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Abstract 
Nowadays electronic payments have drastically increased due to the rapid increase in online shopping 

for the transfer of money to/from payer/payee. onePe is a digital wallet and ecommerce payment system 
startup based in Bangalore, India. It was founded by Sameer Nigam, Rahul Chari, and Burz in December 

cards, make utility portions, pay at shops, put assets into charge saving resources, liquid Funds, buy 
security, shared resources, gold, and silver. Besides PhonePe allows clients to book their Ola rides, pay 

Keywords: Phonepe, Consumer Satisfaction, Online Payment, Digital Wallet, Booking 
Tickets.

INTRODUCTION
Digital wallets are virtual wallets that store a user’s payment information. With the rise in 

ancient currency and therefore, the ability to form transactions throughout the day, attracted tons  
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PhonePe etc.

MAIN FEATURES OF PHONEPE

users to digitally manage their bank accounts, access them the way they want, and use their 
funds for whatever purpose they want. Credit and debit card links, bank balance checks, money 

links, wallet charging. Consumers can easily transfer money to the bank accounts of friends 

card and pay for utilities, postpaid invoices, landlines and gas charges. With the PhonePe app, 
users can check bank account balance. It can instantly add all refunds or cashbacks to one 
wallet. Clients can send money without using the internet. Also, there is no additional charge 
for transferring funds from one account to another. 

Digital Wallet Phonepe is a convenient tool for many business transactions. It easily delivers up 
to one glossy per day. Currently all transactions, bank conclusions are free to all users. Credit 
cards and debit cards, IFSC codes, one time passwords, or other passwords are not required. It 

virtual ID or mobile number for sending and receiving one will have MPIN that is used as an 

REVIEW OF LITERRATURE 

research paper is Information collected and analyzed during November-December 2019 Various 
statistical tools such as probability analysis, simple percentage analysis, and mean values. 
Appropriate proposals will be made based on the survey results. Paper also gives Information 
on Indian digital banking applications are preferred Cross-ocean technology. 

such as Indian mobile phones and Digital India are the main reason behind the growth of digital 
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Abstract 
Technology is becoming increasingly automated, aiming to ease the life of its users. However, 
besides the advantages of this trend, users are facing with increasing risks, e.g., regarding their 

are involved when our day starts and till it ends. 

Smartphones are increasingly intertwined into our communities and everyday life. 
Consequently, there is rising interest to study how people use their smartphones and which 
factors affect application choice, interaction and communication routines. Smartphones are 
more than phones, including features such as navigational maps, cameras, information search, 
and games. It is possible to study smartphone usage in the wide and collect large datasets on 
naturalistic human behaviour, radically different from traditional laboratory experiments 

smart phones and updating them. A study on impact of personality on technology acceptance 
is important to determine how consumers are adopting them to latest technology.  Hence, this 

phones. 

Keywords: personality, smartphones, technology, information, peoples.



VOL: XXIV, NO. :1(VIII), 2022 18 

JOURNAL OF EDUCATION: RABINDRA BHARATI UNIVERSITY 
ISSN : 0972-7175 

INTRODUCTION:

other hand there are others who feel uncomfortable with using their smartphones, because they 

that seem in some way useful to them. Many others avoid new technology because they fear 
not to be able to operate it or even to damage it. Summing up, there is a great diversity in 
reactions to new technology in terms of acceptance. For the developers of new technology it 
is of high interest to understand those differences to be able to address them in their design.  

technology, understand the reasons for technology acceptance, estimate the responses of users 
to changes and innovations and examine the relationships between the changes in the system 
and improvements in the practical usage.

In this modern scenario, everyone initially hesitated to accept the technology but later 
everyone updated them to the technology because, everyone becoming lazy in this digitized 

the technology.

PERSONALITY:

the pattern of characteristic thoughts, feelings, and behaviors that distinguishes one person 
from another and that persists over time and situations. Personality is a consistent, stable and 
conventional relationship of individual with his internal and external environments and is 

dynamic organization within the individual of those psychophysical systems that determine 

factors including heredity, social environment, family, geographical and physical condition etc. 
Personality affects the whole life of an individual as a set of characteristics that differentiate 
him from the others.

TECHNOLOGY ACCEPTANCE:
The technology acceptance model is an information systems theory that models how users 

the technology. Behavioral intention is a factor that leads people to use the technology.

REVIEW OF LITERATURE:
Kay behrenbruch, maththias (2013) study reported the impact of personality on technology 
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Abstract
Digital marketing is all about reaching out to targeted customers at the right time. In today’s technological 
world, connecting with customers online is one of the best ways to develop our business. With the 
help of digital marketing it has made it easy for all small scale businessmen to launch their products 
with simple startups. Few fashion accessories which are available in digital marketing are handbags, 
jackets, watches & jewelers, etc. The present study deals with the impact of digital marketing on 
fashion accessories. The main aim of this study is to analyze the awareness of online advertisement 
by customers through social media apps, to investigate the various fashion accessories purchased by 
customers through digital marketing, to understand the reasons for buying fashion products through 
various digital media platforms and also to give suggestions to enhance buying fashion accessories 
through digital marketing. Descriptive Research Design has been adapted to analyze the present study. 
Data has been collected by using well-structured questionnaires and responses have been analyzed by 
using statistical tools such as percentage method of analysis and ranking.

Keywords: Small Scale Business, Fashion Accessories, Digital Marketing, Online Advertising 
and social media apps.

INTRODUCTION
The Fashion Industry starts from International discount retailers to exclusive luxury brands and 
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and industrial changes. This Industry involves constant innovations, pressure for growth and 
value potency, therefore several brands have started a series of initiatives to enhance their 
products to the world with innovative styles, producing methods and also to provide a chain 
processes to ultimate customers to withstand in a marketplace.

Fashion Industry undergoes into the new technological world where Small Scale Business 
Men’s use Digital Marketing as a tool to develop their business where they get Customers 
easily through many social media platforms like Instagram, Facebook, YouTube, or through 
many online apps to buy their products. Digital transformation from Traditional ways of selling 
fashionable products into digital marketing plays a crucial role in the life of small scale business 
men because they face an ultimate challenge for fashion companies is to effect in every aspect 
of its organizational culture.

STRATEGIES USED BY FASHION INDUSTRY
Every fashion industry needs a complete desire with selling strategies suited to withstand 
competition with other brand fashionable products. Digital marketing for fashionable brands 

constantly wants to adapt and evolve to remain as before the traditional way of marketing.

Following are few strategies which can be used for the improvement of digital marketing in 
Fashion Industries:

CONNECT THROUGH WEBSITES  

have also preferred more and more to buy on-line instead of visiting a physical location. For 
those, this type of strategy involves obtaining an internet site if customers don’t already have 
one; this goes from a fashion to a fashion E-Commerce.  

MOBILE EXISTENCE 
Next, simply having an internet site will not bring the customers on their own. So, we need 
to undergo promoting the style business through digital marketing. For example, promoting 
fashion with the help of celebrities offers and discounts, etc. As a fashion complete, this implies 
obtaining a responsive web site that resizes content in keeping with the screen it resides in. If 
these kinds of promotions are not implemented it may cause subpar expertise for your mobile 
users, which is able to deter them from more interactions together with the brands. This can 
particularly play a vital role within the industry as a result several shoppers see things they like 
as they are going about their day, and if they happen to ascertain one thing you supply however 
can’t load it on websites.
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Abstract

Keywords: FINTECH, Mutual Funds, Technology, Automation and Digitization.

INTRODUCTION
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REVIEW OF LITERATURE

OBJECTIVES OF THE STUDY
 
 

 

LIMITATIONS OF THE STUDY
 
 .



VOL: XXIV, NO. :1(VIII), 2022 95 

JOURNAL OF EDUCATION: RABINDRA BHARATI UNIVERSITY 
ISSN : 0972-7175

A STUDY RELATING TO 
USERS PERCEPTION AND 
SATISFACTION TOWARDS 
PAYTM IN CHENNAI CITY

M.S Asma Fathima,  M.Phil. (Research Scholar), PG & Research Department of commerce, 
Anna Adarsh college for women, Chennai-600040, 

fathimaasma538@gmail.com

Dr. M. Anita, Associate Professor,  PG & Research Department of commerce  
Anna Adarsh College for Women, Chennai-600040, 

anitaravishankar@annaadarsh.edu.in

Abstract
Today’s world is absorbed with digital technology and developments, from daily bread to 

of life. Paytm (“pay through mobile”) is an Indian multinational technology company that 

Paytm’s presence in the Indian E-Commerce market is growing. Paytm is currently available in 
11 Indian languages and offers online services such as mobile recharges, utility bill payments, 
travel, movie, and event bookings, as well as in-store payments using the Paytm QR code 
at grocery stores, fruits and vegetable shops, restaurants, tolls, pharmacies, and educational 
institutions. The study is an attempt to evaluate the Users’ perception towards Paytm. The 
objectives of the study are to analyze the overall perception and satisfaction of the users towards 
Paytm and identify the problems faced by the users while using Paytm.

