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The present status of research in theﬁe[d of academics in India is not very promis-
ing and the veason_for this could be lack offaci[ities and amenities, the mindset o_f
the researchers and the research culture in the institutions which is not very moti-
vating. But this scenario is gradua“y changing, thanks to the government policies,
National Education Policy 2020 and the (ncreasing number of

autonomous institutions in the country.

We as an institution do not want to [ag behind in this very important area of
academics. 1 strongly fee[ that 'Efan institution takes sujﬁcient eﬁ‘orts to nurture
the qua[ity requivedfor research and to deve[op a positive mindset towards
research, the research horizon of the institution will sw'e[y broaden. To motivate
the students in this initiative o_f ours, we attempted to take our students' research
compendium to the next level. Last year we initiated this compendium as just an
in-house research compi[ation, this year we extended our eﬂorts by getting the
research work of our students reviewedﬁom the Subject experts. We wish to

take an extra mile every year in the similar manner.
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ABSTRACT

The study was titled “The Effect of Grit on Academic Procrastination among UPSC Aspirants”.
When we dig deep into the nature of this examination, we realize that the UPSC aspirants are
either expected to show or tend to show positive as well as some negative behavioral traits like
procrastination. Grit is passion and sustained persistence applied toward long-term achievement,
with no particular concern for rewards or recognition, whereas Procrastination is the pervasive
pathological delay where we put off despite the negative consequences. Perhaps the most
common type of procrastination is academic procrastination. It is a tendency to put off or delays
in learning activities and behaviors. This study was an attempt to gather better insight into the
personalities and tendencies of the UPSC aspirants and to see whether these two variables have
an impact on one another. The aim was to study the effect of Grit on Academic Procrastination
among UPSC aspirants. T-test was used to check the statistical significance of data. Population
for the study was 41 UPSC aspirants and age range was 18 to 30 years. Results have supported
the hypotheses and suggest that higher grit leads to lower Procrastination Therefore, the data was
in line with the hypotheses.

KEY WORDS: Grit, Procrastination, UPSC.




In-Quest: Students’ Research Compendium

INTRODUCTION

According to Duckworth, grit is passion and sustained persistence applied toward long-term
achievement, with no particular concern for rewards or recognition along the way. It combines
resilience, ambition, and self-control in the pursuit of goals that take months, years, or even
decades (Fessler, L., 2019). Research indicates that the ability to be gritty i.e., to stick with
things that are important to you and bounce back from failure is an essential component of
success (Feldman, 2017). Grit is a personality trait possessed by individuals who demonstrate
passion and perseverance toward a goal despite being confronted by significant obstacles and
distractions. (Kollar, et al., 2019).

Procrastination is a pervasive and pathological delay, where we put off despite expecting to be
worse off. It is associated with other forms of self-regulatory failure, rooted in our neurobiology,
but can get worse by environmental features (Steel & Klingsieck, 2015). Academic
Procrastination in particular, is a delay in tasks or activities related to learning and studying.
Academic procrastination is a tendency to put off or delays in learning activities. Academic
procrastination occurs when students postpone completion of activities, projects, and

assignments unnecessarily (Moonaghi, H. K., Beydokhti, T. B., 2017).

Grit is putting effort for a goal even when any fruitful outcome cannot be expected.
Procrastination is our tendency to delay work even when we know that the outcome will be

negative. By the face value, grit contradicts the variable of procrastination.

1.1 Research Question

1. Is there a difference in the level of Procrastination in UPSC aspirants who have high grit as

compared to those who have low grit?
1.2 Aim

Aim-The aim of this study is to examine the effect of Grit on Procrastination among UPSC

aspirants.

Objective- To study the difference in procrastination in UPSC aspirants with high grit and with

low grit.
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REVIEW OF LITERATURE

2.1 Grit & Procrastination

Studies suggest that there is a positive relationship between grit and procrastination. Similar
research has been done in the field. Some of them have been mentioned in the review of

literature.

A study done by Wejkum (2018), ‘Procrastination, grit and self-efficacy for self-regulation: A
correlation study in a student sample’ consisted of a convenience sample consisting in total of
227 undergraduate students. Both parametric and non-parametric one tailed correlation tests were
run. As predicted both measures of procrastination were negatively correlated with grit as well as
with self-efficacy for self-regulation. All the correlations were significant at p=<.01, with strong

effect sizes (r>.5) according to Cohen's guidelines.

‘Investigating grit and its relations with college students’ self-regulated learning and academic
achievement’ was one of the studies which made an attempt to study the relationship between
grit and procrastination. This study was done by Wolters & Hussain (2014). Sample used in the
above study was 213 participants from a large and diverse public university. Regression analysis
was used to analyze the obtained data. The findings were the first to show that grittier students
may be less likely to procrastinate. This connection was consistent with the understanding that

grit is a protective factor that may inhibit behaviors that disrupt effective academic functioning.

METHOD
3.1 Research Hypothesis
Alternate Hypothesis

1. There is a significant difference in the level of procrastination of the individual scoring
high on grit as compared to individuals scoring low on grit.

3.2 Participants

Targeted population decided for this study was UPSC aspirants of age group 20-32 years. The

data was collected by approaching each participant individually.



In-Quest: Students’ Research Compendium

3.2.1 Inclusion criteria:

1. Participants from only UPSC examinations were included in the study

2. Age range of the participants was kept limited to 18-32 years chronologically.

3. Participants from all the socio-economic backgrounds were included in the study.
4. Participants from both the genders were included in the study.

3.2.2 Sample and sampling method

UPSC aspirants were included as participants in the study. Purposive sampling method was used
to select the participants for the study.

3.3 Variables under study

Independent variables: 1) Grit

Dependent variables: 1) procrastination

3.3.1 Operational definition of the variables

e Independent Variable
Grit was operationally defined by the scores on Short Grit Scale. This variable was further
divided into two levels i.e., high grit and low grit. These levels were decided based on the

median split performed on the obtained data.

e Dependent Variable
Procrastination was defined by the scores on Academic Procrastination Scale indicating the
tendency to keep delaying the work that is supposed to be done.

e Control Variable
Factors like number of attempts made to pass the UPSC examination, geographical area of data

collection were controlled in the study.
3.4 Research instruments

3.4.1 Short Grit Scale (Angela Lee Duckworth & Patrick D. Quinn 2009)
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This scale was developed by Angela Duckworth and Patrick Quinn in year 2009 which is a
shorter version of the original Grit scale. This scale has 8 items. The internal consistency was
found to be .83 for the sample of 139 Ivy League Undergraduates. Duckworth & Quinn (2009).

3.4.2 Academic Procrastination Scale (Justin McCloskey and Shannon A. Scielzo, 2015)
This scale is a 25 items scale. Some of the items are reversed scored and a total score is obtained.
While finding the Convergent validity of the test, correlation with other scales of procrastination
was done and this scale correlated positively with Tuckman (1991), Lay (1986), and Soloman &
Rothblum (1984) scales. The overall internal reliability was found to be .94 according to
Cronbach’s alpha. (Mccloskey & Scielzo, 2019).

3.5 Research design

Research design was a quantitative research design with 1 independent variable i.e., grit having 2
levels i.e., high grit & low grit. This study also had one dependent variable i.e., Procrastination.
This study was a quantitative study. Due to the design of the study t-test was for the analysis of
the data.

3.6 Procedure

UPSC aspirants were approached in the city of Thane, and Mumbai. The aim and the application
of the study was explained to each participant. Consent forms and scales were given to the

participants who were willing to participate in the study.
3.7 Ethical Considerations

Before distributing the consent forms and the scales, proper information regarding the aim and
objective of the study was given to all the participants. Consent forms were personally signed by
the participants. Information obtained during the data collection was kept confidential. Name
initials were used in order to protect the identity of the participants.

3.8 Data Analysis

To study the effect of Grit on Procrastination among UPSC aspirants, independent t-test was

calculated.
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RESULTS

Table No. 4.1 Descriptive Statistics of the variables

RESULT N Mean Standard Deviation
Procrastination 41 65.21 19.16
Grit 41 3.47 0.62

Table No. 4.1 shows the descriptive statistics of the data, i.e. the mean, standard deviation, etc.
According to the Table No. 4.1, mean for Procrastination variable was 65.21 and standard
deviation was 19.16. Mean for Grit was 3.47 whereas the standard deviation was found to be
0.62.

142.27-

Table No. 4.2: Inferential Statistics of Procrastination

Dependent Variable: Procrastination

Source t significance

Grit 20.36 0.0001

Table No. 4.2 shows the calculated t value and significance level of Grit with the

Dependent Variable of Procrastination. The calculated t value for Grit was 20.36.
Bar graph has been used to represent the obtained data in a graphical form.

Figure 4.1 is the graphical representation of the obtained results. It shows the difference in the
level of Procrastination among group of aspirants who are high on grit factor as compared to

those who are low on grit factor.

DISCUSSION

It was hypothesized that ‘there will be a significant difference in the level of procrastination of

the individual scoring high on grit as compared to individuals scoring low on grit.” The
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calculated t value for Grit and Procrastination was 17.119 According to the table No. 2, The

calculated t value was significant at 0.01 level because p< 0.01 i.e., 0.00

These results support the hypothesis. A study done by Wejkum (2018), ‘Procrastination, grit and
self-efficacy for self-regulation: A correlation study in a student sample’ consisted of a
convenience sample consisting in total of 227 undergraduate students. Both parametric and non-
parametric one tailed correlation tests were run. As predicted both measures of procrastination
were negatively correlated with grit as well as with self-efficacy for self-regulation. All the
correlations were significant at p=<.01, with strong effect sizes (r>.5) according to Cohen's
guidelines. The very definitions of grit and procrastination contradict each other. Those who
show the tendencies of being grittier show less procrastination because being gritty means that
one will put the persistent effort towards a goal even without any reward. It can also be possible
that the study only considers the students who will be appearing for their first or second attempt.
In such early stages, students may be showing more of grit and not much of procrastination
because students are highly motivated during their initial attempts. But as the process moves
forward and they experience more and more failures, their motivation may be getting reduced
leading to more procrastination and lesser of grit. The number of attempts were considered in
order to filter the data on the basis of inclusion criteria. There can be a possibility that the level
of procrastination may be increasing with the number of attempts. Whether the number of
attempts have an impact on the level of procrastination or not can only be known with the further

analysis of the data.

LIMITATIONS

While collecting the data, hours of studying were not considered. There is a possibility that the
number hours may have an impact on the procrastination. Another limitation was that the
participants were chosen only from the city of Mumbai and Thane. Therefore, it cannot be
known whether culture or geographical location have any impact on them. The population
chosen for the study was only UPSC aspirants therefore the results of this particular study cannot
be generalized to other students. Also, students who will be appearing for their first or second
attempt were considered in the study. Failures for a greater number of times can also have an

impact on the results.
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FUTURE IMPLICATIONS

The analysis of the data suggests that the Grit component leads to less procrastination. More of
Grit strategies can be used to improve the performance of students who are appearing for UPSC.
Even though the results cannot be generalized to other populations, grit strategies can be used for
mainstream students as well. Other researches related to grit have also supported that higher grit
leads to lower procrastination. Therefore, it can be used by any student who suffers due to
procrastination. Grit can be a game changer in this situation. Therefore, having a gritty mindset
can help students, especially UPSC aspirants go a long way in avoiding procrastination. Grit
strategies can be implied by the classes as well as by individuals on different levels. In the future
if someone wishes to conduct research either using these variables or the same population, this

research will be of great use as a review of literature.

CONCLUSION

It was hypothesized that there will be a significant difference in the level of procrastination of the
individual scoring high on grit as compared to individuals scoring low on grit. The data has
supported the hypothesis which suggests that the aspirants who are grittier engage less into
procrastination as compared to aspirants who are low on grit. Therefore, it can be concluded that

the hypothesis was significant.
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ABSTRACT

We are a part of the coming age civilization, dependent excessively on technology. If we want to
look up for something, by default we find ourselves on various online platforms. It is easier to
find things at the tap of your phone, and youngsters are especially invested in it. This study tries
to recognize the Youngsters' opinion with regard to Online and Offline shopping. This study also
decides which factors motivate the youngsters to decide whether to opt for online shopping or
offline shopping. In this study an attempt has been made to study the preferences of youngsters
with respect to online versus offline shopping. E-Commerce has made Youngsters' lives much
easier. Online and Offline shopping both have tremendously carved a path in the minds of
youngsters. Various factors influence as well as affect Online and Offline shopping. Youngsters
may use Online and Offline shopping depending upon their preferences during that particular
time. We will focus on various factors which influences Online shopping: Store boredom, New
online retailers, etc. and Offline shopping: Touch and Feel the product, Trial sessions, Easier
returns etc. Similarly, there are various factors that affect Online and Offline shopping too.
Online shopping: Product risk, return policy, etc. and Offline shopping: Time consuming,
Limited varieties etc. As every factors have Pros and Cons so as Online and Offline shopping
has. Advantages of Online shopping: Discounts, No pressure, etc. and Offline shopping: Quick
returns, Personalized services. Disadvantages of Online shopping: Frauds, no bargaining, etc.
and Offline shopping: Travel certain distance, Few choices, etc. The findings will help to

identify what youngsters prefer when it comes to shopping.

KEYWORDS - E-Commerce, Online shopping, Technology, Preferences, Internet
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INTRODUCTION

Online shopping is a process of buying and selling of products and services through the Internet.
Online shopping has become the fastest-growing industry and Internet users have reported that
online shopping is one of their primary uses of Internet. With the help of online shopping, the
youngsters can purchase clothes, shoes, books, airline and event tickets, foods, computer
hardware and so on. Majority of the times it is assumed that transaction security, personal
privacy, product price, product quality, convenience, accessibility, promotions and
advertisement, delivery time, quality comparison and reputation of the company are the
important variables in online shopping. With the growth of online shopping, there are various
opportunities and challenges to online business retailers and consumers. These experiential
shoppers want to be immersed in the experience rather than to achieve their goals by shopping
online and their perceived experiences also depend on the medium characteristics that induce
enjoyable experiences. Hedonic shoppers are more attracted to well-designed online shopping

sites that are easy-to-navigate and visually appealing.

Offline shopping is a process where one has to leave home, either walk or take a ride to the store
or shopping Centre in order to buy what one wants. It enables one to see the actual product
before paying the money. One could get the actual product that he or she likes with the money.
Some of the benefits of traditional shopping includes: Traditional way of shopping in the locals
or showrooms gives the happiness that online shopping can never give, one can try the dresses in
the trial room and this gives immense happiness, one can actually feel the dress, see the dress
material, quality and texture and see if it meets the expectation and then can decide whether to
buy or not, one can also check whether the dress fits properly or not. While traditional shopping,
the shop’s staff gives a personalized attention and keeps asking what one likes. And love the way
they show the dress. When one gets confused, they recommend which dress will look good and
which dress will not. In traditional shopping, one can shop the product quickly and can bring
home that time only and then can show it to the family and friends. Due to Covid 19 pandemic, it
is very much risky to try on the clothes and the shops usually are closed so there are less chances

of opting for traditional shopping.

Increasing numbers of youngsters are gravitating towards more intensive use of the Internet as

the accessibility of technology, the availability of information, and the ability to interact through

12
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the internet increase and evolve. The advances in internet technology allow for the expansion of
shopping options beyond traditional methods that may be more time consuming. Issues with
having to physically gather information with offline shopping methods are alleviated, and
youngsters are better able to efficiently use their time. For instance, instead of having to
physically visit different stores to compare prices or rely on circular pamphlets in newspapers, a
youngster is able to search and retrieve needed information through the internet. The
development of internet has created a paradigm shift of the traditional way people shop. A
youngster is no longer bound to opening times for specific locations; he can become active
virtually any time and place and purchase products or services. The importance of analysing and
identifying factors that influence the youngster when he or she decides to buy on the internet is
crucial. Since the internet is a new medium, there have been new demands set by the consumer.
Internet is changing the way consumers shop and buy goods and services, and has rapidly
evolved into a global phenomenon. Youngsters have different personalities, which may influence
their perception and how they perceive their online shopping behaviours that can be classified in

two orientations of utilitarian and hedonic.

OBJECTIVES OF THE STUDY

1. To study the most preferred choice among youngsters — Online shopping or Offline
shopping.

2. To evaluate and find out the various factors which influence youngsters in selecting Online
or Offline shopping.

3. To find out the benefits and drawbacks of offline and online shopping to customers.

RESEARCH METHODOLOGY

This part of the study defines the entire process of data collection. Primary data collection
includes questionnaire method. Secondary data collection has been done with the help of E-
journals, newspaper articles and internet websites. Present research paper reviews certain studies
conducted in the area of online shopping, offline shopping and youngster’s preferences with

regard to both the mediums of shopping.

13
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A structured questionnaire is used to collect data from the youngsters i.e. 16-20 years and 21-25
years of age group. Convenience and snowball sampling methods are used by the researchers to
select the sample. The primary data collected by the respondents will be presented in the form of
charts and graphs to make it more illustrative. Further, Researchers have made an attempt to use

Chi-square test to represent the data in the study.

HYPOTHESIS

H1 - The decision on selection of mode/channel of shopping by the consumers is independent of
their Gender.

H2 - The decision on selection of mode/channel of shopping by the consumers is independent of
their Age.

LITERATURE REVIEW

Shanti and Kannaiah,! studied that mostly the youngsters are attached to the online shopping
and hence the elder people don’t use online shopping much as compared to the younger ones.
The study highlights the fact that the youngsters between the ages of 20-25 are mostly poised to
use the online shopping. It is also found that The majority of the people who shop online buys
books online as it is cheaper compared to the market price with Various discounts and offers.
The study also reveals that the price of the products has the most influencing factor on online

purchase.

