling and
sefiing"—but in the new sense of satisfying client needs” (Kotler, Armstrong, Harris, & Piercy,
2016, p. 5).

statement exemplifies the divergences as well as the gap between the marketing and the o
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simplify co-opemtion between departmenty
& Douglas, 2016). Ther e

(Le Meunier.f

fore ‘ tant h - "!“Hu}-

collab SIOTE, 1t is even more important that this Study Xplor T

d. Orfation between marketing and sales in selected organizations in Pune dist % the
Clermine wh

. & : ey, Indi, .
cther digital transformation affects this. -

)

Howey T ‘ ' ” |

A f er, digital ransformation is the need of an hour in every OTRanization n

woee. t‘?ﬁt examples from the business world show, Phil Fasano, CIO of Kaiser
ed, CVRrY company s already o digital company, even if they don' percely

t M f
= be Uhe (Baldwin, 2014 P 23). According to Hottges, CEO of Deutsche Tel
Aﬂ}'lhmg that can be digitized wi

BCTworked" ». V). To

"Widayy o

Ek“fﬂ { ) 11

Il be digitized, and anything that can be networked |

‘I-’i"}! I &

1 Sum up, there is general agreement among researchers tha n-.nmu;t

1 - " n o e - - | ‘ 1
ROOC collaboration between marketing and sales departments the business periormance

inCreased. |

€an b,
Furthermore, there is general consensus that digital

Organizations. However. there exists no research how the cigital transformation afi'.-ﬁ,;{-.j;,
collaboration of marketing and sales departments. This '

study was Conducted aq .
Organizational-based research. In total, ten selected Organizations are nvestigated throu
venstructured expert inten 1CWS,

transformation wil| shape the fis,.

A

sartmente - o ): Since their roles and objeetives deviate. the cofiahora:
; -rahﬁmgfhaﬁ&ted (Madha g

ni, 2016a). The literature shows that there is a signific

een sales and marketing
(2006), “Salespeople accuse marketers of being out of louch with

insist that salespeople focus

vaniety of divergent PErspectives concerning the relationship betw
According to Kotler et al.
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2016b). One important

ares 1s the * Tramework for sales-marketing

ales-marketing integration
and people Subsequently,
g integration — which is
the organizational pertormance
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L Proce
et al. (2005 "
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trmmhrmml:uu U marketing and sales collaboration in sme’s in India. Based on and identified

m the erature review the lollowing indicative researeh questions will be snswered Thess
u“l"gmhr research questions (RO) represent the basin for the flﬁ.-rlupnh'm ol the INierview
questions for the semlstruetured imterviews

RO How iy the marketing and sales collnshorstion « onfigured in SME s of Pune disinet?
RO2. How does digiml ransformation afTect SMIU s and in partianlnr the marketing and ssles
departmeny

ROY How oo digital transformmation afTect the integration of marketing wnd sales In SME'g?
M"’H Are there Any rhﬂllrnum or opportunities for the marketing and sales collaboration cige

o dlgtlul ransiormation’/

LS Rewenreh approach
This paper Spproaches the study objective inductively by analysing the relationship between
mll!hmmg and sales nlupnmncnh in the face of digitalization with interviews and uses the
collected data to otmulate a theory (Bryman & Bell, 2015, Saunders, Lewis, & Fhornball,
015) On the one side, this research project nims to explore the marketing and baley
collaboration in terms of digital transformation. Literature currently d“f-‘“’- not provide a
gencrally scoepted framework explaining the impncts of digital transformation on the
’ mnrkrnnp and sales collaboration. Based on the ]".'I"i.'rl'.:l':{li.lfl,.' of data collection via emi-
Sructured 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,
The research aimy and objectives are achieved by the analysis of qualitative primary researg i
Therefore, this study investigates ten agro smes organizations via semi-structured expert
Wierviews o determine the relationship between marketing and sales departments an
.....,m of digial transformation. The study sample consisted of ten marke
austa ¥ toral three marketing and three sales experts in organizations
| his sarnpie whsch includes rn;:ml}' apro lood HHhH:Il"}f which are the N jOr contnbutors 1n Lthe
economy of Indn. The analysis of the data was conducted as thematic analysis. Ethical issues
with data collection and analysis were considered by the authors. As suggested by Bryman &
Bell (2015) 1t needs 10 be distinguished between the following ethical principles: harm to
participants, lack of informed consent and invasion of privacy. At the time of first contact with =
the possible experts, they achieved all relevant information regarding the purpose and conter
of the rescarch. Furthermore, the researcher ensured that the developed Gantt was also
. attached by sending the interview guideline, This gave participants an appropriat e ov
petwonn o iransparency of the research projeet, Furthermare, it is crcial ta diffareatiste'
between commercial confidentiality und individual anonymity, Conmterclal Cat
mformation was sccessible and disclosed for the analysis and resulte  rich ‘dath TBrvnda &'
Bell, 2015). Since the semi-structured expert interviews were conducted with a re S
number of experts in certain organizations, it iy pot possible to e
However, one can argue that instead of generalizability, 2
since the findings are transferable 1o other companies gnd

I L
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. anstant link between (he '

..r" R tordings were m“wn‘b:z"‘:;:‘:*lﬁ and nterviewees. A fler conducting the interviews, the
~ gonducted 1n Marath;, the angswe :nnrn form by the resesrcher. Swnce the interviews were
w? the original transcripts “"t the respondents had to be translated into English
i —Em:d&t nalvsis of the data, thematic anglyi T ""™OTMed into an excel shect
P o7 ¢ analysis was used Therefore, within four suh- sections

< O ONe separaic
~.&re presented bclhrf the datg e et tindings of the semi-structured elite interviews
R s 'S Contexiualized with the literature.

s reh question
in SME. the data nmlﬁh | htm the marketing and sales collaboration 15 configured

s of the organization and structure the marketing
similar. The distinction between the marketing and
any spegcial

Particularities or characteristics. Furthermore. the
perceive the general collaboration betw he marketi iales
¢en the marketing and sales depertrment as

» ONE aspect that is mentioned from the CxXperts

% otour -between the different departments.
+ departments in terms of the age structure of the

‘ﬁ*hmlhhmtmn between marketing and sales and are not thoroughly discussed in the literature

bﬁ‘m According to the EXPerts, it 18 perceived that marketing consists of “a }nungtr mund-
aﬂ compared to the attitude of the sales departments which are descrnibed as “old school™.
-w.t, ;h.uuketmg CXperis stated, “The attitude of sales people is very “old school™ sinice they sec
S35 campmgns 45 extra work and do not understand the potential.”

13 gencration-reiated conflicts, wiuch
Bspecially the differences between the
cmployees are perceived as a challenge within

. lhieratre (Kotler et al.. 2006; Madhani, 20
-Howeve amu]lﬂfihe interviews is the recogniza

e sales is 18 described as moving from a tactical toward a more cteates!s oStion.
srences Mcnr by evaluating the n.Lﬂmn:;h:p an (undefined. d..,nru.d al gned, integrated
between the departments. GLHLTH”}( speaking, the marketing experts tend to perceive Ju:tr
thnnshlp with sales as “aligned” whereas the sales respondents tend to classify the
= " G0 nsh:ptypc as “defined”. The recommendations of the experts [or an improved marketing
“““ ﬂ.les collaboration vary. The marketing experts recommend more exchange and feedback
border to strengthen personal contact and therefore, improve the collaboration. In contrast.

c;tpcm suggest a higher market awareness as well as the appropriate I:mqﬂma nf'm.
€ the collaboration between the two departments.