Keywords: E-Commerce, Paytm, Users, Perception, Payment 

INTRODUCTION: 
Today’s world is absorbed with digital technology and developments, from daily bread to 

parcel of the life. The world witnessed a rapid growth in E-commerce in the recent years. 
Widespread use of mobile devices in the ecommerce has a role in this expansion. Associated 
with growth of trading volume and the introduction of new devices and new products emerge. 
One of such latest product is E-wallet. E-wallet has changed the world’s payments system by 



VOL: XXIV, NO. :1(VIII), 2022 96 

JOURNAL OF EDUCATION: RABINDRA BHARATI UNIVERSITY 
ISSN : 0972-7175 

providing multiple digital services right from utility payment to E-tailing. Digital payments 
in India have been experiencing exponential growth along with growth of internet and mobile 
penetration. Demonetization created huge growth opportunity for digital payment in India. 
Demonetization has presented a unique platform for adoption of digital payment, as an 
alternative to cash for Indian consumers. India is slowly paving its way towards a cashless 

pace. The current scenario of Indian economy shows the tendency of movement from cash 
to cashless transactions. There are so many efforts have been taken by the government in 
order to convert the face of the Indian economy into a new one. Nowadays every transaction 
is going digital. In order to accelerate the execution of the concept of digital economy a 
number of digital payment systems are introduced. These payment systems have changed the 
economic life of people. To achieve cashless, corruption free and digital economy the Indian 
Government considers using E-wallets as the primary growth enabler.

Paytm is India’s largest payment gateway that provides payment services for customers 
and merchants. It provides service to over seven million merchants and permits customers to 
make seamless mobile payments from cards, bank accounts and digital credit among others. 
Paytm is the pioneer and the leader of the QR code. This quick response code is a machine-
readable code used for scanning purposes. The Paytm payment bank aimed to provide banking 

CONSUMER: 
A consumer is a person who intends to order, or uses purchased goods, products, or services 
primarily for personal, social, family, household and similar needs, not directly related to 
entrepreneurial or business activities. 

CONSUMER PERCEPTION:
Customer perception is the customer’s overall opinion, thought, awareness and feelings 
about a company and its product and service offerings. 

CONSUMER SATISFACTION:

with a company’s products, services, and capabilities. 

PAYTM:
Paytm is an Indian E-commerce shopping website headquartered at Noida. In India Paytm 
was launched in 2010 as a prepaid mobile recharge website with Android, Windows, and IOS 
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Abstract
The advancement of technology has resulted in numerous breakthroughs, and this progress 

have also been studied. The questionnaire method is used to collect data, and it is also used to 
analyse the paper’s objectives.

Keywords: E-Wallet, Users, Digital Payments, Cashless Transactions, Demonetization, 
Consumer Awareness and Satisfaction.

INTRODUCTION: 

digital revolution is certainly transforming all types of business and the services they deliver. 
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name, address for shipping, payment mode, amount to be paid, credit or debit card details, and 

to debit/credit card transactions, this results in a higher (95%) payment success rate. 

banks, customers, and enterprises. Banks’ positions have improved in terms of providing better 

PURPOSE OF USING E-WALLET SERVICE:

scan the Bharat QR code, and the payment is done.

people are constantly changing their mobile devices, it is crucial for consumers to be able to 
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Abstract
Individuals have used many payment systems to purchase goods and services throughout history. 
One of the early ways was bartering, in which people swapped products and services for other 
goods and services. Cattle, sheep, and vegetables were among the most often traded products. 
People soon started to incorporate grain, shells, coins, and gold as a method of payment. 
The charge card was introduced around the early 20th century. Furthermore, the notion of 
digital currency was originally introduced in 1983, fuelling the start of the electronic payment 

this expectation from both the customer and merchant standpoints. The payment sector has seen 
a dramatic change from paper money to electronic wallets. Customers throughout the world, 
particularly the younger generations, are quite comfortable exchanging money via the internet. 
Over the years, India’s payment system has advanced by leaps and bounds. From exchanging 
things for goods to cashless, one-click transactions, we’ve gone a long way. However, India’s 
transition to a quicker, smoother, and safer payment system was not unplanned. When credit 
and debit cards were introduced, the economy remained mostly cash-driven, with individuals 
preferring to hold, carry, and trade notes and coins until recently. In India, a few key events like 
demonetization, Digital India campaign, and COVID – 19 Pandemic expedited the cashless 
economy.

Keywords:  M-Wallet, E-Wallet, Digital Wallet, Cashless Economy, Google Pay.

INTRODUCTION
The term “digital payment” refers to the use of software, an electronic gadget, or online 
service that allows individuals or organizations to make electronic transactions to pay for 
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products and services online. This is referred to as a cashless economy since it does not 
use physical money. These digital transactions assist to cut transaction costs while also 
speeding up the process requiring one transaction cycle. It minimizes the risk of dealing 
with cash. The digital payment record may also be readily maintained. Mobile payment 
systems, which allow users to pay for purchases using their smartphones, can be used in 

they can be easily traced, which aids in the reduction of black money and, as a result, the 
growth of the economy.

The government has stepped up to transform the country into a cashless economy and 
maximize the usage of digital transactions. The Indian government’s primary mission is to 
design the Indian economy “Cashless, Faceless, and Paperless.” There are several applications 
available that allow consumers to make online payments. These are highly handy to use and 

location. In India, where the majority of the population lacks access to credit and debit cards, the 
smartphone is instantly becoming a tool that serves as a catalyst for digital payment solutions. 
Following E-commerce, digital and wallet payments will be the next big thing. One of them 
would be Google Pay.

Google Pay is a digital wallet platform and online payment system designed by Google to 
power in-app, online, and in-person contactless transactions on mobile devices, allowing users 
to make payments using their Android phones, tablets, or watches. An iOS phone may also be 
used in the United States and India, however with restricted capability. In addition, coupons, 
boarding passes, campus ID cards, auto keys, event tickets, movie tickets, public transit tickets, 
shop cards, health records, and loyalty cards are all supported by the service.

facilitate the transfer of funds to the merchant. It substitutes credit or debit card chip 
and PIN or magnetic stripe transactions at point-of-sale terminals by allowing users to 

comparable to contactless payments, which are currently widely utilized in many countries. 

Android’s security, the service allows Android smartphones to connect wirelessly with 

Google Pay uses them. Google Pay requires a passcode for smartphones that don’t have 

retailer when the user makes a payment. Instead, it provides a virtual account number that 
matches up to the user’s account data. Instead of providing the card or user details, this 
service sends a one-time security code.
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Abstract
The study aimed at investigating the impact of Digital CRM on service quality and customer 
retention in the banking industry and to identify the important reasons why digital CRM is 
better than traditional CRM in terms of service quality and customer retention. For the study, 
the researcher adopted a descriptive research design, the data being collected from 396 samples 
using a structured questionnaire through quota sampling technique. From the analysis, it was 
found that the majority of the respondents using digital CRM are male (53.5%) respondents 

of digital CRM on service quality and customer retention. It can be interpreted that digital CRM 
has a 66.5% (0.665) positive relationship with Service quality and a 54.5% (0.545) positive 
relationship with customer retention.

Keywords: Digital CRM, Customer Retention, Service Quality, Banking Industry,  
Traditional CRM 

INTRODUCTION
In recent years, the use of internet-based transactions in developing countries has grown 
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inquiries, and raise enquiries by visiting the bank’s website using any electronically linked 

loyalty (Ali, M., Rashid, H. A., Ali, M. H., Usman, M., & Sohail, A., 2021). To accomplish the 
aforementioned results, however, good management of client interactions is required. A few 
decades ago, there was a move from outmoded Customer Relationship Management (CRM) 
to Digital Customer Relationship Management (Digital-CRM). The act of maintaining client 
connections electronically while allowing organisations to provide relevant services and goods 
that satisfy their consumers, hence increasing customer retention and loyalty, is referred to as 
digital-CRM (Litvishko, O., Beketova, K., Akimova, B., Azhmukhamedova, A., & Islyam, G., 
2020).