Writankar Mukherjee & Sagar Malviya? The Economic Times, Consumers can look forward
to good deals for their Diwali shopping with smartphones, consumer electronic and apparel
brands rolling out steep discounts in brick-and-mortar retail chains as well after offering similar

deals in online marketplaces to beat the overall slump that’s affecting their business this year.

! Shanti, R. & Kannaiah, D. (2015), Consumers Perception on Online Shopping, Journal of Marketing and
Consumer Research, 13, Pp 14-20.

2 Writankar Mukherjee & Sagar Malviya (2019), The Economic Times, This Festive Season, Shopping Offline to
Get as Cheap as Online, October 10.
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Andrew and Currim?® focused on expected differences in choice, behavior of youth for two
products categories, statistically significant difference are found between consumers attracted to
shopping online versus traditional super market with regards to parameters describing the choice
process. The study found that correlated to traditional supermarket consumers, online shopping is
less price sensitive, prefer larger size to smaller sizes, have stronger size faithfulness. The

consumer does more broadcasting choice set effects.

DISCUSSION

Chart1.1
Mode of shopping preferred by the respondents

Offline Shopping Online shopping

From the above chart 1.1, it is understood that 53 respondents prefer both the modes of shopping
equally, 25 respondents prefer online shopping the most and minimum of them i.e. 22
respondents prefer offline shopping. Especially during the pandemic people have inclined on to
using the both the modes of shopping. Hence in the present study researchers observed that most

respondents have favored both online and offline mode of shopping.

3 Andrew & Currim, Behavioral Difference between Consumers Attracted too shopping Online Versus Traditional
Supermarket: Implications for Enterprise Design and Marketing Strategy. International Journal of Internet
Marketing and Advertisement, Vol.1, No.1.
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Chart 1.2

Factors encouraging respondents to select online mode of shopping

In the above chart 1.2, it can be observed that 64 respondents are encouraged the most by time

saving, 63 respondents are encouraged by discounts/offers, 54 respondents are encouraged by

24/7 availability, 47 respondents are encouraged by the factor of convenience and the minimum

of 43 respondents are encouraged by more variety. It is known that the greatest advantage of

online shopping is one need not to travel, don’t have to stand in queue for billing and everything

is on a click of a button. Respondents also mentioned that since it is less time consuming, they

prefer it the most.

Factors that encourage the respondents for offline mode of shopping

Better return policies

Bargaining power

Need a trial room mirror selfie

Like to travel/explore

Personal/after sales service

Touch,feel and try effect

Chart 1.3
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The above chart 1.3 depicts that 80 respondents are encouraged by its prominent feature that it
has touch, feel and try effect, 40 respondents are encouraged by bargaining power that it has, 36
respondents are encouraged by personal/after sales service and travel/ explore factor, 34
respondents are encouraged by better return policies and 27 respondents are due to the factor of

trial room mirror selfie.

It can be said that only offline mode of shopping has the touch and feel impact which is

otherwise not possible with online shopping and that’s how it is preferred the most by the people.

Chart 1.4

Mode of shopping used by respondents for making purchases of the following products

Online Offline
Groceries 37 77
u Others 60 61
u Clothes 57 75
u Electronics 56 58

Groceries ® Others ® Clothes ™ Electronics

From the above graph 1.4 it can be concluded that with Offline mode of shopping 77 respondents
buy groceries, 75 respondents buy clothes, 61 respondents buy other variety of products and

minimum purchases by 58 respondents are done for electronics

From Online mode of shopping, 57 respondents buy clothes, 56 respondents buy electronics and
minimum of 37 respondents buy groceries and remaining 60 respondents buy other variety of
products. It is observed that many respondents prefer it offline because of one of its novel
characteristics i.e. touch, feel and try effect.
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Chart 1.5

Spending pattern on different modes of shopping

Online mOffline m Both

In the chart 1.5 it is explained that 38 respondents spend equally on both modes of shopping, 34
respondents spend more on offline mode of shopping whereas other 28 respondents
comparatively spend more on online mode of shopping. Especially during the lockdown
consumers preferring to offline also switched to online, hence it was observed that there is
moderately higher number of respondents preferring both the means of shopping.

HYPOTHESES TESTING

Hypothesis testing |

Statement of Hypothesis:

“The decision on selection of mode/channel of shopping by the consumers is independent of
their Gender”.

Chi-square is a non- parametric test. The chi-square statistic compares the observed values to the
expected values. This test statistic is used to determine whether the difference between the
observed and expected values is statistically significant. The present hypothesis in the study has

been tested with Chi-square test to evaluate the dependency of one variable on the other.
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Variables:

Gender — Male and Female

Mode of shopping - Online, Offline and Both

Calculation of Chi — Square test

Observed frequencies

In-Quest: Students’ Research Compendium

Online (B) Offline (b) Both (C) Total

Male (A) 16 15 19 50

Female (a) 9 7 34 50

Total 25 22 53 100

Where A = Male, a = Female, B = Online, b = Offline, C = Both

Expected frequencies

Online (B) Offline (b) Both (C) Total

Male (A) 12.5 11 26.5 50

Female (a) 125 11 26.5 50

Total 25 22 53 100

Calculation of chi-square test

Group Observed Expected (O-E) (O-E)? (O-E)YE

AB 16 12.5 (16-12.5)= | (3.5)*= 12.25/12.5 =
3.5 12.25 0.98

Ab 15 11 (15-11)=4 | (4)*=16 16/11 = 1.45

AC 19 26.5 (19-26.5)=- | (-7.5)*= 56.25/26.5 =
7.5 56.25 2.12

aB 9 12.5 (9-12.5)=- | (-3.5)%= 12.25/12.5 =
3.5 12.25 0.98

ab 7 11 (7-11)=-4 | (-4)>= 16 16/11 =1.45

aC 34 26.5 (34-26.5)=- | (-7.5)*= 56.25/26.5 =
7.5 56.25 2.12

9.1

x2=Y (0-E)=9.1

Degree of freedom = (3-1) * (2-1) =2*1 =2
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The table value for x> for 2 degree of freedom at 5% (0.05) level of significance is 5.991.
Since, calculated value of x2 (9.1) > table value (5.991), we reject the hypothesis.

Thus we can conclude that “The decision on selection of mode/channel of shopping by the
consumers is independent of their Gender” i.e. the selection of mode of shopping by the

consumers depends on their Gender.

Hypothesis testing 11

Statement of Hypotheses:

“The decision on selection of mode/channel of shopping by the consumers is independent of
their Age”.

Variables:

Age group — 16 to 20 years and 21 to 25 years
Mode of shopping - Online, Offline and Both

Calculation of Chi — Square test

Observed frequencies

Online (B) Offline (b) Both (C) Total
16-20 years (A) 11 7 32 50
21-25 years(a) 14 15 21 50
Total 25 22 53 100

Where A = Male, a = Female, B = Online, b = Offline, C = Both

Expected frequencies

Online (B) Offline (b) Both (C) Total
16-20 years(A) | 12.5 11 26.5 50
21-25 years(a) | 12.5 11 26.5 50
Total 25 22 53 100
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Calculation of chi-square test

Group Observed Expected (O-E) (O-E)? (O-E)YE

AB 11 125 (11-12.5)=- | (-1.5)%= 2.25/12.5 =
15 2.25 0.18

Ab 7 11 (7-11)=-4 | (-4?=16 |16/11=1.45

AC 32 26.5 (32-26.5)=- | (-5.5)%= 30.25/26.5 =
5.5 30.25 1.14

aB 14 12.5 (14-125)= | (15)%= 2.25/12.5=
15 2.25 0.060.18

ab 15 11 (15-11)=4 | (4°=16 |16/11=1.45

aC 21 26.5 (21-26.5)= - | (-5.5)%= 30.25/26.5 =
5.5 30.25 1.14

5.54

x2=Y (O-E) = 5.54

Degree of freedom = (3-1) * (2-1) =2*1 =2

The table value for x> for 2 degree of freedom at 5% (0.05) level of significance is 5.991.

Since, calculated value of x? (5.54) < table value (5.991), we accept the hypothesis.

Thus we can conclude that “The decision on selection of mode/channel of shopping by the

consumers is independent of their Age” i.e. the selection of mode of shopping does not depend

upon age of the consumers.

CONCLUSIONS

1.

The research in hand concludes that maximum respondents prefer both the modes of
shopping equally i.e. online and offline, and almost similar responses received as a
preference for online and as a preference for offline mode of shopping.

From the study, it was depicted that a big number of respondents are encouraged by time
saving, discounts/offers, 24/7 availability and a small number of respondents are
encouraged by factor of convenience and more variety.

The study unfolds that a large number of respondents are encouraged by its prominent
feature that it has touch, feel and try effect. Few respondents are encouraged by

bargaining power, personal/after sales service and travel/ explore factor. Very less
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number of respondents are encouraged by better return policies and factor of trial room
mirror selfie.

From the study, it is observed that from Offline shopping great number of respondents
buy groceries, clothes and other variety of products and less number of respondents buy
electronics and from Online shopping great number of respondents buy other variety of
products, clothes and electronics and less number of respondents buy groceries.

It was noted during the study that maximum number of respondents spend equally on
both modes of shopping and offline shopping whereas minimum number of respondents

spend on online shopping.

SUGGESTIONS

1.

Most of the respondents for the study have selected online shopping because it is most
convenient and time saving in the prevailing pandemic situation. And if it offers the
convenience then people should surely take an advantage by making informed and wise
purchase decisions. They can also use comparison shopping.

Especially during the COVID times, online source of shopping is most suitable as you are
able to maintain social distancing and products are served at your door step with high
safety.

Online shopping is a one shop stop where we can get varieties of products for purchases
in just one click. There are varieties of products available at one shopping site which will
offer benefits to a consumer where he doesn’t have to search on different sites.

To match the competition created by online shopping sites, local retails should also start
with their delivery apps, delivery on calls or even online delivery sources. This will bring
them more business.

In offline shopping, the biggest advantage is that the customers can touch, feel and try the
products, and this is one of the strongest advantages which offline retailers can bank on.
Personalized attention, quality to be explored, face to face interaction with the seller these
are some other important benefits offered through offline shopping and can be used as
weapon to get more customers.

The main advantage of offline shopping is that the customers can bargain with the

retailers according to their price range which cannot be done in online shopping.
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8. When we buy the products during the festive seasons we get various discounts, offers,
free gifts etc. which attracts the customers to shop more. So whether offline or online
retailers should strive to have more and more discounts to gain more customers.

9. Offline and online shopping both encourages more of window shopping which
sometimes gives joy and happiness to the customers. Taking advantage of this, retailers
should try and have better merchandise efforts in order to attract more customers.

10. In case of online shopping, the very important factor that has to be remembered is
availability of products without any hassle at just a click of a button, keeping this in mind
we online retailers should develop secure payment gateways and government should also

provide some strict guidelines for the same in order to avoid any kind of cyber-crimes.
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ABSTRACT

The purpose of this study was to explore the ways Products and services are market and
promoted in social media OTT platforms by the latest medium of the advertisement web series.
This was done through analysis of the existing theory on the subject and content analysis of the
channels which have the subscription over 1 million and the average views on their videos 5
million. Mostly qualitative research methods were use. The conceptual framework was gather
from various literature sources, such as books, articles, newspaper, and the internet site, The
theory provided information on definitions of the marketing mix and its components, advertising
content, promotional practices and strategies applicable to social media and role of promotion in
web series Empirical data for this study were collected by analyzing the content of top 5 Indian
OTT platforms. The results of the study show that all OTT platforms is signing the commentaries
and suggestions made because of this study may be used to support promotional activity at the
studied educational institutions. Further study is suggest to explore the advertising and
promotional efforts hosted by the OTT platforms in other social media platforms.

KEYWORDS: Advertising, Web series, Digital platforms, Marketing, Online Streaming
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INTRODUCTION

Advertising: The word advertising comes from the Latin word "advertere” means to turn the
minds of towards". Some of the definitions given by various authors are: According to William J.
Stanton, "Advertising consists of all the activities involved in presenting to an audience a non-

personal, 2 sponsor-identified, paid-for messages about a product or organization.”

It usually provides information about the advertising firm, its product qualities, place of
availability of its products, etc. Advertisement is indispensable for both the sellers and the
buyers. However, it is more important for the sellers. In the modern age of large scale
production, producers cannot think of pushing sale of their products without advertising them.

Advertisement supplements personal selling to a great extent. Advertising has acquired great
Importance in the modern world where tough competition in the market and fast changes in
technology, we find fashion and taste in the customers.

OTT Platform and Web Series Viewing OTT: : (over-the-top) advertising is advertising
delivered directly to viewers over the internet through streaming video services or devices, such

as smart or connected TVs (CTV).

Many OTT services operate on a paid subscription basis, but a large number also run
advertisements-or offer tiered packages that allow users to either pay for ad-free experiences
OTT marketing is much like legacy media advertising, usually taking place between songs or
episodes, but it is delivered through the streaming media on OTT platforms.

There are two main types of OTT marketing set-ups, client-side and service-side.

In a client-side setup, the viewport for the streaming media loads the ad before the episode or
film is shown. In a server-side ad insertion, the ad is integrated seamlessly into the frames of the
media, meaning it is not possible to ad-block. However, it is a much more technically
challenging proposition to support server-side ad insertion, so it is still relatively uncommon.

Example: Netflix, Amazon Prime, Zee5, SonyL.iv, Disney+Hotstar, Voot etc.
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OBJECTIVES OF THE STUDY

1. To get an overview of web series in recent times and their advertising.

2. To examine the impact of advertisements in increasing the viewing of web series.

RESEARCH METHODOLOGY

Present research paper reviews certain studies conducted in the area of higher education, a study
on impact of advertisements on viewership of web series etc. For secondary data researchers
attempted to evaluate some books, journals, internet site and articles. Some of the research
articles are also reviewed. All this has helped the researcher to thoroughly understand the topic
and pen down some important points for the present study. For gathering first-hand information,
primary data will be collected through questionnaire methods. A structured questionnaire is used
to administer responses to collect reliable data. The sampling method used for the study is
Convenience and Snowball methods and Purposive sampling. The primary data gathered from
these respondents is statistical analyzed and tested and will further be presented in the form of
graphs and charts to make it more explanatory. Researchers have made an attempt to use

descriptive analysis and chi-square test to represent the data in the study.

LITERATURE REVIEW

Matrix eve Sidney “on Netflix newspaper Another study by Sidney eve Matrix on Netflix
observes that viewers, especially youth , are becoming active curators of content than couch
potatoes taking in ‘whatever producers feed them.” Supporting this paradigm shift in consumers
is the need to share, stay connected and discuss the content on social media forums. In the
process of these social media transactions, the viewers are setting new standards of expectations

from producers thereby becoming an active catalyst in the production process too.

Singh Paramveer °A paper by finds that Netflix, Hotstar and Jio are most popular among Indian

youth. The youth is skewed towards free trials available on these platforms, are nocturnal

4 Matrix, S. (2014). The Netflix Effect: Teens Binge Watching, and On-Demand Digital Media Trends. Jeunesse:
Young People, Texts, Cultures, 6(1), 119-138.

5 Singh, Paramveer.(2019). New Media as a Change Agent of Indian Television and Cinema: A study of over the top
Platforms. 9. 131-137. 10.31620/JCCC.06.19/18.
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viewers and prefer web series format over films. The respondents affirm that over-the-top
applications are changing media consumption patterns in India. The shift can be attributed to

convenience of service, personalized experience and availability of global content etc.

The study finds the future of OTT in India to be promising due to increasing smartphone
penetration, economic convergence of media companies (take-overs/ mergers) at national or
international level, and quality of reception of digital content. Also instrumental is the

competitive internet data plans offered by telecom service providers in India.

Dasgupta, Dr. S., & Grover, Dr. ®in the journal A study titled understanding adoption factors of
over-the-top video services among millennial consumer by Dasgupta, Dr. S and Grover, Dr. P
also reiterates that Indian audiences have swayed towards OTT content and are willing to spend
for easy and unlimited access to content without a place and time limitation. It again notes the
inverse impact of pricing strategy of OTT on its popularity. Data consumption is another
attribute that makes. it a tough choice. For Indian viewers and so are habits and preferences for

TV as a medium.

Participants were asked to answer how much time on average they spent per day in the last week
watching TV and using OTT sites via mobile devices and also to rank their top three most often
visited OTT sites. In terms of users’ favourite program types, a list including movies, dramas,
sport games, news, reality shows, and talk shows was provided to respondents to choose.

Bhavsar,Ritu’ in her research paper entitled “The Burgeoning Digital Media Consumption: A
Challenge for Traditional Television and Advertising Industries — An Analysis” mentions that
digital media has become an indispensable part of everyday lives and is a prominent medium
used for gathering and disseminating information, socialization, entertainment and marketing.
An ever-increasing consumption of content via digital media effects a change in the consumer
preferences and attitudes and this transformations trend can be associated with better in telnet
connectivity, advanced digital devices, competitive data prices in India and the accessible, on-

the-go nature of internet media.

6 Dasgupta, Dr. S., & Grover, Dr. P. (2019). Understanding Adoption Factors of Over-The-Top Video Services
Among Millennial Consumers. International Journal of Computer Engineering & Technology, 10(1), 61— 71.