0 answer the second research question how digital

, the marketing and sales departments, thﬁmtnmm e carefully f 7
mm By considering the insights the experts offered in terms of how | AES de ' s
thn thi is fEae: i
...... Mfanmmn in gﬂlwml itis cle:ar '___ s trend | M‘M S o
*:l
-I-."r::'jl
;
3 RN : -tﬂf“ﬁ
R
T b paf T DRSS e o
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and y." The respondents argue that due (o new programs and Il:'f.'lh"':l”li:'-‘l‘ (for '-'“-'”_l"lﬁ" i New
customer-relationship-system (expert 1)) the daily business f" F"‘“LT- :“";:r:”rrifuwnt arnd
incroases the "““!"F‘“rf“;f}*- Respondent E argues that lrnn"-l"lft'l“:-'f ‘l; i rltimlli Of the av .nl.+h:|.l),r
of data- .;chu lﬁHlliﬂ means being connocted " Qules g;pﬂlt 1) addas that due 1o fl:p”,-”
transformation the sales activities are easier to control und measurable. However, according y,
expert D: “The use of data is not a self-evident component ""'h"‘:h,qh"wq Hist only “‘"‘""_ PEOple
n our company have realized how fmportant data i and that data 15 nlrr-mr!? ";f‘ﬂlhl'hit‘.

Other conorete examples that the experts perceived as part of the rlrgﬂft trans fffrn-num are the
“availability of data”, “new programs and technologies” and therefore, more “iransparency”
Concluding, this means that while digital transformation Sc€tii to simplify "_"J day-10-day
bllEiI‘IESH. mlk'"'lﬂ it more qlmn"ﬁnhlc and thus !Fﬂl‘lﬂ[lﬂl"ﬂlll. it has not yet been f””:” sccepted

and widely adapted within the examined companies. I o on the impact of digitalizag
B Rvetview T N third research question on e | [ dlization
1ain finding work of Rouziés et al. (2005 i,

on the marketing & sales integration based on the framcl | f 4k |
presented in Figure 2. The digital transformation affects the integration of marketing and saleq

in SME’s organizations due to the various types of integrated mechanisms (Structure, Process,
Culture, and People). The findings show that cach type plays a

® s

T oo NTEGRATD
| Mec=arasns
-
®
P

influence of digital transformation

EIM = Procesy Sysiem  « Cullure w

W — —— e ——- e

e e
Figure 2. Impact of digitalization on the marketing and sales |
Significant role in terms of digital transformation in the surve
interview, all cxpcrts ﬂgﬂ:ﬁd that dl}ﬁ o digm tran:
collaboration is influenced since the boundaries between the depa
the marketing and sales departments come closer together, |
“process/structure”, the interviewees agreed upon general cons

information systems 804

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

o -4 1 STFN F*". 1 | 5 i
’ __._;_.-Iﬂf_,_._;_‘-t-!f (ML “Whic X [CLALG
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h“h i) 1.,

Sl enge 1o comorations ne = ey ey
tisches Bundesamt, 20 9) K

“ﬁ'ﬁu:‘kﬂ;mﬂm“‘mm" taking place (Vogels

 the marketing and sales ¢o Ay

© ciews, the “culture" in niT::}::;m:n:‘ J"‘dt‘l.'ﬂnllnpf 1o the respondents of the semi-structured

“mlm of the entire "‘H““‘Pﬂnl ‘Im' ufl 10 the trend as well Acoording to marketing expert A

mﬁhcmm of sport f“l'ﬂ; it ltlir.] ‘r! ¢ mugml. s that aur brand stands ne Jonger or's teadiny
erstands Heelf as a leading pravider of exclusive mability ,,;

the promium segment which encourages busine :
those changes b CAR areas such as smart mobility * FXpert B
BES DUl sees a different root : s 2

“ : . cause, "l do not nece ! . :
mm‘n is chan ! 1 - iecessarily helieve that digital
WWINE the culture 1 think it is (he other way around.” The last type of

"‘lr mechanisms is called “people™. As well as the other factors,

¢ ital trans this one is influenced
mmm e::;:-::Tt::“‘ although one respondent confirmed only an indirect mfluence. In
| Halements expert argued further that especially due to different agemnge

,_m pm)p.l‘l.:‘ react differently to digital transformation and ther

b i“ end. “You often notice that especially older people are maore afraid of digital

“tramsformation, of changes, of new systems and i L
m A O v Sysiems and processes than younger people.” These findings
gxpand the existing literature which has been focused only on “structures”, “process/sysiem’”
. > p - _ | . ProCess/sysiem
“eulturce and“peoplc as crucial 'fhctnn‘q for the sales and marketing integration

_ This study with ﬁ:re help of the interviewed experts of German organizations, suggest that

& w transformation alﬁ«cts these mechanisms significantly and therefore, the marketing and

sales mtegration. In ad@mnu to the mvestigation of the influence of digital transformation, the

- :Mﬂity of the mndr:'! Is represented.as all experts unanimously agreed that all four calegones

m the marketing and sales integration, Furthermore, they agree that the better the

i .Im-and sales integration the better the organizational performance. This is in line with

: azics, et al. (2005) and links the literature to practice. To determine which of the four

gones 15 mfluenced the most by the digital transformation the interviewees were asked o

-

 significance. None of the Cﬂtﬂ‘gﬂﬁm mﬂﬂmmmﬁuﬁt}’ﬂfﬁﬁmm - :-:;-;"-ﬂ'*‘- )

R 1 L
.

o of the Crevman workloree are over 4

and thus are of rink years ald

. |l:;r””' hrmu adequniely equipped to handle
: ). This reprosents challenges with regard

L "
. i
I L

efore, influence the progress

determined at least once as most influenced. This indicates that each tvpe :1?.:;.4.
& crucial role in terms of digital transformation. Since “structure™” and “processsystem”
- received 4 out of 6 votes in total, a tendency toward a higher significance of these two types 18
- ewndent.
e fourth research question about challenges or opportunities for the collaboration between
keting and sales due to digital transformation were addressed with interview question. The
~ esults showed that all participants agreed that there were challenges as well as opportunities
- dorthe marketing and sales collaboration due to digital transformation. Sales expert D stated,
@ "#thiemoment, it is more challenging because huge efforts are needed to implement it. But for
" the future the collaboration will be improved significantly.” Thereby, it is crucial to meation.
~ that although 3 out of 6 respondents argued that challenges are predominate M S
 Spporunities will prevail in the future. Marketing expert C stated, “furthermore, due to the

e
b
SR

N A

ey B i

- Inereased usage of data-driven information, the customers are becoming more tr and
- fespecially the measurability of objectives is crucial and n my opinion a chmcf‘“}h =

" somparison with the literature detected similarities in terms of the challenges due to digital

L
II_

et

]

e
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- Bviding furier insighis inio challenges as wel a3 opportunitis vithpractial applcabily
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~orthe collaboration of marketing and sales. droiet en s ation denlng
R e dai o e s, The cxperts highlighted extensively that the “fear of
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all, it can be concluded that digitalization can be an assel as well a5 a challenge for m
collaboration of marketing and sales

3. Conclusion | | .
The findings of the semi-structured expert interviews enhance the existing Iterature of digiggl

transformation and its influence on the marketing and sales integration Through our 'm
we have been able to identify four key theoretical implications

(1)  Digitalization in marketing and sales simplifies the day-to-day business, making it mene
quantifiable and thus transparent. However, it has not yet been fully accepted and widely
adapted within the examined companies e
2) Digitahization enhances collaboration between marketing and sales department due tg

soften department borders
(3)  Leadership is required to handle the generation-related conflicts, as fear of dellmgu

digital transformation is especially present among older colleagues.
(4)  Structure and process and system have a significant irapact on the sales and marketing

ntegration and thus an impact on organizational performance.
In addition to the theoretical contributions, this paper also introduces managerial implications

to manage the challenges digitalization might impose on the marketing and sales integration
Farstly, 1t is of utmost importance that ::mplﬂyccs arc trained appropriately in their usage of
digital technologies. This can minimize generational conflict and lead to a stimulated
COMMUNICAtiOn across departments. G
Secondly, the availability of systems needs to be guarnnteed so that the opportunities thcm
provides can be fully leveraged. One of these opportunities is the increased transparency W%
might lead 1 an increase in faimess perception. 2
Lastly, th:lnhmun creates new leadership challenges, which need to be
adequately.