Digital CRM is a tactical technology-driven marketing business model that combines 
electronic media, people, processes, and traditional CRM with digital-business software. The 

make Digital CRM easier to deploy because the focus is on a web-based interface platform 

realised on the Internet without an effective Digital CRM, commitment and a mind-set, and an 
overarching strategic CRM ethos (Bachir, S., 2021). Indian banks are stroking a lot of effort 
into setting Digital CRM and improving the acquaintances between their businesses and their 
clienteles. Furthermore, the integration of processes, technology, and other business activities 

customers and increase their retention and loyalty through service offerings (Salami, M. P., 
2009). This is due to the fact that e-CRM has been linked to various corporate successes and 
competitive advantages. This study is an attempt to investigate the impact of Digital CRM on 
service quality and customer retention in the banking industry. Further to identify the important 
reasons why digital CRM is better than traditional CRM in terms of service quality and customer 
retention (Salami, M. P., 2009).

REVIEW OF LITERATURE
Many businesses have discovered that e-CRM is a strong tool in today’s greatly globalised, 

(Belias, D., Velissariou, E., Kyriakou, D., Vasiliadis, L., Roditis, A., Koustelios, A., & Sdrolias, 
L., 2017). Many Studies discovered that, in contrast to outmoded CRM, increasing the use of 
digital-CRM helps increase market share and thus increases income streams while keeping 
the corporate competitive, enticing more customers, retaining them, and keeping a long-term 
relationships (Wongsansukcharoen, J., Trimetsoontorn, J., & Fongsuwan, W., 2015). According 
to studies, the link between Digital-CRM and client loyalty leads to increased buyer satisfaction, 



VOL: XXIV, NO. :1(VIII), 2022 243 

JOURNAL OF EDUCATION: RABINDRA BHARATI UNIVERSITY 
ISSN : 0972-7175

MATERIAL ASPIRATIONS OF 
WOMEN ENTREPRENEURSHIP 

IN SELF HELP GROUPS – 
 A STUDY WITH SPECIAL 

REFERENCE TO THIRUVALLUR 
DISTRICT

Dr.C.Kavitha, Assistant Professor, PG & Research Department of Commerce,Anna Adarsh 

Dr.A.Kamaruniza, Assistant Professor, PG & Research Department of Commerce, The Quaide 

Abstract
Women in low economies struggle a lot to carry over their responsibilities in all means. They 
wish to come forward to shoulder the monetary burden of their spouses. The unemployment and 
underemployment scenario forces them to search a job among themselves. With their minimum 

their children. Self Help Groups is an organization which is developed as a platform for women 

entrepreneurs. 

SELF HELP GROUP IN INDIA
Generally SHG consists of ten to twenty members who are introduced regarding the membership 
of SHGs by their friends or neighbours. The women who are as vulnerable hoards of money 
lenders are rescued by SHGs. Women join SHGs to avail loan, increase their savings, to become 

world.
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All members of the group homogeneously belong to families below the poverty line. However, 

line living contiguously with BPL families and if they are acceptable to the BPL members of 
the group. This helps the families of occupational groups like agricultural labourers, marginal 

from the BPL list to become members of the SHG. However, the ABL (Above Poverty Line) 
members will not be eligible for the subsidy under the scheme. The group consists of one 
member of a family. A person should not be members of more than one group.The BPL (Below 
Poverty Line) families actively participate in the management and decision making, which 
should not ordinarily be entirely in the hands of APL families. Further APL members of the 

The group devises a set of laws of conduct (group management norms) to unite itself. This 
is in the form of regular meetings (every week or every fortnight), functioning in a self-ruled 

process. The groups are able to draw up an agenda for each meeting and take up discussions as 
per the agenda. The group collects the minimum voluntary saving amount from all the members 
regularly in the group meetings. The savings so collected is deposited into the corpus fund. The 
group corpus fund is then used to advance loans to the members. The groups develop monetary 
management norms covering the loan sanction procedure, repayment schedule and interest 
rates. It is mandatory that all the members should be present while taking decisions regarding 
loan disbursement processes.

the loan installments from the loanee. Each group operates a group account preferably in 
their service area bank branch, so as to deposit the balance amounts left with the groups after 
disbursing loans to its members. The group maintains easy basic records such as minutebook, 
attendance register, loan ledger, general ledger, cash book and individual passbooks.

available, a group may comprise of persons with diverse disabilities or a group may comprise 
of both disabled and non-disabled persons below the poverty line.

MATERIAL ASPIRATIONS

joining SHGs. The support from the group and the seed money they receive as revolving fund 
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Abstract 
The Evolution of Digital payments is a promising success story in making. The switch over from 
physical cash currency notes to digital cash in day-to-day expenses of households has turned 
out to be “The New Normal”. The digital cash usages as a new normal are interchangeably 
handled under various common phrase viz. digital transaction, electronic transaction, cashless 
transaction or paperless transaction. The upcoming research article, “Evolution of digital cash 
in day-to-day expenditure of households: The new normal” analyzes the reasons in usage / 

problems with digital cash, while spending on daily expenses and to compare the household’s 
perception of physical cash notes and digital cash. The survey will be conducted among 
the sample size of 150 respondents by structured questionnaire through digital forms. The 
respondents are household’s using digital cash under payment platform (google pay, Paytm, 
phonepe, mobile banking apps, E-wallets). The questionnaire is divided into three parts namely 
demographic factors, digital cash usage, its dependence and hurdles while using them. Each 

state the usage and its switch from cash to digital cash for daily household expenses during the 

Keywords: Digital Cash, Digital payments, Household Expenditure, Day-to-Day expenses, 
the new normal.
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INTRODUCTION
“The future of money is digital currency” – Bill Gates

The Evolution of Digital Cash is a promising success story in making. Digital cash are 
more or less real cash, except that it’s not in form of paper currency. Digital cash are 
money deposited in bank account is being converted into digital mode through virtual 
bank accounts linked with payment apps. Digital cash are commonly transferred from 
P2P through numerous internet banking options such as bank account transfer, digital 
cash transfer through registered phone numbers, UPI ID or QR codes, e-wallets available 
on digital payment application. India’s top ten digital payment UPI apps are Google 
pay (Gpay), Phonepe, Dhani, BHIM axis pay, Paytm, Mobi Kwik, Yono by SBI, ICICI 
pockets, HDFC PayZapp and amazon pay. Today’s digital cash has taken a new phase 
initiated at times of demonetization followed by the covid pandemic, by switching from 
physical cash currency notes to digital cash in day-to-day expenses of individuals and 

“things were previously unfamiliar, now it has become common, standard and expected”. 
Just the same, today’s day to day expenses are widely spent by using digital cash which 
was uncommon and unusual aforetime. Hence it is considered essential to analyze the 
reason for switch from physical cash to digital cash spending on day-to-day expenses and 
to compare household’s perception towards cash vs digital cash. On the other hand, the 
study has equally scrutinized the problems and hurdles faced by the households while 
adopting digital cash. The day-to-day expenses considered in the study are daily bills, 
monthly bills, grocery, vegetables and fruits, mobile recharge, educational fees, water 
charges and maintenance. The perception of digital cash are compared on the basis of 
convenience, transaction, privacy and security. The problems and hurdles bought into the 

language barrier and unavailability of payment facilities. 

REGULAR DAY-TO-DAY BILLS ON PAYMENT APPS:
 UTILITY BILLS: Electricity, Broadband / Landline, Postpaid mobile, Water, Piped 

gas, Education, Gas cylinder booking, rent payment, Fastag recharge.
 FINANCE & TAX: Insurance, Loan EMI payment, Credit card bill payment, Municipal 

tax and service, 
 OTHERS: Subscription fee, Housing society, Hospital, Donation, Club Association.

LITERATURE REVIEW
Dr. Rajsee Joshi, Ritika Goel & Shraddha Grag (2019) “A study on customer’s perception on 
Adoption of digital banking in Indian Banking Sector” made a statement that internet banking 
has transformed the traditional way of banking and bought a new dimension to the banking 
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Abstract
The Study of Consumer Behaviour has become necessary. Consumers are the kings of markets. 
Business organizations cannot run without consumers. All the undertakings of the business 
concerns end with consumers and consumer satisfaction. Apparel is one of the basic necessities. 
The rising demand of apparel for clothing as well as fashion awareness among various people 
all over the place and in Chennai is linked with the success of the apparel.

buying behaviour and to identify the impact of advertising factors affecting the consumer 
behaviour for apparels. Analysis on brand stands in your current market.