7 Bhavsar, R. (2018), The Burgeoning Digital Media Consumption: A Challenge for Traditional Television and
Advertising Industries — An Analysis. Amity Journal of Media & Communication Studies, 8(1), 17-23.
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DISCUSSION
Chart 1.1

Influence of advertisements on viewing of web series

HYes

= No

We can observe that 66.30 per cent respondents are influenced to watch web series due to
advertisements placed on OTT platforms and 33.80 per cent respondents are not influenced by
advertisements for viewing the web series. Advertisements form a very crucial part in promoting
all the different kinds of products and services, same applies to web series. Prominent and
constant advertisements on all the media gives a boost to the presence of these web series

Chart 1.2

Whether advertisements increase the viewership of web series

M Yes
B No
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Researchers can conclude that 62.50 per cent of the respondents agree that advertisements
increase the viewership of web series whereas 37.50 per cent respondents do not agree with this.
As mentioned in the earlier chart, advertisements form an important role in promoting the web
series. It is always observed that many web series are well released through advertisements on

OTT platforms and make an impact on the consumers leading to increased viewership.

Chart 1.3

Awareness about web series through different media

o
o 750%

Other

i l13.80%

Newspapers & Magazines

EE;O-OO%

Family & Friends

Advertisements in Social media

It can be stated that 48.80 per cent respondents are aware about web series through
advertisements in social media, 30 per cent of the respondents are aware through family and
friends, 13.80 per cent respondents are aware through newspapers and magazines and 7.50 per
cent respondents are aware through other different sources. With the advent of ICT and social
media, it is understood that for all the social and communication needs, social media is on front

and in the case of promoting anything it is prominently used.
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Chart 1.4

Viewing web series on the OTT platforms

It can be concluded that 75 per cent of the respondents view web series on OTT platforms and 25
per cent of the respondents expressed that they do not view web series on OTT platforms.
Especially in the pandemic time, many viewers shifted the preference from daily soap operas to
web series. There is a tremendous increase in viewership of OTT observed during the lockdown

times, which led to increasing the viewership for Web series too.

Chart 1.5

Most attractive elements of the web series

A ——————,
Vs 16 20%
Ve 15500

Othe:l

Funny dialogue and jokes

I|G reat castl

Outrageous production design 80%
andcostuming

\Appealing and creative story
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It can be concluded that 46.30 per cent respondents found web series appealing and also
mentioned that it has creative stories, equal number of respondents i.e. 16.20 per cent were
attracted towards funny dialogues / jokes and other elements, 12.50 per cent respondents
attracted towards great cast and 8.80 per cent respondents were attracted towards outrageous
production design and costuming. Most attractive element marked by the respondents happens to
be the creative and appealing story and that is the reason they have become so popular in such a
short time. These web series carry completely unique and extraordinary stories which far
different than our usual Bollywood cinemas.

Chart 1.6
Source of advertisements of web series

57.50%

27.50%

11.30%

Social media Friends and Family

From the total 57.50 per cent respondents came across these advertisements on TV. From the
total 27.50 per cent of them came across these advertisements on social media whereas 11.30 per
cent of them mentioned that they experienced these advertisements through their friends and
family and only 3.70 per cent are of an opinion that there are other sources through which they
came across these advertisements. As TV stands out to be the most attractive media, there these

advertisements appear most times.
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Chart 1.7

M Netflix

M Hot star

H Amazon Prime
[ Zee5

M Voot

B Mx player

[ Other

It can be observed that 42.50 per cent respondents prefer Netflix as their preferred OTT platform,

37.50 per cent respondents prefer VVoot, 36.50 per cent respondents prefer Amazon prime, 32.50

per cent respondents prefer Hotstar, 25 per cent respondents prefer Zee 5, 18.80 per cent

respondents prefer MX player and 7.50 per cent respondents prefer other OTT platforms. Netflix,

Voot and Amazon Prime are few most preferred OTT platforms as they have always satisfied

their viewers with some exclusive stories.

Chart 1.8
Subscription taken for OTT platforms

Other

Mx player

Zee 5

Voot

Netflix
Disney+Hot star

Amazon prime video
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It can be observed that 31.30 per cent respondents have taken the subscription of Netflix, 17.50
per cent respondents have taken it for Voot, 16.30 per cent respondents have selected Disnhey +
Hotstar for subscription, 13.80 per cent respondents have selected Amazon prime video, 10 per
cent respondents have selected Zee 5, 7.50 per cent respondents have selected MX player and
3.70 per cent respondents have selected other OTT platforms for subscription. As seen in the

earlier chart, Netflix as most preferred OTT platform is also one of the most subscribed platform.

Chart 1.9

Entertainment preferred the most on the OTT platforms

Originals Series New Movies Comedy Exclusive

Out of the total, 32.50 per cent respondents prefer web series, 21.30 per cent respondents prefer
originals, there is equal number of responses received for comedy exclusives and other
entertainment purposes i.e. 16.20 per cent and another 13.80 per cent respondents prefer new

movies.
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Chart 1.10

Most encouraging factors in advertisements leading to viewing of web series

0.35 32.50%
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0.25
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15.00% 15.00%
0.15 ° ° 13.80%

0.1 —

0.05 3.70%

0 -
Family drama and romanticThriller Suspense Sci-fi, Fiction| Comedy other

32.50 per cent respondents are encouraged by the factor of suspense that is presented through
advertisements of the web series, 20 per cent of the respondents are encouraged by various other
factors, an equal number of respondents i.e. 15 per cent are encouraged by the factor of thrill and
family drama/romantic, 13.80 per cent respondents are encouraged by the element of comedy
and 3.70 per cent respondents are encouraged by the factor of Sci-fi/fiction.

HYPOTHESIS TESTING
Statement of Hypothesis:

“There is a significant increase in viewership of the web series due to influence of

advertisements.”’

Chi-square is a non- parametric test. The chi-square statistic compares the observed values to the
expected values. This test statistic is used to determine whether the difference between the
observed and expected values is statistically significant. The present hypothesis in the study has

been tested with Chi-square test to evaluate the dependency of one variable on the other.
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Variables:

Influenced by advertisements -Not Influenced by advertisements — Yes and No

Increase in Viewership — Yes and No

Calculation of Chi — Square test

Observed frequencies
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Increased Not increased Total
viewership (B) | viewership (b)
Influenced (A) 30 10 40
Not influenced (a) 21 19 40
Total 51 29 80

Where A = Influenced, a= Not Influenced, B = Increased viewership, b = Not increased

viewership

Expected frequencies

Increased viewership Not increased Total
(B) viewership (b)

Influenced (A) 26 14 40

Not influenced (a) 25 15 40

Total 51 29 80

Calculation of chi-square test
Group Observed Expected (O-E) (O-E)2 (O-E)2/E
AB 30 26 (30-26)=4 (4)? 4/26 = 0.61
Ab 10 14 (10-14)=-4 (-4)? 4/14 =1.15
aB 21 25 (21-25)=-4 (-4)? 4/25=0.65
ab 19 15 (19-15)=4 (4)? 4/15=1.07
X2 3.48

X2=Y (O-E) = 3.48

Degree of freedom = (2-1) * (2-1) = 2*1=1
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The table value for x?for 1 degree of freedom at 5% (0.05) level of significance is 3.841
Since, calculated value of x?(3.48) < table value (3.841), we will accept the hypothesis.

Thus we can conclude that “There is a significance increase in viewership of the web series due

to influence of advertisements’’.

CONCLUSION

From the above point we came to conclusion that by way of Television advertisement viewers
come to know more about the web series other than other advertisement platforms like social
media, family friends, etc. The study also shows that majority are aware through advertisements
in social media while other aware through family and friends and few viewers are aware through
newspapers and magazines other sources. Highest number of web series viewers found appealing
and creative stories, and viewers attracted towards funny dialogues / jokes and other elements.
And they feedback attacked towards great cast and outrageous production design and costume.
The web series viewers view web series on OTT platforms and few viewers expressed that they
do not view web series on OTT platforms. Prefer Netflix and Voot, and almost similar received
for Amazon prime and Hotstar, and very minimum number of response are for Zee 5, and MX
player encouraged by the factor of suspense that is presented through advertisements of the web

series.

SUGGESTIONS

1. Advertises should use the USP of a web series prominently while advertising it. USP can be
anything a big celebrity extraordinary story, best direction, the production house or even the
title of the web series one or some of these aspects can be used to highlight the importance of
web series and attract increased viewership.

2. Web series viewers suggest that web series are better than TV shows. Anytime and anywhere
you can watch it, it has various options than TV shows and viewers also like OTT platforms,
they enjoy their favourite entertainment. Hence, web series producers can try and make it
more entertaining in order to get more view.

3. Repeated advertisements of a particular web series may also create on impact on viewers and

lead to increase in viewership.
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4. Web series producers can also advertise these web series on more than one OTT platforms
e.g. If some XYZ web series is telecasted on Disney=hot star, the producer can also have its
advertisements repeatedly on Zee 5 and Amazon prime video. This will also help pull in the
viewers of those OTT platforms.

5. To increase the viewership it is important that advertisements are presented in an attractive
manners.

6. Subscription of the OTT platforms has to be affordable. These needs availability of different
prices with different time periods.

7. Subscription should not only be reasonable, but also should also have some offers in order to

attract more consumers and more viewership.
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ABSTRACT

Social media is a computer- based technology that facilitates the sharing of ideas, thoughts, and
information through building of virtual networks and communities. Social media and its related
websites like Facebook, Instagram, WhatsApp etc. have change our way of living now our
emotions based on emoji’s and mood depends on likes, comments on photos and videos etc.
Social media advertising is an online paid advertising method that focus on social network sites.
A business can take advantage of investing in good social media advertising strategy by targeting
user based on their demographic information. While suffering through social media profiles we
come across lot of advertisements and consumers react impulsively and end up marketing
purchase decision. Youth advertisement is the term widely used in the marketing industries. It is
the advertising techniques and ad campaign that are used to communicate with the young
generation to make them buy their products and services. The researcher has also conclude that
there are positive impact of the social media advertising among the youngsters in various factors.
The consumers buying decision are influenced by the social media advertising among

youngsters.

KEYWORDS: Social media, Social media advertising, Youth advertisement, Impact of social

media advertisements.
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INTRODUCTION

Social Media can be defined as a group of Internet-based applications that are built on the
ideological and technological foundations of the Web and that allow the creation and exchange
of user-generated content. Social media is accessible and enabled by scalable communication
techniques. As social media become more and more prevalent, connecting people and facilitating
the exchange of information, consumer behaviour is shifting. Through social media, consumers
now can easily watch an interesting advertisement on YouTube, while posting their own
opinions on Twitter and sharing it with friends on Facebook. Social media and the related
websites like Facebook, WhatsApp, Twitter, Instagram, hike etc. have changed our way of living
to a great extent, now our emotions are based on emoji’s and our mood depends on likes,
comments on photos and other materials uploaded on such sites. Social media originated as a
way to interact with friends and family but was later adopted by businesses which wanted to take
advantage of a popular new communication method to reach out to customers.

Social media marketing is an unpaid technique that utilises social networking websites as a
marketing tool. Social media advertising is an online paid advertising method that focuses on
social networking sites. A business can take advantage of investing in a good social media
advertising strategy by targeting users based on their demographic information. Social media
advertising helps to increase brand awareness and customer loyalty. Social media users are
highly engaged since they spend most of their time on their social media profile.

Buying behaviour is the sum total of consumers’ attitude, preferences, intentions and decisions
regarding the consumer behaviour in the market place where purchasing of products or services
happen. Consumer buying behaviour is the process involved when individuals or groups select,
use or dispose products, service or ideas or experience to satisfy need and desires. Consumer
behaviour is a scientific learning of how people buy, what they prefer to buy. It makes an effort
to understand the buyer decision process.

It happens a lot of times that while we are surfing through our social media profiles or search
engines or otherwise we are accessing internet through any means, we come across a lot of
advertisements and it consumers do react impulsively, and end up making a purchase decision
for the products needed or at times not even needed to us. Advent of technology, consumer

education and many other such factors has led to triggering this behaviour of consumers.
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Youth advertisement is the term widely used in the marketing industries. It is the advertising
techniques and ad campaign that are used to communicate with the young generation to make
them buy their products and services. The youth market is critical because most of them have
buying power influencing the spending of their family members. Also, they don’t fall easily for
marketing gimmicks. They can smell selling a mile away. So to interest them, one need to be
very careful in dealing with them. They do not like people telling them what to do. So instead of
using hard-sell techniques, it’s better to involve them and get them interested so that they spread

awareness like wildfire among their peers and family.

OBJECTIVES OF THE STUDY
1. To understand the recent trends in social media advertising.
2. To know the role of social media in various spheres of life of the youngsters.

3. To evaluate the impact of social media advertising on youngsters buying behaviour.

RESEARCH METHODOLOGY

The present research paper studies the influence of social media advertising on buying behaviour
of youngsters. The researchers have collected secondary data through books, journal and internet
sites. The primary data is the first hand information collected through questionnaire method from
respondents. The sampling method used for the study was snowball sampling and convenience
sampling. The data collected has been analysed with suitable statistical techniques. For the
present study researcher attempted to use chi-square test for data analysis. Further the data

collected has been presented in the form of charts to make the data more explanatory.

HYPOTHESIS

“There 1s a significant association between the influence of social media advertisements on

buying behaviour of youngsters and their age group”.
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LITERATURE REVIEW

Funde Yogesh and Mehta Yesha® mentioned in their articles state that social media has formed
the ways of information sharing and communication. In India the growth of social networking
and social media websites provides businessmen a new alternative to contact customers. The
researchers in this articles make an attempt to find the influence of social media on shopping
decision of consumers. The article analyses the impact on different stages and usage pattern of
shopping process. The researcher also insists that the social media is mostly used for getting
information about the product and quality. The study also indicated that the reviews and opinions

in social media have an effect on buying decision process.

Kotler Philip and Gary Armstrong,® in their book, ‘Principles of Marketing’, have explained that
consumer behaviour is referred as a study of when, why, how, where, and what the people do or
do not by product. It blends from psychology, sociology and economics. It also tries to influence
consumers from different groups such as family, friends and relatives. Some of the socio-
behavioural aspects of the consumers are discussed in detail which provides a clarity in the

present study.

Mahmood Hajli, ¥%in his findings says that Social media contributed new opportunities to
customers to interact in websites. Customers use on-line communities, to get the information and
to communicate with other users. The information from the survey shows social media enables
the interaction of customers, which results in increased trust and intention to shop for products.

The results also encompass the intention to shop for products.

8 Funde Yogesh &Mehta Yesha. (2014). “Effect of Social Media on Purchase Decision”, Pacific Business Review
International, Vol 6, Issue 11.

® Philip Kolter & Gary Armstrong (1999). Principles of Marketing. Prentice Hall, New Delhi.

10 Mahmood Hajli, (2014) “A Study of the Impact of Social Media on Consumers. “International Journal of Market
Research 56 (3) : pp. 387-404.

41



In-Quest: Students’ Research Compendium

DISCUSSION
Chart 1.1

Role of social media in acquiring information about recent trends

o=

u Agree Neutral = Disagree

According to chart 1.1, researchers have observed that 80 per cent of the respondents agreed that
social media helps in acquiring information about the recent trends while 20 per cent of the
respondents are neutral about this and 10 per cent of the respondents disagree that social media
provides information about the recent trends. It is observed that social media is helpful in a
number of ways to different people at different times, it has now become the part and parcel of
the life of the individual which is clearly observed from the responses received in the present

study.

Chart 1.2

Influence of social media advertisements on buying behavior
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In the chart 1.2 it is identified that 61 per cent of the respondents say that social media
advertisements influence their buying behavior whereas 39 per cent of the respondents said that
it does not influence their buying behavior. As many are hooked on to social media frequently,
they happen to observe the advertisements which are continuously presented on the social media
and there is constant bombarding of the advertising messages which apparently influences the
viewers buying behavior.

Chart 1.3
Respondents' opinion on positive aspects of social media

help me in gaining information

help me in entertainment

help me in learning new technology

help upload photos and videos

heip me get social with people

20

®no Hyes

According to this chart there are many a positives of the social media and they are as follows:
From the chart researcher can conclude that 75 per cent of the respondents say that it helps in
gaining information but 10 per cent of the respondents do not agree that social media helps in
gaining information.

From the total 70 per cent of the respondents admitted that social media helps in uploading
photos or videos but 10 per cent of them did not find the importance of the same.

Out of the total 70 per cent of the respondents accepted that social media helps them to learn new
technology and 15 per cent of the respondents do not accept that social media helps them to learn
new technology.

From among the total respondents 65 per cent of them have said that social media acts as an

entertainment tool whereas 15 per cent disagree on this.

Around 65 per cent of the respondents have accepted that social media helps to connect with

people and 15 per cent of them disagreed with this.
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Chart 1.4

Respondents' opinion on negative aspects of social media

usage of more data  physical interaction is lesser physical activity disturb privacy of the distract me from my
pack reduced which result in health people studies
problem

Hyes ®no

From the above chart 1.4 researcher can conclude that social media also has negative aspects and

they are as follows.

From the total, 60 per cent of the respondents said that there is more usage of data pack whereas

20 per cent of them disagree with this.

From among the total respondents, 65 per cent of them mentioned that due to social media

physical interaction is reduced whereas 25 per cent of them do not agree with this.

From the above chart it is observed that 60 per cent of respondents are of the opinion that social
media led to lesser physical activities which has resulted into health issues whereas 20 per cent

of them do not agree on this.

In the present research paper, 50 per cent of the respondents agree that social media disturbs the
privacy of the people whereas 35 per cent of them do not agree on this.

Under the present study 55 per cent of the respondents said that social media distracts them from

their studies whereas 30 per cent of them mentioned that it doesn’t affect their studies.
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Chart 1.5

Factors regarding social media advertisements determining a purchase

70

60

50

39

40

30

16

Attractiveness of  Discount or offers Social media Branding Customer reviews
the advertisement influence or
celebrity

20

10

From the above chart 1.5 it can be concluded that 58 per cent of the consumers indicated that
discounts or offers have influenced their purchases on social media. 46 per cent of the
respondents said that the customer reviews have affected their purchases and 30 per cent of the
respondents found that social media advertisements have an attracting factor whereas other 58
per cent of the consumers indicated that branding affects their buying on social media while 16
per cent of the people surveyed gave importance to social media influence or the celebrity
influences. A social media advertisements is noticed or observed by the consumers for the first
when it comes in with an attractive offer or discount for the individuals. And the same has been
seen in case of the present study that offers and discounts and branding are some of the attributes

of a social media campaign which makes it all the more attractive for the consumers.