Based on the presented key findings the researchers would guide further research to deepen the
understanding of the collaboration of marketing and sales departments. There are vanous
suggestions for related future research that occurred during the conduct of this study. First, th&
research area of digital transformation and its influence on the marketing and sales
collsboration has not been entirely covered yet, due to its innovative nature and pacc nf chmg;
Second, since the implications of digital transformation are ¢ 1CTOS
industries it is recommended to conduct similar studies in different
test for national and cultural differences. Due to the small samp
nature of this study, generalizability is low and should be examined
Another limitation is given by the virtual context ofﬁmdm_ B | P

inhibited the observation of ¢.g. non-verbal cues. - ,, - =

mm | ,_ '-q_ e -_ c"*:‘l;‘, 1
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A STUDY OF CUSTOMER A WARENEAS ABOUT ENVIRONMENTALLY SUSTAIN Ay p
+REEN PRODUCTS AND IMPACT OF GREEN MARKETING ON ¢ ONSUMRR
PURCHASING DECISIONS I EASTERN PUNE CITY (SPREAD ACROSS P

ENAGAR
ROAD),
ASSLProfisssor, B, Depy
Faresight College of ¢ ommerce, Pune

Abstract
G'm Producis and green marketing are the keyword.

i of today’s era across the globe. Green Marketin
1'ﬂ.r'l'll\lz'lfl S highly based on five 'R's Refuse, Reduce, Reuse, Repurpose, Recycle which helps
| environment sustainability.

% Mﬁiﬂs refers to the promotion of ecological -friendly products and services. I

WW}' iﬂmlnl In recent years as consumers become more aware of
mxi“ﬂ decisions on the environment. The impact of green marketing on consumers can by

F Significant in several ways, including increased awareness, influence on purchasing decisions, changes

. in consumer behavior, and increased competition among companies. Green mark eting,

<

f-erlT.H'l' NCIICE S

2
!
i) YD
has Becoms
the Impact of ' herys

2130 Known 1

Cavironmental marketing, involves promoting environmentally-friendly products and services. T
objective of this study was to examine the awareness of green marketing among consun

fmpm on their purchasing decisions. The results of the study showed that green marketing M
mmmmﬁnwmaboutenvirnnmcmal issues and the impact of their purchasin & doci

& N ""'ﬁ'-- =

green rnaﬁu:tmg can play a signifi

cant role In promoting environmental sustainability and o

companies should take advantage of this trend by offering environmentall y-inendly pf;;r-ilﬂ.'h and
| SCIvices,

nment and the lives of consumers,
g Consumer behavior, Sustainability, environment friendly, impact,
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Green marketing refers to the proms tion of ecolog:
this study Was (0 examine the effect of 1 m;” nft
ﬁm"ngg of the mld}f showed that green m
snhance a COMpany’s reputation and credi

*I:rul -fhendly produees and services. The objective of
- arketing on hrand \Mage and buying behavior. The
arketing has o positive effect on hrand mage, as it can

0 -
custainability. The study also found th - wr”:i:':“l? demonstrating ity commitmient tov environmental
. it FRETing can influence co

- COnsumer purchasing decisions,

vk ] any conscious and are more ) kely to che
that are ma eled a8 being environmentally friendly. The resql - THOTE Tikery 1o chioose products
marketing 1n promoting sustainable consumption and nrmlﬁ ; wils hghlight the importance of green
| : C - .
mﬁm o l}ﬂth []'“:‘ cnviIronment H“ll ¢ “I““““"“‘ [IHJ q“"IE L'I:nlﬂn:l hti;l'w that 1t can hfmﬂ ‘ilgﬂiﬁtﬂﬁ!
. ™ , Yy concludes that companies d mvest
groen marketing initiatives to improve their brand image and al 5 *_"'“'_‘.‘"
CONSLUMCTS, e ippeal Lo environmentally-conscious
The 2.151 ccntgry has seen the common usage of terms like global warming, carbon credits, ozone
dup!m ﬁ““mﬂmcﬂlﬂi Ium_mis. and environment impact assessment, which is 3 sign of an
ﬂmﬂ"m‘“}' conscious society. When society suffers the negative consequences of environmental
dqndatﬂ}n. it becomes more concerned about the natural environment. One cause of this degradation
is the problems that arise from the mass production, consumption, and marketing of environmentally
‘ iresponsible products. As a result, businesses have begun to change their behaviour mn an attempt 1o
= address these 'new' societal concemns. Traditional marketing comprises selling products and services
that sanisfy consumer needs at reasonable prices, but green marketing must also define “what s green”
,, B

and produce and sell green products.
Objectives:

1. To investigate consumer awareness of eco-friendly or green products and green marketing.
~ 2.To study the attitude of consumers towards eco- &icndlyrfrrgmpfodnm.
~ 3Toassess the impact of green marketing on consumer buying behavior.

5 | -
= e L = — - L
AT TR TR ST

1 Sl W -
= S
‘%I - o
- -d - o s B e,

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
~ Hi:consumer buying behavior is not affected by green marketing
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whavior refers to the action and d Y- ma 3
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* Censomer Behavior-( onsomer | | - a N
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of individuals and households when purchasif gooe ' Yy iy
I!Iff'“'ql".fi'h:"rh Pri -'!'h I8 8wl e

« Choonse, Us,

D oy
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P

_ums 10 H.“IJL" ﬁ!"lftﬂ BOW COMAnMmeTs e m WA .

¢ Iakew Into accaOIm varnious Iactors snen »
the effects of mark stine

: T

Lonsumer bebavior analyei "
%Ki [ "" 1 1 B
personal values, percepiion, motivation, and atiitudes, an Wt level Y
: _ , oy anies develoD marketing strat e i
a ity l-.!“.‘”“,. I'he sty Oof comsumer hehavior he h'l-ttl”iilillr { cuop n ing LT tha
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effectively reach and influence target andiences

M Ciywls

lovwm Iny

®  Sustainability-Suctainabihity is 8 comn ¢pt that involves the responsible use of natural resgy,
W omeet the neads of the present penerahion without compromising the ability of f,
generations 10 meet their own needs, It encompasses environmental, social, and NO™,
considerations and seeks 1o balance these factors i a way that benefits both mdividiuals am
Sacsety as a whole. In practical terms, sustainability involves reducing waste and
Canserving astural resources, promoting social equaty, and ensuring economuc viabilty

* Greea product-A produet that consumers preler because it helps to protect the envirg

dunng the manufacturing, use, and disposal of the product. Green products ar

Qrgame, ecological, recyclable, and energy-saving. |
Purchase Behaviour: Customer Awareness-According to SolarCity (2013), in the Surrem
market, consumers are looking for environmentally friendly products and brands. According 1o the

Survey. the majonity of consumers are interested in sustainable or "green" products.
According o Laroche (2001), knowledge is the most influential factor making decisions, It we

Wﬂmammwiﬂ:mmlmnw_l_edge e willing to pay more for envi
TGRS @ result ‘eco-literacy refers to-consumers’ ability 10 recoonise or fefime o car ..