This research paper mainly focuses on Apparels and their buying behaviour in Chennai 
city. The Sample size is 100 on consumer buying behaviour based on apparels among college 
students in Chennai city. Convenience sampling techniques are used in the research. Data is 
collected through structured questionnaires. Data is analyzed through using Excel and various 
statistical tools. 

Key words: Consumer behaviour, Apparels, Awareness, brand.

INTRODUCTION

buy, use, and order ideas, goods, and services to satisfy their needs and wants. It refers to the 
actions of the consumers in the marketplace and the underlying motives for those actions. The 
study of consumer Behaviour adopts that the consumers are actors in the marketplace. The 
viewpoint of role theory assumes that consumers play various roles in the marketplace. Starting 
from the information provider, from the user to the payer and to the disposer, consumers play 
these roles in the decision process.
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OBJECTIVE OF THE STUDY
 
 To identify the impact of advertising factors affecting the consumer behaviour for apparels
 Analysis on brand stands in your current market for apparels

REVIEW OF LITERATURE
Sunday C. Eze, Bello Adenike O. Bello (2016)
Buying Behaviour within The Clothing Industry” this paper aims at exploring the sociological 

Padmakshi Sharma (2017) the title of the paper “To study the consumers buying behavior 
towards clothing Retail Brands in Ahmedabad city” this study is used for understanding the 
consumer behavior concerning leading clothing brands. Consumers give importance to brands 

purchases. The purpose of the research is to investigate the youth in the city of Ahmedabad to 
understand if any factors affect their buying behavior for clothes.

Lakshminarayana.K, Sreenivas D L(2018) the title of the paper “A Study of Consumer Buying 
Behavior towards Branded Apparels in Selected cities of Karnataka” This research paper was 
undertaken with the objectives to study the socio economic characteristics of consumers who prefer 

apparels. To look more stylish they prefer branded apparels and branded apparels also representing 
the status of a person. Due to more durability, variety and quality and people prefer branded apparels.

METHODOLOGY OF STUDY
 SOURCE OF DATA: The present study is based on primary data which was collected 

using structured questionnaire
 SAMPLE SIZE: Hundred respondents belonging to undergraduates were selected and 

questionnaire were distributed with in Chennai city
 DATA COLLECTION: The data was collected using questionnaire directly from the 

respondents
 STATISTICAL TOOL: Simple percentage method is used to analyses the data using 

EXCEL and SPSS package
LIMITATIONS OF THE STUDY

 The study is restricted to college students only
 The study has been conducted with in Chennai city only
 The sample size is limited to 100 respondents only

ANALYSIS, FINDINGS AND DEMOGRAPHIC PROFILE OF THE RESPONDENTS
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Abstract
In this article, the researcher analyzed consumer attitudes towards buying organic milk in the city 
of Bengaluru by reviewing the literature of the previous research. A well-structured questionnaire 
was distributed among 208 respondents, using an online survey method via Google Forms to 

affect their willingness to buy organic milk. To validate the relationship between the variables, 
two tests, Pearson’s Correlation test and regression analysis are performed. The results of the 
research show that a healthy lifestyle is one of the key factors that drives consumers to continue 
to buy organic milk. There was a paradigm shift from the consumption of conventional milk to 
organic milk due to health aspects. 

Keywords : Willingness to purchase, consumers attitude , organic Milk, health concern, 
social platform.

INTRODUCTION:
Since the 1960s a drastic change in the increasing population and natural calamities has led to 
scarcity of food in India. The result of which, the Government imported food grains from other 
nations, this gained momentum towards the Green Revolution under the leadership of M.S 
.Swaminathan during the early stage in India. The movement of Green revolution from organic 
farming to hybrid farming replaced natural growth by chemical fertilizers. The effect of using 
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toxin foods lead to major health issues in today’s scenario. The pandemic situation has changed 
the mindsets of the consumers from conventional buying pattern to virtual buying pattern. 

The natural Organic Dairy products is one aspect considered in this study for consumers 
of organic milk considering the quality, taste, price and other supplement level for a healthy 
lifestyle.  The main reason of the study is to analyse  the effect of consumers’ commitment 
towards willingness to purchase organic milk through online sources. In this study an analysis 

are considered to show the effect of consumer willingness to purchase organic milk in the 
city of Bengaluru. Therefore few research questions were assumed to analyse the aim of the 
research study to understand the relationship between dependent and independent variables.

 What are the motivating factors that drives consumers to purchase organic milk?
 To study the relationship between environmental factor and willingness to buy.
 To study the relationship between health factor and willingness to buy
 
 To study  how the price affect the decision process.

LITERATURE REVIEW
There are nine factors namely Eco - names, health concern, Nature concern, branding, 

to purchase natural nourishment in Hyderabad and Secunderabad in their study conducted by 
(Dasari Pandurangarao, Dr.K Chiranjeevi , Prof D.Suryachandra Rao , 2017) 

Subjective norms and knowledge are the two factors that motivates the consumers to 
purchase organic food products in China, the study reveals both theoretical and practical factors 
to explore consumer purchase attitude with a conceptual model and resulted that it is highly 
motivated. (Shimiao Li  & Nor Siah Jaharuddin , 2020)

Organic milk class is one of the developing classes of natural meals, Organic milk purchasers 

better high satisfactory and environmental sustainability of natural farming methods. (ZhuLiu, 
Christopher, Kanterb, Kent Messer,  & Harry Kaiser, 2013).

Due to the growing function of natural merchandise and mainly natural milk with inside the 

milk as perceived with the aid of using the consumers. Furthermore the manufacturers want 
to apprehend the natural market place so one can make knowledgeable selection on growing 
natural production that could deliver excessive fees relative to traditional production (Zanoli  
Naspetti, 2002).

In addition, high income may be related to a high proportion of organic milk purchases, so 
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Abstract

challenges) in Chennai city.  How they adapted to digital transformation.  SMEs can`t able to 
cope with competitors digitally and competition will increase continuously day by day. In the 
study aims to i) Entrepreneur’s preferences on digital platform to promote their business.  ii) 

primary data collected 107 respondents from small and medium digitally.  Statistical tool i.e., 
Chi square, Garrett ranking techniques and convenience sampling has been used in the study.   
The study suggested that to improve network connectivity to meet competitors.  Findings of 

Conclusion of the study digitalized business it never end.

Keywords: Digital transformation, Business process, Enterprises management, student                                        
entrepreneurs. Rural enterprises

INTRODUCTION
Digitalization as evolved everywhere especially in the pandemic.  This research paper expressed 

Chennai city.  In the digitalized world monster enterprises can survived easily but SMEs have 
not yet experienced digitally and business switched the way of operating process, changes 
in revenue and production. SMEs plays a vital role in our country they provide enormorous 
employment opportunities even illiterate person can survive and improves individual economy 
growth in nation.  Digital transformation increased production and sales in enterprises.  Many 
entrepreneurs didn’t understand the meaning of digital transformation.  SMEs are convinced 
they will not be able to cope with digital transformation without assistance. Now, consumers 
are made purchasing, payment through online it indicates that company is undergoing a 
digitalization this transformation of business it never change.  Now they slowly learning to 
adapt digitalization because consumers are adapted to digital all things are going through digital.
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PROBLEMS ON SME:
COMPETITION:

in the pandemic they fell down and not able to manage independently on digitalized business.  
Consumers shift to other shop when digital facility is not available in shops.   Most entrepreneurs 
loosen their customers in physical market.

MANIPULATING COFFERS:

handling it takes much more time to do and its hard way but is chances to make errors it 
gives negative impact.  In digital transformations can get easy access and quick responses from 
retailer and manufacturers.  Able to develop business fast in digitaization.

PAYMENT:
In small business, consumers are not paying on time.  While they delaying for payment 

business.  They make payment digitally it reduces transportation cost and other expenses.  
Network is another issue while making payment. Entrepreneurs can have good network 
connectivity to make payment or other transaction.

BENEFITS ON SMES:
OPERATING PROCESS:

The entrepreneur won’t change their process, and its strategies to attract the consumers. Most 
of them shifted to digital.  Digital transformation is a chance of conversation between retailer 
and consumers. Consumers feel easy to access through digital it saves time and money.  In 
digital transformation operating process will easy when comparing between manual work to 
employees.

COST REDUCTION:
Online purchasing reduces cost when compared to direct shopping.  Consumers are purchasing 
and make payment digitally. In online shopping consumer feel quality and quantity of the 
product it remains same.  Its reduces transportation cost so, many would like to shop online.