HYPOTHESIS TESTING
Statement of Hypothesis

“There 1s a significant association between the influence of social media advertisements on

buying behavior of youngsters and their age group”.

Chi-square is a non- parametric test. The chi-square statistic compares the observed values to the

expected values. This test statistic is used to determine whether the difference between the
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observed and expected values is statistically significant. The present hypothesis in the study has

been tested with Chi-square test to evaluate the dependency of one variable on the other.

Variables:

Age — 16 to 20 years and 21 to 25 years

Influence of social media advertisement on buying behavior of youngsters — Influences and

doesn’t influence.

Calculation of chi square test

Observed frequencies

Age group
16-20 years (B) 21-25 years (b) Total
Yes (A) 20 28 48
No (a) 20 12 32
Total 40 40 80
Where A = Yes, a = No, B = 16-20 years, b = 21-25 years
Expected frequencies
Age group
16-20 years (B) 21-25 years (b) Total
Yes (A) 24 24 48
No (a) 16 16 32
Total 40 40 80
Calculation of chi — square
Group Observed Expected (O-E) (O-E)? (O-E)YE
AB 20 24 20-24=(-4) |16 16/24 = 0.67
Ab 28 24 28-24=4 16 16/24 = 0.67
aB 20 16 20-16 =4 16 16/16 =1
ab 12 16 12-16=(-4) | 16 16/16 =1
3.34
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x> =5 (O-E) = 3.34

Degree of freedom = (2-1) * (2-1) =1*1 =1

The table value for x?for 1 degree of freedom at 5% (0.05) level of significance is 3.841
Since, calculated value of x? (3.34) < table value (3.841), we accept the hypothesis.

Thus we can conclude that the influence of social media advertisements on buying behavior of
youngsters and their age group are closely associated with each other.

CONCLUSION

From the study it has been observed that most of the respondents agree that social media helps in
accruing information about the recent trends which helps them to shop the products or the
services. Maximum number of the respondents’ buying behavior is influenced by social media
advertisements. Social media has affected both positively and negatively to the respondents, yet
connecting to the people is observed to be a positive aspect of social media whereas most of the
respondents think that reduction in physical interaction is one of the most negative aspect of
social media. Discounts and offers had influenced the purchasing behavior of the consumers after

viewing the social media advertisements.

SUGGESTIONS

1. Now-a-days with the increasing demands from the youngsters, the marketers have to
cope up with them. Social media advertising should be in such a manner that the
marketers should get along with the needs and wants of the Youngsters.

2. Marketers should come up with pocket friendly social media advertisement that will
influence the buying behavior of youngsters. With the social media it is possible to make
comparatively low budget advertisements as it depends on pay per click, pay per
conversion, pay per view etc.

3. Majority of the youngsters tends to purchase a product or services based on social media
advertising so the marketers should come up with attractive advertisements which will

influence them to purchase their product.

47



In-Quest: Students’ Research Compendium

4. The websites or advertisements of the marketers should be attractive and simplified so
that they are well understood by the consumers and they do not have to go for searching
of more information. Once the consumer is well informed he or she can make a quick and
right purchase decisions.

5. The marketers should maintain reputation on the internet by creating and demanding for
good reviews from the customers so that it helps in building trust and confidence among
the respondents.

6. Customers need not to download the application they can simply swipe up or click on the
link and directly reach the website of a marketer. This ease will bring them to buy a
particular product that a marketer is offering.

7. The marketers should use social media more frequently to draw the consumer attention
and brand awareness.

8. Now-a-days marketers have come up with the option of reselling which is a very good
opportunity for the youngsters.

9. Social media advertisements should have a prominent presence among the consumers so
that it gets more visibility and it can also increase the brand value that will lead to more
customers’ loyalty and customer’s lifetime value.

10. Consumers influenced by social media are tend to spend 4 times more than their normal
purchase and the attraction towards the products is so high that they buy it on the same
day using social media.
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ABSTRACT

Reality shows may seem like just entertainment. Reality shows are the trump cards of the
producers of the television industry. Youngsters have become bored watching the never ending
melodramatic daily soap. Reality shows are conceived with emotional quotient in place and
replaces the only alternative melodramatic serials. The content in these shows are fresh and live
when compared to the other programmes. The main objective of the study was the impact of
reality shows among youngsters. Youngsters enjoy watching reality shows. Popular reality
shows telecasted on television is Bigg Boss. It is the Indian reality series which is telecasted on
Colors TV. . The concept of the show is totally different from other reality shows like singing
and dancing. In this reality show there is a one house where popular or controversial celebrities
stay for a limited time and compete with each other by following the rules of the house. The data
is collected from youngsters by primary method. Youngsters have positive impact on them while

watching these reality shows

KEYWORDS: Reality shows, Reality shows like Bigg boss, entertainment, positive impact on

youngsters.
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INTRODUCTION

Reality television is a genre of television programming that presents purportedly unscripted
melodramatic or "humorous™ situations, documents actual events, and usually features ordinary
people instead of professional actors, sometimes in a contest or other situation where a prize is
awarded. A television show which is unscripted is known as reality show. Reality shows seems
to be a huge success on the television in India since it allows the audience to be a part of the
show. The Indian television industry is brimming with a new entertainment torrent called reality
TV. The success saga of the Indian reality domain starts at very scratch from the inception of
Kaun Banega Crorepati, anchored by Bollywood superstar Mr. Amitabh Bachchan. The
unexpected and real time success of the Kaun Banega Crorepati opened the doors for more
reality dramas on small screen. From the very success of the show, it transformed the way
audiences looked at the reality shows. Interestingly, most of the reality shows aired on the Indian
television are adaptations from popular reality shows aired on other international channels. The
concept of these reality shows are different, however all the reality shows intrinsically follow the
same path-pursuit and amusement. These reality shows put general people or celebrities in real-
life situations where in-house cameras put a vigil on the activities and expressions on the
participants. The list of the Indian reality show is vast. Hundreds of reality across the channels
are gripping the audiences. After the grand success of kaun banega Crorepati, Indian television
came up with the new and unique concepts for the viewers. The different reality shows on the
televisions were aired on MTV and titled MTV BAKRA where Cyrus Broacha’s effort to puzzle
and bewilderment the audience on the television was aired live. MTV Roadies, another milestone
in the reality domain is still very popular among the audience and becomes the longest running
reality show on Indian television. Some other prominent shows that have received the applaud or
are still running successfully on the idiot box are 'Sawaal Das Crore ka', 'Kya Aap Panchawai
Paas Se Tez hai', Sach Ka Saamna, 'Boogie Woogie', 'Saregamapa’, 'Indian Idol’, Dus Ka Dum
and 'Perfect Bride'. These are some names. This study focus on how reality shows create an
impact on real life,of youngsters .In this study the researcher mentions how dangerous, difficult
tasks are shown in reality shows and teenagers trying to intimate them. A nine year boy hanged
himself to death while trying to imitate a stunt he saw on a popular reality show MTV Roadies.
These days, shows like Roadies 6.0, Fear Factor and “Khatron Ke Khiladi” have become the
chosen entertainment diet for teens. In fact, the action has started spilling over to real life.
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Teenagers easily get influenced by these reality shows, they always try to intimate tasks, stunts,
their favorite participant and their favorite Anchor from these show. The researcher has found
that after reading few articles on reality shows that reality shows are demand of public because
reality shows TRP rates are very high so that why every channel come up with the new style of
reality show, young generation is mad about reality shows, Ranvijay participant of Roadies first
season is very popular amongst youth girls love him and boys follow him like try to dress up like
him and try to walk and talk like him, some girls follow Bani J she is also a Roadies Participant
her Tattoos’ attract audience and her accent is liked by So many youngsters.

Popularity of these reality show is increasing day by day, so many companies give sponsorship
to these reality shows because they know what their target audience is and how easily their
product comes in lime light, that’s why companies sponsoring reality shows, most of the reality
show title comes with the sponsors product name like Hero Honda Karizma Roadies, Pulsar
MTYV Stunt Mania, Vodafone Splits Villa, Idea MTV VJ Hunt, etc. and youth who follow these
programs blindly they see that product and buy it because it come on their favorite show and its

host endorse

OBJECTIVES OF THE STUDY
4. To get on overview of different kinds of reality shows telecasted on television.
5. To understand the preference of youngsters with respect to reality shows.
6. To evaluate the factors considered by youngsters while putting preference for reality
shows.

7. To examine the impact of reality shows viewing on the life of youngsters.

RESEARCH METHODOLOGY

The present research studies stated that reality shows have impacts on youngsters. The researcher
has attempted secondary data through books, journal, internet all this helps them in their
research. The primary data is the first hand information collected through questionnaire method
from respondents. The sampling method used for the study is snowball sampling and
convenience sampling. The data collected has been analyzed with the help of descriptive
frequency analysis. Further the data collected has been presented in the form of charts to make

the data more explanatory.
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LITERATURE REVIEW

1 Most of the researches done on television viewing habits have taken children as sampling unit,
but useful inferences were taken and included in the present study. The study examined
television viewing tastes and habits among the Inuit Indians of the Eastern and Central Arctic.
The findings revealed that the amount of different types of programming was significantly
different among the Inuit Indians. Accordingly, the underlying assumption is that, the Inuit males
who are heavily engaged in television's sports fare, would underestimate the mean world of
television. They showed in their research that children tend to watch more television than do
adults, prefer to watch adult programs, and usually watch as late into the night as do adults.
Despite their emergence from the more limited world of childhood and their increased reliance
on peers, adolescents continue to spend a great deal of their time watching television. The study
found that MTV programs are changing the entire music scene in Asia. Multinational rock music
or world music is becoming the mainstream popular music among the youth in Asia, while the
traditional style is becoming obscure and obsolete. They found in their study that about 48%
upper class and 62% middle-class Indians watch Television for more than two hours per every
day. They suggest through research that TV has a long-term effect on peoples thinking.
Therefore, instead of glamorization, portrayal of crime and commercialization, positive trends
need to be introduced on the TV channels in order to save our values. It concludes that the youth
is getting liberated ideas regarding the placement and position of women in the society. They
found out in his research that in OECD countries watching television is by far the most time-
consuming form of leisure. Surprisingly, television viewing is positively correlated with work
hours across countries. Workers and capitalists are shown to exhibit opposite preference
orderings over equilibria. The relative ability of those two groups in capturing a country's
government may explain which equilibrium is selects .The study found that adolescents watch
television for 12 hour per week on an average. The study further indicates that Television
viewing is seen as a major source of stress relieving activity. It was concluded in the study that
29% of viewers watch television for purpose of learning/education. They found in their study
that on an average, children watch two hours or less of TV daily and most of them indulged in

bedtime TV Viewing. They watched TV primarily for entertainment and for learning.

1Er, Kanwal Gurleen. Dr. Sukhmani (2011). International Journal of multidisciplinary research, A Study of TV
Viewership Patterns among Youngsters in Northern India. ISSN 2231 5780. VVol.1 Issue 5.
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Children's™ most preferred program was children's” shows/serials, followed by many other

reality shows.

Subramaniam,.S. & Tiwari, Himanshu.*?> Mentioned in their study that the increase in reality
programmes is undoubtedly increasing number of cable channels, which allows advertisers to
reach niche markets. The majority of reality television programmes are geared towards the
individuals under twenty five years old. MTV has been presenting the Real World to this target
younger demographic for more than ten years. Likewise there are many such channels which are

targeting youth as their category viewers.

DISCUSSION
Chart 1.1
Kinds of Reality Shows

1 2 3 4 5 6

B drama( bigg boss) B standup comedy ( comedy nights with kapil)
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B quiz shows(kaun banega crorepati)

From the above chart 1.1 we can see that youngsters watch more drama shows like Bigg Boss
and they preferred to watch Stand-up Comedy Shows like Kapil Sharma Show followed by
dance shows, music shows and then quiz shows. Among the reality shows it observed that
today’s youngsters most frequently prefer to view and enjoy shows like Big Boss, Roadies and

some of the similar sort.

12 Subramaniam, S. & Tiwari, Himanshu. (2014). Impact of Reality Shows on Common Man and Its Sustainability.

Asian Journal of Management Research. Volume 5 Issue 1.
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Chart 1.2

Entertainment Level of Reality Shows

®yes ®no

From the above chart 1.2 we can understand that 84.4 percent of the respondents find reality
shows entertaining while the other 15.6 percent of the respondents do not find it entertaining.
The number of respondents who have showcased least interest in reality shows are really a small
number which is not actually a great count in the study but it can be observed that a large number
of respondents find these really shows of great interest.

Chart 1.3
Entertainment Ranking among the Reality Shows
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In the above chart 1.3 respondents were asked to rank their preferred TV reality shows. The
highest ranking was observed for Big Boss followed by Khatron Ke Khiladi. It can be
understood form the above chart that the shows which are in vogue and having highest TRPs

happen to be favourites of youngsters.

Chart 1.4

Factors Influencing the Preference for Reality Shows

21.10%

m participants = host = concept adventures

From the above chart 1.4 it can be observed that the factor which influences the youngsters to
watch reality shows are most importantly participants according to 37.8 percent respondents,
while 32.2 percent of the respondents feel that the concept or theme of the show is important.
21.1 percent of the participants get influenced by the adventures and activities of the show and
8.9 percent of the participants watch reality show because of the host. Most of the times the
participant in these shows are the celebrities which happen to be Youth Icons or influencers and
thereby they are watched the most because of these participants or characters or casts in the

show.
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Chart-15

Impact of reality shows on attitude

@

= agree = disagree = neutral

From the above chart 1.5 it can be observed that 35.6 per cent respondents agree that reality
shows have an impact on their attitude. 25.6 per cent respondents disagree that reality shows
impacts their attitude whereas 38.9 per cent respondents are neutral about it. While we see here,
there are maximum of the respondents of have no specific opinion about the impact of reality
shows on their attitude.

Chart 1.6

Impact of reality shows on emotions

Eyes ®no

It was seen through the chart that 52.20 per cent of the respondents are of an opinion that reality

shows do not impact their emotions whereas other 47.80 per cent expresses that it does affect
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their emotions. Many a times youngsters observed to involve and related their lives with what
happen in the reality shows or in the dramas on TV which somewhere impacts their lives and

thereby their emotions too.

Chart 1.7
Emotions according to favorite reality shows

12.20% ™ happy = sad

3.35%

Chart 1.7 depicts that maximum youngsters are happy watching these reality shows, whereas
other respondents talked about mixed emotions which are really not measurable. Young
respondents always admire and look forward to watching these reality shows as a part of
entertainments fun and sometimes something that fulfils their likings. Hence maximum of them

mentioned that they feel happy watching the reality shows.

CONCLUSION

Reality television shows and their effects on society are also dependent on the viewer’s desires
and motives, they see themselves in these stars and somehow these stars are living their lives
through the show. Each reality show portrays and fulfills certain desires - like power or
influence, travel and living, survival and outwitting, beauty and satisfaction, revenge and honor,
etc. Even the reality shows craze amongst youth has reached its peak from last 3 years, this craze
is bring by the longest running reality show in Indian television MTV Roadies, after it there is
big line up of stunt reality shows on music television like Pulsar Stunt Mania, V Dare to Date,
Kidnap, Exhausted etc. the list of these kind of programs is big enough Reality shows are

creating so much negative impact on young generations mind, young boys and girls are
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emotionally attached with the programs. The researcher has observed one young boy in Roadies
audition last year he cut his hand just because he did not get a chance to give audition that time,
and he was begging in front of show producers to give him the audition for that show, the
researcher also observed that young boy was saying Roadies is everything for him, he can't live
without Roadies, that kind of impact reality shows creating on youth. Reality shows have
become a part of young generations life, they are very fond of these shows, they even don't want
to miss the single episode of their favorite reality show. Even the Younger generation is now
habitual of these reality shows.

SUGGESTIONS

1. Youngsters should draw some limits on viewing of these reality shows so that they are able
to limit the impact too.

2. There need a control from the parents with regard to what their child is watching. Reasonable
supervision and understanding between the parents and the young children can help them
overcome the negative impact that these reality shows can have.

3. Youngsters can involve themselves in some other activities which are more constructive and
will add to their knowledge rather than giving their time to certain reality shows which are
not really knowledge gaining.

4. Some of the reality shows like dancing and singing shows can be considered for interest as
they have a learning factor involved and they may not have a negative impact as such on the

youngsters.
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ABSTRACT

The Internet is the largest medium of news and information. It is the only place in the world
where one can find information in such a large amount on a variety of subjects. A search engine
is a program that searches through internet data. The search engines are primarily for locating the
information on the web. Search engines serve as a very powerful tool to gather information.

The purpose of this study is to examine the usage of Google search engine in education by the
under-graduate and post-graduate students. The structured questionnaire was administered
through the students with the help of google forms. Data from 80 respondents was collected,
analysed and interpreted. The research study investigates the various facets of google search
engine use such as the purpose of usage, mostly used sources and services, time spent, searching

abilities, difficulties faced and level of satisfaction.