JODIES _i::q.f f"rti‘!;i\ 1OUTS

Fx 'L,‘_Z-l:" "‘II"I ' 1Oy [ T r— . [ - ’ 1 .
ccording to Govender and Goy ender (2016), studies have shown that consumers are aw are th
tate 1980s and early 1990s. Their purchasing and consumption habits

One of the difficulties that The consumer's attimde does Do
awareness and en

M!'};r:i:rig becani pupﬁfaﬂ' i the
bave a direct impact on the environment,
maich their purchasing behaviour Green
0ot glways transiate into green purchases,

9p on "Ecological Marketing" held by
e discussed in the 1970s and 19805
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=" pedaviour with a primary focus on environmental protection. Green consumerism has been descrified

‘L.}f as a “pro-social” mode “f'm“-’mmlﬂﬂ (Weiner and Doescher, 1991)

3 Green marketing, according to Michael Polonsky (1994), is "sll sctivities designed to generate and

facilitate TEVGHU:-“ ::T:;:! D'Ili an!mnﬂ awareness of green products have showr that awareness levels

m X m" A m““mim TlCh s age, ej.lmmnn, and ncome. Research has also found that

 ancatived with the addits SSanly transiate into purchasing behavior, as consumers may be

* haatni S tional CONt of green products or unsure of their effectiveness

(=5 ' | h&' ﬂ:ﬂ from the literature 13 that marketing and advertising play a significant role in

Research Methodology

p | md mﬂﬁ'}' data collection both methods have been used for this study. The researcher used
structured interview schedules to measure consumer aftitudes toward green marketing Due to time

imts, primary data was collected from respondents in eastern Pune City using a questionnaire

e eSIEN for a sample of 50 respondents via a mail, survey. The researcher used a conveniznce sampling

" method to select samples from the eastemn part of Pune City. For analysis of the data collected, the tabulation

¢ ~snd graphical representation method are used for this study.

- LY SRR RTURRR L RRRRRAN NES SRTRCE RRARCT PR CLA LI

- Questionnaire to assess consumer awareness of green products:

- 1.How often do you purchase green products?

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

_often do you purchase green| .

-
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b Somewhat | 24 45 w i patsnt av
mportant
. BV i o ropm

d. Very important

* TOTAL

e -

t‘lﬂou—Amrding to responses > 41% customors pays good tmportance 10 environmental
concerns while making their purchase decisions. There are still 59% of the customers whe are vet fg
get convinced strongly:.

o 3.Are you aware of what makes a product green?

2. Ne b. Somewhat aware ¢ Yes, I have a Enud understanding -

3.Are you aware of what makes a product P O S b i
green? |

Percenta

-'“ R O P e e --.l--_'i'l-d-rp"bq-—-n-----.
g R -

L3 |

b. Somewhat aware 24 48 |

c. Yes, I have a good | 19 38 )
understanding

R R

.

@Y erpretation-According to responses most of the customers are aware a5og
L T
4.Have you ever bought a green product in the past? WL
a. No b. Yes, but I don't regularly buy green products ¢, Yes, I trv to

a1t ITh

3 FLove you over bought & groem product in'the puit !

b. Yes, but I don't regularly
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[ try to buy green | 23 46
whenever

Tl Y s

= —— aw .-h....ﬂ.:.l\.

f {aterpretation-According to responses > 46% customers tries to buy green products whenever
" gausible. There are significant customers who does ot buy the product regularty but keeps buying

’ ;ﬂm M factors that influence your decision to buy green products? (Cheek il that apply)
ﬁw g Price b anvenience ¢. Quality d, Brand reputation e, Environmental im impact

“ﬂ\e hﬂm that influence your decision to by IR NSO T L 2
. " : " {Chmk l.ll thl‘l le) promburta ! [ s 4 et sppiyd

Ancordmg 10 responses customers pays most attention to the brand while buying green
W b}r quality, convenience & environmental lmpact. Price does not seems to be

ng '_' Cisions significantly. ' |
mrﬂnﬂﬂlngtnpay[nr amnﬁ Whlwm

: ng to pay extra for a green mw b, Pﬁﬂﬁu to pays mum- -

_ L ]
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TOTAL

Interpretation-According to responses customers are willing to pay the premium for |
- iy [ ponses o\ Rood Wreey "
7'“_1“““ do you perceive the effectiveness of green products compared to traditional prodyeyyy

& Green products are less efTective b, Green pl‘ﬂdllft! are I'QIII“}‘ effective ¢, Green Produety
more effective g

b

s

>

.

7.} : : :
mt}“ do you perceive the effectiveness of green 7. How do you perceive the effectivaness of
pProducts compared to traditional products? grean products compared to traditionas| | 1

F
B products/
cSponses Percentage ¥
% 1%
-
o |

32

g
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8.Are you aware of the environmental impact of the products you use?
aware c. Yes, I'm very aware of it
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thw impact on the environment.
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11.How often do you purchase gregy
products?

Percentages

‘_'-- i e — il

.:.g,ﬂ

a8 W

[
T
L]
\
]
-

:l‘ﬂrrmtinn-&mrding to responses customers are regularly purchasing green products
_hlltﬂlll are environmental concerns to you when making purchasing decisions?
- Not important b, Somewhat imy irtant ¢. Important d. Very important

__-“:. 3

12.How important are environmenrtal concerng
to you when making purchasing decisiony?

=

their purchasing decisions regarding green products. !
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retation-Accord
L’i Interp | '@ 0 responses customers are very much influenced die o the areen mark cimg
N l“ﬂ“?:::;f:::;:f;d your purchasing behavior as a result of a green marketing campaign?
S e my behavior b. Yes, I've changed my behavior in & small way ¢. Yes,

- _Dyechanged my behavior significantly
15 “ﬂlﬁ\" you ever changed your pumhumg hehm-mr a8 14.Hovs you Wiv ibonasd $onr Sorstaning Svhwily 00’8
z#ﬁ g result of a green marketing campaign? Y prph i S
I Percentag
¢
etde 20
g; S
[ Yes, I've changed my behavior 42 s 5 '

jém:ll way

g -
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hink greer mrkeﬂngtnrﬁpni sire credfﬁlean ”.""r;
t.\ ldlm i think they are credible b. Somewhat eredible c. ‘&ﬁ I think they are credible
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P:mgntﬂgﬁ 16.How much Influence do e— m

campalgns hava on your purchesing d0claiongs

hmpfﬂlﬁnu-.-\mrding to responses customer's purchase decision making is very wel| Miluenge,

due 1o green marketing campaigns.