AUDIENCE:

In digital business there are more audience and the possibilities of increase in sales and get 
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ABSTRACT

Virtual learning is a learning experience that enhances learning of students by using computer and internet facilities provided 
in the educational institutions. During the Covid-19 pandemic conditions millions of school and college students were forced 
to adopt virtual learning which gave rise to the concept of E-Learning. The virtual learning not only help the students but also 
help others to develop themselves by upgrading and adopting to new technology through online courses conducted by various 
educational institutions either free of cost or for a nominal cost. The present study aims to know whether the students have 
adopted virtual learning, to analysis the user-friendly approach of virtual learning process and to measure the performance 
of the students. Descriptive research designs have been used in this study. Data has been collected by using structured 
questionnaire and responses have been analyzed by using statistical tools such as percentage method and ranking method. It 
has been found that students are of the opinion that they are adaptable to virtual learning but the learning method which is 
most suitable is the Google Classroom method which is similar to physical classroom method and that it brings in clarity of 
lecture sessions.

Keywords: Virtual Learning, Covid-19 Pandemic condition, E-learning and online courses.

INTRODUCTION

Covid-19 Pandemic has affected the human life for more than 3 years. Due to the fear of spread of viral infection among the 
student community the government and the private schools and colleges preferred to be temporarily closed and adapt to the 
system of work from home. However, due to the shutdown of educational institutions, Face-to-face education or physical 
classroom method had become impossible to be conducted by schools, colleges and universities. This condition has had 
several negative impacts on the educational institutions. Since, the pandemic conditions have the protocol of maintaining 
social distance, wearing of masks and frequent cleaning of hands it was obviously understood that the protocol cannot be 
effectively implemented in educational institution due to the innocence of the students and the number of students in every 
institution. Hence, evolved the concept of virtual learning which became the most suitable system, for the prevailing Covid-19 
pandemic conditions. The Educational agencies thus, started developing the user-friendly approach of virtual learning in 
order to provide continuous education to the students even during this pandemic condition. Virtual learning thus, became 
an alternative method of learning which equipped the students and the faculty members to learn the new way and adapt to 
the new teaching learning system. Both the students and the faculty members experienced advantages and disadvantages in 
adapting to the virtual concept of learning.
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FACTORS INFLUENCING STUDENTS DURING VIRTUAL LEARNING:

During pandemic, the student’s mindset has been changes into small circle where, a child can’t divert into physical activities 
and this may lead to a health, mental or physical issues in future. Educators and Parents can help their students to switch their 
minds from virtual education to move out of the classroom and make them actively engage in other activities also. They are 
as follows:

 During virtual learning, Students must be organized, self-motivated, and have a high level of time management to 
participate in an online program to make virtual learning more effective.

 Teachers should keep their virtual lessons schedules, notes clearly, engaging, and interactive so that the students can 
concentrate on the lessons though by the educator.

 Students’ commitment to time is often misinterpreted as courses require limited time and effort than traditional 
courses.

 Students who attend classes through online can make them to participate in internal class discussions and complete 
assignments, essays, and projects.

BENEFITS OF VIRTUAL LEARNING:

 PLANNING: Educators / Teachers can plan their lesson plans effectively not only be handouts but also through 
PDF, Educational Videos, Podcasting, online resources, etc., there are number of tools can be used to educate their 
students smartly.

 EASE OF ACCESS: through virtual learning as 
students can attend their classes from any location of their choice. It allows schools to reach out to a more extensive 
network of students, instead of being restricted by geographical boundaries. Additionally, virtual lectures can be 
recorded, archived, and shared for future reference. This allows students to access the learning material at any time 
of their comfort.

 USER-FRIENDLY: As students are learning through virtual there is no need of spending their cash for travelling 
expenses rather than they can send in recharging, Fee for Educator, etc., this may be an effective way of spending 

themselves rather that they can save energy in learning effectively.

 IMMEDIATE FEEDBACK: Educators can get immediate feedback from their students and students can also 
clarify their doubt immediately as educators will pay special attention to their students individually. This is one of the 
most effective advantages for both Educators as well as for the students.

REVIEW OF LITERATURE

 Dung, D. T. H. (2020) in a study on “The advantages and disadvantages of virtual learning”. This article aims 
to look at the advantages and disadvantages of virtual learning experienced by the faculty and the student. The study 
took place at the Department of English Languages of Hong Bang International University based on the survey with 
205 students and 16 lecturers. The article found that, deriving as a contingent solution to provide the instruction to 
students during the pandemic time; virtual courses have been recognized by more than 82% participants for their 
positive impacts on the student’s learning experience. The study concluded with some conclusion that two most 
critical issues that raise concerns are digital division and the lack of social skills among students in virtual learning 
environment.























Page|[121]

SHODHSAMHITA : JOURNAL OF FUNDAMENTAL & COMPARATIVE RESEARCH 
VOL. VIII, NO. 1(XIV) : 2022 
ISSN: 2277-7067

Journal of Kavikulaguru Kalidas Sanskrit University, Ramtek

THE SWITCH OVER FROM HOMEMAKERS  
TO HOMEPRENEURS ACROSS DIGITAL WORLD:  

A PANDEMIC BOON

V. Sharmila, Ph.D. Research Scholar, PG & Research Department of Commerce,  
Anna Adarsh College for Women, Anna Nagar, Chennai – 40. 

sharmilavenkat1997@gmail.com 

Dr. B. Sudha, Associate Professor & Head, PG & Research Department of Commerce,  
Anna Adarsh College for Women, Anna Nagar, Chennai – 40.  

sudha62@hotmail.com

Abstract

Revolution of digital commercial space across social media and ecommerce platform as a new business design during and 
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ABSTRACT

E- Recruitment or online recruitment is the process of recruiting personnel through online that helped the organizations 
to reach large number of workforce and to identify the skilled personnel easily with the use of technology and web based 
resources Lakshmi S.L (2013). After Covid 19 many companies are streamlining their recruitment and selection process by 
including technology like video-conferencing, mobile applications, chat bots, internet and computer-based assessments etc 
to improve their recruitment process by which candidates can be matched with live vacancies. Several studies shows that 
recruiters and companies are increasingly using online social networking to attract and screen candidates as part of the hiring 
process Ollington Nickolas et al. (2013). The study shows that e-recruitment with the help of technology have enhanced the 
organizations to make their recruitment process more easy and effective and at the same time save their valuable time and 

Keywords: 

INTRODUCTION

E- Recruitment or online recruitment is the process of recruiting personnel through online that helped the organizations 
to reach large number of workforce and to identify the skilled personnel easily with the use of technology and web based 
resources Lakshmi S.L (2013). Companies are using their own websites and use social media as a platform to advertise their 
vacancies to public to attract and select the candidates Kammari Vishwa Vani (2019). The main aim of using technology 
in the recruitment process is to reduce the time taken for manual work so that the recruiters can invest their time in more 
valuable, productive and strategic work of the organization Poornima Sehrawat, Bornali Brahma (2018). Several studies 
shows that recruiters and companies are increasingly using online social networking to attract and screen candidates as part 
of the hiring process Ollington Nickolas et al. (2013).

OBJECTIVE OF THE STUDY

1. To examine the various study on E-Recruitment
2. 

DEFINITION

According to Galanaki (2002)
or commercial recruiting websites, electronic advertisements on other websites, or an arbitrary combination of these 
channels including optional methods such as remote interviews and assessments, smart online search agents or interactive 
communication tools between recruiter and applicant.

REVIEW OF LITERATURE

Dhamija (2012) expressed that “e-recruiting revolutionized the complete recruiting process”. And the Internet is “acting as a 

work methods, they have created new work tasks for the recruiter.
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ABSTRACT:

Big data is a term that describes the large volume of data – both structured and unstructured – that inundates a business 
on a day-to-day basis. But it’s not the amount of data that’s important. It’s what organizations do with the data that 
matters. Big data can be analyzed for insights that lead to better decisions and strategic business moves. Big data holds 
a wealth of customer insights that a business can use to retain its customers. Harnessing the data that has been gathered 
and using it wisely can drive better customer service across the organization no matter the size of the company. Using 
big data, one can respond to customers faster and offer personalized support at scale. It aims at enhancing customer 
service teams’ ability to wow and support real-time customization. Big data also aids in quickly identifying new and 

better customer service allows the company to improve customer loyalty and retention which results in more sales and 
better business.

Keywords: Big Data, Customer Acquisition, Customer Retention, Customer Analytics and Customer Retention 
Analytics.

INTRODUCTION: 

Big Data

traditional methods. The act of accessing and storing large amounts of information for analytics has been around a long 
time.

Importance of Big Data

The importance of big data doesn’t revolve around how much data we have, but what we do with it. One can take 

includes traditional, structured data along with unstructured and semi structured data:

 Set a big data strategy.