KEYWORDS: Search Engine, Google Search, SERP, World Wide Web.
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INTRODUCTION

Search Engine may be a website that permits users to look up information on the World Wide
Web (www). The search engine will achieve this by looking at many sites to find matches to the
user’s search inputs. It will return results ranked by relevance and popularity by the search
engine. Some popular search-engines are Google, Yahoo!, Ask.com and Bing. Older services
include WebCrawler, Lycos, and Alta Vista. After the user inputs their search or query into the
search bar, a list of results will appear on the screen known as “search engine results page”
(SERP). Search engines are a number of the most advanced websites online. They use special
code to sort the online pages on SERPs. The most popular or highest quality sites are near the
highest of the list. Search engines are very useful to find information about anything quickly and

simply. Using more keywords or different keywords improves the results of searches.

Google Search or Google Web Search is a web search engine owned by Google Inc. and is the
most used search engine on the World Wide Web. Google receives several hundred million
requests every day through its various services. The main purpose of Google search is to search
for text on web pages, as opposed to other data, such as with Google’s image search. Google
search was originally developed by Larry Page and Sergey Brin in 1997, based on previous

search engine designs.

The young and bright minds of students are being exposed to various kinds of information these
days. The available online information has made it very easy for students to access it. The
information is additionally very attractive due to the increased use of multimedia in online
information. Universities provide various information to the public online. Not only university
information, but also students’ learning resources are now available on the Internet. Search
engines become gateways used to get the information that students need. Some research findings
show that some students rely on search engines and other online learning resources. Search
engines have become an integral part of students learning activities. The scholars also use search
engines to satisfy daily information needs, solve problems, increase knowledge, reduce doubts,

clarify things, entertainment etc.

Various student search engines have paved the way for comfortable student life. In the age of
information overload, even students sometimes get confused. A lot of unwanted information is

also provided for a particular answer. Sometimes their knowledge of unconscious facts increases,
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but most of the time they waste energy in finding a relevant answer to their question. The student
search engine reduces the likelihood of wasting time and energy. It helps them provide accurate
and more important information. Not only students, but also their parents and teachers use it to

answer questions and make life more comfortable.

You can use the search engine from anywhere in the world to get any kind of information.
Search engines like Google and Yahoo are very popular with people. Besides the most used
search engines like Google and Yahoo, there is also another student search engine. These search
engines are built with students in mind. Students should save these search engines in their
bookmark list. This would help them filter and get the best information. The general search
engine for students is Google Scholar, Google Books, iSEEK Education, Academic Index, etc.
Through Google Scholar, students can find academic articles, published research papers,
professional societies, and more as they explore it. Google Books allow students to browse a

multitude of books as requested by a student.

OBJECTIVES OF THE STUDY

1. To study various search engines used by the students for educational purposes.
2. To examine the perspective of UG and PG students with respect to Google as a search
engine in education.

3. To evaluate the extent of usage of Google as a search engine by UG and PG students.

RESEARCH METHODOLOGY

The current paper examines a number of studies that were carried out in order to better
understand the usage of google search engine in education. Researchers attempted to evaluate
several e-journals, e-research papers, and e-book for secondary data. A few of the research
articles are also reviewed. All of this has helped the researchers in gaining a complete
understanding of the subject and writing down some key points for the current study. The
questionnaire survey based method used for this study to collect the primary data, the
questionnaire prepared on google form. Primary data is obtained through Google questionnaire

in order to gather first-hand information. Snowball and convenience sampling were used as the
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study's sampling methods. The primary data collected from these respondents is statistically
analyzed, then presented in the form of graphs and charts to make it more understandable.

Researchers attempted to represent the data in the study using descriptive frequency analysis.

LITERATURE REVIEW
13Gordon M. and Pathak P. (2002) in their work compared eight search engines. The authors

calculated traditional information retrieval measures of recall and precision at varying numbers
of 12 retrieved documents and used these as the bases for statistical comparisons of retrieval
effectiveness among the eight search engines. Further authors pointed out that search engines are
essential for finding information on the World Wide Web. Finally, they calculated that a

document retrieved by one search engine was retrieved by other search engines as well.

14Deka, S.K. and Lahkar N. (2010) in their study titled “Performance evaluation and
comparison of the five most used search engines in retrieving web resources” evaluated the
performance and efficiency of the five most used search engines, i.e., Google, Yahoo!, Baidu,
Ask, and AOL, in retrieving internet resources at specific points of time using a large number of
complex queries. The researcher highlights the fact that different web search engines, which use
different technology to find and present web information, yield different first page search results.
The study concluded that Google has a significantly higher rate of performance in retrieving web
resources as compared with the other four search engines. Yahoo! is the second best in terms of
retrieval performance. The other three search engines did not perform satisfactorily compared

with Google and Yahoo.

13 Gordon Michael & Pathak Praveen (1999), Finding Information on the World Wide Web: The Retrieval
Effectiveness of Search Engines, Information Processing and Management, Volume 35, Issue 2.
https://doi.org/10.1016/S0306-4573(98)00041-7
14 Deka, S.K., & Lahkar, N. (2010), Performance Evaluation and Comparison of the Five Most Used Search
Engines in Retrieving Web Resources, Online Information Review, Volume 34, Issue 5, pp. 757-
771. https://doi.org/10.1108/14684521011084609
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5Gomathi Dr. P. and Sivasubramanian G. (2019) in his Journal explain the study awareness
and use of search engines by students Sri Ramakrishna College of arts and science Coimbatore.
The study reveals that the majority of the students are making use of the Internet for course
related reading and research needs and some students are using it for entertainment. The study
also found that Mostly 66 per cent of the respondents use Google search engine for their
principle and 39 per cent of the respondents use search engine mainly for their thesis works. The
study concludes that the trainers need particular awareness of the university establishment and a
particular training program should be designed for them.

6pandey Kamlesh Kumar, Shukla Pradeep Kumar & Yadu Rajat Kumar (2016) in this
paper researchers have presented the overview and performance analysis of Google, Yahoo and
Dogpile search engine. Yahoo and Google is a web search engine and dogpile is a Meta search
engine. The result of the study showed that the precision and relevant page of Dogpile is higher
than Google and Yahoo because Dogpile is given to a smaller number of web search results and
filtration techniques are used. When we look at precision according to group then Dogpile is
given to high precision in simple word group, multi word group and complex group and google
is given the less precision and relevant page in a complex Group. Finally, the conclusion of this
research is that Google and Dogpile are given the best result in simple and multi group work but
Dogpile and Yahoo are given the best result in complex group work. Overall result is dogpile is
best for all types of searching but if you want to do depth search then yahoo and Google is best
because it gives a lot of result list.

17" Education is the process of facilitating learning, or the acquisition of knowledge, skills, values,
morals, beliefs, and habits. Educational methods include teaching, training, storytelling,
discussion and directed research. Education frequently takes place under the guidance of

educators; however, learners can also educate themselves. Education can take place in formal or

15> Gomathi Dr. P. & Sivasubramanian G. (2019). Awareness and Usage of Search Engines among the Students of
Sri Ramakrishna College of Arts and Science Coimbatore: A Study. Library Philosophy and Practice (e-journal).
2191. https://digitalcommons.unl.edu/libphilprac/219

16 pandey Kamlesh Kumar, Shukla Pradeep Kumar & Yadu Rajat Kumar (2016), A Survey of Google, Yahoo and
Dogpile Search Engine in Context of Relevant Web Page and Precision, International Journal of Advanced
Technology in Engineering and Science, Volume No. 4 Issue No. 6. www.ijates.com

7 https://en.m.wikipedia.org/wiki/Education
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informal settings and any experience that has a formative effect on the way one thinks, feels, or
acts may be considered educational. The methodology of teaching is called pedagogy. Formal
education is commonly divided formally into such stages as preschool or kindergarten, primary

school, secondary school and then college, university, or apprenticeship.

RESULTS AND DISCUSSION
Chart 1.1

Frequency of using google search by the respondents

Always T7.50%
Sometime 20.00%
Rarely 2.50%

T

Never 0.00%

0.00% 20.00% 40.00% 60.00%

Researchers have made an attempt to find out frequency of google search usage and found that
77.5 per cent of the respondents use Google search always, 20 per cent of respondents use it
sometimes and 2.5 per cent of them use it rarely. It is a known fact that most of searches that
everyone does happen through google search engine. And the same has been observed through
the survey. Maximum of the respondents mentioned that they use google search most of the

times for their searches.
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Chart 1.2
Hours spend by respondents on google search

It can be concluded from the above chart that 68 per cent of the respondents spend less than 2
hours on Google search whereas 15 per cent of the respondents spend 2-3 hours on Google
search and 10 per cent of them spend 3-4 hours on Google search while only 3 per cent and 5 per
cent of the respondents spend 4-5 hours and more than 5 hours respectively. Most of the internet
users spend their maximum time on social networking sites than for the searches. Hence it is
observed in the study that they don’t spend more than 2 hours on goggle search

Chart 1.3

Purpose of using google search

Educaion Purpose New information General information Persona
Development
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From the above chart researchers have concluded that 61.3 per cent of the respondents use
Google search for the educational purpose, 32.3 per cent of the respondents use Google search
for gaining new information and 6.5 per cent of them use Google search for general information.
For projects, assignments or any knowledge need to be gathered about anything any specific,

google is used the most.

Chart 1.4

Different forms of educational searches on Google

@ To update subject knowledge
@® To research purpose

To update general knowledge
@ To prepare notes/examination

® To complete assignment

From above chart researchers have found out that if the respondent uses Google for educational
purposes what they search the most for. It includes 33.8 per cent of the respondents searching
for updating subject knowledge, 20 per cent of the respondents search for getting general
knowledge and 18.8 per cent of students search to complete their assignments and research

purpose while only 8 per cent of the students search to prepare their notes and for examinations.
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Chart 1.5

Satisfaction with the page one result in google search

Not satisfied

Extremely satisfied

Above chart concludes that 50 per cent of the respondents are satisfied with the result of first
page, 29 per cent of them are extremely satisfied with the results of first page, 18 per cent of
respondents agree that search result of first page are neutral whereas only 4 per cent of the
respondents are not satisfied with result on the first page. Many of us consider that the results
that come on the first page happen to be the authentic ones and hence we believe and refer to

only those at first and then may be advanced or deep search is done.

Chart 1.6

Google improves respondents’ academic research and learning

Mo, 6.30%

Yes, 93.70%
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From the chart 1.6, researchers have observed that 93.7 per cent of the respondents agree that
Google is instrumental in improving their academic research and learning while only 6.3 per cent
of the respondents disagree that their academic research and learning is improved through
Google. Students who pursue their research, for them google is of an immense help. Now-a-days
there are different authentic sources on the google which acts as a source for research and
learning.
Chart 1.7
Problems faced by respondents while using search engine

Too much information Lack of effective search  Irrejevant infor mation Sow internet
techniques

From the above chart researchers wish to describe the various problems faced by the students
while using the search engine. In this chart we can see that 48 per cent of the respondents agree
that search engines show too much information while searching, 23 per cent of the respondents
say that slow Internet is a main problem of using search engines, 21 per cent of respondents
mentioned that Lack of effective searching techniques is a problem and only 9 per cent of the

students expressed that information is irrelevant in search engines.

CONCLUSION

It can be concluded in the paper that; every student uses Google as a main search engine, where
yahoo is also quite popular with few of the respondents where other search engines are not so
popular among all. According to the students google search is used the most for the educational
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purpose. The students search the most for updating subject knowledge. More than 50 per cent of
the respondents expressed that Google search is accurate and trustworthy. Most of the
respondents are satisfied and highly-satisfied with the search results that on the first page. This
indicates students who use search engines are mostly satisfied with the search results on the first
page. Students when they need to find quick and short answers to a question, they use a search
engine and view the result of the first page as satisfactory. Majority of the students agree that
google is improving their academic research and learning. The problems faced by students
during the use of search engines include slow internet connections and information clutter

displayed in the search results.

SUGGESSTIONS

e The study suggests that different types of trainings should be provided to the students
such as advanced search options on the Google and locating relevant information from

the source.

e The colleges should organize seminars and workshops to teach students more

sophisticated information search skills.

e The students expect that colleges should provide an educational app, so that they can use

it for research purposes. This will help students to easily find articles, research papers etc.

e The study suggests that the government should make a policy of easy and less expensive
access to the internet for the students for their study and development purposes.

e The study also suggests that the Government should make a policy to provide training
about E-learning and importance of search engines in education.
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ABSTRACT:

The impact of pandemic COVID-19 is observed in every sector around the world. The education
sectors of India as well as world are badly affected by this. It has enforced the world wide
lockdown creating very bad effect on the students’ lives. Around 32 crore learners stopped to
move schools/colleges and all educational activities halted in India. The outbreak of COVID-19
has taught us that change is inevitable. It has worked as a catalyst for the educational institutions
to grow and opt for platforms with technologies, which have not been used before. The education
sector has been fighting to survive the crises with a different approach and digitizing the
challenges to wash away the threat of the pandemic. This paper highlights some measures taken
by Govt. of India to provide seamless education in the country. Both the positive and negative
impacts of COVID-19 on education are discussed and some fruitful suggestions are also pointed
to carry out educational activities during the pandemic situation. In this study we find the
difficulties faced by students during online learning. We also observe the various modes of
online learning used by students for attending the classes regularly. In this study we examine
how effective has been online learning for students. From the study we also tried to find out the
various types of health issues arising in students due to the online learning. During the study we

came to know the students’ perception towards online learning and classroom learning.

KEYWORDS: Online learning, E-Learning, health issues, Learning Management System
(LMS)
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INTRODUCTION

Online learning is a way to deliver learning remotely to those who choose not to attend from a
physical location. At formal institutions like colleges and universities, online learning is
delivered via a Learning Management System (LMS) that allows instructors to create and add
content, assignments, and activities that students can access with an Internet connection on a
computer or mobile device. This is not the only form of online learning, but it is the most utilized
method to receive a formal education, and allow instructors and students to create a learning
community for their classes. Online learning” refers to any education that takes place via
electronic media. This is most commonly done through the internet. E-learning is appealing to
many for its convenience, comfort, cost-effectiveness, and environmental impact. Following are

just some of the benefits of e-learning and online courses that you may not have considered.

Online learning is education that takes place over the Internet. It is often referred to as “E-
Learning” among other terms. However, online learning is just one type of “distance learning” -
the umbrella term for any learning that takes place across distance and not in a traditional

classroom. Distance learning has a long history and there are several types available today.

A term to describe an emerging approach to learn at students’ own premise through advanced
information-communication technologies (such as Blackboard, Moodle, YouTube, Virtual

Reality) either asynchronously or synchronously.

The cost structure of online learning is another factor for the rapid growth of the market. Online
courses prove a more affordable option than traditional ones and there are no commuting costs,

and sometimes required course materials, such as textbooks, are available online at no cost.

It’s a fact that online learning is the future and will undoubtedly replace land-based learning in
the future. Mobile platforms have given access to more people to benefit from online learning,
and this has created a huge data, then machine learning has given personalized solutions to the
course content with using the big data. In the future, it will not be surprising to see more
elements in the online learning structure such as VR/AR or more advanced machine learning

algorithms to democratize the learning more.

The COVID-19 has resulted in schools shut all across the world. Globally, over 1.2 billion

children are out of the classroom.
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The educational institutions in affected areas are seeking stop-gap solutions to continue teaching,
but it is important to note that the learning quality depends on the level of digital access and
efficiency. The online learning environment varies profoundly from the traditional classroom

situation when it comes to learner’s motivation, satisfaction and interaction.

The major concern is about the quality of learning which is closely related with how well the
content is designed and executed. Effectiveness of learning also depends on how the content is
curated to online environment and also in understanding and addressing the constraints faced by
students. The study is even more relevant considering that in India the system of online

education has never been tried at this scale and this is like a massive social experiment

The traditional learning system had been used in India and has been sustainable for long. But the
educational needs are rapidly changing and a global education standard is imposing itself and
also forcing the Indian education system to undergo several changes. India has become the hub
of Information Technology (IT) and IT enabled services industry. Online learning holds
particular relevance to India as the youth constitute its major population and there is no other
way to take education in such a scale without the intervention of technology. The concept of e-
learning is definitely gaining popularity in India but at a slow pace as compared to other
countries. For bridging the digital divide and empowering teachers/learners to harness
information and communication technologies for their empowerment through knowledge, the
need of the hour is to provide digital literacy to teaching learning community in higher
education. E-learning has the potential to overcome the inadequacy of qualified teachers in rural
India (Yuen, 2010). Live online tutoring; live streaming virtual classrooms are some of the
online learning solutions for such problems.

E-learning is looked upon as a best substitute for effective and organized classroom teaching.
Computerized Assessment of learners’ academic performance becomes easier to the instructor
especially for the courses where the enrolment is large. E-learning is increasing the percentage
of literate population in the total population of India. Online education in India has a mix of
dedicated online only and offline players with some online presence. Such a co-existence of e-
learning system with conventional classrooms in fact promises to reach too far rural areas in

India which are in darkness about eLearning.
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OBJECTIVES OF THE STUDY

To understand the online learning mode used by school children.
To understand the impact of using smart phone for longer hour of online learning.
To evaluate the various challenges faced by school children during online learning.

M w0 e

To give suggestions and conclusions to the study.

RESEARCH METHODOLOGY
Secondary data collection has been done with the help of E-journals, newspaper articles and
internet sites. Present research paper reviews certain studies conducted in the area of online

learning, its advantages and disadvantages at large.

In the present study, primary data has been collected through questionnaire method. A structured
questionnaire is used to collect data from the children i.e. 8-10 years and 11-13 years and 14-16
years of age group. Convenience and snowball sampling methods are carried out by the
researchers. Researchers have used descriptive frequency analysis to analyse the collected data.
The primary data collected from the respondents is presented in the form of charts and graphs to

make it more illustrative.