17.Are you more likely to purchase a green product as a result of a green marketing CAMpaigy-
. a.No,I'm not more likely ta purchase it b, Somewhat more likely . Yes, I'm more likely to PUrchag,

i. \ T.Are you more l&ﬂ)‘ to purchase a green pmduct as a 17.Ar8 you more likely to purchase s gress |
- “An : Gfl e ion? product 3s & resuit ol 3 grean meristing
Y result of a green marketing campaign oo |
| Responses Numbe | Percentage
st = N I P e e - &
=1 _._; .~ . . I« . .;.-_ _;h — __.. L | s b '_r_ ‘FJ,
m ot more likely to {10 {20 waa | R g
] m - "'—el'?" i~ EA# . e i
R Bt e L o o Sl e =
b. Somewhat more likely I8 30 . sl e
€. Yes, 'm more likely to |22 44 |

> : - .l. I_. -n'_ (- I'.'h‘. i .,'l'l =
a _-..p-_'-‘.:--. rees = +-'.-h — E——C




pradesh Journal of Social Sciences 1
padhy® ly Journal of M. P. Institute of Social Seience Reweareh, Ujjam |
.Esw:mﬂ_gﬁx (Vol 28 l*:-l[: 1(11), June 2023
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19.flave you cver bought a green product because of a green marketi
5 No, | haven't bought a green product becawse of a m
p. Yes, I've bought a green product because of o mark

i eting campai
= | 19.Have you ever bought a green product becsuse of a green I E
marketing campaign?
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EN8 are highly effective
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arketing campaign «
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e Responses Number | Percent
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a No, 1 baven't bought a green product | 21 | A2
y beoause of a marketing campaign

38
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Customers are of the apinion that green products are equally effective in their performane, ﬁ?‘ﬁ
mnvcn!nmnl products. Aﬂ:ﬂrdl.ng to responses onuslomess arc NMH!}‘ pur-c.haung green p;-mh %:'“H
According to responses customers pays most attention to the brand while buying gree s
fﬂllnwu.d by quality, convenience & environmental impact
According to the responses collected -consumers are aware of green products and consume

10r is affected by green marketing campaign

| References e
Book e
‘ . f,]rmt John (2007), The green Marketing Manifesto, John Wiley and Sons Lid sccessed ﬁ =
nternet 2gon 14" Jan 201 | -
| ~ Website SE
%ﬁimﬁ’mmmpmmmmﬁmmamm A Study of Awareness for Green M
| _%‘f-‘;?;WM.MWMMW}W{umpany-;hnmd-cm-planc:ahnw-ﬁhnw. "'“"'!_ 3
- Ventureprk®trk=pulse-article more-articles related-content-card 3
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-~ VentureprkPtrk=pulsc-article_more-articles_related-content-card o
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Z*Hnw_lmp:milm are environmental concerns to you when making purchasing decisions? ot
4. Not important b. Somewhat important c¢. Important d. Very important 2=
3.Are you aware of what makes a product green?

a. No b. Somewhat aware c. Yes, [ have a good understanding
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Nﬂb Yes. buf | don't regularly buy green roducts ¢. Y "': e e
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Abstract: Fvery country makes plan of economic recovery through generation of employmen
jobs which include short term as well as long term chances to have a quick impact on pubi, . a 1#"’"
livelihoads in public sector or the private sector. Work provides money for family which o

‘b-'-jl'

development of that family in the society. Development of the family or peoples directly yq i
conmected with development of the country. The government of India has launched various Sheng
generation of employment for unemployed youth to bring them in the stream of economic mm?__ :
the country The paper tries to enlist the centrally sponsored schemes for empioyment for Tpies
gencration. The rescarcher papers throw brief outlines of schemes launched for employment generge..

rell as the establ "LG?EMMQ-m?mlﬁm&mﬂEﬂtmwhm“
Cum the lnng—lenn viability and impact of any employment generation mitiative while pumng
place. There are several reasons why having job available is so important. When young people have spes §

other than vioience, the public is more likely to be involved in the peace process as a result. When 1 e
to economics, work provides money to low-income households, boosts the economy's internal demand &

goods and services, and increases overall economic growth. By enabling displaced persons (o 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 employment

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

ow of Contrally Siaiiicid Sehiind (o BRiglevaient-

mmwmmmwmmum-mmmﬁ
afthe gnvmmm mmfwmlammmmm Emplnymntﬁlﬂ:
. . dayal Upadhey maﬁmw Rural Livelihood r«mm@*‘

1o address the “"
= creation of ne¥ id'
ol L:u,; “'_—-F_--:i-_-g : __ '—Lmr}n‘:lp.a1
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L

nromote the ooy
| oMy and ameliorate the effects of Covid 19, i intended (o do hoth The strategy's goal s

10 strengihen the

nvcmu::rm e eConomy while also mitignting the consequences of Cavid 19 on the envvironment The
3

M L \'Idinﬂ a flecnl Stimnluy to the cconomy in the amoumn of sppraocimstaly Re 2 000 criwes

This pack T
package covers long-term goals such ax increastng the coumtry’s self «ufficiency while aleo providing
jobs for the long tun,

Garib Kalyan Rojgar Abhiyaan (GEKRA) of 125 days

It is the goal of this 125-day camprign, wivich will take place in | |6 disteiets scrons six stateq (Biar
Jharkhand, Madhya Pradesh, Odisha), to improve job and livelihood prospects for returmes i Framt worzets
and other similarly afflicted populations, particularly youth in rural areas. The campaign will be carried ot
in collaboration with the [ndian Council for Rural Development (ICRD} There was a to@i cxpenditure of
Rs 39,293 erore on the Abhivan, which resulted in the creation of 30 72 crore persondays of employmen

Astmanirbhar Bharat RojgarYojana:
ABRY, which 1= a component of the Atmanirbhar Bharat Package 3.0, was launched on October 1 2020
to encourage cmployers to create new jobs and to restore jobs that had been lost as a resuls of the
Covid-19 pandemic. ABRY is intended (o encourage employers (o creale new jobs and 1o restore obs that
had been lost due to the Covid<19 pandemic. The Employees' Provident Fund Organization (EPFO) s m
charge of administering this scheme, which aims to lower employer expenses while simultaneously
w;ﬁrmsmhmmemplnymsmmﬂﬂtokwpupwﬁhdmnd Changes are m force
edia E,mlﬂwdﬁdlm¢fmbmuﬁcmryr¢glsﬂmunmmymhdbukH}Mm:hi’fmﬁm!m 3
hie 29¢h of January in the year 2022, mmmwmmmw %
shments amounted to Rs.3435 crore, representing a total of Bs 34 erore |

Aatmanirbhar Bharat Rojgar Yojana (ABRY) I, |

| & scheme to incentivize employers for creation new employment i
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s 30.2 lakh sireet vendors, o total of B 1 054 o

;:"]‘ :::“m"““c has disbursed Ry 1,094 grore in loans T

Hm' o the notwork of lending Institutions like Gchedulec

M Cmm {NBFICa), Micro | inance Instituhians {MFls),
(SFB), nll'mllall Rural Ranks (RRBa), ote for the Qohermwe (mplementation

j Commercials Banks (SCHqy
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Muﬂ Mantn Mudra Youna (PMMY)

th'hﬂ Wt to work for themiselves might benefit from the Prachan Mantrt Mudra Yo

4 governmeny mitiative launched in 2010, PMMY provides collateral-free loans of up 1o Re 14 kg

MM“ candidates in order to support mieto/emall firma and indiy iduals in beginning or dev, Ping d
‘ A total of 32.12 crores in loans were made under the scheme, W hich was in effect uni he §

“fm 2022, Amording to the government, the Production | inked Incentive Schemes mighs .

the creation of up 1060 lakh new employment over the next five years

Under Pradhan Mantri Mudra Yoijana (PMMY), institutional credit up to Rs. 10 lakh 18 provided |

S UF f[l'lh

Lending Institutions (MLIs) to micro/small entrepreneurs, nciudiig WOmiCn, o1 | ;
Actvities in sectors such as manufacturing, trading, services and activitics alhed to agnculn;
’ stated by Union Minister of State for Finance Dr Bhagwat Kisanrao Karad in written reply
The Minister stated that as per data uploaded by MLIs on Mudra portal, as on 26.11.2021, the deta;
loans availed by Women entreprencurs under the Scheme is as follows: -
| e | No. of A/Cs (in crore) | Sanctioned Amount
= k (in Rs. Lakh crore) |
. e , |
All India 32.11 17.00
e ——— . - — —
| Women Entrepreneurs 21.73 | 742
68% | 44%
|
| |
i
| s 0