 Identify big data sources.

 Access, manage and store the data.

 Analyze the data.

 Make data-driven decisions.

Customer Retention
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Abstract

The Coronavirus has affected in India 2020, has started to spread among people. The Ministry of health and Family welfare 
of India has raised awareness about Covid-19 outbreak among people and to take necessary actions to control the spread of 
virus. Government has decided to implement national wide lockdown to avoid spread of covid-19 among people. Work from 

to work it is also known as Remote work, distance working. Many companies have decided to shift their work culture from 
traditional to work from home culture. Due to transformation of work culture this leads to various issues like Communication 
between employees and employer is harder when working from home, while working lonely from home it may leads Lose 
of motivation among employees and Poor internet connection or power cut can cause frustration for the employees. HR 
challenges due to the covid-19 are Hiring the right person while selecting through virtual mode, HR has to responded mental 
health and wellbeing of the workers and Employee communication is major challenges while working remotely without 

comfort of working as a team.  The main of the research paper is to study and analyse issues faced by the employees while 
working from and to understand the measure take by the company to solve the issues in the work from home and study the 
challenges faced by HR during covid-19 pandemic. Sampling technique is convenient sampling and the respondent are from 
Chennai city. The survey is done through ‘Google Forms’. 

Keywords- Work from home, Covid-19 pandemic, Employees and Employers, IT sectors  

INTRODUCTION

Covid-19 pandemic has started to spread worldwide were government has imposed lockdown to break the chain of covid-19. 
Government also restricted for mass gathering at a place and maintain social distancing among people. Due to this work 

among employees and they have also provided Desktops, Laptops and Wi-Fi connection to the employees to do their work 
at home and most of the important meeting are conducted at Zoom platforms, Google meet & Skype. Being Working from 

manage both professional Work as well as personal works where they can also spend more time with their family & friends. 
Working from home is more comfortable and convenient to work for lots of people were employee can save time as they 
need not travel for long distance and they feel happier and more engaged to work this results in less sickness absences and 

greater success to the organisation but Sometimes employee feels stress and depressed during work from home and Lack of 
motivation and burnout. HR plays every important role and also face lots of challenges due to work form home culture like 
Virtual Recruitment process, keeping your workforce engaged remotely, Employee training programs and motivating the 
employee whenever they feel less motivated. 
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ADVANTAGE OF WORK FROM HOME CULTURE- 

 

  WORK LIFE BALANCE- While working at home they can maintain proper work life balance were employee can 

 
being at home they can prepare food. 

 
they can start and complete their work at any time in a day, it also helps to reduces absenteeism 

DISADVANTAGE OF WORK FROM CULTURE- 

  ISOLATED AND LONELY- Employee working from home were their will be less communication and interaction 
with employees and employers and also make them to feel isolated and disconnected from their organisation or 

  CONNECTIVITY ISSUE- Main disadvantage of work from home culture is connectivity issues were employees 
might have unreliable Wi-Fi signal it leads to trouble in sending mails, attending video conference and poor internet 
quality virtual meetings. 

  MORE DISTRACTIONS- Working from home can help to boost the productivity. But certain factors lead to 
distractions like family, friends or neighbor’s noise will not allow you to concentrate and makes the individual to get 
distracted from work. 

CHALLENGES OF HR DURING WORK FROM HOME IN COVID-19- 

  HIRING OF EMPLOYEES- During covid-19 hiring of employees become major issues while organisation has to 
conduct aptitude test or interview at virtually and selected the best employees for the organisation

  EMPLOYEE COMMUNICATION- There is lack of communication between employees as they are working 

 

issues. 

  MANAGING REMOTE WORK- HR is managing very hard to build strategies to overcome every challenges and 
struggles. Due to covid-19 to avoid spread most of the IT sectors has implemented working from home culture were 

well laptops. HR is organisation is trying to solve these problems. 

STATEMENT OF PROBLEM- 

Covid-19 has affected worldwide as most of the company were forced to shut down due to national wide lockdown implement 
by Government of India were people have slowly started to adapt work from home culture. Employees have started using 
and aware of new technologies like Zoom meeting, Google meet and Skype to conduct meeting. Through they are advantage 
in work from home culture there is also disadvantage were many employees are struggling in internet issues and some may 
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ABSTRACT 
 Artificial Intelligence Technology has widely developed to help both social Productivity and 
Economic Growth. Artificial Intelligence Provides technical assistance for modern marketing, 
its improved marketing efficiency and effectively with reduced marketing cost. The 
Advancement of Artificial Intelligence technology was not only changed the activities in 
Marketing, but also attract consumers more effectively. It can accurately identify customers’ 
needs and wants. It can help to provide a good relationship between marketers and customers. 

 
KEYWORDS: Artificial Intelligence, Modern Marketing. 

 
INTRODUCTION: The evolution of big data and advanced analytic solutions have made it 
possible for marketers to build a clearer picture of their target audiences. Using data and 
customer profiles, AI tools learn how to communicate with your customers, and deliver 
personalized messaging at the right time without the need for human intervention or assistance 
from marketing team membersArtificial intelligence marketing is a method of leveraging 
customer data and AI concepts like machine learning to anticipate your customer’s next move 
and improve the customer journey. Armed with big data insights, digital marketers can greatly 
boost their campaigns’ performance and ROI, all of which can be achieved with essentially no 
extra effort on the marketer’s part. Artificial intelligence marketing solutions offer ways to 
bridge the gap between data science and execution. The process of sifting through and 
analysing huge dumps of data was once an insurmountable process and is now not only 
feasible, but it’s actually easy. 

 
Big Data:Big data is a pretty straightforward concept. It refers to a marketer’s ability to 
aggregate and segment large sets of data with minimal manual work. Marketing teams can then 
use this data to ensure the right message is being delivered to the right person at the right time, 
via their channel of choice. 

 
Machine Learning:Machine learning platforms come in handy when marketers try to make 
sense of this huge data repository. They can help identify trends or common occurrences and 
effectively predict common insights, responses, and reactions so marketers can understand the 
root cause and likelihood of certain actions repeating. 

 
Powerful Solutions:Artificial intelligence marketing solutions truly understand the world in 
the same way a human would. This means that the platforms can identify insightful concepts 
and themes across huge data sets, incredibly fast. AI solutions also interpret emotion and 
communication like a human, which makes these platforms able to understand open form 
content like social media, natural language, and email responses. 
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BENEFITS OF AI IN MARKETING: 
 

 Increased speed of decision-making, especially in response to new data being available or 
competitive threats emerging, allowing companies to capture the benefits of stronger market 
positions earlier. 

 
 Identification of missing data. 

 
 Increased rationality, particularly via removal or reduction of cognitive bias by decision- 

makers. 
 

 Creation of a common basis for decision-making. 
 

 Incorporation of learning from experience. 
 

 Higher quality management of marketing projects 
 

OBJECTIVES OF THE STUDY: 
 

 To Study the Concept of Artificial Intelligence with reference to Modern Marketing. 
 To Study the Key areas for the Evolution of Artificial Intelligence in Modern 

Marketing. 
 To explore the Challenges in the development of AI in Modern Marketing. 

 
RESEARCH METHODOLOGY: This is a conceptual paper that studies the concept of 
Artificial Intelligence in Modern Marketing it explain the key for the development of AI with 
Marketing and also it explore the challenges in the development of Modern Marketing. 

 
REVIEW OF LITERATURE:Freeman, (1989) Technology is defined as the integration of 
systems with concrete computational abilities, functioning through a web of hardware and 
software alignments towards achieving desired solutions. Further technology can be stated as 
the application of science in promoting ease of performance at organizations level and 
dominance at competitive platforms. 

 
Karban, (2015).Learning is the incorporation of instructions, guidelines or reinforcement into 

thought processes, actions and can be reflected as natural or guided behaviour. The ability to 
learn is being possessed by humans, animals, machines and even in some proven cases plants. 