LITERATURE REVIEW

Bagarwal Himanshu & Pandey G. N, in their article ‘Impact of E-Learning in Education’ have
stated that e-learning is a modern way of learning, which includes electronic media in the field of
education. E-learning makes use of information and communication technology. Correspondence
learning or distance learning are the situations where e-learning comes to use. E-learning
involves various types of media that provide audio, video, text and images. E-learning makes use
of intranet or extranet or internet, and widens the horizon of traditional learning. This article
explores the time when the concept of e-learning was introduced, mentions its basic principles,
discusses the ways in which it is superior as compared to traditional education and also throws

some light on the result of using e-learning from three different perspectives.

18 pandey G.N & Agarwal Himanshu (2013). Impact of E-Learning in Education. International Journal of Science
and Research (1JSR), 2(12).
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¥Gaur Poonam, expressed that e-learning is playing a very important role in the present
educational scenario. It has potential to change the whole education system and due to this
reason, it has become one of the most preferred subjects for the researchers. Research works on
e-learning are going on in various disciplines like Mass Communication, Education, Information
and Technology (IT) and Distance Education. Scholars are working on the various aspects of e-
learning. This study analyzed the various research works on e-learning to find out the research

trends in this field.

DISCUSSION OF THE STUDY
Chart 1.1

Acceptance of online learning by the students

*YES *NO

From the above chart 1.1 it can be seen that majority of the students are accepting the online
learning due to covid-19 situation to continue their studies. From the total 98 per cent of the
respondents are ready and already studying through online mode and only 2 per cent of the
students are not interested in learning through online mode. During the Covid, students had no
choice but accept the online learning mode but now many have readily accepted it and doing

well with it.

19 Gaur Poonam. (2015). Research Trends in E-Learning. Media Communique. Published.
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Chart 1.2

Availability of internet or Wi-Fi connection

From the above chart 1.2 it can be observed that most of the respondents have an internet
connection at home and other few of them do not have internet as well as Wi-Fi connection at
home to attend the online classes. From the above data researchers have noted that 75 per cent of
the respondents have connection of internet as well Wi-Fi at home and only 25 per cent of
respondent do not have any internet connection at home. It was also observed that some of these

students are really troubled due to no internet connection.

Chart1.3
Mode of online learning

Smartphones

Tablet

Computer

Laptop

30 40 50

Mode of online learning
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From above the chart 1.3, it can be concluded that most of the respondents i.e. 80 per cent of
them use smartphones for online learning, 10 per cent of them use Tablet, 7 per cent of the
respondents are using laptop whereas it was observed a very miniscule number i.e. 3 per cent of
them are using computer for online learning. It was observed that most students are able to use
only a smartphone for their e-learning. Not all the household would afford or have a laptop,
tablet or a computer. It was also understood from the students that non-availability of a device is

also a big hurdle.

Chart 1.4

Online or classroom learning

M Online learning  ® Classroom learning

From the above chart 1.4 it can be observed that majority of the respondents i.e. 83 per cent are
willing to learn through Online learning rather than online learning whereas only 17 per cent of
the respondents are happy to learn through classroom learning. With the pandemic in picture
students have really well versed with online sources and they want to use it further as their most
favoured tool for learning. With the advent of this online learning during pandemic, many

students have started liking this way of learning and put more preference now to online learning.
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Chart 1.5

Spend Time during Online learning

1-2 hours 3-4 hours 5-6 hours 7-9 hours

B Spend time in online learning

Source: Primary data collection, 2021.

From the above chart 1.5 it can be observed that many students are spending good time in online
learning. There are 35 per cent of the respondents who are spending only 1-2 hours every day,
other 30 per cent of them are spending 3-4 hours and 28 per cent of the respondent spend 5-6

hours and only 7 per cent of them are spending 7-8 hours in online learning.

CONCLUSION

From the study it can be observed that students favour online learning more than offline learning.
Since the time pandemic has started, many students had no choice but switch to online learning
and it is observed that many have managed to have Wi-Fi connection at their homes. For online
learning most of the students make use of their smartphones and there are also a few making use
of other gadgets like tablets and laptops for online learning. Students happen to spend minimum

of 1 hour and maximum of 8 hours on online learning.

SUGGESTIONS
1. Examine the readiness and choose the most relevant tools for online learning.

2. Plan the study schedule of the online learning to avoid unnecessary screen time.
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Define the duration of online learning units based on students’ self-regulation skills.

Keep a coherent timing according to the level of the students’ self-regulation and
metacognitive abilities especially for live streaming classes. Preferably, the unit for primary
school students should not be more than 20 minutes and no longer than 40 minutes for
secondary school students.

Create communities of teachers, parents and school managers to address sense of loneliness
or helplessness, facilitate sharing of experience and discussion on coping strategies when
facing learning difficulties.

Develop distance learning rules and monitor students’ learning process. Define the rules with
parents and students on online learning.

Design formative questions, tests, or exercises to monitor closely students’ learning process.
Try to use tools to support submission of students’ feedback and avoid overloading parents
by requesting them to scan and send students’ feedback

Provide support to teachers and parents on the use of digital tools.

Organize brief training or orientation sessions for teachers’ parents as well, if monitoring and
facilitation are needed. Help teachers to prepare the basic settings such as solutions to the use
of internet data if they are required to provide live streaming of lessons.

They recommended a reduction in cognitive load and increased interactivities during online

teaching.
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ABSTRACT

The present study relies on the parent child influences on buying decisions of confectionery
products. The sample surveys of 60 respondents of parents those child age group between 3 to
14. The study mainly focused on influencing factor as Price, quality, quantity, taste, innovation
and attractive package and child expectations and overall satisfaction about confectionery

products.

KEYWORDS: Parent child buying decision regards confectionery products, sugar confections

baker’s confections.
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INTRODUCTION

What is Confectionery?

Confectionery products are products that mainly consist of sugar or similar sweeteners. There is
often a distinction made between sweet baked goods and sugar confectionery products.
Confectionery is the art of making confections, which are food items that are rich in sugar and
carbohydrates. Confectionery is divided into two broad and somewhat overlapping categories:
bakers’ confections and sugar confections.

Confectionery items are commonly consumed by our society. Confectionery Items are generally
used for taste and small hunger but the people or children should consume confectionery items in
optimum quality because its excessive use can harm body like any other sweet and it should use
as a snacks in little quantity. There are various types of confectionery Items are available in
market for research purpose we are taking here mainly five types of confectionery items i.e.
candies, Wafers, chips, chewing gum and chocolates. All of these five products are very much
popular in our country. Some Leading industries in the field of confectionery products are
Cadbury, Nestle, Parle and Amul.

Influence on Children on Parent Purchase Decision

TV ads are changing dietary patterns of youngsters. Of all the item classifications kids like the
promotions of chocolates and bites and they request a greater amount of these items. Promoting
sustenance classification brands is probably going to impression build the longing for the item
among the kids. In this way, the nourishment class would give off being the best dimension for
any open arrangement mediation.

Family decision making is considered more complex than individual decision making because it
includes different participant with different choices and roles. We found that children exert
influence through justifying and highlighting the benefits of purchases, forming coalitions,
compromising and remaining persistent. Their product-related knowledge and information were

viewed positively and encouraged by parents.

OBJECTIVES OF THE STUDY

1. To get an overview about the concept of parent child influences

2. To evaluate various factors under parent child influences
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3. To understand parent child influence regards to confectionery products.
RESEARCH METHODOLOGY

Present research paper reviews certain studies conducted in the area of higher education, a study
on parent child influence on buying decision of confectionery products. For secondary data
researchers attempted to evaluate some e-journals, e-research papers and e-magazines. Some of
the research articles are also reviewed. All this has helped the researchers to thoroughly
understand the topic and pen down some important points for the present study. For gathering
first-hand information, primary data will be collected through questionnaire methods. The
sampling method used for the study is Snowball and Purposive sampling. The primary data
gathered from these respondents is statistical analysed and tested and will further be presented in
the form of graphs and charts to make it more explanatory. Researchers have made an attempt to

use descriptive analysis to represent the data in the study.

LITERATURE REVIEW

Dr. A. Martin David, R. Kalyan Kumar, G. Dharakeswari (2013),%° studied the consumer
preference towards bakery products and to analyze the perception of consumers towards the
bakery and bakery products. The present study has been confined to Study consumption pattern
of bakery products. The study will cover only from the point of consumers from southern region
of Tamil Nadu. The present study is an empirical research based on survey method. The
researchers have collected primary data by comprehensive interview schedule and Secondary
data have been collected from websites, books and journals. This study was carried out for a
period of two months. The data which were collected from the respondents were analyzed by
using percentage analysis. Five point scales that are Likert’s scale analysis, weighted average

ranking and chi-square test are used.

20 Dr. A. Martin David, R. Kalyan Kumar, G (2019). Dharakeswari (2013), Comparative Study on Buying and
Using Confectionery Product, ISSN: 0971-1260 Vol-22-Issue-14-December.
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Cleark N. (2016)?* Marketers particularly use ‘visual cues’ that children respond to, for
example cartoon characters, color, graphics and premiums. In this way they take advantage of

children’s visual and associative memory to sell productsl

Rundh B. (2005) and Butkeviciene V,(2005)?2 In researcher they express as It attracts
consumer’s attention, enhances product image, influences consumer’s perception about the
product, provides information, distinguishes one product from another, and stimulates impulsive

buying behavior.

Ning W 23 the author has expressed as Children's food packaging requires uniqueness. Children
are more imaginative and curious. They are more inclined to be interested in various color and
novel image. Therefore, the design of children food packaging should be novel and unique, so as
to attract the attention of children. Children's nature is active and lively, but at the same time,
their attention is not easy to focus; only interesting packaging can instantly capture their
attention. To a large extent, children don't care about the goods itself, but are rather attracted by

their appearance. They buy the food just to satisfy their curiosity

Yung Shin Shyu, Wen Chieh Sung, Ming Hsu Chang & Jean Yu Hwang (2008),%* - studied
four baking products (bun bread, toast, pound cake, and sponge cake) baked in a far infrared
oven as well as in an electric oven to evaluate the effects of far-infrared radiation on qualities of
baking products, including texture, volume, staling rate, and sensory evaluation. When the pound
cake was baked in a far infrared oven, the batter temperature increased faster than pound cake
baked in an electric oven. The hardness of sponge cake baked in a far-infrared oven after 7 days

storage is softer than that of a sponge cake baked in an electric oven. There are no significant

2L Cleark N. (2016), “Study on Impact of Packaging & Colors Used in Packaging on Buying Behavior of Children”,
Indian Journal of Applied Research, VVolume: 4, Issue: 9 September 2014.

2 Rundh B. & Butkeviciene V, (2005), “study on impact of packaging & colors used in packaging on buying
behavior of children”, Indian Journal of Applied Research, Volume: 4, Issue: 9 September 2014.

2 Ning W, “Study on Impact of Packaging & Colors Used in Packaging on Buying Behaviour of Children”, Indian
Journal of Applied Research, Volume: 4, Issue: 9 September 2014.

24 Yung Shin Shyu, Wen Chieh Sung, Ming Hsu Chang & Jean Yu Hwang (2008),” Comparative Study on Bakery
and Confectionery Products”, Reviews on Research Paper, ISSN:0971-1260 Vol-22-Issue-14-December:2019.
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differences in the volume, water activity, staling rate, or sensory scores of baking products

between these two types of baking ovens.

DISCUSSION
Chart 1.1

Influence or motivation of children in buying a product of their interest

90%
80%
70%
60%
50%
40%
30%
20%
. ‘ 11.7% /
o% T T T T 1
Yes No

It can be observed that 88.3 per cent respondents are influenced by their children to buy certain
products of their children’s interest whereas only 11.7 per cent respondents stated that they are
not motivated or influenced by their children in buying certain products specifically of children’s
interest.

Chart1.2

Frequency of children influencing parents

M Often

m Very often

M Sometimes
Rarely

M Never
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The frequency of children influencing their parents for buying certain products is observed. From
the total maximum of 35 per cent of the respondents mentioned that their children influence them
sometimes, 28.3 per cent of them said that they influenced by children very often, 20 per cent of
them stated that they get influence often whereas there are few parents who mentioned that they

are either rarely or never influenced by their children for buying certain products and that count

is 8.3 per cent.

Chart 1.3
Purchase decisions under children influence

Above chart epicts the opinions of parents with regard to children influencing them in purchase
decisions. From the total 78.3 per cent mentioned yes they get influenced whereas 21.7 per cent
said that they do not get influenced. Children have a great influence on the purchase decisions of
their parents especially when the product is bought for the child. They make parents buy certain
things as per their choice and non-receival of the same is not taken positively. This is observed

most times in case of confectionery products like chocolates, biscuits, candies etc.
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Chart 1.4

Most preferred products by children for which they influence their parents

0% 63.3% 65%

60.% -

50.% - 38.3%
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—_— 26.7%

20.% -

10.% -

O.% T T T T 1
clothes Eatables Footwear Accessories other

It is observed that 65 per cent of the parents are influence to buy eatables, whereas 63.3 per cent
of them are influenced to buy clothes, while 38.3 per cent of them are encouraged to buy
footwear, 33.3 per cent of them are influenced to buy accessories and only 26.7 per cent of the
respondents mentioned that they are influenced to buy other products.

Chart 1.5

Awareness about the confectionery products

@® Yes
@ No
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It can be observed that 78.3 per cent of the respondents are aware about the confectionery
products whereas 21.7 per cent of the respondents are not aware about the confectionery
products. It can be noted that many parents or in general people do not know that chocolates,
biscuits and some such kind of products are called as the confectionery products. Therefore in
specific this question was asked to the respondents. It can be seen from the above figures that,
people are aware about the confectionery products.
Chart 1.6
Regular purchase of confectionery products by the respondents

|
70%
60.0%
60%
51.7%
509 5 46.7%
% 43.3% A 43.3%
40% 38.3%
(o]
30% -
20% -
10% -
0% l T T T T T T 1
Gums & Candies Cookies Choolates  Ice-cream Cakes & Biscuits
jellies pastries

It is shown that whether confectionery products are purchased on regular basis. From the total
60.0 per cent of the respondents purchase chocolates regulaalry, whereas 51.7 per cent of them
buy cookies. Another 46.7 per cent of them shop cakes and pastries, 45 per cent of the
respondents purchase ice-creams whereas equal number of the respondents that is 43.3 per cent
purchase candies and buscuits regularly whereas only 38.3 per cent of the respondents buy gums

and jellies.
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Chart 1.7

Different confectionery products that are allowed by the parents to their child to eat

50% 45% 46.7%

45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

36.7% 36.7% 38.3%

Gums & Candies Cookies Chocolates Ice - cream Cakes &
jellies pastries

Indicates the various different confectionery that are allowed by the parents to their children,
46.7 per cent of the respondents allow chocolates to their children, 45 per cent of them allow
cookies, while 38.3 per cent of them allow cakes and pastries to their children, whereas ice-
creams and candies are allowed by 36.7 per cent of the parents. and only 28.3 per cent of them

allow gums and jellies to their children.

Chart1.8
Factors contributing to parent child influences
i 61.7%
60% 53.3%
50% 43.3%
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Display at Advertisement  Sibling influence Lifestyle Influence by the
purchase of peers
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It can be observed that 61.7 per cent of the respondents are influenced by the advertisements
whereas 53.3 per cent of them are influenced due to their lifestyle. Another 43.3 per cent of them
are influenced by their siblings, 38.3 per cent of the respondents are influenced by the display at
place of purchase, and only 23.3 per cent of the respondents are influenced by their peers.

Chart 1.9

Purchase frequency of confectionery products by the respondents
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The frequency of purchases of confectionery products is explained in this chart. It is observed
that 38.3 per cent of the respondents purchase confectionery products sometimes, whereas 30.0

per cent of them buy very often. Another 21.7 per cent of them shop often, 8.3 per cent of the

respondents rarely go for it and only 1.7 per cent of the respondents never purchase
confectionery products.
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Chart 1.10

Children influencing to buy confectionery product

@ Yes
@ Sometimes
No

It can be observed that 51.7 per cent of the respondents are influenced to buy confectionery
products whereas 40 per cent of the respondents influenced their parents sometimes to purchase
these products and only 8.3 per cent of the respondents are never influenced s to shop these

products.
Chart1.11
Factors that influences parents to buy confectionery products
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Above Chart Shows that how the advertisement has a great impact on the children. From the
total 66.7 per cent of the respondents are influenced by their family and friends, 55 per cent of

them are encouraged by advertisements, 40 per cent of them are influenced by the free gifts
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whereas 38.3 per cent of the respondents are encouraged by display and availability of the
confectionery product. Another 25 per ecnt of them are influenced by the emotional blackmailing
and only 18.3 per cent of the respondents mentioned that they are influenced by childeren’s
grandparents to buy confectionery products.

Chart 1.12

Factors encouraging children to purchase confectionery products

Sweet & baked
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It is indicated that 28.3 children are influenced to buy confectionery products because of their
shapes and colors, while 20 per cent of them are influenced because it is sweet and baked
whereas same number of the respondents that is 16.7 are encourage to buys confectionery

products because of its taste and another 16.7 per cent because of its flavor and fragrance.

CONCLUSION

It can be concluded from the study that there are very few colleges in Mumbai that have 1IC or
Entrepreneurship Cell. Colleges are conducting activities but are not adequate enough to fulfil
students’ requirements. Entrepreneurship development programs are one of the primary activities
conducted under the 11C in order to inculcate entrepreneurial skills among the students. It was
also observed that there is not really an active participation of students’ in the skills enhancement
activities and entrepreneurial activities that are conducted in the colleges. Colleges are
considering making provisions for seed money as they feel this will lead to promoting
entrepreneurship among the students. In Spite of taking adequate measures in the direction of
prompting entrepreneurship, it is found that students are disinterested in taking up

entrepreneurship due to a number of reasons.
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SUGGESTIONS

1. Children can be easily attracted by the cartoon and jingles so as far as confectionery products
are concerned children should be conveyed about all the pros and cons of that particular
product.