== Source: hitps:/pib.gov.in/PressReleseDetail aspx’PRID=1783537
s s 4_.1____;_1*; To Lol O _

~ The M gtaw that the Government allocates annual targets for the amount 10 be sanctioned
Is i.e., Scheduled Commercial Banks (SCBs), Regional Rural Banks (RRBs), Non-Bad
Finaneial Companies (NBFCs) and Micro Finance Institutions (MFIs). For the current financial year {
i targebof sanction of Rs. 3 lakh crores have been fixed for MLIs. State/UT-wise and Gender-wise i

1 ...'_{1'-1_-4 ll!-gﬁ] |.:1l-‘*'_;'~ MY
C 10 Unprove | u_rh'.'v'_-.-iﬂ%#*--*‘?._i_-.i (\l-.- ml W et a ¢ 3
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= { tlhi: ;wubln‘n Mhmt: through psbloansin $9minutes amd udyarmimitrs portal,
| ﬂ;mp;}‘\r Banks (PSBx) have put m plave e to-end digital lending lor gutomated

mwm campaigns by PSBs and Mudra Lid. for increased visibifity of the Scheme amongst the

waﬂ' apphicaion forms,
porninstion of Mudra Nodal Officers in Public Sector Banks (PSBs).

periodic monitoning of parformance of PSBs with regard fo PMMY ete

PM Gati Shakti:

In order to foster economic growth and long-term development, Prime Minister Gatr Shakts 15 transforming
the country. In addition 1o roads and trains, airports and ports, public transportation, rivers, and logstical
mfrastructure are included among the seven engines of the strategy. Clean Energy and Sabka Prayas have
made it feasible for everyone to benefit from a wealth of career and business opportunities.

PMEGP:
_ me mmplemented by Khadi and Village Industrics Commission (KVIC) functiomng as the nodal
~ agency at the national level. At the state level, the scheme is implemented through State K VIC Dwectorates,
State Khadi and Village Industrics Boards (KVIBs), District Industrics Centres (DICs) and banks. In such
| mMmmmﬂywwmhmemwm&m

¢ m is tIﬁ th G h:

e — e — = e =

35&'.(L.rrbm}. 3§%(Rmal} (including SC/ ST/ OBC/ Mmcrnuew‘h omen, Ex-serviceinen. Physically
handicapped, NER, Hill and Border areas, etc.) The balance amount of the total project cost wall be provided
E wmw&tﬁuﬂuf&mmm working capital.
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1073170 1122.54 AQ 168 3,57.502
201518 1013 83" 872 44% 18103" 781600
X1
Plan Total 4301 § 4152 .09 194648 1442813
Grand Total x
and Xn Plan) JA35.158 7319.78 358931 1048680
Source:

' 'w '_'
with the suppm't nf Dlsmct Admmmmtmn ha:. undcrmht:n skill mapping of

figranis and idennfied the beneficiarics for the training under PMKVY. B :-'

The fol :
lowing are some of the most major job-creating initiatives bemng pursued by the government: Maks -

i India, Digital India, Smart City Mission, Atal Mission for Rejuvenation and Urban Transformases

for
m All, Infrastructure Development, and Industrial Corridors, to name a few.
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THE Imp

ACT OF COVID-19 ON BANKING SECTOR: AN INDIAN VIEWPOINT

Mr. Armaan Shaikh
Assistant Professor. Foresight College of Commerce. Pune Maharashtra, India

Ms. Heena Shaikh

Assistant Professor, Foresight College of Commerce. Pune Maharashtra, India
.-‘-Iflﬂrm‘r —The banking and financial industry, whose prospecits are related closely to those of the econom Y,
IS Sure to face the brunt of the anticipated slowdown in cconomic development. The International Monetary
Fund hag reduced India's GDP growth prediction to 1.9 percent for 2020-21. There is a possibility of an
Inerease in defaulted loans. "The downturn might potentially lead (o job losses. which could put on the
retall lending books of financial institutions. The loss of revenue from tourism and the entertainment
industries, mnongst many other areas of business, has already damaged the economy. These and other such
factors are all building up to put a burden on the economy of the whole world, which may potentially have
grumiﬁcutiﬂns for the next year. The governments, central banks, and regulatory bodies in the Asia-Pacific
region have each implemented their own unique set of countermeasures in response to COVID-19. These
include the infusion of additional cash, loans directed at damaged companies and areas, and reductions in
the policy interest rate. Additionally, it involves assistance for financial institutions in their provision of

forbearance to cconomically viable people and companies that were negatively impacted by COVID-19.

Keywords—Artificial Intelli gence, l'echnology, Machine Learning, Banking Sector
INTRODUCTION

I'he recent precipitous fall in the price of bank equities is a reflection of investors' diminishing trust in trust
in the international monetary system. The economic slump caused by the COVID-19 crisis, according to
the survey findings, would cause local banks to face a rise in their non-performing total asset ratio of 1.9%
and their credit cost ratio of 130 basis points by the year 2020. The assumption behind these projections is
that the economy will continue to strengthen in the aftermath of the COVID-19 disaster. According to the
article "For Asia-Pacific 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
.Estitutiuns. S&P Global Ratings predicts that by 2020, the proportion of non-performing assets (NPA) in
- China's banking system would have tncreased by around 2%. This outlook is based on the assumption that
the Chinese economy would continue to contract. The research indicated that the economic volatility
brought on by COVID-19 would test the rating resilience of the region's twenty various banking sectors.
The success of government and regulatory efforts to ensure that financial institutions' assets remain in
good shape beyond 2020 will rely in part on these efforts. One of credit's many functions is to even out
fluctuations in consumer spending by acting as a kind of temporary insurance against life's unexpected
bumps, such as the recent pandemic and its consequent lockdown (Panchal, 2021)

OBJECTIVE
The research paper aimed to fulfill the following objectives:

B To study the state of affairs of the Indian banking sector during covid-19.

; - ing Scctor in India.
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jn?;]:c:;]:;:;;:!?L?:‘::m”“_“‘|-'”I”-‘j‘ a .Illill.‘li}'lll'm.' linancial r-;nfulmm_ that contribute to the attenuation of the
capitalizing ém t];e };!’i}'lt:nll:l} future ci I!-._t.:‘h will dcvr.:lnp. It's I;msslhlu that t!u: producers of these things are
needless dangers I; flrt._ of 10meowners and companies alike to take safety measures and steer clear of

~ > BAHECIS. Because the Coronavirus may be carried on the surface of banknotes and coins, one
'“}B]H argue that the virus "dirties" money. I'his 1s due to the fact that the virus can be carried on the surface
fﬂ l_.llu.ﬁt: llems. Therefore, the fear of infection will be the driving force behind the second wave of
dlgltﬂllznlmn‘ as well as the flight away from cash. i

T1|1t5_wm|1d provide even more assistance to India's already amazing pace of digitalization, which has been
picking up stcam over the course of the last several years. Despite this, it is anticipated that there will be a
de‘ti'ease in both the value of transactions and the number of transactions as a consequence of the possibility
of a prolonged slowdown in the cconomy in the medium future. The activity level of transactions is
cxpected to steadily decline, which will operate as a barrier to the expansion of the market share of digital
U‘ﬂl}Sﬂctiunﬁ [t 1s 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 cconomy, 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
tace of an emergency by the operational and technical challenges 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 leart 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
ath 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, APIs, containerization, cloud computing. artificial
intelligence, and blockchains is anticipated to result in increased rates of use of micro service architecture.
® The digital transtormation 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 mternet usage continues (o 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
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A System flaws, the bank should take severe actions. | irewnlls, amart networks, NMnancial-grad
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“Bplication Programming interfiwees (APIs), and secure communieation with cu lomers neee] strong