 
Hurwitz, Nugent, & Halper, (2013) Accordingly organization departments and processes 
presently are generating huge volumes of data which is referred to as Big Data. As business 
processes are growing more wide and complex and organizational-friendly technology 
becoming ingrained into the mainstream operations. 
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The nationwide lockdown of Phase-1 in India was started from March 25 to April 14, 2020 and Phase-2 from April 15 to May 
3, 2020 with severe restrictions on public activities in India. Utilizing the particulate matter PM10 and PM2.5 data recorded during 
this adverse time, the present study is undertaken to assess the impact of phase 1 and 2 lockdown on the air quality of Perungudi, 
Chennai, India. The data obtained from the Tamil Nadu Pollution Control Board was assessed for lockdown phase. We compared 
particulate matter data for the unlock phase with a coinciding period in March 2020 to determine the changes in pollutant 
concentrations during the lockdown period of April 2020. The descriptive analysis of PM continuous data was performed to 
determine the mean, standard deviation, variance, skew and kurtosis to identify the nature of data. Correlogram analysis gives 
the information that the data under study has non-stationary behaviour and not random. Along with this linear regression analysis 
were performed to determine the relationship and trend for the data. The results revealed decreasing trend in the concentrations 
(PM10, PM2.5). 
 2021 Elsevier Ltd. All rights reserved. 
Selection and peer-review under responsibility of the scientific committee of the International Conference on Integration of 
Advanced Technologies for Industry 4.0 : Materials Science. 

1. Introduction 

The first lockdown imposed on India which was Phase-1 started from March 
25 to April 14, 2020, with severe restrictions on all public activities. The Phase-
2 lockdown lasted for 19 days from April 15th to May 3rd 2020. During this 
period various parts of the cities were color-coded into green, orange, and red 
zones depending on the number of COVID-19 positive cases. The red zones 
were marked as drastic increasing cases and had total lockdown, orange zones 
had moderately increasing cases were provided with partial lockdown having 
some relaxations and the green zone which had low positive cases had least 
restrictions among all of them. 

The vital air pollutants in cities and industries are NO2, SO2, PM10 which are 
responsible for cardiovascular and respiratory diseases [1,2]. The main sources 
of these pollutants are vehicular exhaust, road dust, and mainly metal 
processing industries [3,4]. The Ministry of Earth, Forest, and Climate change 
(MoEFC) under its National Clean Air Programme (NCAP) launched a five-
year action plan in 2019 to reduce by 30% the nationwide 

concentration of particulate matter [5]. Due to the mandatory lockdown 
imposed across the country, 88 Indian cities have observed a drastic reduction 
in air pollution. The rapid industrial growth is one of the main reasons for the 
release of different gaseous emissions and particulate matter (PM10, PM2.5). The 
various harmful air pollutants are being emitted into the environment by human 
activities as primary pollutants which in turn lead to the formation of secondary 
pollutants by their chemical reactions in the atmosphere. A drop of 43% and 
31% in PM10 and PM2.5 concentration during the lockdown period and past 4-
year values for different regions of India has also been reported [6]. India, 
bonded their regular presence in the list of top 20 polluted cities of the world 
[7–9]. Continuous degradation of air quality in some of the Indian metropolitan 
cities like New Delhi, Mumbai, Kolkata and Chennai that often exceed the 
standards set by WHO and Central Pollution Control Board 
(CPCB). 

The prominent air quality improvement was noticed from the reduction in 
Particulate Matter, NO2, SO2 and CO, during the COVID-19 lockdown period 
was observed in the Hangzhou megac- 
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In order to study the spatial and temporal material components of pollution data of a urban city of Chennai, particulate component 
PM10 is analysed using Hurst and Lyapunov exponents to identify the nature of trend and existence of chaos. PM10 particles 
are produced both naturally and by human activities. The rise of urban lifestyle has contributed to a greater extent the exponential 
increase in the pollution and hence PM10 concentration also. Hence there is a urgent need to study the particles. In this paper 
PM10 data recorded in two monitoring stations Anna Nagar and Kilpauk located in the residential and commercial area of 
Chennai during the year 2013 is chosen to be the study area. The Hurst exponent values obtained by using rescaled range analysis 
method are 0.6693 and 0.5768 for PM10 Anna Nagar and Kilpauk respectively. It is observed from Hurst values that the area 
under study is predictable and has a particular trend and not random as it confirms persistent behaviour. A chaotic indicator 
namely Maximum Lyapunov Exponent method is used in this research, to examine if there is any existence of chaotic behavior 
in PM10 time series data. The maximum Lyapunov exponent values obtained are 3.0820 for Anna Nagar and 2.9019 for Kilpauk 
area. The significant positive Lyapunov exponent obtained is an indication that the PM10 concentrations is very sensitive to 
initial conditions and there is the presence of chaotic behavior in the PM10 time series data. 
Copyright  2021 Elsevier Ltd. All rights reserved. 
Selection and peer-review under responsibility of the scientific committee of the International Conference on Integration of 
Advanced Technologies for Industry 4.0 : Materials Science. 

1. Introduction 

Atmosphere constitutes of various components such as PM10, PM2.5, NO2 
and SO4 ground ozone and lead, not to forget to mention the water vapour 
which plays a key role in the climate of a region. There are other dynamical 
factors which is more significant in affecting climate. The topic under study is 
PM10 is one dimensional but its outcome are both affecting climate and health. 
Our roads are immensely crowded with vehicles and are constant emitters of 
pollutants due to rapid urbanization. Unfortunately, we are exposed to them 
everyday. PM10 describes inhaling particles, with diameters that are generally 
10 mm and small. Particulate matter or aerosols are particles of solid or liquid 
phase dispersed in the atmosphere [1]. 

The presence of air pollution depends on the characteristics of the study 
area. The contaminant levels differ in urbanized and industrialized areas, 

and in less urbanized, or agricultural areas [2–4]. Generally, a higher 
concentration of NO and CO in the air can be related directly with an increase 
in traffic intensity. While the occurrence of PM10, SO2 and CO in a residential 
area is usually related with the impact of individual home’s fuel combustion. 
The levels of air quality varies depending on the characteristics of the region 
[3–5]. Generally, the air pollution range is lower at rural sites, and higher in 
large cities [2,6–7]. This is due to the air quality is highly affected by emission 
sources of air pollution [8–10]. It is assumed that the occurrence of particular 
pollutants in the air may show the activity of selected types of emission sources 
[11– 
13]. 

Raga and Le Moine have focussed nonlinear tool on air quality data NO, 
CO, SO2 and O3 [14]. According to Lorenz nonlinearity is innate to 
atmospheric systems [15]. In the decade of the 800s, 
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ABSTRACT 

The Coronavirus (COVID-19) is put Professionals, Educationist, Entrepreneurs, Homemakers, 
and others across the world in an exceptional and hectic circumstance to make them indecisive and also 
working under extreme pressure which enforced drastic changes in their everyday living including 
financial and health impacts. Although the second wave is more complicated when compared to the first 
stage but the financial needs are somewhat fulfilled in people due to some relaxation by the government. 
The changes in lifestyle creates their everyday routine make them bizarre which creates psychological 
variants in them. This proposed work is focused on psychological distress among various age groups 
struggling during this pandemic and changes in themselves. We have prepared an online survey with the 
questionnaire and distributed in various people to measure their depression, stress, anxiety, sleep 
disruptions, sadness, tiredness, calmness, happiness, optimism, and gratitude. We could see there are no 
affirmative thoughts of the people especially those whose relative affected with the virus and the current 
situation in and around them. This study is helpful to discriminate the psychological distress in different 
age group, the ways to coping it and to maintain health positively. 
Keywords: COVID-19, pandemic, measure, psychological distress. 
 
I. INTRODUCTION 

The Novel coronavirus has impacted globally from 2020. The measure of pandemic especially in 
the second wave not only loss of many people but also the socio economic impacts in huge people. The 
people may manifest the feelings of depression, fear, stress etc. especially who are in self-isolation and 
quarantine [1]. In India, similar to other countries, lock down are imposed and also the cancellation of 
mass gatherings, travel ban and social distancing for the essentials. These changes in work practices 
have dramatically affected the people to worsen the psychological and emotional well beings. In contrast 
some people turned up the physical activities to combat with the virus. However, some has been 
expressed risk of respiratory illness, which has imposed in high intensity exercise due to the low 
potential immune system.  

There are recent studies from China which reported huge level of psychological distress during 
the initial stages of the pandemic [2] [3]; however, health and psychological behaviors remains unclear 
due to different waves of the pandemic. A thorough examination of health behaviors during different 
stages of the Covid-19 pandemic may help and promote positive behaviors and guard against the 
worsening further to the community well-being. With the positive association between increased 
physical activity and mental health outcomes and inverse association between sedentary behavior and 
mental health outcomes [4]. The proposed study aims to examine the psychological distress between 
different age groups including stress, anxiety, sleep disruptions, sadness, tiredness, calmness, happiness, 
optimism, and gratitude. 