2. It is the duty of the parents to see what their children are watching on television and if they
are getting highly influenced by the advertisements especially of confectionery products, then
parents should try to explain them what are the problems in consuming such products.

3. Parents can educate themselves and their children too about advantages of eating healthy and
disadvantages of eating unhealthy food.

4. Government may also take care while forming of rules and regulations in advertisements.

5. Confectionery products include most attractive facts because of that children like to consume
that product and due to this consumption of product there may be increase in the obesity
among the children so at the growing age of the children parents should make their children
aware about quantity they should consume and make then understand.

6. Instead of buying confectionery products children should be made to understand that they
should eat leafy vegetables and tell them how healthy it is to consume.

7. Confectionery products include high amount of sugar in sugar confections and preservatives
which is not good for health, they should consume it once a week parents should make aware
about this to their child and tell them to have control on the consumption of these products.
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ABSTRACT

The research paper investigates the impact of brand awareness on the consumer purchase decision
of smartphones. The research has highlighted the gaps found in many marketing efforts of
cellular companies while presenting their market offerings to the target market. The research
paper starts off by explaining what brand awareness is, how it is built and then how it slowly and
gradually ends up producing loyal and in-synced consumers, who will not switch to any other
brand no matter what, simply because for them the brand has become their companion, which not
only satisfies their needs but also helps them complete themselves. Therefore, it will assist the
marketers to know such consumer insights and opinions of their target market, what they want and
need and from a smartphone brand, all these gaps have been identified in this study and it helps in
setting out a strategic plan which will be very valuable for marketing professionals who want to
increase the market share of their brand, because like Kevin Keller said that no matter what kind
of the brand it is at any point of time it can become susceptible and vulnerable to poor brand
management. Brand Awareness, Brand Quality and Brand Loyalty and thus how the combined
role of all 4 elements influences and the purchase decision of consumers. A scientific review of
literature has been done and questionnaires were distributed for data collection. A sample size of
60 respondents has been chosen. The method of sampling selected is Simple Random Sampling,
the most significant being brand loyalty and brand association just by a slight difference. We can
thus conclude that when consumers are attached and loyal towards a brand they are likely to do
repeat purchases and this only happens when the relationship between the brand and the user is

very in depth and has an emotional connection with the smartphone brand.

KEYWORDS: Brand awareness, research methods, smartphones.
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INTRODUCTION

1.1.1 Brand awareness is the extent to which customers are able to recall or recognize by
potential customers, and is correctly associated with a particular product. Expressed usually as a
percentage of the target market, brand awareness is the primary goal of advertising in the early

months or years of a product’s introduction.

Brand awareness is related to the function of brand identities in consumer’s memory and can be
reflected by how well the consumers can identify the brand under various conditions. Brand
awareness includes brand recognition and brand recall performance. Brand recognition refers to
the ability of the consumers to correctly differentiate the brand they previously have been
exposed. This does no necessarily require that the consumers identify the brand names. Brand
recall to the ability of the consumers to correctly generate and retrieve the brand in their
memory. A brand name that is well known to the great majority of households is also called a

household name.

Brand awareness plays a huge part in the success of brands. There are many different ways to
market a brand in order for it to display a certain image in the minds of consumers. It can be a
logo, a name, a colour etc. That links itself to a brand in the mind of the consumer. Brand
awareness and recognition is a step for marketers in communication as it affects the consumer

choices that are made when it comes to the point of purchasing.

1.1.2 Consumer is a person or organization that uses or consumes economic services

commodities; also it is a person who purchases product for his/ her personal use.

Consumer behaviour is the study of individuals, groups, or organizations and all the activities
associated with the purchase, use and disposal of goods and services, including the consumer’s
emotional, mental and behavioural response that precede or follow these activities. Consumer
behaviour is an inter-disciplinary social science that blends elements from sociology,
psychology, social anthropology, marketing and economics. It examines how emotions, attitudes
and preferences affect buying behaviour. Characteristics of individual consumers such as

demographics, personality lifestyles and behavioural variables such as usage rates, usage
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occasion, loyalty, brand advocacy, willingness to provide referrals, in an attempt to understand

people’s wants and consumption, all comes under consumer behaviour.

1.1.3Consumer Buying Decision Process

The buying decision process is the decision- making process used by consumers regarding the
market transaction before, during and after the purchase of goods or services. It can be seen as a

particular form of a cost-benefits analysis in the presence of multiple alternatives.

Common examples, include buying of goods or services and deciding what to eat. Decision-
making is a psychological construct. This means that although a decision cannot be “seen”, we
can infer from observable behaviour that a decision has been made. Therefore, we conclude that
a psychological “decision-making” event has occurred. It is construction that imputes a
commitment to action. That is, based on observable actions, we assume that people have made a

commitment to affect the action.

Nobel laureate Herbert a. Simon sees economic decision-making as a vain attempt to be rational.
He claims (in 1947 and 1957) that if a complete analysis is to be done, a decision will be

immensely complex. He also says that people’s information processing ability is limited.

Consumer Decision Making Process involves the consumers to identify their needs, gather
information, evaluate alternatives and then makes their buying decision. The consumer
behaviour may be determined by economical and psychological factors and are influenced by
environmental factors like social and cultural values. The consumer decision making behaviour
is a complex procedure and involves everything starting from problem recognition to post-
purchase activities. Every consumer has different needs in their daily lives and these are those
needs which influences them to make different decisions. Decisions can be complex, comparing,
evaluating, selecting as well as purchasing from a variety of products depending upon the
opinion of a consumer over a particular product. This renders understanding and realizing the
basic problem of the consumer decision making process for marketers to make their products and

services different from others in the marketplace.
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1.1.4 Smartphone is a wireless handheld device that allows users to make and receive calls.
While the earliest generation of mobile phones could only make and receive calls, today’s
mobile phones do a lot more, accommodating web browsers, games, cameras, video players and

navigational systems.

Also, while mobile phones used to be mainly known as “cell phones” or cellular phones, today’s
mobile phones are more commonly called “smartphones” because of all of the extra voice and

data services that they offer.

The first mobile phones, as mentioned, were only used to make and receive calls, and they were
so bulky it was impossible to carry them in a pocket. These phones used primitive RFID and
wireless systems to carry signals from a cabled endpoint. Later, mobile phones belonging to the
global system for mobile communications (gsm) network became capable of sending and
receiving text messages. As these devices evolved, they became smaller and more features were
added, such as multimedia messaging service (mms), which allowed users to send and receive
images. Most of these MMS-capable devices were also equipped with cameras, which allowed
users to capture photos, add captions, and send them to friends and relatives who also had mms-

capable phones.

OBJECTIVES OF THE STUDY

To understand the concept of brand awareness and consumer decision making process.
To evaluate the impact of brand awareness on consumer purchase decision making process.

To analyse the impact of brand awareness on various factor affecting of brand awareness with
respect to purchase of smartphones.

RESEARCH METHODOLOGY

Present study depends on primary as well as secondary data. Secondary data has been collected
with books, journals, websites, research articles and even from newspaper articles. A structured
questionnaire was prepared by the researchers to collect the data. This questionnaire is

administered to respondents to collect reliable data. Open ended as well as close ended questions
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were developed for collection of relevant data. Data is analysed with the help of descriptive

frequency analysis.

LITERATURE REVIEW

Keller? in his journal has made a study to determine whether or not the effectiveness of
brand awareness is determined by examining the strength of the brand in the mind of
consumers, an effort has been made to understand how easily a consumer can recall and
identify the brand in different situations and circumstances.

Moon?® in his research paper mentions brand awareness as one of the fundamental issues in
consumer behavior that is the way consumers develop, adapt and use decision-making
strategies. Consumer decision making could be defined as the “behavior patterns of consumers
that precede, determine and follow the decision process for the acquisition of need-satisfying

products, ideas or services”.

DISCUSSION
Chart1.1
Smartphone owned by respondents

% Keller (2016), Impact of Brand Equity on Consumer Purchase Decision of Smartphones, European Journal of
Business and innovations research, Volume 4, Issue 4.

% Moon (2016), A Study On Consumer Buying Behaviour Of Smartphones, Journal Of Management In Practice,
Volume 1, Issue 1.
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Smartphones have become part and parcel of our life these days. Same has been concluded
through the study. All the respondents of the study own a smartphone.

Chart 1.2

Brand of a smartphone owned by the respondents

33%
35.00%
30.00%
25.00%
20.00% . .
15.00% 11.70% 11.70% 10%
10.00% 6.70%
. (]
5.00%
0.00%

8.30%

Apple Samsung OPPO VIVO Mi Redmi Oneplus

B BRAND OF SMARTPHONES

From the above chart 1.2, it is understood that 33 percent of the respondents are having Redmi
brand of the smartphone, while 18.30 percent of the respondents are having MI brand of
smartphone, an equal number of the respondents are having OPPO and Samsung brand of
smartphones i.e. 11.70 per cent. While 10 per cent of the respondents are having Vivo brand,
8.30 per cent of the respondents are having one-plus and only 6.70 per cent of the respondents
are having Apple brand of smartphone.
Chart 1.3
Awareness about brand of a smartphone

Others

Past experience

Sccizl-media

Television adds

Fambiy/Friends

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

B know the brand
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From the above chart 1.3 researcher has observed that 55 per cent of the respondents know about
the brand of a smartphone from their family members and friends. While 13.30 per cent of
respondents know from the Television advertisements and 6.70 per cent of respondents know
about the brand of smartphone through the social-media. 20 per cent of the respondents get
information through their past experience. Only 5 per cent of the respondents know the brand by

other sources.

Chart 1.4

Factors encouraging towards a brand of a smartphone

B Populanty of Brand Appearance B Price B Quality W Offer

According to chart 1.5 the researcher has concluded that 30 percent of the respondents are
encouraged by the quality of the smartphone, while 26 per cent of the respondents are
encouraged by the popularity of the brand of a smartphone. From the total 21.7 per cent of the
respondents are encouraged due to price and 16.7 per cent of the respondents are encouraged by
the offers given, Only 5 per cent of the respondents are encouraged by the appearance of a
smartphone.
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Chart 1.6

Respondents’ opinion on one exclusive feature of a brand of a smartphone used by them

21.00%

Appesarance Brand name OTNErs Quality Iecnnolosy

In the above chart 1.6, it can be concluded that 37 per cent of the respondents mentioned quality
as one of the exclusive feature, whereas 21 per cent of the respondents believed that technology
is an important feature, while 20 per cent of the respondents go for appearance. From the total 13
per cent of the respondents selected the brand name of the smartphone as an exclusive feature
and Only 8.3 per cent of the respondents opined that there are other different features that

encouraged respondents towards a brand of a smartphone.

CONCLUSION

From the study, it is observed that great numbers of respondents are students by profession
whereas moderate numbers of the respondents are professionals. Small numbers of
respondents are doing service and business while few of them are home-makers. Very few of
the respondents are unemployed. It has been observed that majority of the respondents are
having Redmi brand of smartphone, and moderate number of respondents are having Mi
brand of smartphone, while small number of respondents are having Oppo and Samsung
brand of smartphone, and few of them are having Vivo, One-plus brand of smartphone, and a
very few of them are having Apple brand of smartphone.
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SUGGESTIONS

Firstly the presence of brand awareness should be evaluated and the marketing mix strategies
should be able to answer what the brand is and how it is different from others by highlighting

points of differentiation.

Marketers should focus on brand performance and brand association where meaning of the
brand should be communicated to the target market so they can better evaluate, judge and form

positive feelings regarding the brand.

To achieve brand loyalty, marketers should work on nurturing and fostering the relationship

consumers have with their smartphone brand.

The features of stimuli like size, color, intensity etc. should be given the prime importance. The
companies should make sure that they come up with something which the consumer is

expecting.

Companies should make sure that they give detailed information about the product, with

comparison with other products in the other category also.
They should not focus so much on detailing about the features in TV advertisements.

Companies should focus more on the looks, and should try to add new innovative applications

in their smartphones and highlight the same in television advertisements also.

The information should be minimal but adequate to attract the consumers.
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ABSTRACT

Internet has gradually become the most important part of our lives in the 21% century. Most
people surf the internet for a living no matter it is commercial or entertainment oriented; some
even log in for developing interpersonal relationships. As a result, the prevailing Internet
provides users with the latest information, a quick access to send and receive E-mail, or
occasions to trade on internet. No matter it’s for living or commercial needs, online service has
become the most important issue in societies around the world. Cyber security is nothing but the
human security while using the internet and most of the people who are connected to these
networks are students. Most of the time students are not aware of the implications of cybercrime.
Because of the higher frequency of hacking attacks on the institutions of higher education, the

need for cyber awareness has been increased.

KEYWORDS: Interpersonal, Cyber security, Cyber-crime, Hacking.
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INTRODUCTION

Social Media is a platform that is used to build social relation among people who are linked to
each other in some way like having common interest, likes for similar activities, similar
backgrounds or real-life connections. In a typical Social Network Service, each user has a
profile, social links and various additional services.

Users of Social Networking sites create their public profiles, add list of other users with whom
they want to interact and view and share information with these set of users. These users can also
interact with each other through instant messaging, e-mail, etc. Because of its ease to use and
availability of cheap technology, social media has become a popular medium of finding and
interacting with new and old friends, for this purpose, many users of these social networking
sites tend to disclose their personal information. What they do not realize is that providing
personal information on the public platform will not only put them in danger of opening up to
total stranger who can misuse their personal information for purposes like identity thefts,
applying for credit cards etc. Many of them post their real-life pictures, addresses, mobile
numbers, name of their school and other confidential information without adequate security
settings. Computers, smartphones, and other devices are invaluable resources that provide
individuals of all ages interact with the rest of the world. Courtesy of social media, individuals
can share thoughts, images, activities, or any aspect of their lives. In addition, they can take an
anonymous peek into the lives of others, whether they live next door or across the globe.
Unfortunately, these networks also pose a threat to one’s computer, privacy, and even their
personal security. Because of social media’s widespread popularity, it is often used for nefarious
purposes that include cyberbullying, harassment, or stalking.

Often, people online share links to images or pages with the promise of an interesting news
article or some other valuable information. These links can be a serious cyber security threat if
people aren’t sure whether the site that they are visiting is one that they can trust. This is because
some websites contain malware that can infect computers and compromise a user’s security,
leaving them at risk of violations of their privacy or even significant financial damage. As in
emails, people should never click on links or attachments sent through social media that they do
not recognize, as they may contain harmful viruses that can infect their computer or device and
destroy sensitive information. Depending on the type of virus, it can even allow hackers or other

parties to gain control of one’s device and copy information from the hard drive, including
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passwords and bank account numbers. In some instances, hackers have even been able to seize
control of computers using a virus.

In addition to not opening unrecognized or shortened links, it is crucial that people install
effective anti-virus software. Because viruses are always evolving, this software must be
regularly updated to ensure that it is effective against the latest threats. People should also protect
their social media accounts by using a complicated password. It can also be helpful to update
passwords regularly and never use the same password on different platforms. Most social media
accounts give users the option to make their messages or accounts private, which is another good
option to protect a user’s information. In these cases, only people who are personally approved

can read updates, view images, and post comments.

OBJECTIVES OF THE STUDY

1. To identify the concept of cyber security.

2. The study the awareness of cyber security among youth.
3. To know the purpose of use of social media by the youth.
4

To find out the problems faced by the youth while using social media.

METHODOLOGY

The present paper is an outcome of extensive reading of various books, journals and internet
websites in the subject of social media, its awareness and cyber security. It was attempted to
conduct a survey of 60 respondents which includes young population between the age group of
14 years to 25 years which is further classifies gender wise, male and female. A structured
questionnaire was prepared and designed to collect the information. After a proper evaluation,

the data has been analyzed with simple percentage method and is further interpreted.

LITERATURE REVIEW
ZNarula and Jindal, conducted a study on “Social media India Youth and cyber Terrorism
Awareness: A comparative Analysis.” Cyber Terrorism is one of the most ignored and under

estimated activities in India. Indian Youth which is the third highest number of Internet and

27 Narula and Jindal (2015) , Social media India Youth and cyber Terrorism Awareness: A Comparative Analysis.,
Journal of Mass Communication & Journalism, Vol.5, issue 2.
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social media users after china and the U.S. with an estimated over 381 million mobile phone
subscriptions with internet connectivity. Cyber terrorism has now become a gruesome activity, it
leads to killing someone financially and India is becoming its latest victim. Everyday various
newspapers are filed with the stories of cybercrimes. It is not a future threat or a prospective
threat; it is an ongoing, current threat. With increasing dependence on cyber space and the
internet, vulnerability to aggressors__ whether it is terrorism, criminals or hostile countries, is
also increasing. In this study, the habits of teenagers all around India shows the compulsive type
of behavior of text messages but very less knowledge and awareness about the threat of cyber
terrorism. These facts not only outline in clear terms the immense popularity of the internet and
the use of social media but are also indicative of the fact that Indian youth is very less concerned

about the threat of cyber terrorism.

28Suman Dhull, Minakshi Bhardwaj, explained about “social networking security: Awareness
among Indian Users”. Social networking has become a very popular activity these days among
all categories of people. Billions of people use it to meet old friends, make new friends, share
and view information and fulfill their social needs to internet with people. But with these
attractions, come the risks of exposing personal information to unknown people. This paper aims
at studying the awareness about the importance and ways of having security and privacy checks
while on these social networking sites. Respondent to this study belonged to different
educational background, age gender. Data was collected and then analyzed based on the category
of the questions related to basic awareness, technical awareness Advocacy and responsiveness

towards the proper of social networking site.