:-“““"“"‘ Athenticatton (SCAY Robust financial solutions. including evher
L1 %
" P“““‘“‘l}!‘ agamst hostile assaunlts. (Kalcker et al,, 2022)
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'I olicy and ( ompliance - With the poal of developing business lor the unbanked and under-banked people
Tour nation, we must prioritize expanding access (o digital payment methods, especially in rural India

There are two types of persons in this category: those without bank accounts and those with insufficient

. Iur-mlr- " then exisling uccounts.
When it comes to safety and privacy, India is already well on its way to introducing the Personal Data

,p““‘x“"“"' 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 1n 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
corporations, can benefit from better lending if better techniques for measuring risk are developed, and

‘;icﬂper 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 crists. 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 into a sector fund should not be more than five

percent.(Mathew et al., 2022)
ﬂ":—a

Principal
I ersss
Earesight Collens oliCa
Py e

Vol .No .X, Issue- I (IV) January-June 2023 Page | 9

X &




-'h.\_-_

SHODHASAMHITA

11777067

LT ?Mm"“ -4 %ﬁa@i%fﬂ LI rrl.:;l;‘l'.lr“.;.i.n_.mI

Banking

¥ 4

. Impact Recovery Period

Long Term

Reason

Q + The Reserve Bank of India (RBI) estimated that Non-Petforming Assets (NPAs) may increase (o 10.2-10.5% by
Septembar 2020, With the outbreak of COVID-19, this figure is expectad to increase.

* The pliase to recovery will depand on the cutcome of the measures that the RBI has initiated and is Likely to
take place in :tl'ie'!ﬁﬂﬂwing weeks.

Figure I1: 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)

> 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 1n 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
accruc at the rcgular ratc 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 industry is now under

significant stress. As a result, the bankirg ing and the law have undergone significant changes (Gul
& Kaytaz, 2021) /‘H*"_L-':

fiis R
> Provisions in Making Wurﬁﬂ_ig; :

\CGs o g
Vol .No .X, Issue- 1 (IV) Januar}%@,zl}




{ %i—“ SHODHASAMHITA

N enterifyan oc AR G
‘ ' AR T

Ron FOWers in
the Reserve B
SCIve their ¢

Indi ;
|. "I., - % s 7
Ve the option of using either Cash Credit or to repay thesr working capital loan from

ulnk of Imhu his helps ease the burden on banking institutions so that they may continue to
(‘ﬂ\rln 10 !T‘;‘::;:::;h ?.F :{::I'huﬁ. decided to do this uh, a preventative precaution in the face of the
armangement as g ‘ihu; IEH 2 -i . ;1:-.‘ announced by RBL. The Reserve Bank of India established this
Rﬂ'scn-q Hnnk;f ini - L'I'ITI mcasurc, and 1t will expire on March 31, 2021. Until qu.h 11st. 2021 the
constraints: the t;iii ‘u.!ll cnnl_muc to conduct these c'xf:llu;.umnsﬂm order to authorize working capital
financial il'lh'ililu:: cvaluatuons \I.VI“ be based on an examination of the working r.;apnul_ In Hl'dt':.l' for the
imPOrtnm d-;] = llﬂhn o cngage n the aforementioned tasks, it will need to be cuﬁnwnccd that doing so i1s
that the (-‘UVliDu ¢ monetary damage brought on by the COVID-19 epidemic. Further, given the impact
: -19 outbreak has had upon the financial sector, accounts that are granted extra flexibility
= aFmr‘_ia“EE with these instructions will indeed be subject to a further supervisory review to confirm their
-'usuﬁﬂb‘“t)’- 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 negativeimpact ] Larpe positive impact
" About the same na

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
monctary environment characterized by abundant liquidity and very low interest rates. As a second point,
the government will play a major rolg 47 G pasking sector as both a wer (to finance its deficit) and
then a "risk absorber," providing guffantct port to borrowers whose
{te - a borrower, the government will

Jt. A related question is what the future of banks' loan
/. ften lead to an increaRrin@RR Wd a simple
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quality Lhis implies that banks will be more likely to lend to borrowers their incorme or cash flow

are stable and
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: |It.t|ILT.I|1!k. -.llll.l |th."- |||1.1..‘I:.,' 1() |I_vl|l.i O Ihn-.u ".l,-"li]'w.t- IIIIHIIL'I;H .utniulli';,- 18 At :|'.L.’ iruzn

:J{:I.::ET:]:‘.::::”;:: I:I.EH_I-"U: or g.-u.ll tlow. Instead, financial .IEIIH[IIIUIIHHH will.pruu'itim extending credit to
adage that "bjo q ;“;I t:n I..Li:l: cwdunlt:c of :-'.tuhfg ::us!i (low. flL‘IlUI'iI”}’I_'-.'pr.;ukj”g' banks lh:m! o follow the
Slm:;-:; i m'm: ’t Li' I'II‘I‘.ILHLI‘ : T]'IL‘ flight to quality |rugh[ crul up becoming a race to Fh-;: size of the company
The majority :{:-'_-‘t; t'_f ELT l‘ll:u:::ncsscs have a lower risk of going bankrupt than their smaller counterparts.
their Cubucjfr , _u‘:.u*.u::-.s-;:s. In consumer-oriented industries are nl-n,u_wnrk!ng at less 1lh:m 70 percent of
Vo lnl:r-mn.-,_-:tq W uch is the general agreement among 1nclustlry executives. Banks continue to have a very

crance 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, everyone's attention is focused on the anticipated

cConomic stimulus package from the government
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ANAWARENESS OF HTMLS AND HTML 6 IN WEB DEVELOPMEN]
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Assistant Professor, Foresight College of Commerce, Pune

ABSTRACT

The future languages for web development are and will be HTMLS and HTMLG6. For cveryone who
uses the internet, there is a new standard called HTMLS5 and HTMLG. In this paper describe details
on HTMLS and HTML6. We also talk about HTML6 for web development. This paper also
explams 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 HTMLG6., 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, HTMLS, web technology, HTMLS features. HTMLG6 features

OBJECTIVES OF THE STUDY

To understand the concept of HTML and its versions.
To study HTMLS and HTMLSG.

To be aware of HTMLS and HTML6

To study the features of HTMLS and HTML6.

To study the compare of HTMLS and HTML6

RESEARCH METHODOLOGY i | |
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+ inage.
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 Primary 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 is significant awareness of HTMLS and HTML6 among the web designer and Web

Developer.
H1:-There is no significant awareness of HTMLS and HTML6 among the web designer and Web

Developer.
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IN1 RODUC FHON HITMLA

s HTMI ‘e Nith version. an improvement above HIMLA Declaring a doctype <1DOCTYPE him|
Comes with new HTTMILS tags, including header>, <footer>, <canvas> <audio>, <video>,
*--m"lit'h.‘ > and Many more It can handle ncorrect syntax issues. 1 he ofthine data that 18 accessible
through HTM1 8% JavaSceript interface 18 stored using the web SQL database, web storage, and
application cache. diy LR 18 nol necessary

UTILITY OF HTMLS
For those that wish to take use of more properties and features, utilizing HTMLS is recommended
Continue reading the list below for an explanation of some of the benefits of using HTMLS
Simple and clear svntax -~ Svniax that is cnsy o learn and reuse. HTMILS has n simple
Straighttorward structure, The opening DOCTYPE element. which was cxtensive in HTMLA and
significantly shorter in IHITMLS, is a wonderful example,

Introducing the multimedia ¢lements - Using multimedia resources in [TTMLS is very simple
because it has fixed elements and lags. Previously, you had to upload an audio or video file via third-
party plugins.