The Covid-19 pandemic may have substantial negative impacts on sleep [5] because of the 
combined effect in lifestyle changes; quarantine to the home through government restrictions in travel 
and raised depression, anxiety and stress associated with the current Covid-19 situation. This manifest 
the most affected health care workers, who may be required to work for longer shift in highly depressive 
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environments [6, 7].  The sleep quality may get reduced which is associated with the depression, stress 
and anxiety [8]. Sleep is the factor which strengthens immunity [9], hence less sleep subsequently 
induces stress, may increase vulnerability to infection, or conciliating recovery in the case of infection 
[10]. 
 
II Methods and Implementation 
 An online survey method along with the socio-demographic variables which covers anxiety, 
stress, sleep disruptions, sadness, tiredness, calmness etc. are conducted with the questionnaire. The 
survey links shared with the social media, various professional and social groups and requested them to 
share with their known groups, links and contacts for a month (May 2021). The Covid-19 Pandemic 
Mental Health Questionnaire (CoPaQ) introducing a comprehensive measure of the psycho social 
impact of the current coronavirus crisis which has been used to design as a screening for all psycho 
factors. Based on the total score of an individual in different age groups between 16 years and over, 
psycho factors are categorized as none, moderate and severe. During the data collection the people were 
in partial lockdown, travel restrictions and of significant social distancing. 
 Psychological distress was assessed using the well-established 10- items Depression, Stress, 
Anxiety, Sleep disruption etc. The paper only reports on measures included in the survey associated with 
the study aim and also the participants were general people, educationist, professionals and students. 
Ten items for each were scored on a 4-point scale ranging from 0 (Not at all) to 4 (very much). Scores of 
each item were summed with valid scores. 
 Sleep was assessed such as a) Difficulty falling asleep <30 minutes b) Difficulty sleeping 
through night c) Early morning awakening d) Fearful dreams / Nightmare about the Covid-19 
pandemic which includes five responses ranging from 0-4 as not at all to very much to measure the 
sleep quality. Among all the factors stress and tiredness were gotten more score between the people. 
 
III Result and Discussions 
 There were 537 responses within a month of the survey from the people of Tamil Nadu. Most 
of the people were females aged between 20 and over, educationist, professionals, college students 
and middle socio economic status and the samples were given in the table.1. Propositions of the 
respondents having Stress, Anxiety and other psycho factors which are given in table.2 

Sample 
Characteristics Categories Male % Female % Total % 

Age Categories 

16-20 0.3 0.9 1.2 
21-40 12.5 53.3 65.8 
41-60 12.4 18.8 31.2 
61 and above 0.8 1.0 1.8 

Education 

School 0.2 0.5 0.7 
College 2.4 8.4 10.8 
University 15.2 20.3 35.5 
Professional 18.2 34.8 53.0 

Economic Status 

Poor 15.2 12.4 27.6 
Lower Middle 32.4 29.9 62.3 
Upper Middle 5.2 3.5 8.7 
Upper 1.1 0.3 1.4 

Occupation 
Student 10.2 30.5 40.7 
Professional 11.3 15.5 26.8 
Educationist 8.2 15.3 23.5 
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ABSTRACT 
           The purpose of this study was to analysis on health related fitness components among inter-
collegiate football (FB), basketball (BB), and volleyball (VB) players. To achieve the purpose of these 
study 30 women players who had participated in the intercollegiate tournaments were selected 
randomly from each category of FB, BB, and VB players from affiliated colleges in University of 
Madras (UNOM), Chennai, were selected.  The players' age ranged between 18 and 24 years. The data 
were collected for selected criterion variables such as cardio-respiratory endurance (CRE) and 
flexibility (FX).  The collected data were analyzed by using One Way ANOVA, further Scheffe’s Post-
hoc test was used to determine the paired mean differences. In all the cases the level of significance 
was fixed at 0.05. The result of the study proved that there was a significant difference among FB, BB 
& VB players on CRE & FX, and FB Players were better in (CRE) and (FX) than the BB & VB 
players.  
Keywords: Football (FB), Basketball (BB), Volleyball (VB), Cardio-Respiratory Endurance (CRE) 
and Flexibility (FX) 
 
INTRODUCTION  

Sports and games in currently have taken a definite shape in assessment with the immature and 
unscientific plays of ancient times. Today sports are becoming professional; players are earning a lot 
through games and sports. Sports in recent times are mainly competitive in nature through their 
procreative values and that cannot be underestimated or denied. Despite the fighting attitude between 
the competitors, sports bring many nations closer and establish brotherhood and friendship between 
the people of different countries (Karthi & Krishnakanthan, 2012).  

The Success of team sports requires psychological and physical well-being in addition to 
precise motor skills, tactical qualities, playing style, seasonal period, and individual and team 
motivation. Of the determinants of acting sports performance, physical fitness may be the most 
important. Physical fitness is defined as the capacity to perform a daily activity with vitality and 
sharpness, without undue fatigue while being able to appreciate recreation time interests and to meet 
unpredicted emergencies.  

It is the combination of health and skill-related aspects of physical fitness which is imperative 
in shaping individuals in sports or games. Basketball and football are two competitive sports, both of 
which demand a high degree of physical fitness from their players for easy and ancient execution of 
technical and tactical skills mastered by the players. Fitness components related to health are body 
composition, cardio-respiratory fitness, flexibility, muscle strength, and muscular endurance. The 
motor potential to carry out the physical activity with regard to speed, agility, power, balance, 
coordination, and reaction time is described by skill-related physical fitness. 

Female athletes are expected to be fit, lean, and competitive in their sport. They also have 
pressures in today’s society, which places a high emphasis on body image and thinness. Physical 
fitness is typically defined with a focus on two goals: performance and health. Health-related physical 
fitness can be defined as the ability of a person to perform daily activities with vigor and by traits and 
capacities that are associated with a low risk for the development of chronic diseases and the prevention 
of premature death. Health-related components are very essential for the athlete’s performance. The 
components of fitness each work together to contribute to the ability of the body to handle physical 
demands. The more efficient the body functions, the higher the level of fitness. Optimal fitness is a 
combination of lifestyle, nutrition, and habits, but it cannot be reached without an appropriate level of 
physical activity. Optimum physical performance is a combination of all the components of fitness; 
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depending on the specific demands of the sport or activity. Some components will require more 
attention than others, but each should be present as a part of an integrated training program (Davidson, 
et al. 2009). 

 
METHOD 

To achieve the purpose of this study ninety (N=90) players who have experienced and 
participating intercollegiate level to UNOM were selected from the category of VB (n=30), BB (n=30) 
& FB (n=30) were selected as a subject by using purposive sampling method. The age of the subjects 
were ranged from 18 to 24 years. All the tests were administered on each player individually with the 
help of standard scientific instruments. 

TABLE – I : CRITERION MEASURES 
S. No Health Related Fitness Components Variables Criterion Measure 

1 Cardio-respiratory endurance 12 Min run & walk 

2 Flexibility Sit & Reach test 

 
STATISTICAL ANALYSIS 

The collected data were analyzed by using One Way ANOVA for find out the significance in 
differences on selected health related fitness components variables. If find any differences in paired 
means the Scheffe’s Post-hoc test used. In all the cases the level of significance was fixed 0.05. 

TABLE –II : RESULTS OF ANALYSIS OF COVARIANCE ON CRE OF FB, BB AND VB 
PLAYERS (Scores in Meters) 

 Means Values of Players of SV SS df MS F FB BB VB 

Means 2448.83 2289.00 2179.70 
B 1099259.36 2 549629.67 

14.76* W 64045528.47 87 73615.27 

Table F-ratio at 0.05 level of confidence for 2 and 87 (df) =3.10 . 
* Significant at 0.05 level of confidence. 
The above table explains the mean values of CRE for FB players were 2448.83, VB players 

were 2289.00 and BB players were 2179.70. The differences were subjected to statistical analysis and 
it was found that the obtained F value 14.76 was greater than the required F value of 3.10 to be 
significant at 0.05 levels. Hence, it was found that there were significant differences between the 
groups tested. 
           Since significant differences were obtained the data were further subjected to statistical 
treatment using Scheffe’s confidence interval and the results are presented in Table- III 

Table – III : SCHEFFE’S CONFIDENCE INTERVAL TEST SCORES ON CRE 
MEANS CI Value FB BB VB MD 

2448.83 2289.00 - 159.83* 
88.29 2448.83 - 2179.70 269.13* 

- 2289.00 2179.70 109.30* 
 * Significant at 0.05 level of confidence. 

The mean differences between FB and BB players (159.833), FB and VB players (269.133), 
BB and VB players (109.300) were greater than the required value of 88.29, hence it was found 
significant at 0.05 levels. 

The mean values presented in Table - II were presented through a bar diagram in Figure I for 
a better understanding of the results 
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