2 Dhull, Suman &Bhardwaj, Minakshi (2014), Social networking security awareness among Indian users,
International journal of engineering research and application.
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DISCUSSION
Chart 1.1

Awareness about cyber crime

6%
23%

48%

very well Not so well | know about it Don’t know

The above chart 1.1, shows that 48 per cent respondents said that they very well know about
cyber- crime, 23 per cent respondents not so very well aware cyber-crime is followed by 23 per
cent respondents that they know about cyber-crime and remaining 6 per cent respondents do not
know anything about cyber-crime. Many respondents have heard about the term cyber crime but

do not the context of it in specific.

Chart 1.2

Time spent on social media

1-2 hours ®m2-5hours ™4-8 hours M more than 8 hours
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From the above chart 1.2 it can be mentioned that 45 per cent respondents spend 2-5 hours on
social media 29 per cent respondents spend 1-2 hours, 20 per cent respondents spend 4-8 hours
and 6 per cent respondents spend more than 8 hours in social media. Increasing number of social
networking sites is increasing the users and their interest in them. From the study we can see that

a lot of users spend a very good time of the day on the social media.

Chart 1.3

Frequency of post picture updates status, comment etc.

M Every day M One or two time a month ~ m One or two a week

From the above chart 1.3 it can be mentioned that 62 per cent respondents post their pictures,
status or comment one or two times a month, 23 per cent respondents post pictures, updates
status once or twice a week and 15 per cent respondents post picture updates status, comment
every day. With more and more usage of facebook, twitter, Instagram, we have lot of people
posting their picture, status and comments most of the times. This has become a favourite past

time of the people.
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Chart 1.4

Social media channels respondents are most active on

facebook mInstagram = whatsapp = twitter m other

From the above chart 1.4, 56 per cent respondent that they are most active on instagram, 37 per
cent respondents are mostly active on Whatsapp , 4 per cent respondents said that they are active
on other social media channels followed by only 2 per cent respondents mentioning that they are
most active on Facebook, remaining only 1 per cent respondents use twitter the most.

Chart 1.5

Respondents’ opinion on addiction of social media

60 56

50 44

40

30

20

10

yes No

According to the above chart 1.5, it can be said that the 56 per cent respondents are not addicted
to social media, and remaining 44 per cent respondents agreed that they are addicted to social
media. Social media addiction has become a serious concern in today’s times. Newer media
emerging in the market is increasing the addiction to a great level.
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Chart 1.6

Usage of same password for work accounts

()

yes
NO
Maybe

The above chart 1.6, shows that 63 per cent respondents said they do not use the same password
for their work accounts, 22 per cent respondents said that they sometimes use same password for
their work accounts and 15 per cent respondents agreed that they use the same password for their

work account as well as social media account.

CONCULSION

Cyber security is nothing but the human security. Because of the higher frequency of hacking

attacks on the institutions of higher education, the need for cyber awareness has increased.

Researcher hereby concludes that cyber security awareness is important because large numbers
of respondents are not aware about cyber security. The research shows that most users are just
aware about cyber-crime. It is clear that the ratio of awareness among the respondents regarding
cyber-crime is high for hacking when compared to other types. However, it also shows that most
of these respondents are not properly aware of the cyber-crime laws. Maximum respondents
stated that they have no idea about the safety of their information while being online. It is clear
from this that the respondents do not know the proper steps of ensuring that they keep their data
safe. It was also found that a very few respondents have lost data during online work. Also, a

large percentage of the respondents rarely change their password for accounts which is also a
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safety threat. It is also clear that the respondents even though they are aware about cyber-crime,
download various e-content such as movies, games etc. which may encourage cyber-crime. The
study also found out that most of the respondents occasionally receive spam messages and spam
calls but hardly any of these respondents report it to the cyber-crime police in order to prevent it

from occurring again.

SUGGESTIONS

1. There should be more strict cyber laws to prevent backing virus etc.

2. The internet usage is increasing day by day and the number of people shopping online,
sharing content, photographs, videos and links is rising too, which should be reduced by
putting some governing rules by the government regulated cyber departments.

3. A social networking site which has privacy settings becomes a tool to make the account
more secure. This can be used to make your accounts secure.

4. Social media websites can be used to bring more awareness regarding the crimes such as
identifying theft and fake user profiles.

5. Rules and regulations that deal with cyber-criminals should be strengthened so as to bring a
sense of safety among the internet users.

6. It is recommended that people install intrusion detection software so as to provide a warning

to the user regarding any breach.
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Tef-3IE U F 3f7of off 7 g 3T Hff rieiiidsdr 3= 3 Ul § 9HS § %l Xg!
g 7 3NHINF ! gRT s St 3| % HRUT 3 § U GRR IAd g BT Ydbe
I B B 3MRHT 79 & Id7 81 91! 8] Tg! BRI g [ aRasp A UIfpea™ ol Ueibredd
¥U § TRgd HRd g4 ST oY fowR foran| gel wifera Trse forddt vimifeies orf & =
3{TeR Hfdd-Hfad & dd & ded gU aXRI & U H ST g

Il TMec : S YoM 31 TS, AIIEIRIGdT & SRIgTR® Td afye daaf

A

™ 3T MY B & I HHAYR & Bl IuAN fhas ofewq | [fd
ARG Bt TR HT 3eqgT BT UT| 3TF Aed J ST fAUTSH Pt et 3R 39
YR U TR U A0S YU P Wifhd BT 8T §| SUb 1Y g FHAAYR B
YAl TR UhTRI STdd §U S-d Afddd Td Picdd DI S HAT YT Waadl & dlq
HHAYR S & JAM S §dl STAHRI = 1l THEhdwdl oI dx H IGHR ST
B o a1 8, T STURHR 3R 376 U &I GrgHT off 33 AMedrd &1 I ]|

U¥dTq-T :

31T BRI S H3 FHEST F S 8T 3| o Arreiiiear te U6 I9w § S HRda
AT Pt I & THIe § Ta! 5| o ASE! & 918 AFEIAHT 6T Sex HRAT JHIS
DI fR-4IR I O 8T 8] T8 TTER SIA- 3@ =0l & 7 Had gHR ¥ H afcs T fay o
Thefdl of 38T ¢
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A B GHIfT HAaTel Tdd gl R AiADRI B 3T YHHT gidll 5| e THS
&1 81 aUUT Bl 8] & fauTeH & 1e fowg-HReAH JHT ArsrciRisd & ST H geid g1 Ul
fora! Tuct @1 it off 59 Heqy I Udhd & | U 71d IT [ER &l ol dfch Gryol 4= P
T8 faueH Aot ¥ WeR e el & et WitdsRi 7 59 909 & ox o
IGHR ITAM BT gor {haT 8| 37 IUANI B SHBR! #4 fAfia sdra-rds J=if 1d
TF-ufEiel & U &1 37 SuaNl § ¥ 0 HHAWR 3R 3% Thd urfeaq Su=amd 3
AT THIfAd foaT §] I8 SU-IN eIl &1 Hedid Uagiid deH & SR afye
TR W HAT g 3ot Ht Ay TR R Tt o3 [TaRURN &1f R I | o 9o § Iarferd
BIch B ok fay oY affedt g

Tan T ST & HUT IR fod o 3oy g 15 Fifeh fovet Ut ST &1 910
DIs TSN T1 DI W 8l ¢ [Afhd HHAYR Sff 7 39 IUAN H TG & &1 T 914F & &Y
o vqd e 3] U8 IHg g 3fagr &1 e ¥ g8 U SR gersif Bl gad 3R Iavd §¢
3T 2| 39 IUUN # 3fier &1 Ria o 3] S-S surel, Susyrsl, B ok T
g3l &1 fafiiad s #d g FHAR S A YT oY 9gd gl 1§ g

ol HHAR St B I8 a1d o st ot fob S5 o o1 Ridh feaman =11 § afcs 39 o
ST g 3511 favgd &UT %4 # Idd gU UIed! &I SFeR! & Ay 398 3R Hlea-d
ge13f 3R Ul ¥ ard-oidrd Ht R g 3o gedr % Hf Widd g 8% ge & Uiy &
3T 3R YOI & HRUN BT dAlchas [A=eTH0T B § 3R UichdT & RTfud ararefi wR o gy
I3

fpad uifred™ IuOr & T Thedt § ford Sfagm SR oA adae & 38R @ el
R @1 Tt ] 98 v gy € 39 Uis ¥ RS Su=arat & grm o fad=m, =y,
faa® 3R Ui &1 35T AN § [T1Y & 3f0e™ & Udl IR ot ®Ts ! A% HXdb gH
FAR fier & o & IR @1 78 = UeH e g
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PHAYR P TR

HHPR YR ) AIfed & U Heayul gxi&R SR sgqal ufaur & ol g
I U I G §RT RS- Dl deT Td TG Bl Rl U9 §gall 9
30 Wifed H IH 3| AT ATH & shad Jaf & faftrs ugqefl & oua Tifige & Areqd
T AN & A 91| T51 51 SMaIHdl & AR SfAeN &I URd! dI WAdh qadTs B
W€ ! Wior BT JUT HHT YA 61 8] TS &1 aeqfdfd T HIa-YfH &1 o= Afed &
TS R I T T41 fE=0 yaH FHrA &1 T ARy ud mifes s foan|

HHAAYR ST 7 30 TIHIA 3R JaTaRT | 3 IAR-deMd 1| ufdgpa ufkfRufa o
TR1&m UTed 1| =ite, fa-wran, Sag-=iterdn, faearor ufayr, Yiauaurdr, TRedr Td TR sife
HHALR P oI B [T B

FHAAYR S 7 TqIed Bt Ay it faemsst # oot g Idg g FEHIBR, ITINGR,
e Ud Uedhl Taw, TuTed 3ffc & ¥9 H 9 TR 38 §| SIdh Sial, dle U JaThR,
=1 eret, THg  Qran gan smeH, Sl aifeh anfe I Tffa Iumrg @ & Iy @ e
FRERmET, F &7 SMeHt, Tis g8 GG, forar Gal, ®igxT, aRewar fe afid Her AUs
g €] ‘3re Smarer 3R ARG 39 &1 AIedh| o ATeH ¥ 381 Aled & &F H S(U-T AT
TS| 1Y BT 5 Bl B! YHPT, T8 B & ale, TR U : JHIGR 9 i Sara-Tds
TRIf § HHAAR St FI saa® ™ =P &1 uRkey fHaar ) aiker oxft affa ufer o1 off
IUTed SR S5i- [hdT| 3Hb AffAD ANGH & BRI 3¢ (10 TRIBRI A FHIH foar
1| fba Ui IU—IN &l 2003 BT g SMbIGH RIBR U §3H1| Tal 3o
I fA® aradr &1 IRAA® g

&<t U=t | fafaa arereiRer:

fgal IuU=al & YT Td (E@RUIS), IUAHT ([{IgHe 3MRP), MR Had (GuAry
Rfg), IH1E (WTaF Rig), ST Tild RTEr AgH Iom), a9y (g Ire-h), J@1 sie (HoR
UEANE), BTl USIS (WG HRaTe) 3Mfe Hedyu Iu=u & foFd IuumsRY 3
ARG & TS HI JUTidl & ary fafd fean g
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fraq Tifwa Su=arg &1 %

HHAR A fbd UIibEd ITAE H EADhdl S AR B fade - fa=ayor qur fay
TR W gl e O-HAER B ANE! DI WY HaT 3| I8 IT-AN Il eufed
3R Ffearedr & faaws T SR i 8| for s 989 o SN Sfag iR g & T
A P et 3R Iy & A1eny Y Sie &1 e yad fohdT g

YRd-TTfod faUTSH &1 90T & fIfid &xd 99 HHAYR St A fqueH 9 ugd & &%
g3l TR USRI ST 5| 3 8 Ul &=+ &I &I HRUT al U g1 afcT <= 31T
3R fauTe & a1g off Tarff oot 3 59 g9 &1 3R Serar fean 37 | &1 foad aef
¥ PHIs AI-G1 Aol UT| 4 Had U eI & U o &1 a1 ST 918d U] 39
ITA H faUTeH @) I R el 989 et 3| Th U 9aH & JH1Ed ¥ s A
2fIeT & 31 I &I WA a1 &1 YA fa g

3T IUATH B HHAR Sff 3 ifesa@ 9 & UAeIRie SR ot Jten ot 8] srcfid &
T TR T fobar g i 321 dear &t g grmal gR1 T8t STl 1 ofY| <% Wdaar &
q1E faUSH & aRumHl &1 USdaid a¥d HRd g| 39 Ul & aaH & 1Y SIS old §
3R WY FA ¢ & e f[USHeR! ugiat o of 38 ue # fears <t § 8k
O X§d §U D! ol AT T T ot fihr 9§ foba IR uiford™ & 3871 o SRl
Had STHIA BT ScdRT & Te! gRT dfewd T A Tadr Wi gea forar S|

fpaa arfewa™ Su=ard # afye Ircifedr :

3{Teld U H SHAYR A WIGIRAGAT Bt THRT Dl dhdd YRA-UfbdE & 1Y
g 81 SheT § 3! =fP U 8 S=i1 Wy foban § fob aeifidsdr &1 SieR had URd H
& 761 afer T fay o Ha g1 3| AWH A 39 ITAN H 34T @ erard | fay o et
Aeedr 1 e fHar g IR gafar, sSRRm, RR]RM- ARt & el
TGl 3fe & TTY-T1Y T, T H Tt AT &1 +f 9o foan 3| aas
WY FA § & URA B X8 3 AP # ff IUGRisd S-3AER 3R AHER S
T GRAM 7, S 3y § saue &0 H el §3 8] 57 9@ S| oI farad o gaws adi
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§% 8| 39 UBR 7 Had YR Sfeh [aY AT ST &1 B30 HeMl H HHAR 7 39 IuA™
T IH 3

Tan UTferear Iu | fafad ge-mst a1 uitl & ey & 98 w81 o A& § [ U=
H R Fivarie ge-rsf a1 wH &1 g T81 Ud fobd & Sfce dftyes wersfi & ot fafira
HeH RIfd gU 8] e A YR Td dfye 3faeTI &1 e Sed P 3fcfid PI gAY
ot +ft TR Pt g SR ST I lbier T SIgA &1 HIR &1 g

e -

s & U § 98 $a1 o Iod! § & FHaR & ™F &l 8 781 e I yRda
e ¥ Heaqul 7] S7% A1fed & A1 § ufaurfed fiamd fadt & faviw 3 9t 7 giax
AP TR P 5| ST, HeT!, A & &5 H 3761 9gd 981 ANTGH 38T g

RGBT Bl bg H @A faRad f§dl Iu=—RIT T TRART 81 <X faHTeH & a1 gH
fearg Tt 3| fEd STueRt A 39 ImieiRiedr & grwn & G WuHest & a1y i
fopa| AreIRdar & HRON Ud URomHl &1 Al gereff & mred ¥ 84t & iRl 3
fafa fpar g

1 It STl # fordm uifdeam U fid &1 YRR HHT ol § Hifds dHesR A
ARG Bt TR &I dfyd aitier & 31 &1 YA foar g) a1y € e & wR R +ft
RARTTT IU-AT & RICHTd ald Bl BIgdR 74 TN 84 fGWTs <d g

e vd Ugrae U= 9T U-USeTu -

1) foprd= UTfpEa™ — HHAYR, IoTUTA TS T, TH0T - 2013

2) QEIR® IU-AT 3R fdhd= Ufhear - ST, T JarRiRT Il

3) GBI f3el SUrH-SI. Yol UTeiidrd, g0 Hifgd Sfobradt, Uddhdl, T¥hUT 2004
4) T8 ITA & T 3 — S1. fe g Ag, I UBTIH, BT - 2010

5) qaTed YT — 3 - 4 S-S, 2015
6) TTHa! URADT — i - STaLI-ATd, 2014
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Upskilling Courses

Semester I Credit Course Offering Dept.
1 | Universal Human Values 2 SEC Sociology
Part I
2 | Video Editing & Sound 2 DSE/SEC BAMM
Recording
3 | Banking and Financial 2 DSE/SEC BCom-AFI
Services Part I
Semester 11
1 | Translation Course 2 SEC Hindi
2 | Theatre and Stage Craft 2 DSE/SEC BAMM
3 | Personality Development 2 SEC BMS
4 | Banking and Financial 2 DSE/SEC BCom-AFI
Services Part 11
5 | Universal Human Values 2 SEC Sociology
Part 11
Semester 111
1 | Women and Law Part | 2 GE Commerce
2 | Advance Excel Part I 2 SEC PG Commerce
3 | Digital Marketing 2 SEC PG Commerce
4 | Graphic Designing Part I 2 DSE/SEC BAMM
Semester 1V
1 | Women and Law Part II 2 GE Commerce
2 | Advance Excel Part 11 2 SEC PG Commerce
3 | Essentials of Life 2 SEC PG Commerce
Management and BMS
4 | Graphic Designing Part I1 2 DSE/SEC BAMM
Semester V
1 | Elderly Care 2 DSE/SEC Sociology
2 | Vedic Maths I 2 SEC In Progress
3 | Financial Literacy Part I 2 DSE/SEC Economics
4 | Certified Expert in Stock 2 DSE/SEC In Progress
Market
5 | Foreign Language 2 SEC In Progress
6 | Advanced Tally with GST 2 SEC PG Commerce
Part [
Semester VI
1 | Vedic Maths II 2 SEC In Progress
2 | Financial Literacy Part I1 2 DSE/SEC Economics
3 | Certified Expert in Stock 2 DSE/SEC In Progress
Market
4 | Foreign Language 2 SEC In Progress
5 | Advanced Tally with GST 2 SEC PG Commerce
Part 11

SEC — Skill Enhancement Course
DSE — Discipline Specific Elective

GE — Generic Elective
2 Credit denotes 30 hours