Knhanced access to the user's location - Now that HTMLS makes use of JS Location tracking,
authors can rapidly determine the user's geographical location,

Communication with the client-server - HTMLS5 now makes use of web sockets, which greatly
simplifies the process.

JavaScript executes in a different thread-J avaScript and the browser can run on separate threads
due to HTMLS, which cmploys the most recent version of the JS Web Worker API.

INTRODUCTION HTML.6

The sixth version of HTML, which will definitely leave 1ts impact on the market, 1s 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 to other more established versions, the current HTML6 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 HTMLG 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
is expected to include new features such as improved support for 3D graphics, more efficient use of
bandwidth, and improved accessibility.

SIGNIFICANT USES OF HTML6?

—> Imagery scaling for browsers: A photo's pixel size can vary from desktop. laptop, and mobile
devices. For a specific image, an improved HTML6 method may suggest a desired height or width,
and the server could offer the best resolution.

—> Pluggable Languages-HTML6 will introduce more powerful, pluggable languages that will give
web developers more flexibility and design vptions. When a solid open source implementation 1s
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 HTML6. This version has a rectangle and several
video frameworks, and gives the developer additional freedom over a text channel with annotations,
subtitles, efc

=> Camera Inclusion:-The web camera on mobile devices is learnin g a greal 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 capture rate.
4 = 96

2 o Principal

[:F ™
\E_- - bl
ﬂl"

~ va

u -
IC“? 0
:% )

#"'.."'-.._L"l'm",_ , .-".

&
o, g

Madhya Pradesh Journal of Social Sciences 2

!

Pune

Foresight Cclic.  »f Commerce




Madhyva Pradesh o

W\ of Social Sciences
\ Drannually Jous

nal of M. P. Institute of Social Sclence Hesearch, Ujjnin
T La T

ISSN: 0972 SISX (Vol 28 No. 1 (1), June 2021)
“* Sccure

\uthenticaton:<With HITMLG avarlable, Given how difficult it i8 to de gn reliable
hardware.

the browses mayv offes

= ot 1in the way ol a r:ll‘lr1 and hardened authentication method
Uhe browser could sug

HESEsigning tokens in addition to entrenched Keys as an alternative to cookics

'Il'lll" IH*TNI'"I-'I;I‘H OF HITMILO6 OVER 1 MLS ARE DETAILED IN THE FOLILOWING
AST:

1'”““"!‘: """iill ”ll' camera:- s unciion 18 nol enubled ]"f'i HIMLS, HTML6G allows the addition ol

xuh‘u and Hnu;u*x taken with cameras into the forms gince |n'n|}|a are increasinmely u HUNE apps on

mobile phones and with devices that have a microphone and a camera attached Additionally, the
torm has access to any device's saved photographs and has camera control for the most clicctive
live capiuring. Websites can thus continue to compete with Hpps that incorporate mobile camera
images 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 is 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 JQuery 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. HTMLG6 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 |Query
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 img> 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.

e 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 1s.
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 langnages 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 JavaScript 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 supports
comments at the bottom of publications.

7. Auto Availability to Contact Information: HTMLG might replace HTMLS's copy/paste

functionality with automated access to contact iQq stored, for example, in a mobile phone.
efl 'autogtic access to contact information.
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Lo have a major difference: 11 ML is the current version of HTML, and
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o offieial tmeline for its release. HITMLO will include new features such as

support for 3D graphics, more efficient use of bandwidth, and improved accessibility.

NEW TAGS AND FEATURES IN HTMLG6-

Namespaces and ar
sometimes known as HTMLG.

1 XML-like structure are features of HTML's sixth version. or HTMLG,
A tag may be used several times without interfering

with any other
@gs thanks to XML namespaces.

For instance, xmins:xhtml="http://w
DOCTYPE. The W3C
advantage of this clever idea by allowing us
cssentially reserve every namesp

ww.w3.org/1999/xhtml" is used as an example in the XHTML
decided to reserve namespaces rather than tags, therefore HTML6 takes
to use whatever tag we choose. The W3C would
ace and offer a unique HTML API for each namespace it reserved.

O l.<html:html>

A HTML document

IS now starting. similar to the existing <htmlI> tag.

2.<html:head>

This is the head tag for HTML. the same as the
CSS, RSS feeds, etc. inside of this element.

present <hcad> tag. We have all of the JavaScript,

3.{html;tiﬂe>

The HTML file's title is as stated below. similar to the <title> tag as

it is currently used.

4.<html:meta>

The current HTML version is a little different from this. In H
€re are no needed or unconventional meta kinds, unlike HT

Th

TML6, meta data can be anything.
ML 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
> of the stuff that would be visible to the users like text, media, and so on.
6.<html:link>

This links external documents and scripts such as CSS, JavaSecri

document. Equivalent to the current <link> tag.
7.<html:a>

pt, RSS, favicons, etc. to the current

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

The <a> tag can take on th

self)

¢ following attributes:-A link to the target (can be blank, parent, top or

3
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lf'f-‘fm."“n"'“ *A new form i created by this tng. Method and netion are attributes. The POST o
GLET method attributes are available

_ Where to transmit the data is specified in the action propert
of the form.

¥

“ﬁ[‘ul m;iupul *The new form HOPUL S Creinie Jd by this L, siimlar o the ¢ RISLINE <Inpul~ g T

cnuare ange H!"I'H"ltll LYPES 1y udes: text, emadl, url, number datetime, date, month, wi che, and Lim

12.<form:select>Users can choose alternatives trom this tag rather than ente cing anything, sl
10 the existing <input> tay

3. <form:submit>This tag allows you (o submit a form. like the curren mput type-submil
tag. The <tormusubmit> tag must have the following characteristics: name and vilue

W  DATA ANALYSIS AND FINDINGS
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00 you know structure of HTMLS?

e R e

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

& YES
@ NO

According to the study the following fact are found

It is observed that 95.8% of respondents are aware of HTMLS, while only 37.5% are aware of
HTMLG.

It has been observed that 87.5% of respondents are currently using HTMLS, while 91.7% of
respondents are not using HTMLG.

It is observed that 83.3% of respondents kne
It is observed that 83.3% of respondents gas\

[dENqnd their versions

rather than HW
o 100
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ILis obscrved that 87.5% ol respondents know the structure and syntax ol HIMLS and only /5% ol
respondents don't know the structure and syntax of HTML6
[t 1s observed that 70.8% ol respondents do not use HTMIL6 because they don't know XML-type
namespaces.
It1s found that respondents have a knowledge about HTMLS5 than HTML6

SUGGESTIONS
L. More and more people are using apps on mobile phones and various devices that have a
microphone and a camera attached, HTML6 enables the insertion of video and photographs or
images recorded with cameras into the forms. So, the HTM6 must be used for more pertinent

purposcs.
2. HTML6 will come with additional capabilities including enhanced 2D and 3D graphics

E__N

capabilities, more efficient bandwidth usage and increased accessibility, which will gain importance

in the future.
3. For developers, HTMLG is an exciting opportunity to create more powerful and engaging websites

and applications.

CONCLUSION
This paper has exclusively covered the benefits of HTML5 and HTML6. HTML 6 is currently

being discussed by the World Wide Web Consortium (W3C) as part of the HTML5.2 standard.
However, many features of HTML6 are already supported by modern web browsers. HTML 6 is
expected 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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